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Albany Heritage Park 
Statistics Report July to September 2015 

 
Visitation 
 
National Anzac Centre Overall Visitation Statistics and Comparisons 
Running total since opening to 30 September 2015 - 75,199 
 
  Jul Aug Sep 
2014/15 Actual  0 0 0 
2015/16 Forecast 2 598 2 032 3 309 
2015/16 Actual 5 047 3 402 5 575 
% 194% 167% 168% 
Daily Visitation Target 84 66 110 
Days Below Target 7 1 2 

 
 

 
 
National Anzac Centre Visitation Type Detail 
 
  Jul Aug Sep 
Adult 2 362 1 337 2 057 
Concession 1 591 1 595 2 677 
Child (5-15) 463 95 241 
Child Extra 386 75 204 
Child (4 & under) 89 51 48 
DVA Card 44 42 48 
RAC 20% Discount 51 45 17 
Armed Services 0 0 1 
Free  12 32 72 
Tour Group 40 37 22 
School Group 0 90 147 
Annual Passes 28 24 14 
Annual Pass Return 15 9 26 
2 Day Passes 0 0 7 
2 Day Pass Return 0 0 2 
Gift Vouchers 13 4 5 
Gift Voucher Redeem 0 11 6 
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National Anzac Centre Visitation Type Summary 
 
  Jul Aug Sep 
Adult 2 432 1 416 2 161 
Concession 1 706 1 698 2 759 
Child 941 313 640 
Return Visits 15 9 28 

 

 
 
Princess Royal Fortress Tours Statistics 
 
  Jul Aug Sep 
2014/15 Tours Held 0 0 0 
2014/15 Attendance 0 0 0 
2015/16 Tours Held 53 50 38 
2015/16 Attendance 669 479 527 

 
 
Visitation by Location 
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Finance – Year to Date 30 September 2015 
Annual Budget YTD To Date Budget YTD Actual  YTD Variance YTD % Variance 
$256,386 $65,255 $172,693 $237,948 365% 
 
Operating 
Expenditure 

YTD Budget YTD Actual $ YTD Variance % YTD Variance 

Total $304,489 $216,861 $87,628 29% 
Operating 
Income 

YTD Budget YTD Actual $ YTD Variance % YTD Variance 

Total $239,234 $389,554 $150,320 63% 
 
Key Variances Notes: 
 
Expenditure:  

• Curatorial Expenditure $34,000 below budget due to the contract not being awarded to WAM as 
we review operations. 

• Maintenance and operations $35,000 below budget. 
 

Income: 
• NAC Entry Sales $100,000 above budget. 
• NAC Forts Merchandise $50,000 above budget 
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1 Introduction 

1.1 Background 

This scoping report has been prepared by SC Lennon & Associates Pty Ltd.  It has been prepared on behalf 
of the City of Albany. 
 
The City of Albany has identified the attraction and establishment of creative industries as a key economic 
development focus area, particularly when combined with creating a learning centre of excellence for 
creative industries services and production. The City is investigating the establishment of an innovation 
park and a regional university as a means of generating economic development for the region. Hence, the 
City is interested in how Albany might leverage its unique sense of place to attract residents and business 
enterprises to help attract these industries / activities and to establish Albany as a hub of creative 
industries in the Great Southern Region. 
 
In order to flag these and related economic development opportunities for the region, the City of Albany 
plans to host an Economic Development Forum in late 2014. To this end, appropriate data and information 
on the City’s creative industries is required to help inform the forum. 

1.2 This Scoping Report 

Until now, the City of Albany has only had access to the broad industry sector human capital profiling via 
data sourced from the Australian Bureau of Statistics. Hence, more detailed data is required to accurately 
profile and quantify the City of Albany’s creative industries. This report documents the findings of tailored 
research and data analysis for the City of Albany and the Great Southern Region in profiling the creative 
economy.  

Creative Industries Data Analysis 

The research, consultation and analysis which informs this scoping report began with a tailored analysis of 
available ABS Census data. In terms of accurate statistical analysis, a challenge for the City of Albany, like 
elsewhere, is allocating the Australian Bureau of Statistics’ detailed industry classifications and occupational 
classifications into creative industries segment definitions. As demonstrated herein, this can be done at the 
most detailed level of industry and occupational classification which is available at the local government 
area level.  
 
The accepted definition of creative industries, at least for the purpose of statistical analysis, consists of: 
 

 Music, Visual and Performing Arts; 

 Film, TV and Radio; 

 Advertising and Marketing; 

 Architecture and Design; 

 Software and Digital Content; and 

 Publishing. 
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F I G U R E  1 .  CR EAT I V E  S EG M E N T S  

 
 
 
But rather than being separate sectors of the economy, creative industries are a pervasive input to many, if 
not all industries. Besides measuring employment in the creative industries themselves, where possible, the 
analysis also identifies employment of creative workers (by occupation) ‘embedded’ in other (non-creative) 
industry sectors. This reflects the dynamics of the creative workforce, which, broadly-speaking, includes: 
 
1. Creative occupations within the core creative industries (what are referred to as ‘specialists’); 
2. Non-creative occupations (‘support staff’) employed in the creative industries; and 
3. Creative occupations employed in other (non-creative) industries (termed ‘embedded’ creatives). 
 
To capture this full range of employment types, what is known as the ‘Creative Trident’ is used to measure 
employment in both the creative industries and other non-creative industry sectors by combining data on 
employment by industry and data on employment by occupation.  
 
In order to get an accurate measure of the creative workers embedded in other (non-creative) sectors of 
the economy, a profile of occupations at the most refined 6-digit level as per the Australia and New Zealand 
Standard Classification of Occupations (ANZSCO) is required. Even at this most refined level, some 
occupation codes are quite specific, e.g. ‘landscape architect’ while others may include a mix of 
occupations that from some points of view seem relatively unrelated - for example, the ANZSCO code 
211499 Visual Arts and Crafts Professionals includes New Media Artist, as well as Leadlighter and Textile 
Artist. 
 

Creative Industries 

Music, visual and 
performing arts 

Film, TV and radio 

Architecture and 
design 

Advertising and 
marketing 

Software and 
digital content 

Publishing 
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Unfortunately, for a comparatively small workforce in a small geographic area like the City of Albany, the 
occupational profile data is not readily available at this most refined level. Instead, this scoping report 
assesses the data at the broader (4-digit) level of occupational classification as used by the ABS. This still 
provides a good understanding of the extent of the City of Albany’s creative workforce which is employed 
in both the creative industries themselves and other non-creative sectors of the economy.  
 
Therefore, the data presented in this report focuses on the first two components of Albany’s creative 
workforce, that is, those ‘creatives’ and support staff employed in the creative industries. Data is collated 
for the City of Albany at the most detailed (4-digit) Australia and New Zealand Standard Industrial 
Classification level and compared to the creative industries profile for the Great Southern Region (as 
defined by an amalgamation of 11 local government areas), Western Australia and Australia. 
 
Despite limitations with respect to the occupational profile data, the profile of employment in Albany’s 
creative industries (in the context of the regional, State and national figures) provides a sufficient overview 
of the local creative economy profile, on which to establish a clear understanding of local dynamics and 
make some informed decisions in planning for creative industries growth and development in the City of 
Albany.     

Stakeholder Consultation 

The data analysis is complemented with findings from targeted stakeholder consultations which were 
undertaken in Albany in March 2014. Those consulted were identified in conjunction with the City of Albany 
and meetings were held according to the availability of those contacted. Meetings were held with: selected 
Council officers; City of Albany Councillors; Regional Development Australia – Great Southern Region, Great 
Southern Development Commission; the Albany Chamber of Commerce and Industry; Creative Albany 
Incorporated; the Albany Entertainment Centre; and the Perth International Arts Festival – Great Southern. 
 
The consultation meetings discussed key challenges and opportunities facing the local creative segments 
with a view to incorporating this critical information into recommendations for the City of Albany to help 
foster its creative industries in a strategic fashion. The ideas for action and strategic directions touched on in 
this report were in part informed by these consultations. 

Strategic Directions 

Using the findings from the data analysis and consultation with key stakeholders, the final section of this 
scoping report puts forward considerations for the City of Albany as it seeks to address its role in helping 
facilitate and grow the City’s creative economy. 
 
The suggested strategic directions and ideas for action are not all-conclusive. Rather, they are designed to 
generate further thinking and discussion around the City’s desire to attract and establish creative industries 
as a key economic development focus area.   
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2 Introducing the Creative Industries 

2.1 Creative Industries Defined 

Creative employment in all of its complexity and variations is still regarded by policy makers as a critical 
component of a vibrant society and economy. The creative industries are those areas of practice that turn 
original individual creativity into social and commercial outcomes, drawing on creative talent to produce 
new products and services for local, national and international markets. 
 
In Western Australia, creative employment represents 3.76% of the state’s total workforce (compared to 
5.29% nationally). This places Western Australia on par with Queensland and South Australia, but below the 
comparable proportions for Victoria and New South Wales, where a higher share of the workforce is 
accounted for by ‘creatives’. 

F I G U R E  2 .  CR EAT I V E  E M P LOY M E N T  A S  A  P RO P O R T I O N  O F  T H E  W O R K F O R CE ,  AU ST R A LI A’ S  STAT ES  A N D  
T E R R I TO R I ES ,  2 0 1 1  

 
Source: ABS Census of Population and Housing, 2011 with interpretations by SC Lennon & Associates  

 
 
There is no standard definition of what makes up Australia's creative industries or occupations. The 
Australian Bureau of Statistics (ABS) ‘cultural employment’ definition of industries has until now, been very 
broad, as it includes zoos, botanical gardens, nature reserves, religious and funeral services, arts education, 
wholesaling and retailing activities while it does not count elements of digital media and software 
development critical to cultural and creative production and consumption in Australia. 
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Hence there is no readily available data from the ABS or other sources to accurately measure the creative 
industries in a place like the City of Albany and to compare it with other localities or state and national 
averages. As a result, a tailored approach to employment by industry and occupation data is required, to 
measure the true extent of creative industries and occupations at the local level. 
 
Following the work of the ARC Centre of Excellence for Creative Industries and Innovation, in Australia, the 
accepted definition of ‘creative segments’ (or what are sometimes more simply referred to as creative 
industries), at least for the purpose of statistical analysis, consists of: 
 

 Music, Visual and Performing Arts; 

 Film, TV and Radio; 

 Advertising and Marketing; 

 Architecture and Design; 

 Software and Digital Content; and 

 Publishing. 
 
This is a widely-accepted grouping which has improved upon earlier iterations by more accurately 
categorising industry sectors according to the role of ‘creativity’ as their primary source of value. It excludes, 
for example, those sectors which serve as retailers of creative goods and services without generating 
creative capital in their own right. 
 
Broadly speaking, the six creative segments fall into one of two sub-groups. One is the ‘creative services’ 
segments which include: architecture and design; advertising and marketing; and software and digital 
content. 
 
Creative services enterprises and creative entrepreneurs provide inputs that are central to businesses 
across many industries, from manufacturing and construction to retailing and entertainment.  Representing 
what is in effect, a ‘creative services economy’, creative enterprises add value to production through design, 
technical performance, packaging and branding. 
 
The ‘cultural production’ segments on the other hand include: film, TV and radio; music, visual and 
performing arts; and publishing. These sectors embody the role of arts and cultural assets as contributors 
to quality of life and community well-being and as important contributors to economic activity and 
economic development in their own right.   
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F I G U R E  3 .  CR EAT I V E  S E RV I CES  A N D  CU LT U R A L  P RO D U C T I O N  S EG M E N T S  

 
 
 
 
In Western Australia, approximately 70% of all creative occupations are in the ‘creative services’ segments 
(Software and Digital Content; Architecture and Design; and Advertising and Marketing). Creative services 
enterprises and creative entrepreneurs provide inputs that are central to businesses across many industries, 
from manufacturing and construction to retailing and entertainment.  
 
The remaining 30% is employed in the ‘cultural production’ segments (Film, TV and Radio; Music, Visual and 
Performing Arts; and Publishing). This 70/30 split between creative services and cultural production 
segments is typical of most of Australia’s states and territories. 
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3 Albany’s Creative Industries 

3.1 Creative Industries Profile 

According to data from the 2011 Census of Population and Housing, the City of Albany’s creative industries 
account for 234 local jobs, which equates to approximately 1.5% of the City’s employed workforce of 
around 15,000. This figure of 234 jobs excludes creative workers employed (or ‘embedded’) in other non-
creative industry sectors (see discussion below). 
 
The City’s largest creative industries segment is Architecture and Design, which in 2011 employed 72 
workers (both creatives and support staff) or 31% of the City’s total creative industries employment. The 
majority of workers employed in this segment (48 workers or two-thirds of the segment total) are engaged 
in the provision of architectural services. Other activities include the provision of specialised design services 
and professional photographic services. 
 
The cultural production segments of Publishing (58 workers or 25% of total creative industries employment) 
and Music, Visual and Performing Arts (49 workers or 21%) are the also notable contributors to the City of 
Albany’s creative workforce. 
 
The majority of Albany’s workforce employed in the Music, Visual and performing Arts segment are 
creative artists, musicians, writers and performers and those involved in museum operation. In the City of 
Albany’s Publishing segment, the large majority of workers (81%) are employed in newspaper publishing. 

F I G U R E  4 .  CR EAT I V E  I N D U S T R I ES  E M P LOY M E N T  BY  S EG M E N T,  C I T Y  O F  A LBA N Y,  2 0 1 1  

 
Source: ABS Census of Population and Housing, 2011 with interpretations by SC Lennon & Associates    
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The City of Albany’s smallest creative industries segment is Advertising and Marketing, which employs just 
seven people or 3% of the City’s creative industries workforce. 
 
Figure 5 shows the breakdown of the City of Albany’s creative industries employment by segment in 
proportional terms, while Figure 5 compares the proportional breakdown in Albany with that of the wider 
Great Southern Region (as defined by a collection of 11 local government areas), Western Australia and 
Australia. 

F I G U R E  5 .  CR EAT I V E  I N D U S T R I ES  E M P LOY M E N T  BY  S EG M E N T  ( % ) ,  C I T Y  O F  A LBA N Y,  2 0 1 1  

 
Source: ABS Census of Population and Housing, 2011 with interpretations by SC Lennon & Associates   

 
 
As shown in Figure 6, across the Great Southern Region, the majority of creative industries employment is 
located in the City of Albany (73% of the region’s creative industries employment) and the neighbouring 
Shire of Denmark (20%) with very little of no creative industries employment recorded in the region’s nine 
other local government areas. In fact, the remaining 7% of creative industries employment (or 23 jobs) is 
located in the four local government areas of Jerramungup, Katanning, Gnowangerup and Woodanilling. 
Denmark’s creative industries profile mirrors that of the City of Albany though with a comparatively higher 
proportion of creative artists, musicians, writers and performers. Jerramungup, which accounts for 3% of 
the region’s creative industries employment, is home to 11 jobs in the Libraries and Archives sub-sector of 
the Publishing segment, with no other creative industries employment. 
 
As illustrated in Figure 7, the City of Albany’s Architecture and Design segment employs a higher proportion 
of creative industries workers (31% of total creative industries employment) than the Great Southern 
Region (30%), Western Australia (23%) or Australia (18%).  
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F I G U R E  6 .  TOTA L  CR EAT I V E  I N D U ST R I ES  E M P LOY M E N T  BY  LO CA L  G OV E R N M E N T  A R EA ,  G R EAT  S O U T H E R N  
R EG I O N ,  2 0 1 1  

 
Source: ABS Census of Population and Housing, 2011 with interpretations by SC Lennon & Associates   

 

F I G U R E  7 .  CR EAT I V E  I N D U ST R I ES  E M P LOY M E N T  BY  S EG M E N T  ( % ) ,  C I T Y  O F  A LBA N Y,  G R EAT  S O U T H E R N  R E G I O N ,  
W EST E R N  AU ST R A LI A  A N D  A U ST R A L I A ,  2 0 1 1  

 
Source: ABS Census of Population and Housing, 2011 with interpretations by SC Lennon & Associates   
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The City of Albany and the Great Southern Region compare favourably, in employment terms, to Western 
Australia and Australia as a whole in the Publishing and Music, Visual and Performing Arts segments. 
Conversely, the City of Albany has a relatively small representation in the creative industries segment of 
Software and Digital Content, which accounts for 12% of the City’s creative industries employment 
compared to 38% and 39% for WA and Australia respectively. 
 
Typically, Australia’s Advertising and Marketing segment employs a small proportion of the creative 
industries workforce because many creatives working in this field are embedded in other sectors of the 
economy (over two-thirds of Western Australia’s Advertising and Marketing workers are embedded in 
other sectors of the state’s economy).1 In the City of Albany and the Great Southern Region, the 
proportional representation of this segment, by employment, is lower than that in Western Australia and 
Australia.  

3.2 Creative Employment by Occupation 

As noted in the introduction, to get an accurate measure of the creative workers embedded in other (non-
creative) sectors of the economy, a profile of occupations at the most refined (6-digit) level as per the 
Australia and New Zealand Standard Classification of Occupations (ANZSCO) is required. Unfortunately, for 
a comparatively small workforce in a small geographic area like the City of Albany, the occupational profile 
data is not readily available at this most detailed level. Instead, this scoping report assesses the data at the 
broader (4-digit) level of occupational classification as used by the ABS. This still provides a good 
understanding of the extent of the City of Albany’s creative workforce which is employed in both the 
creative industries themselves and other non-creative sectors of the economy. 
 
A report recently released by the Department of Culture and The Arts titled Creative Industries Analysis for 
Western Australia demonstrates the significance of the creative workforce embedded in other sectors of 
the economy, with some creative segments having a significantly higher representation of embedded 
creatives than others. The report notes a large share of creative services workers are employed in other 
(non-creative industries) sectors. 
 
In Western Australia, over two-thirds (69%) of all Advertising and Marketing workers are embedded in 
other (non-creative) industries. Around one-third of Architecture and Design workers are ‘creatives’ 
embedded in other sectors of the economy, while 21% of WA’s Software and Digital Content workers are 
employed in other non-creative industry sectors. 
 
While the data limitations described above prevent a cross-tabulated analysis of Albany’s creative 
workforce employed across the creative and non-creative industries to generate a sum total, the profile of 
occupations does provide some insights into the extent of the City’s creative workforce employed across all 
industry sectors. From this, conclusions can be drawn as to the extent of creative workers employed in 
other (non-creative) sectors of the economy.    
 
Consistent with the findings of the Department of Culture and the Arts, Figure 8, which illustrates 
employment in creative occupations in the City of Albany, shows the Advertising and Marketing segment 
and the Architecture and Design segment to be much larger in employment numbers when those ‘creative’ 
employed in other non-creative industries are included in the totals. 

 

1 Source: Department of Culture and the Arts (2013), Creative Industries Statistical Analysis for Western Australia 
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Although the 4-digit level industry data does capture some occupations which are on the margins of being 
considered ‘creative’ (e.g. advertising and public relations managers are combined with sales managers), it 
does illustrate the extent of the creative services workforce – notably those employed in Advertising and 
Marketing and in Architecture and Design - employed outside the creative industries. 
 
As shown in Figure 8, when all creative workers in these segments are captured in the data, these segments 
are much larger. As shown below, in Albany, the Advertising and Design segment accounts for 70 jobs or 27% 
of creative employment; Architecture and Design accounts for another 69 creative workers or 26% of the 
total.  

F I G U R E  8 .  E M P LOY M E N T  I N  CR EAT I V E  O CCU PAT I O N S  BY  S EG M E N T,  C I T Y  O F  A LBA N Y,  2 0 1 1  

 
Source: ABS Census of Population and Housing, 2011 with interpretations by SC Lennon & Associates   
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F I G U R E  9 .  E M P LOY M E N T  I N  CR EAT I V E  O CCU PAT I O N S  BY  S EG M E N T  ( % ) ,  C I T Y  O F  A L BA N Y,  2 0 1 1  

 
Source: ABS Census of Population and Housing, 2011 with interpretations by SC Lennon & Associates   

 

3.3 Trends in Creative Industries Employment 

Figure 10 illustrates the average annual change in employment by creative industries segment between 
2006 and 2011 in the City of Albany compared to Western Australia and Australia. While it is difficult to 
draw strong conclusions from such small numbers, the findings nevertheless give some insight into how the 
creative industries are trending in the City of Albany. 
 
Employment in the City of Albany’s Publishing segment declined over the five year period, from 61 workers 
in 2006 to 58 in 2011. This is typical of the trend nationally with employment in Publishing falling in all of 
Australia’s states and territories including Western Australia. 
 
The City of Albany also experienced a notable fall in employment numbers in its Film, TV and Radio 
segment, from 32 to 20 workers, representing an average annual decline of 9%. 
 
Conversely, Albany’s Music, Visual and Performing Arts segment experienced notable growth in 
employment numbers from 33 in 2006 to 49 in 2011 (an average annual increase of 8%). So too did 
Albany’s Architecture and Design segment, which showed an increase in employment from 51 workers in 
2006 to 72 in 2011, representing an average annual growth rate of 7%. 
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F I G U R E  1 0 .  AV E R AGE  A N N UA L  CH A N G E  I N  CR EAT I V E  I N D U ST R I ES  E M P LOY M E N T  BY  S EG M E N T,  C I T Y  O F  A L BA N Y,  
W EST E R N  AU ST R A LI A  A N D  A U ST R A LI A ,  2 0 0 6 -2 0 1 1  

 
Source: ABS Census of Population and Housing, 2006 and 2011 with interpretations by SC Lennon & Associates   

 

F I G U R E  1 1 .  CR EAT I V E  I N D U S T R I ES  E M P LOY M E N T  BY  S EG M E N T,  C I T Y  O F  A LBA N Y,  2 0 0 6  A N D  2 0 1 1  

 
Source: ABS Census of Population and Housing, 2006 and 2011 with interpretations by SC Lennon & Associates   
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4 Initial Consultation Findings 

In order to establish a baseline understanding of the City of Albany’s creative industries profile and 
prospects in the context of broader regional economic development considerations in Albany and the Great 
Southern Region, targeted stakeholder consultations were undertaken in Albany in March 2014. 
 
Those consulted were identified in conjunction with the City of Albany and meetings were held according to 
the availability of those contacted. Meetings were held with: selected Council officers; City of Albany 
Councillors; Regional Development Australia – Great Southern Region, Great Southern Development 
Commission; the Albany Chamber of Commerce and Industry; Creative Albany Incorporated; the Albany 
Entertainment Centre; and the Perth International Arts Festival – Great Southern. 
 
The consultation meetings discussed key challenges and opportunities facing the local creative segments 
with a view to incorporating this critical information into recommendations for the City of Albany to help 
foster its creative industries in a strategic fashion. 
 
The following is a summary of key points raised during these initial consultations. It is expected these 
findings will help inform further planning for the City of Albany’s creative industries. The points presented 
below do not represent the views of the consultant and they only reflect matters raised by those consulted. 
They are not listed in any particular order of priority. 
 

 Albany Has an Eclectic Mix of Local Creative Individuals and Enterprises – In a small regional centre like 
Albany, it only takes a few dynamic and creative individuals or enterprises to establish a creative 
presence. Albany has some examples of this such as the violin teachers. The furniture making course at 
the TAFE also accommodates a number of students with a passion for musical instrument making. 
Nevertheless, Albany lacks a critical mass of creative industries. The attraction and retention of a few 
more creatives across the cultural production sectors and creative services would enhance the City’s 
creative economy and add to its diversity. 

 

 Support Creative Industries to Broaden Albany’s economic base – Planning for the City of Albany’s 
economic development requires consideration of means to broaden the City’s economic base, which 
currently relies heavily on agriculture, retail trade, construction, health care and social assistance. The 
creative industries are considered one means of looking at ways to diversify Albany’s economy. 

 

 Promote Albany’ Cultural Assets – the Albany Entertainment Centre – Albany has a number of cultural 
assets which can be leveraged to nurture and attract creative talent to the region. The Albany 
Entertainment Centre (AEC) is a state-of the-art facility. The AEC provides access to a diversity of artists 
from around the world, but it also raises the bar for local artists, providing an incentive for creative 
activity and expression in its own right. Last calendar year the AEC held a total of 161 events with an 
audience of approximately 39,000 people. The AEC is a key asset which helps promote Albany to 
national and international markets. It should feature prominently in the City’s tourism and investment 
attraction strategies. 

 

 The Albany Entertainment Centre is a Catalyst for Foreshore Development – The Albany Entertainment 
Centre hosts a very successful program of events delivering a depth of creative output from artists and 
performers from the local area, from elsewhere in Australia and overseas. It is the principal venue for 
the Great Southern Festival, which is run by the Perth International Arts Festival. The AEC is a catalyst 
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for further development of the foreshore with a seafood tavern currently under construction and a 
hotel development planned for the future. This will help revitalise Albany’s foreshore area.  

 

 The Vancouver Arts Centre is a Valuable Cultural Asset with Potential to Grow - The Vancouver Arts 
Centre provides studio space and employment for artists and has gallery space with displays open to the 
public. It has a long history of nurturing local creative talent by providing affordable space for creative 
learning, performance and display. There are opportunities to further develop the Centre with improved 
marketing, to ensure visitors are more aware of the Centre and what it offers, as well as programming 
for the youth and family demographics and promoting the Centres, as Albany’s cultural heritage.  

 

 The Great Southern Festival – The Great Southern Festival, which sits under the Perth International Arts 
Festival (PIAF) brand, is a successful event which brings a wealth of talent to perform in Albany and the 
region. A key element of the festival’s success is the community interest and support it receives. As part 
of the Festival, workshops are run by visiting artists for the benefit of locals, providing a tremendous 
learning experience for local creatives. Another local festival with a particular focus (e.g. music) which 
complements the Great Southern Festival could benefit Albany and the region.  

 

 Regional Collaboration – Albany’s neighbouring locality of Denmark, despite having a much smaller 
population, is a hive of creative activity. Therefore, efforts to facilitate and promote the creative 
industries would be best served by taking a regional approach to strategic planning which capitalises on 
the commonalities and shared opportunities on offer to Albany, Denmark and the wiser Great Southern 
Region. For example, regional branding of creative talent, cultural assets and creative industries 
opportunities would prove a more powerful force than only focusing on Albany’s cultural and creative 
attributes. 

 
The creative arts / creative industries are supported by the policies and strategies of State and Federal 
Government agencies responsible for promoting economic development in the Great Southern Region. 
Both the Great Southern Development Commission and RDA Great Southern promote the importance of 
arts and culture to regional economic development. This presents an opportunity for the City of Albany 
to collaborate with its regional partners on efforts to support and promote the City’s creative industries. 

 

 Albany’s Creative Vibe – The City of Albany has its own creative vibe and feel which is unique. There is a 
depth of creative talent in Albany and the wider region as well as a mature and sophisticated audience 
which appreciates the arts. This is evident in the high attendance numbers at performances held at the 
Albany Entertainment Centre and the community’s support for the Great Southern Festival. This is an 
attribute which could be leveraged. ‘Creative Albany’ could be a genuine and attractive component of 
the City’s branding and investment attraction efforts. 

 

 A Hub of Music and Performing Arts – Albany is a hub of music and performing arts and this strength 
should continue to be nurtured and developed. 

 

 Creative Industries and Tourism – Tourism intersects with the creative industries and the arts, and 
there is an opportunity to explore links between creative industries / the arts and tourism, particularly 
given Albany’s unique rich maritime heritage, its status as the first European settlement in Western 
Australia, its military / ANZAC heritage and its Indigenous heritage. The City’s vibrant music and 
performing arts scene should also feature prominently in tourism attraction and destination 
management strategies as part of a package. Marketing Albany and the region to national and 
international tourism markets should distinguish the region from the South-West and Margaret River. 
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Albany and the Great Southern Region has its own unique offering and the creative industries are a key 
feature.  

 

 Developing a Vibrant City Centre – A well-functioning, vibrant city centre is considered a critical 
attractor for creative talent. Public spaces should be provided, particularly along Stirling Terrace, for 
creative performance and display. In turn, the presence of artistic talent in the Albany city centre 
creates an active vibrant atmosphere which is an important foundation for attracting all sorts of 
businesses and people to the centre. The current works being undertaken for the ANZAC 
commemorations will have positive flow-ons for the Albany city centre generally. 

 

 Underutilised Sites, Urban Blight, Adaptive Re-use of Buildings and the Concept of a Redevelopment 
Authority – Further to the preceding point, there are a number of vacant or derelict sites throughout 
Albany which could provide catalysts for redevelopment. The old Esplanade Hotel site and the 
Middleton Beach site are just two examples. Establishment of a local / regional redevelopment authority, 
which could plan for and activate some of the City’s underutilised sites might be worth exploring with 
the State Government. The adaptive re-sue of derelict buildings would help activate CBD spaces. 

 

 Creative Industries Incubator – The concept of a creative industries business incubator has some 
support amongst stakeholders consulted. This would be a physical building for local creatives to access 
for support with things like meeting spaces, work spaces, spaces for performance and display, 
administration support and access to business mentors and training. 

 
Various creative industries incubator models operate in Australia and around the world. The City of 
Albany could explore various models and engage with local creatives to ascertain the need for and 
suitability of such a facility in Albany. The establishment of such a facility would help put creative 
industries on the map in Albany by providing a physical catalyst to make them more visible. The concept 
of a creative industries incubator could be explored in conjunction with opportunities for creative 
learning through the University of Western Australia and / or other tertiary learning institutions.  

 

 Networking and Collaboration – Informal local networks are critical to micro-businesses and sole 
operators in small towns and regional centres, including the creatives. Networking should be 
encouraged and supported by any means. The City of Albany could be a facilitator of local creative 
enterprise networking. 

 

 Connectivity Between Creative Nodes – The Vancouver Arts Centre is considered by some to be ‘off the 
beaten track’ making it a challenge for visitors to Albany to locate. Better visual connections and 
directions for people walking between the waterfront, the Albany Entertainment Centre, Stirling Terrace, 
York Street and Vancouver Street would improve the visitor experience and improve visitor numbers to 
the Vancouver Arts Centre. 

 

 Information on the City’s Creative Industries – Available data on the size and dynamics of Albany’s 
creative industries provides some useful insights. However, to develop a comprehensive understanding 
of the City’s creative economy as well as the needs, challenges and opportunities facing the City’s 
creative workforce and enterprises, a consultative survey would be required. This could form part of a 
broader strategy to nurture and support the development of creative industries in Albany and the 
region. 
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 Connect Local Arts with Families and Younger Demographics – A lot of the local programming for arts 
in Albany is tailored to older demographic groups. There is an opportunity to better connect arts with 
the local family and youth demographics. 

 

 Creative Industries Education – There are some very good secondary schools in Albany and the region 
with prominence in certain creative fields such as music. The University of Western Australia’s presence 
in Albany presents an opportunity to explore the creative industries as a viable learning option in the 
region. Creative pursuits such as creative writing have always been supported by UWA in Albany and the 
local area has a strong creative writing culture. 

 
Other tertiary institutions could also be approached to discuss interest and opportunities for creative 
industries courses in Albany. Albany does not have the typical student catchment required for the 
delivery of tertiary education and it has succeeded by developing niche areas of learning such as rural 
clinical health. The creative industries may provide a similar opportunity for Albany. The concept of a 
creative industries business incubator, linked to tertiary research and learning could also be explored. 

 

 Natural Resource Management – The Great Southern Region is a biodiversity hot spot and the 
importance of the area’s biodiversity features strongly in the region’s strategic planning documents. 
Strategic planning for the creative industries could explore opportunities for innovative pursuits such as 
region-specific environmentally-sensitive architecture and design for example. 

 

 Infrastructure Issues – Local businesses (and residents) are sometimes affected by infrastructure 
constraints such as local power ‘brown-outs’ which can affect productivity. Slow Internet speed and 
poor mobile phone coverage can also be an issue. RDA Great Southern is in the process of preparing a 
digital economy strategy for the region. The needs of and opportunities for the creative industries 
should be explored and addressed as part of this strategy. 

 

 Air Transport Costs and Connectivity to Perth – The cost of flights from Albany to Perth can be 
prohibitive for some local creatives. There are also issues with a lack of reliability of flights out of Albany. 
Sometimes it is cheaper and quicker to drive to Perth for business meetings. 

 
The strengths, attributes, challenges and opportunities described above are by no means exhaustive. They 
have been documented from meetings held with a selection of government and industry stakeholders. 
Together with the data analysis presented in Section 3, they should provide prompts for further 
investigations, discussions, strategic planning and program development to help attract, nurture and grow 
the City of Albany’s creative economy. 
 
The following section of this report provides some general ideas for action which could assist the City of 
Albany in its strategic planning for creative industries growth and development.    
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5 Ideas for Action 

5.1 Strategic Themes 

Provided below are some general ideas for action which could assist the City of Albany in its strategic 
planning for creative industries growth and development. These are ideas generated by the consultant 
following input received through the targeted initial stakeholder consultation and based on experience 
elsewhere. 
 
The ideas are put forward as prompts for further thinking. In order to develop a full suite of actions and 
programs to support the creative industries, it is recommended the City of Albany develop a tailored 
creative industries strategy, or include the creative industries as one theme in a City-wide economic 
development strategy. The contents of this report would serve as a starting point for the development of a 
more informed strategy which would rely on a much wider range of consultation with creative industries 
and individuals in the City of Albany. The potential actions and activities are presented in no particular order 
of priority. They are listed under the following themes: 
 

 Creative Enterprise Business Assistance  

 Creative Industries Incubation Space and City Centre Activation 

 Creative Industries Marketing and Promotion 

 Creative Industries and Tourism Development 

 Creative Learning 

 Infrastructure 

5.2 Ideas for Action 

Creative Enterprise Business Assistance  

 Creative Enterprise Assistance - Establish, in consultation and partnership with the Great Southern 
Region Development Commission and/ or RDA Great Southern WA, a first point of contact offering 
business advice for creative industries start-ups or micro-businesses / sole operators. The City of 
Albany’s Community Services team could work in partnership with other government agencies and 
organisations such as Creative Albany to determine the most suitable approach.    

 

 Investigate Creative Business Assistance and Support Programs - Review small business assistance 
programs that are available to creative industries in other municipalities and states that might apply to 
designers, writers, visual artists and other ‘creatives’ in the City of Albany. Use this intelligence to 
identify programs that might be tailored to the needs of local creative industries.   

 

 Prepare a Local Creative Industries Survey - The possession of accurate information on the local creative 
economy, its structure and dynamics is critical to successful strategic planning and project 
implementation to support and develop Albany’s creative industries. Identification of the current 
activities, needs and aspirations of local creatives would be an important first step in developing 
strategies to grow the creative industries in Albany.   

 

 Formalise Local Creative Enterprise Networks - The City of Albany can play the role of facilitator in 
formalising and improving local creative industries networks. 
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Creative Industries Incubation Space and City Centre Activation 

 Undertake an Audit of Available Building Spaces - Undertake an audit to identify any redundant or 
underutilised Council-owned (or State-owned) buildings that could potentially be leased to emerging 
artists and arts organisations (as well as other community groups). If space could be identified, then 
appropriate leasing arrangement models for such purposes would need to be explored and considered 
as would methods for determining the eligibility of potential users or user groups.   

 

 Investigate the Feasibility of a Creative Industries Incubator Facility - Such a facility would serve a range 
of users including writers, musicians, visual artists, performing artists, designers and others.  Research 
suggests that such a facility would need to offer: flexible spaces; studios; information support (e.g. on 
government-sponsored business support programs for which creative businesses are eligible to apply); 
general administration/office support; exhibition and possibly performance/rehearsal space; meeting 
space; business mentoring services; marketing and promotional services.  This facility could be located in 
currently derelict or underutilised building space in the Albany city centre or proximate to the AEC on 
the foreshore. (Alternative locations would need to be properly investigated and feasibility assessment 
undertaken).  

 

 Establish a Live Music Program in Public Spaces - Establish a program of live music performance in 
dedicated public spaces (such as the redeveloped Stirling Terrace) in consultation with local creative 
industries representatives. Identify underutilised performance spaces and explore strategies for re-
vamping, re-positioning or re-locating them. 

 

 Public Performance Programming - Explore opportunities to utilise local creative individuals and 
businesses (musicians, visual artists, performing artists, writers, etc.) in programming of public 
entertainment in Stirling Terrace, York Street and in locations along the foreshore, for example. 

 

 Establish Visual Connections Between Creative Nodes - Better visual connections and directions for 
people walking between the waterfront, the Albany Entertainment Centre, Stirling Terrace, York Street 
and Vancouver Street would improve the visitor experience and improve visitor numbers to the 
Vancouver Arts Centre. Council could explore options and deliver streetscape enhancements to improve 
connections. 

  Creative Industries Marketing and Promotion 

 Market the City’s Creative Industries - Work in conjunction with Creative Albany, The GSR Development 
Commission, RDA Great Southern and the Albany Chamber of Commerce and Industry to promote 
Albany and the region as a ‘creative hub’. Marketing efforts should be undertaken in a collaborative 
fashion and, where appropriate, involve neighbouring localities such as the Shire of Denmark to ensure 
Albany gets the greatest reach for its investment attraction efforts.  

 

 Leverage Cultural Assets and Events to Promote Albany - The Albany Entertainment Centre (AEC) is a 
world-class facility providing a rich suite of performances and programs for a wide audience. The Great 
Southern Festival enjoys a strong profile and community support, attracting visitors from outside the 
region and a diversity of artists from around the world. The City’s efforts to attract people and 
investment to the City should include the AEC and the Great Southern Festival as catalyst features of 
Albany’s unique offer. 
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 Promote the Vancouver Arts Centre - There are opportunities to further develop the Vancouver Arts 
Centre with improved marketing, to ensure visitors are more aware of the Centre and what it offers, as 
well as programming for the youth and family demographics and promoting the Centre as a focal-point 
of Albany’s cultural heritage. 

 

 Explore Opportunities for Collaborative Marketing Strategies - Explore collaborative marketing 
opportunities to develop greater communication between members of the City of Albany’s (and the 
Great Southern Region’s) creative industries. Creative Albany could play an important partnership role 
with Council.  

 

 Promote Albany’s Creative Industries as Part of the ‘Lifestyle Package’ - Ensure Albany’s lifestyle 
attributes are always at the forefront of promotional material targeted at creative and other knowledge-
based industries. 

 

 Actively Promote Local Creatives in the Media - Work with local, state and national newspapers, other 
media outlets and tourism authorities to feature stories and work by local writers, performers and 
artists.  Promote local success stories on the City of Albany’s web site, promotional and informational 
brochures. 

Creative Industries and Tourism Development 

 Tourism Promotion - Encourage local and regional tourism marketing bodies to have an emphasis on 
featuring local cultural events in the City’s (and the region’s) promotional materials.   

 

 Indigenous Heritage - Explore opportunities for authentic, local Indigenous art and craft display and 
interpretation.   

 

 Creative Markets - Explore the possibility of establishing a local creative industries market to provide a 
‘point of sale’ for local producers of arts and craft. Such a venture could be based upon a farmers 
markets model.  

Creative Learning 

 Explore Opportunities for Creative Learning in Albany - Liaise with the University of Western Australia 
and other higher education providers to explore the concept of creative industries course offerings being 
made available locally, reflecting local community / industry needs and opportunities for growth. Identify 
potential education and training providers who could locate in Albany that already focus on the creative 
industries (e.g. Curtin University). 

Infrastructure 

 Identify and Address Communications Infrastructure Shortfalls - Identify Albany’s and the Great 
Southern Region’s broadband and mobile phone coverage ‘black spots’ with a view to lobbying the 
relevant authorities and private infrastructure providers on the need to address communications 
infrastructure constraints for the benefit of all industries, including the creative industries. 

 

 Public Art - Examine the City of Albany’s public art policy (if it has one) and consider appropriate areas 
around the city centre to enhance outcomes for collaboration of visual art, architecture and design. 
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Schedule of Acronyms

ABS – Australian Bureau of Statistics

AEC - Albany Entertainment Centre

CAN - Community Arts Network

CENRM - Centre of Excellence in Natural Resource Management

CEX -  Creative Exchange

Country Arts WA – Country Arts Western Australia 

CRC - Community Resource Centres

DCA – Department of Culture and the Arts

FTE – Full Time Equivalent

GDP – Gross Domestic Product

GSDC – Great Southern Development Commission

GSEDC – Great Southern Employment Development Committee

GSIT – Great Southern Institute of Technology

LGS – Lower Great Southern

NFP – Not-for-profit

PD – Professional Development

PIAF - Perth International Arts Festival

R4R – Royalties for Regions

RDA (GS) – Regional Development Australia Great Southern

SW – South West

UWA – University of Western Australia

VAC – Vancouver Arts Centre

Creative Industry Terms and Definitions 
ANZSCO and ANZSIC – classifications of occupations and industry within 

the creative sector, which are standard in Census data in Australia and 
New Zealand.

Creative Economy – Also called creative industry and creative sector.  
Defined internationally as the sector of the economy based on 
creativity and innovation, also known as the ‘knowledge economy’.  
The professions included in this sector in this report are: Architecture 
and design; Advertising and marketing; Software and digital content;  
Music, visual and performing arts; Film, TV and radio; and Publishing 
and writing.  
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Creative ‘by Industry’ – sometimes also ‘by Organisation’.  The sector of the 
creative workforce that includes specialists and support workers, often 
used to quantify creative business trends.

Creative ‘by Occupation’ – the sector of the creative workforce that includes 
specialists and embedded creatives, often used to quantify individual 
professional trends.

Creative Services – A subset of the creative industries including the three 
specialties of Architecture and design, Advertising and marketing, 
and Software and digital content.  It focuses on products and 
services which support other industries through manufacturing, 
sales, infrastructure and innovative marketing and access platforms.  
Cultural Production is the partner subset; see Figure 5.

Creative Trident – A collection of the three workforce groups engaged in 
the creative economy: embedded workers; specialists; and support 
workers.  See Figure 3.

Cultural Production – A subset of the creative industries including the three 
specialties of Music, visual and performing arts, Film, TV and radio, 
and Publishing and writing.  It focuses on goods and services based 
around culture, history, sense of place and entertainment and is a 
key element of a place’s ‘liveability’.  Creative Services is the partner 
subset; see Figure 5.

Embedded Creatives – A creative specialist who works in a non-creative 
business, for example a designer working in a metal fabrication 
business. 

Emergents – Creative workers whose main income is not their creative work, 
thereby making them unlikely to have been counted in the Census as 
part of the creative economy.

Nesta – Formerly NESTA, National Endowment for Science, Technology and 
the Arts.  Nesta is an independent charity that works to increase the 
innovation capacity of the UK.

Specialist Creative – A creative worker working in a creative business, for 
example an architect working in an architectural practice.

Support Worker – a non-creative person working for a creative business, for 
example a receptionist in an architectural practice.
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1. Executive Summary
Background
This report presents the findings of research on the Creative Economy in  
the Great Southern based on data collected from the Census and bespoke 
surveys of the sector in the Region. The report’s goal is to provide a broad 
picture of the economic impact of the sector and reveal creative workers who 
may not have been captured in ABS data, as well as to identify the issues, 
trends and aspirations of individuals and businesses working in the creative 
economy.

Creative workers and businesses are broadly defined as those that make an 
income from knowledge and ideas.  Creative professions typically fall into six  
groupings:  

• Architecture and design; 
• Advertising and marketing; 
• Film, television and radio; 
• Music, visual and performing arts; 
• Publishing and writing; and 
• Software and interactive media development.

Findings
This creative audit has revealed that the sector accounts for 2% of the 
workforce in the Great Southern, and 2.51% in the Albany urban area.  This 
is comparable to other similar regional centres.  The Census shows that the 
sector is growing, particularly in the areas of Architecture and design, and 
Music, visual and performing arts.  This data was supported by the surveys, 
which also revealed a significant proportion of creative workers who are 
unlikely to have been counted in the Census - at least twice the official figure.  

The creative sector accounts for 
2% of the workforce in the Great 
Southern, and 2.51% in the 
Albany urban area.

There are at least twice as many 
creative workers in the Great 
Southern than are counted in the 
National Census.

The surveys provided detailed information from both creative individuals 
and creative organisations, and reveal a sector which:

• Is unusually rich in Cultural production activity -  
a key element of liveability.

• Is well represented and active in the creative 
specialties of Music, performing and visual arts, 
Publishing and writing, and Architecture & design.

• Is actively working beyond the boundaries of the 
Great Southern region to supplement the local 
market and employment opportunities.

• Is characterised by a significant unrecognised 
resource of ‘emergent’ creative workers.

• Has formed a creative cluster in the lower Great 
Southern with Albany acting as the support centre 
for the creative sector in the Region as a whole.

• Is making a significant contribution to the Region’s 
economy through employment and the flow-on 
effects of creative activity.
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Benefits of a Vibrant Creative Economy
The creative sector has the potential to bring economic advantages 
in its own right, as well as to augment the viability of other 
industries in the Great Southern by: 

• adding value to the primary production chain;
• providing experiences and products to the tourism sector; 
• contributing to the diversity of education options;
• embedding the knowledge economy in natural resource 

management; and
• enriching retail products. 

In addition, research is showing that the creative sector provides 
flow-on advantages above the average for all industries, generating 

24% of individuals and 38% of 
organisations gain some income 
from international clients.

employment and economic multipliers which benefit the economy as a 
whole.

Goals and Recommendations
The research undertaken for this report has shown that the creative sector 
is facing challenges related to the relative remoteness and small size of the 
local market,  difficulty accessing skills development and impediments to 
growing small businesses.  Initiatives developed to address these challenges 
will need to fulfill the goals of: providing a leadership structure 
for the creative sector; developing a skilled workforce; building 
on existing strong networks; promoting the Great Southern as an 
innovative region; and ensuring viable creative businesses.  

A series of inter-related and staged actions have been proposed to 
address the issues and meet the goals, including:

• Bringing together an advocacy team to prioritise and manage 
initiatives;

• Developing a marketing strategy that builds partnerships with 

 The creative sector workforce 
grew by 14% between 2006 
and 2011 in the Great Southern, 
compared to the average growth 
for all occupations of 4.8%.

The Great Southern is unusually 
rich in Cultural production 
resources, a sector of the creative 
economy which has benefits 
for community well being 
and quality of life , while also 
generating economic value in its 
own right.

other sectors, assists creatives to market their products and services and 
brands the Great Southern as an innovative region;

• Providing financial skills and assistance to help grow and strengthen the 
sector; 

• Pinpointing the professional development needed to resource the sector 
and working to bring cutting-edge technology to the Region; and

• Establishing a virtual and physical creative hub structure to build 
connections and gain maximum leverage from resources.

New technology and improved telecommunications are providing 
opportunities to creative industries world-wide, and the Great 
Southern creative sector has particular advantages which, if 
key issues are addressed, could bring significant gains to the 
community in building economic diversity and resilience, enhancing lifestyle 
benefits and enriching other sectors of the local economy.

The strong response to the surveys undertaken for this report suggest that the 
Great Southern’s creative sector is ready to engage in positive change and that 
they see their regional location as a significant strength for their creative work.
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Final Runnings.  Annette Carmichael’s ?My War. 
Image ©Michael Hemmings
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The Great Southern is only 
experiencing modest economic 
growth, and is vulnerable to 
downturns in the agricultural sector.

Business numbers grew most in the areas of public 
administration and safety (200%), gas, water, etc. supply 
(60%), information media and telecommunications (56%), 
and accommodation and food services (23%).  Caution 
may be needed in reading these percentages however, as 
some are coming from a low base, and others may be due 
to specific short-term projects – such as infrastructure 
construction initiatives which are now complete.

In summary, the economy of the Region is dominated by primary industries 
and is only experiencing modest growth.  Its long-term engagement in, and 
reliance on, low-skill and low-wage primary industries is reflected in (relative 
to the WA average) lower level wages, and lower education and skills of its 
resident workforce.   In addition, while primary production will remain a 
significant driver in the Regional economy in terms of value, historic trends 
in mechanization, farm amalgamation and aging demographics are likely to 
continue – meaning the agricultural sector will continue to have a reducing 
workforce and provide less local employment opportunities.

2. Introduction 

2.1 Great Southern Region Economic Snapshot (1)

West Australia’s Great Southern Region covers 39,00 square kilometres and 
includes 11 local government areas and a population of just over 59,000. 
The majority of the population (61 per cent) live in the City of Albany local 
government area, which is the administrative centre of the Great Southern.  
The State Government (through its Royalties for Regions Programme), has 
also been supporting the Shire of Katanning’s growth as a sub-regional 
centre in the Great Southern.  The population of the Region is growing at an 
average of 9% per annum, although higher growth percentages are occurring 
in the coastal shires compared to inland towns.

Primary production is the backbone of the Region’s economy.  In 2011-12 it 
was valued at $1.04 billion, and employed 15.4% of the workforce – the largest 
proportion in the Region, but down from 19.2% in 2006.

Retail and health care / social assistance are the next two highest 
employment industry sectors, while the manufacturing and fabrication 
sectors are mainly driven by the requirements of agriculture.  5.7% of the 
workforce are employed in accommodation and food services, which has  
connections with the tourism industry.

The Region has not experienced the economic growth seen over the last 
ten years by other regions, particularly those connected with major mining 
projects, and growth in the Great Southern in terms of turnover or value 
has mainly been in the retail sector - which represents 23% of the value of 
the Great Southern’s economy.  The Region’s overall businesses and retail 
numbers however, fell an average of 1% between 2009 and 2012, despite a rise 
in turnover.

1 Source: Regional Snapshot information 
summarized from: 
~ Great Southern Regional Development 
Commission (GSDC).  Great Southern 
Regional Profile. 2014. 
~ Regional Development Australia Great 
Southern (RDA).  Regional Plan 2013 – 
2018.   
~ Albany Baseline Study For Long Run 
Socio-Economic Sustainability. Martinus 
and Tonts. UWA.  2013 .
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These trends and the Region’s apparent lower socio-economic profile may 
pose a threat to the Great Southern’s long term community sustainability, 
and suggest that it would be advantageous to broaden the diversity of 
industries in the Region.  Building resilience and economic flexibility will 
help reduce negative effects of seasonal and longer term downturns in the 
agricultural sector.

2.2 Creative Industries – why are they important to the 
economy?
2.2.1. Creative Economy Definitions

Creative workers and businesses are broadly defined as those that make 
an income from knowledge and ideas.  The internationally adopted list (1) 
of professions involved include:  Architecture and design; Advertising and 
marketing; Film, television and radio; Music, visual and performing arts; 
Publishing and writing; and Software and interactive media development 
- although the grouping and nomenclature for these six sectors sometimes 
differs slightly between studies.

The growth of the creative sector and its potential to enhance economies 
is widely understood and SGS Economics and Planning note in their 2013 
report for the South West Development Commission that;

“Western economies are increasingly moving from reliance on manufacturing to a 
‘knowledge economy’ – that is, an economy which is “directly based on production 
distribution and use of knowledge and information” (OECD, 1996). The creative 
industries are a key component of a knowledge economy. The growing knowledge 
economy together with the impact of globalisation highlights the importance 
of strengthening relationships between education and training, financial and 
creative industries. In order to compete in a global economy, it is essential that we 
have the capacity to maximise production through innovation, reduce the cost of 
labour (as cheaper labour is outsourced from overseas) and the market imperative 
to stimulate new ideas, consumer demands and creative endeavours.”(2)

Figure 1.

The Great Southern 

Jerramungup

AlbanyDenmark

Plantagenet

Cranbrook

Kojonup Broomehill-
Tambellup

Gnowangerup

Katanning
KentWoodanilling

1 Source: Page 17. Valuing Australia’s 
Creative Industries.  SGS.  2013.  

2 Source: Page 64.  Economic 
Opportunities for Creative Industries in 
Western Australia’s South West Region.  
SGS Economics and Planning.  July 2013
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Accurately defining and understanding the character of individual creative 
sectors is key to making the most of the advantages they can bring.

2.2.2. Creative Economy Inclusions

The generally accepted sectors of the West Australian creative economy are  
pictured below.  A detailed list of the specialties included in this study within 
each of these groupings is provided in Appendix 9.2 . This report has utilised 
the Nesta method, which is considered current bast practice (1).

2.2.3. Value Production

Creative industries are engaged in the use of creativity and intellectual 
property for commercial purposes - new ideas are the primary source of 
economic value in the production process.  This raw ‘value’ is the most 
easily understood and measurable element of the creative economy and 
is an important tool for creating leverage in economies which are based in 
primary production.

For example, growing wool and shipping it out of a region has a single value 
chain with jobs created around servicing that product.  Refining the wool 
and designing finished products such as clothing, insulating materials, craft 
supplies, protective equipment and designer accessories uses intellectual 
processes to leverage additional commercial advantages from the base 
product and broaden employment opportunities.

Figure 2.

The Six Creative Sectors

Source: Adapted from Page 2. Creative 
Industries Statistical Analysis for Western 
Australia.   S C Lennon and Assoc. 2013.

1 NOTE: Software and digital content is 
sometimes also named Software and 
interactive content.

  

1 Source: Page 8. Valuing Australia’s 
Creative Industries.  SGS.  2013.  Nesta is a 
UK based organisation, which has set the 
benchmark for creative economy research.

Publishing and writing

Architecture 
and design

Advertising 
and marketing

Software and 
digital content (1)

Music, visual 
and performing arts

Film, TV and radio

100QWestern Australia’s 
Creative Industries
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the way that clusters of creative activity can help create 
a sense of energy for a community, improve community 
cohesion, attract new residents and businesses and 
enhance the liveability of a town or city.  Indeed 
favorable liveability ratings are much sought after 
internationally and heavily depend on the cultural 
richness of a place, which includes the products and 
services of a vibrant creative economy. 

The community-building aspect of creative economy 
value is difficult to quantify and highly subjective - and 
this report will not attempt to include a dollar value 
figure in the findings.  It will however, make comment 
on how social and cultural creative levers can be used to 
economic advantage.

2.2.4. Diversity and Connection

The values generated by the creative sector have the potential to augment 
other industries in the Great Southern, such as: 

• value adding to primary production;
• providing experiences and products to the tourism sector; 
• contributing to the diversity of education options;
• embedding the knowledge economy in natural resource management;
• enriching retail products; and 
• developing innovative approaches in health care.  

As an economic sector it has the ability to both help diversify the economy, 
and to create economic links between other industry sectors; potentially 
supporting a more resilient economic base for the Great Southern.

Economic diversity and connections may also be mirrored in cultural 
diversity and social connections through creative processes such as 
performances, interpretation, writing and place making - to list the most 
obvious examples.

In some sectors, over 50% of 
the people employed in creative 
businesses are not creative 
specialists - indicating employment 
growth  has the potential to go 
beyond just creative professionals.

In addition to the value that innovation adds to the economy, analysis of 
the creative industries Australia wide reveals that a significant proportion 
of the workforce in the sector is made up of ‘non-creative’ support staff.  
In some sectors over 50% of the people employed in the sector are not 
creative specialists (1).  The potential for creative businesses to contribute 
significantly to the wider employment market is also a marker of the value 
that the sector adds to the economy.

Secondary to the raw value of the creative process, are the social and cultural 
values that flow on from creative industries.  These have been explored by 
commentators such as Charles Landry and Richard Florida (2) and relate to 

1 Source: Figure 48.  Valuing Australia’s 
Creative Industries.  SGS.  2013.

2 Note: References to publications by 
Landry and Florida are included in the 
bibliography.
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creative workers active in the economy.

The Census only asks for information on ‘main’ work, and the survey 
showed that many creative workers rely on alternate jobs to supplement 
their income.  Additionally, presentation of the ABS data is routinely 
randomized where small numbers are displayed to protect individual privacy.  
This means gaining accurate information for small communities – such as 
Great Southern towns – is difficult.

Gaining an accurate picture of the sector is key to enabling creative work 
to be used as a lever to help improve economic diversity in the Region and 
this study will show that not only is the creative economy larger in the Great 
Southern than previously anticipated, it is growing faster than the national 
average in some sectors.  Notably, creative industries have a higher multiplier 
effect than other industries (4), which means higher flow-on contributions 
to the economy, suggesting investment in the creative sector is good value for 
money.

In addition to the direct economic contribution of the creative economy, 
are the less measurable effects of the impact of the sector.  The ‘liveability’ 
advantages that an active creative sector generates, and the potential for 
creative work to support the GSDC’s vision that: “The Great Southern is 
recognized internationally as a natural choice for opportunity and lifestyle” 
(5) is clear.  Furthermore the GSDC Blueprint goes on to emphasise the 
importance of knowledge and innovation to the diversification of the 
economy.  

Creative industries account for 
2% of the workforce in the Great 
Southern, and 2.31% in the 
Albany local government area.

2.3 The Creative Sector in the Great Southern
This report is the first attempt to accurately measure and describe the 
creative sector across the whole region.  The Great Southern Development 
Commission (GSDC) had previously estimated ‘Arts and Recreation Services’ 
as being 0.9% of the Great Southern workforce in their 2014 Regional Profile 
(1) and Regional Development Australia (RDA) identifies 44 businesses in the 
creative sector in their Regional Plan (2).  These figures are based on Census 
data and the ‘Arts and Recreational Services’ grouping could be seen as a 
rough approximation to the creative industries’ definition.

When the nationally recognised Nesta definition is applied to the Great 
Southern, the data shows that creative industries account for 2% of the 
workforce in the Great Southern and 2.31% in the Albany local government 
area (3), a figure which is higher than a number of other sectors including 
Mining and Financial and Insurance services.

The Australian Bureau of Statistics (ABS) figures however, 
only tell part of the story - they are unable to quantify 
the significant contribution to the economy that creative 
workers make through volunteer activities and pro-bono 
contribution of their expertise to their communities.  
Furthermore, the ABS data may not be including all the 

1 Source: Page 30.  Great Southern: a 
region in profile.  GSDC. 2014. 
 
2 Source: Page 54.   RDA Regional Plan 
2013 ~ 2018.  RDA Great Southern. 
 
3 Source: Creative Albany using the ABS 
Census of Population and Housing 2011; 
Nesta categories and Creative Trident 
Calculations 2011.

4 Source: Page 64. Valuing Australia’s 
Creative Industries.  SGS.  2013. 
 
5 Source: Great Southern Regional 
Blueprint. GSDC. 2014. 

AGENDA ITEM ED027 REFERS

45



17Create Southern Great Southern 2015    

These goals are reiterated in a number of local government strategies in the 
Great Southern, including the City of Albany’s Community Strategic Plan 
2023 which states the City’s Vision will be achieved through: 

• Diverse industries, education & employment programs 
• Vision, innovation & technology 
• Festivals, events & attractions 

A well developed and sustainable creative sector is at the core of many of 
these goals for the Region and its community, and the commissioning of this 
report will enable stakeholders to gain a more in-depth understanding of the 
creative economy in the Great Southern.

2.4 Project Context and Brief
Recognising the importance of the creative sector, in 2014 the City of Albany 
commissioned a scoping report by S C Lennon and Associates to help 
them understand creative industries in the city better.  The report; Creative 
Industries.  Analysis and Potential Strategic Directions for the City of Albany 
notes;

“The City of Albany has identified the attraction and establishment of creative 
industries as a key economic development focus area, particularly when combined 
with creating a learning centre of excellence for creative industries services and 
production. The City is investigating the establishment of an innovation park 
and a regional university as a means of generating economic development for 
the Region. Hence, the City is interested in how Albany might leverage its unique 
sense of place to attract residents and business enterprises to help attract these 
industries / activities and to establish Albany as a hub of creative industries in the 
Great Southern Region.”  (1)

The report suggested a number of ‘Ideas for Action’, one of which was to 
prepare a local creative industries survey, noting;

“Identification of the current activities, needs and aspirations of local creatives 
would be an important first step in developing strategies to grow the creative 
industries in Albany.”

The community based organisation – Creative Albany Inc. had been 
interested in this area of research and undertook to auspice and fund the 
survey, broadening it out to encompass the whole Great Southern region 
with Albany as the hub.  Additional funding and support was secured from 
the following organisations:

• The City of Albany;
• The Great Southern Development Commission;
• The Department of Culture and the Arts;
• Regional Development Australia Great Southern, and 
• The Committee for Albany. 1 Source: Page 1.  S C Lennon and Assoc.  

2014.
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The brief for the study included the following specific outcomes:
• A profile of the sector;
• Identification of needs, aspirations and opportunities;
• Case studies, and
• Recommendations, strategies and actions. 

The study aims to improve the understanding of the strengths of the creative 
economy sector in the Great Southern. This will enhance the capability of 
stakeholders to build on those strengths and to use 
the creative industries to make a positive contribution 
to a sustainable regional economy and enriched 
community.

The study is not designed as a high level economic 
analysis or an academic and purely quantitative 
research project.  Its goal is to provide a broad picture of 
the economic impact of the sector and include creative 
workers who may not have been captured in ABS data, 
as well as to reveal the real issues, trends and aspirations of individuals 
working in the creative economy.  It aims to be a practical, plain speaking 
and highly accessible guide for policy makers, funding providers, support 
organisations and infrastructure planners.

Creative Albany commenced this work in April 2015, and completed the 
report in October 2015.  The report will be distributed to the sponsors and 
wider stakeholder groups, and placed on the Creative Albany website for 
downloading.  Findings will be promoted in the regional media and a 
presentation of the report will be offered to interested organisations and 
forums.

2.5 Study Method
2.5.1. Comparative Studies

This report makes reference to four key research studies, these are:
• Valuing Australia’s Creative Industries by SGS Economics and Planning  

December 2013;
• Creative Industries Statistical Analysis for Western Australia by S C 

Lennon and Assoc. November 2013;
• Economic Opportunities for Creative Industries in Western Australia’s 

South West Region by SGS Economics and Planning July 2013; and
• Creative Industries Analysis and Potential Strategic Directions for the 

City of Albany by S C Lennon and Assoc. April 2014.

This report also refers to the research work of the Centre of Excellence for 
Creative Industries and Innovation (CCi) which was “established in 2005 to 
focus research and development on the role the creative industries and their 
contributing disciplines make to a more dynamic and inclusive innovation 
system and society.” (1)

This report aims to be a practical, 
plain speaking and accessible 
guide for policy makers, funding 
providers, support organisations 
and infrastructure planners.

1 Source: www.cci.edu.au
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These sources have been essential to providing a context for the Great 
Southern, and are an excellent resource for readers who wish to obtain more 
detail on the economics and dynamics of the sector as a whole.

In some cases, the figures quoted in this report may differ slightly from those 
used in other reports.  This is due to recent changes in the classification of 
creative groups, difficulties with ABS data levels (discussed in Section 3.3) 
and the need to keep the research to a manageable size and compare it to 
the survey conducted.  This report always uses like-for-like however, and so 
comparative figures presented have identical base calculations.

2.5.2. Measurement Standards and the Creative Trident

As part of the report “Valuing Australia’s Creative Industries” SGS applied 
a method described in the Nesta report of 2013 to identify the occupations 
and industries that form part of the creative sector (1). The occupations 
and industries identified by SGS have been used in this study for the 
measurement of the Great Southern creative economy, and its comparisons 
with other jurisdictions throughout Australia (2).

The national standards used by the Australian Bureau of Statistics for the 
classification of occupations, ANZSCO, and of industries, ANZSIC, are used 
throughout this report (3).

Research into the creative sector commonly quantifies the size of the 
creative sector by measuring the ‘Creative Trident’.  The trident counts three 
groups: workers employed in creative occupations and working in creative 
industries (specialists); creative workers embedded in non-creative industries 
(embedded); and non-creative workers employed in creative industries 
(support). While there are difficulties in extracting detailed numbers for 
workers in the creative sector at the 6-digit code level, it is possible to 
extract data at the detailed industry level and at 4-digit occupation level (4). 
Appendix 9.2 provides tables detailing the occupations and industries used 
in this report.

The Trident is therefore a useful tool for researchers measuring total 
employment in the sector, providing a more accurate description of the 
creative economies’ character and value.  Importantly, it identifies not only 
creative specialists, but also ‘non-creative’ support workers who rely on 
creative businesses for their employment.

Figure 3.

The Creative Trident

Source: Adapted from Page 8.  Valuing 
Australia’s Creative Industries.  SGS.  2013.

1 Source: Page 23. Valuing Australia’s 
Creative Industries. See Section 3 of the 
report for a full discussion and description 
of the Nesta method. 
 
2: The occupations and industries 
identified by SGS by applying the Nesta 
method are similar to, but not identical to  
the occupations and industries used by SC 
Lennon and Assoc. in their report for the 
City of Albany.

3: ANZSCO = Australian and New Zealand  
Standard Classifications of Occupation. 
ANZSIC = Australian and New Zealand  
Standard Industry Classifications. 
 
4: The six and four digit levels are the 
identifying codes applied buy the ABS.  
For some locations, only the less detailed 
4-digit detail is avaialble.
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2.5.3. Project Structure and Method

The project commenced with a literature review and establishment of 
a Regional Steering Group.  The steering group included the following 
individuals representing their organisations or creative sectors:

Amber Perryman – City of Albany / member Country Arts Board /      
 Vancouver Arts Centre (VAC) coordinator
Annette Carmichael – Creative Producer and Choreographer
Caroline O’Neil – Department of Culture and the Arts (DCA)
David Heaver – Architect and Committee for Albany member
Jess Hagley – Katanning Gallery & Library
Ken Matts – Writer, Photographer & Journalist
Linsey McFarlane – Great Southern Development Commission
Malcolm Traill – Creative Albany Inc. Chair and curator at the  
 WA Museum Albany
Marie O’Dea - ArtSouth WA (Great Southern Art Trail)
Vivienne Robertson - Denmark Arts 

The steering group assisted in the development and promotion of two 
surveys designed to:

• capture data from creative workers who have been missed in the 
standard Census data – such as the teacher who is recorded in the ABS 
as an educator, but who also performs part-time as a musician and so 
earns an income from their creative work;

• gather some detail around working practices, such as if they are from 
home offices, do they use social media, who are their main client 
groups, etc.;

• identify issues and problems for creative people in the Great Southern, 
highlighting the ones most commonly experienced;

• identify the strengths of and advantages experienced by creative 
individuals and organisations; and

• assess the interest in the development of a broad support network of 
creative industries in the Great Southern
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The surveys were for both individuals and for organisations (businesses, 
not-for-profits and government) and the individual survey clearly stated 
it was for people with some income from their creative work, not creative 
hobbyists.  The surveys were primarily designed and undertaken on-line, but 
printed copies and self addressed stamped envelopes were made available in 
all regional libraries and the VAC for people with poor internet connections.

A full description of creative jobs and organisation types was included on the 
web link, along with privacy information.  The survey period ran for 5 weeks.
In addition to the bespoke regional surveys, ABS data was interrogated to 
provide base-line data and augment the anecdotal information collected 
from survey respondents and interviews with individuals and organisations.

2.5.4. Report Structure

Section 3 provides a snapshot of the Australian creative economy context 
in which the Great Southern sits, outlines the shortfalls of ABS data and 
defines Cultural production and Creative services.

Section 4 outlines the survey and ABS findings for the Great Southern and 
lists the conclusions reached from the evidence collected.  A brief discussion 
on the economic input of the creative sector to the Great Southern economy 
concludes the section.

Section 5 brings together the threats, weaknesses and strengths of the sector, 
and translates these into a set of opportunities which address weaknesses 
and use strengths to leverage positive change.  

Section 6 provides a summary of case studies from elsewhere in the world 
and provides examples of how other communities have activated their 
creative economies.

Section 7 draws the opportunities identified in Section 5 and 6 together into 
a Table of Actions, structured around five key areas, and Section 8 provides a 
concluding summary for the report.

At the close of the surveys, a workshop was held 
with the steering group and selected creative 
professionals to discuss the findings and interpret 
the barriers, trends and opportunities identified 
for the creative sector.  This information, 
along with the literature review, data collected, 
interviews with creative practitioners and 
anecdotal comments were collated to inform the 
final recommendations for strategies and actions 
in this report.
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Great Southern Authors
Image © Malone Ink
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3. The Creative Industries in a 
National Context 

3.1 Australia, Western Australia and the South West
As noted previously, there have been a number of research documents 
written in the last two years which have provided current and accurate 
information on the character of the creative economy at the national, state 
and neigbouring South West regional level.  

Nationally, the creative sector represents between 5.29% and 6.22% (1) of the 
workforce and adds approximately $90.19 billion to the economy annually 
in turnover (from 2009 figures). It provides over $45 billion in gross domestic 
product (GDP) and contributes to exports of $3.2 billion dollars annually (2).  
In addition, creative industries employ many volunteers, whose economic 

Nationally, the creative sector 
represents up to 6.22% of the 
workforce and adds approximately 
$90.19 billion to the economy 
annually in turnover. 

contributions are difficult to measure but should not be 
discounted.

The sector’s major contributors to revenue nationally are 
Software development and interactive content, followed 
by Writing, publishing and print media.  In terms of 
flow-on effects, creative industries perform above the 
national average in multiplier effects for value-adding 
and employment with Advertising and marketing and 
Architecture having the highest total output and value-
added multipliers (3).  For employment generation, the Film, television and 
radio segment has the highest flow-on effect.  The Industry Gross Product 
growth for the creative industries however, is significantly lower than 
the GDP average growth rate for all the industries within the Australian 
economy, declining over the past seven years at around negative 1% per 
annum (4).

Looking at the location of the creative workforce, research by others shows 
that workers are concentrated within a few states in Australia.  New South 
Wales has the largest share of the workforce at almost 40%, followed by 
Victoria with 28%, Queensland with 15% and Western Australia with 7.8% (5).  
A further concentration of the workforce occurs at the population level, with 
the majority of workers concentrated in the capital cities of each state.  While 
this is logical given that these areas also have the largest general populations,  
the data indicates that certain sectors of the creative industries are more 
concentrated in the capital cities, these are Software development and digital 
content, and Advertising and marketing.

In Western Australia, the creative workforce represents between 3.35% and 
3.76% (1)  of the state’s total workforce.  Of the state’s 41,317 creative workers, 
over two-thirds are employed in the creative industries as ‘specialist’ creatives 
or support staff; and just under a third are ‘embedded’ creatives working in 
other (non-creative) industry sectors (6).  Support staff account for 42% of 
total creative employment of Western Australia’s creative industries. 

1 Note: These percentages vary slightly 
between reports due to differences in 
employment categories used by their 
authors.

2 Source: Page 5. Valuing Australia’s 
Creative economies.  SGS.  2013. 
 
3 Source: Page 64. Valuing Australia’s 
Creative economies.  SGS.  2013.

4 Source: Page 9.  Valuing Australia’s 
Creative economies.  SGS.  2013. 
 
5 Source: Page 90. Valuing Australia’s 
Creative economies.  SGS.  2013.

6. See Figure 3 for a description of the 
Creative Trident.
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Western Australia’s largest creative segment is Software and digital 
content with 33% of the state’s total creative workforce. This is followed by 
Architecture and design at 23%.  The smallest creative segment is Film, TV 
and radio - which accounts for fewer than 2,000 jobs statewide.

Western Australia’s creative workforce grew at an average annual rate of 3.2% 
between 2006 and 2011; comparable to the state’s total workforce growth.  
The Software and digital content segment experienced the highest average 
annual rate of creative employment growth at 5.3%, followed by Architecture 
and design.  Advertising and marketing, Music, visual and performing arts, 
Publishing and writing, and Film, TV and radio grew at a rate below Western 
Australia’s average workforce growth over the same period.
 
Most (89%) of Western Australia’s creative workforce is located in the Perth 
metropolitan area, but despite the majority of the state’s creative workforce 
being located in the capital, only 1.2% of Perth’s workforce is employed in 
creative occupations. This is a smaller proportion than in all other major 
capital cities (Brisbane has 1.3%, Sydney has the largest proportion at 2.5%).  
Compared to the other capitals however, Perth has the highest number of 
Architecture and Design workers by proportion (1).

Drilling down to a more regional level, SGS Economics and Planning’s 2013 
report on the South West’s creative industries (2) suggests that while the 
majority of creative work is taking place in our capital cities, the creative 
sector is anything but inactive in regional communities.  They report that the 
sector contributes $306 million to the South West (SW) regional economy 
and adds almost $150 million in gross regional product, helping to generate 
exports of $70 million dollars annually. 

The SW is something of a ‘hot spot’ for specialist employment in the Film, 
TV & radio segment and also hosts 7% of West Australia’s employment 
in Publishing and writing.  Its creative sector employment is out-pacing 
employment growth in several other traditional industries, with 1095 workers 
employed in the creative sector (2).  The South West is generating clusters of 
creative activity in the areas around Bunbury, and a similar pattern can be 
seen in the Great Southern around Albany and the lower Great Southern.

Figure 4.

Creative Economy Density Map

Source: Creative Albany using the ABS 
Census of Population and Housing 2011; 
Nesta categories.

1 Source: Page 30. Creative Industries 
Statistical Analysis for WA.  S C Lennon and 
Assoc. 2013. 

2 Source: Economic Opportunities for 
Creative Industries in Western Australia’s 
South West Region.  SGS Economics and 
Planning. 2013 

Number of 
Businesses

108 - 248
83 - 108
32 - 83
13 - 32
0 - 32

Albany

Bunbury
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3.2 Cultural Production and Creative Services Definition
In addition to geographical divisions and comparisons, some researchers 
also split the creative sector by character.  S C Lennon and Assoc. in reports 
on Western Australia and Albany, divides the creative industries into two 
sub-sectors with different economic and social characteristics.

Creative services include Software and digital content; Architecture and 
design; and Advertising and marketing.  Creative services provide design 
and innovation services to businesses across many industries, from 
manufacturing and construction to retailing and entertainment. 

Cultural production segments include Film, TV and radio; Music, visual 
and performing arts; and Publishing and writing.  As well as generating 
economic value and employment, these sectors embody the role of arts and 
cultural assets as contributors to quality of life and community well being.  

Figure 5.

Cultural Production and Creative Services 
Sub-sectors

Source: Adapted from Creative Industries 
Statistical Analysis for WA.  S C Lennon and 
Assoc. 2013. 

Cultural production is also being increasingly understood in the context 
of its value to the ‘Experience Economy’, in which goods and services are 
marketed on their value in enriching peoples’ lives.  This economic driver 
can be seen in trends such as farmers’ markets where consumers want more 
than the raw product, they want to enjoy the experience of meeting the 
grower and knowing the provenance of their purchase.  The creative sector 
and Cultural production in particular has been shown to be able to add a 
premium value to goods and services and is potentially a significant driver of 
experience economies (1).

In most of Australia’s states and territories, 70% of all creative occupations 
are in the Creative services segments and the remaining 30% are employed 
in the Cultural production segments.  The Cultural production segments 
employ a proportionally larger number of specialists (31% of total segment  
employment) than the Creative services sectors, which may include up to 
50% of non-creative support workers as employees.  Notably, 92% of Western 

1 Source: Marcus Westbury in ABC Life 
Matters.  10 July 2015. 
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Australia’s Creative services jobs are located in the Perth metropolitan 
area, while a comparatively higher proportion of the state’s jobs in the 
Cultural production segments (17%) are located in non-metropolitan 
Western Australia (1).  

This report explores the proportion of these two sectors in the Great 
Southern further in Section 4, based on the survey and ABS data collected.

3.3 Shortfalls in Census and ABS Data
There are a number of well-recognized limitations to the ABS data 
available on the creative industries, which is in part the reason that this 
study chose to also conduct a bespoke survey for the sector in the Great 
Southern.  Anecdotally there was evidence that the sector was larger than 
apparent in the ABS figures and the survey was therefore designed to 
capture creative workers in the Great Southern (not hobbyists) who may 
not have been recorded in the Census.

SGS Economics and Planning have also noted issues with the ABS data, 
and provide the following succinct summary of the Census’ limitations:

• “Creatives may be hidden in other occupations and may not be 
accounted for. This limitation is associated with the subjective 
assessment of creative occupations;

• Volunteers and workers who are not paid may not have been 
accounted for;

• Some people may work in more than one occupation; 
• Many people who could be viewed as creative may not identify 

Creatives may be hidden in other 
occupations and may not be 
accounted for.

themselves as creative, and
• Those who have retired or no longer work within 

the creative industries might still associate 
themselves within the industry”. (2)

The ‘subjective assessment of creative occupations’ is 
also an issue for comparing like with like, as noted in 
Section 2.5.  In view of this potential issue, a list of the 
occupations this study used in collating ABS figures and collecting survey 
data is included in the Appendices, so that future studies will be able to 
reproduce the selections and make accurate comparisons.

1 Source: Page 29. Creative Industries 
Statistical Analysis for WA.  S C Lennon and 
Assoc. 2013.  

2 Source: Page 69. Valuing Australia’s 
Creative Economies.  SGS.  2013. 
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DCD Graphic and Web page design studio
Image © Donna Cameron
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4. Census and Survey Findings

4.1 Introduction
As outlined previously, this creative economy research project differs from 
many others in that it has attempted to reveal and reach creatives who are 
not identified in the Census because their creative work is not their main 
work.

This section of the report aims to summarise the findings of both the 
bespoke surveys undertaken in the Great Southern, and the ABS data for 
the Region.  These findings will be compared to each other, and to other 
research projects undertaken in Australia.

Background

The method used for undertaking the surveys and interrogating the ABS 
data has been outlined previously in Section 2.5, but it is worth reiterating 
that for both the bespoke surveys and the ABS data, some of the sample 
numbers are small and drawing accurate conclusions is not always possible.  
However, clear trends have emerged, and where possible these have been 
crosschecked with other studies to gain some veracity and confidence about 
the statements made.

The surveys aimed to reveal  
creative workers who are not 
captured in the Census.

The aim of the bespoke surveys was to provide some 
anecdotal and qualitative data to supplement the 
quantitative data collected by the Census.  The surveys 
reveal interesting issues and some contrasts to the widely 
accepted structure of the creative industries. 

The Surveys

Two surveys were undertaken - one for individual and one for organisations 
(including government organisations, not-for-profit community groups and 
commercial businesses).  141 creative workers responded to the individual 
survey and 26 organisations completed the organisation survey.

The 2011 ABS census identifies 351 people working in creative occupations in 
the Great Southern, therefore 141 individual responses to the survey equates 
to a response rate of 40%. A sample size of 140 creative workers from a 
population up to 1000 (creative workers) would provide better than 95% level 
of confidence (1), indicating that the response rate to the survey is well within 
the range to provide accurate data.

4.2 Individual Survey Findings
The individual survey opened by asking respondents for quantitative data 
to help measure the character of the creative sector. Of the 141 responses, 10 
were discounted as they were from people who did not receive an income 
from their creative work or failed to answer most of the questions. Most of 
the percentages below are relative to the remaining 131 responses.

1 Source:  National Statistical Service; 
www. nss.gov.au, an ABS website.
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Key data collected indicated:

72% of responding creatives were aged between 40 and 69 years;
72% listed a broader Albany postcode as their home postcode, with 
‘Denmark’ being the next most common home postcode;
75% worked from home; and
37% listed their creative work as their main source of income.

With regard to the various sources and avenues of income for freelance and 
self employed creative workers, respondents identified several -  with most 
having more than one source of income;

In terms of their on-line presence, 34 individuals had no on-line presence, 62 
used a social media site and 52 had their own website.

In terms of employment: over 90% of respondents were freelance or self 
employed - of this group a quarter were also employed as a specialist creative 
in a ‘second’ job.   

Respondents were asked to identify their main creative specialty: 

84+16+A 48+52+A 41+59+A  84% 48% 41%

Retail and private 
individuals

Businesses Government

73+27+A 38+62+A 29+71+A 26+74+A73% 38% 29%

Direct sales from 
workplace

Sales from retail 
outlets

Income from 
grants

26%

On-line sales

Figure 7.

Avenue of Income

Source: Creative Albany using Great 
Southern Audit survey data. 2015. 
Percentages do not add to 100% they 
represent the proportion of respondents 
for each income avenue.

Figure 6.

Sources of Income

Source: Creative Albany using Great 
Southern Audit survey data. 2015. 
Percentages do not add to 100% they 
represent the proportion of respondents 
for each income source.

Music, visual and performing arts
Publishing and writing
Film, TV and Radio
Architecture and design
Software and interactive content
Advertising and marketing

Figure 8.

Individual Creative Occupation Specialty 
Breakdown: Survey

Source: Creative Albany using Great 
Southern Audit survey data. 2015. 232051555t 55%15%

5%

2%3%

20%
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The survey also attempted to get a more accurate picture of work hours, 
creative income and location;

The survey went on to ask some more qualitative questions aimed at 
revealing specific issues for the sector in the Great Southern.  Respondents 
replied to the request to:

62% of respondents said the size 
of the Regional market was the 
main issue for their businesss. 

69% identified lifestyle and cost 
of living as a strength for their 
creative work.

“… select up to five (options) that are the most important 
weaknesses or threats for you or your success in your 
creative work….” with the following five responses rating 
the most commonly selected:

86 (62%) “size of the Regional market (e.g. local 
customer numbers, work opportunities….)”
50 “distance from markets and customers”
48 “work opportunities”
38 “transport (travel or freight) links (e.g. flight costs 
or frequency….)”
34 “finance (e.g. costs, access….)”

Their top five selections for “….strengths or opportunities for you or your 
success in your creative work…” were:

91 (69%) “lifestyle and cost of living”
77 “environmental assets (e.g. natural beauty, resources…)”
59 “local support, connections and networks”
34 “new telecommunications technologies”
32 “built and cultural heritage”

The survey, ABS and anecdotal research have led to the following 
conclusions.

71+29+A 73+27+A 58+42+A71% 73% 58%

Worked less than 30 
hours per week on their 

creative work

Worked from home Earned less than 
$20,000pa (1)

Figure 9.

Work Character

Source: Creative Albany using Great 
Southern Audit survey data. 2015. 

1 Note:  By way of comparison, the ABS 
notes that $58,692 is the average annual 
income in Australia in 2015 - and SGS in 
their Valuing Australia’s Creative Industries 
research report found that 11% of creative 
workers nationally earn below $20,000 
per annum (Page 37).

AGENDA ITEM ED027 REFERS

59



31Create Southern Great Southern 2015    

Conclusion One: at least half of all creative workers in the Great Southern are 
not revealed in published Census data.

The survey has revealed a significant proportion of ‘emergent’ creatives; that 
is, creative workers unlikely to have been captured in standard ABS data.

The survey shows:
37% identified their creative work as their main source of income; and
63% (87 respondents) relied on another source of income that was not 
from creative work - 36 were managers or professionals including 16 
education or health professionals.

Studies undertaken by the Australia Council into one sector of the creative 
economy also show that nationally 37% of artists have only a single ‘arts’ job 
(1) (therefore their ‘main’ source of income for ABS purposes) which appears 
to concur with the survey findings.

The Census asks people only about their main job and is likely to have 
counted the 37% of ‘main source of income’ respondents to the survey - but 
not the 63% who rely on other income or a ‘day job’.  While this suggests 
a one-third to two-thirds proportion, a conservative estimate of the actual 
number of people involved in the creative sector may be reached by doubling 
the published ABS number (2).

Therefore, using the ABS data for the Great Southern which identifies 351 
‘Creative Occupation’ workers, the true figure may be closer to 700.

There is only a small amount of published research in Australia on the 
proportion of emergent creatives in the industry, and some of it is based 
on the Arts sector alone.  It would be interesting for further research to be 
undertaken in this area to improve the accuracy of this finding (3).

“It is difficult to reach one’s full artistic potential when we are just 
so busy trying to survive financially.  I spend more time and energy 
teaching …. as it brings in a regular income.  This doesn’t leave much 
time for painting or trying to market one’s work.”
 
“Basically I cannot afford to ‘put myself out there’ or rely on my 
creative income (I rely on my regular wage income to make ends meet) 
so I am reluctant to ‘put myself out there’ in case I get more creative 
work than I can handle as a sole operator.” 

Survey Quotes

1 Source: Page 6.  Creative Industries 
Statistical Analysis for WA.  S C Lennon and 
Assoc. 2013.   
 
2 Note: Studies undertaken on Artists 
for the Australia Council (Do you really 
expect to get paid?  Throsby & Zednik. 
2010. Macquarie University) indicate that 
roughly half of artists are able to work 
100% of their time on creative work; again 
suggesting that a doubling of the ABS 
figure is appropriate.  Some research has 
also been done by Higgs for Nesta in the 
UK (Beyond the Creative Industries.  Higgs 
et al. 2008), which shows high ‘second 
job’ percentages in some sectors, but 
this research works with groups who are 
already likely to have been ‘counted’, as 
creative in their first job, and so does not 
theorize on a percentage.

3 Note:  Higgs (currently of the Creative 
Industries Faculty at Queensland 
University of Technology and also 
associated with the CCi) acknowledges this 
is an area which needs further clarification, 
and has used the terms emergent and  
‘on-ramp’ for creatives building up their 
10,000 hours of skills so/before they can 
go ‘commercial’ or professional.  This 
study has chosen to continue the use of 
‘emergent’ to describe this cohort in this  
report.
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Conclusion Two: The Great Southern has a higher proportion of architects, 
designers, visual artists, musicians, performers and writers than the state and 
national averages.

The respondents to the survey were mostly working in the following creative 
occupations:

38% Visual arts and crafts 
20% Architecture and design
18% Music and performing arts
15% Publishing and writing (the majority of whom were writers)

The ABS data also shows that as a proportion of all creative occupation 
types (counting specialists and embedded creatives), the Great Southern has 
relatively more creative workers in these groups than the state and national 
averages.

While the proportion for Publishing and writing is only slightly larger in the 
Great Southern than for the state and national figures, when the ABS data 
for the size of the sector by creative ‘industry’ is analysed, Publishing and 
writing is almost twice as large in the Region than in the national average.  
Creative occupation trends in Architecture and design, and Music, visual and 
performing arts hold true by industry as well (see Figure 20).

Only a small number of responses to the survey were received from creatives 
in the Advertising and marketing (2%) and Software and digital content 
specialties (3%).  By comparison, the ABS data indicates that 30% of the 
creative sector specialists work in Advertising and marketing in the Great 
Southern (the national figure is 38%).  However, the ABS also shows that 
there has been a marked contraction in this sector (see Figure 16) and other 
research has suggested that these professions tend to be under-represented 
in regional areas and may struggle to expand (1).  

1 Source: Page 29. Creative Industries 
Statistical Analysis for WA.  S C Lennon and 
Assoc. 2013.  

232638+7816+6+5+740%

20%

0

Architecture and design Music, visual and 
performing arts

Australia
Western Australia
Great Southern

Publishing and writing

Figure 10.

Comparative Sector size by region, state 
and national counts: ABS

Source: Creative Albany using the ABS 
Census of Population and Housing 2011; 
Nesta categories.
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Census figures for creative workers in the whole creative sector are:

This study concludes that creative workers in the Great Southern are 
predominantly Visual artists & craftspeople, Architects and designers, 
Musicians & performing artists and Writers - and that the creative sector in 
the Region is particularly active in these specialties. 

As outlined in Section 3 - the sectors of Advertising and marketing, and 
Software and interactive content tend to be more concentrated in capital 
cities.  Film, TV and radio is a small sector only and is focused in Albany. 

“There is a very progressive culture here in GS regarding the arts. 
We are blessed with many individuals who follow their own thoughts 
and ideas, unimpeded by whether it will sell or be accepted. True 
democracy! We lack the base that Perth has for graphic design, but do 
have smaller rentals and a different clientele!” 

Survey Quote

Music, visual and performing arts
Publishing and writing
Film, TV and Radio
Architecture and design
Software and interactive content
Advertising and marketing

Figure 11.

Individual Creative Occupation Specialty 
Breakdown: ABS 

Source: Creative Albany using the ABS 
Census of Population and Housing 2011; 
Nesta categories.7%305387416t 38%

16%

5%

30%
4%
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Conclusion Three: The Lower Great Southern is weighted towards Cultural 
Production.

As outlined in Section 3.2, creative occupations can be divided into two 
broad types: Creative services (such as architectural services) and Cultural 
production (e.g. writing or visual art).  Typically at the national and state 
level, the split shows over 70% of the sector are engaged in Creative services 
and fewer than 30% are involved in Cultural production.  The ABS data 
for the Great Southern and Albany shows that for occupations (creative 
specialists + embedded creatives), the national trend holds true. 

In the survey data collected for the Great Southern however, (which 
identified emergent creative workers), the national proportion is reversed 
with Cultural production occupations outweighing Creative services.  75

+25+A
Of further interest, is that if the 
ABS figures for industry (creative 
specialists + non-creative support 
staff, which captures creative 
organisations and businesses) are 
used, the proportion also differs from 
the ABS figures for occupation and 
from national trends.   This further 
suggests that the trend in the Great 
Southern is particularly strong in 
this sector - well beyond the 17% that 
would be expected for a regional 
area (1).

25/75%

This study concludes that the character of the creative economy in the Great 
Southern is different from the national average and is significantly more 
engaged in Cultural production.

1 Source: Page 29. Creative Industries 
Statistical Analysis for WA.  S C Lennon and 
Assoc. 2013.  

70+30+A 72+28+A 58+42+A

82+18+A 83+17+A 72+28+A82/18% 83/17% 72/28%

Australia Western Australia Great Southern 
& Albany

Cultural Production
Creative Services

Cultural Production
Creative Services

Great Southern

70/30% 72/28% 58/42%

Australia Western Australia Great Southern 
& Albany

Cultural Production
Creative Services

Figure 12.

Cultural Production and Creative 
Services by Occupation: ABS

Source: Creative Albany using the ABS 
Census of Population and Housing 2011; 
Nesta categories.

Figure 13.

Cultural Production and Creative 
Services by Occupation: Survey

Source: Creative Albany using Great 
Southern Audit survey data 2015.

Figure 14.

Cultural Production and Creative 
Services by Industry: ABS

Source: Creative Albany using the ABS 
Census of Population and Housing 2011; 
Nesta categories.
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“I see a lot of potential for creatives here in the Great Southern. I do 
feel the overall creative presence in Albany so far is more art orientated 
(as in fine arts), rather than design.” 

Survey Quote

Conclusion Four:  There is a creative cluster in the lower Great Southern area.

Of the 63% of respondents who relied on another occupation for their 
main income, 70% worked in Albany postcode areas, suggesting that they 
live within 50 - 100km of Albany’s CBD. Additionally, 64% of all survey 
respondents listed Albany postcode areas as their home postcode and over 
78% of respondents live in the zone encompassing the Shires of Albany, 
Plantagenet and Denmark.

The ABS data supports the survey results, identifying Albany as having 
214 Creative Industry jobs (specialists + support staff) or 70% of all creative 
industry jobs in the Great Southern, followed by Denmark with 20% (1).  
The majority (69%) of the Architectural sector in particular is located in 
Albany (2).

Albany
Denmark
Remainder of the Great Southern73207A

Figure 15.

Lower Great Southern 
 Creative Cluster

Page 9. Creative Industries Analysis for 
the City of Albany.  S C Lennon and Assoc. 
2014.   

This study concludes that the lower Great Southern (LGS) has a 
proportionately higher number of creative workers  compared to the 
remainder of the Region.

“Over many years I have seen the creative arts in Albany move from 
strength to strength. There are many opportunities to expand 
things further, particularly in my current area of expertise.  I feel that 
in recent years the VAC has been injected with new life and acts as a 
real creative hub for events and opportunities, largely due to some key 
people who have brought excellent skills. Although living between 
Perth and Albany at present, I plan to fully move back next year and 
hope that there will be some opportunities for me...”

Survey Quote

1+2 Source: Creative Albany using the 
ABS Census of Population and Housing 
2011; Nesta categories.

Great Southern 
Creative Industries
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Conclusion Five: The lower Great Southern creative cluster is growing.

The ABS data shows that between the 2006 and 2011 creative occupation 
jobs (specialist and embedded creatives) in the Great Southern grew by an 
average of 14% with the majority of this growth occurring in the lower Great 
Southern.  The national average growth in the creative sector was 16%.  By 
contrast, the growth for all occupations over the Great Southern was 4.8% in 
the same period (1).

While growth is recorded as 14%, the creative workforce remains a relatively 
small section of the whole workforce in the Region at 2%. In the Great 
Southern, creative occupations grew by 0.12% as a share of total employment 
in the Region.  Nationally the creative occupations grew by 0.20% but fell in 
Western Australia by 0.01% between the Census periods. 

There is clear evidence in the ABS figures that an increase in the cluster 
of creative employment has taken place in the Great Southern but a more 
detailed analysis of the figures shows that growth is occurring unevenly 
across the creative sector.  The table below compares change within the six 
sectors by occupation between 2006 and 2011.

It is apparent that the Great Southern has grown proportionately higher 
than the national average in the areas of Architecture and design and Music, 
visual and performing arts, but has contracted in Advertising and marketing, 
Film, TV and radio, and Publishing and writing.

The majority of growth has been focused in the lower Great Southern, which 
is suggestive of the development of a creative cluster forming around specific 
creative specialties in the locale.

Its a place where I have been able to do the most satisfying and 
innovative work and I think the space and distance from the metro 
‘arts sector’ has helped me be more fearless, (as well as) the attitude of 
local people to try something new and support community development 
through the arts.

Survey Quote

1 Source: Creative Albany using the ABS 
Census of Population and Housing 2006 
and 2011; Nesta categories.

Figure 16.

Occupation growth by creative sector 
and geography; 2006 to 2011

Source: Creative Albany using the ABS 
Census of Population and Housing 2006 
and 2011; Nesta categories.
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Conclusion Six: The local (Great Southern) market alone is not large enough or 
developed enough to support sustained growth for this cluster. 

Survey respondents were asked to list up to five “threats and weaknesses for 
you or your creative work” from a list collated from other creative studies.  
The top three most commonly selected were:

1.      Size of regional market (e.g. local customer numbers,  
         work opportunities,...)
2.      Distance from markets/ customers
3.      Work opportunities

These responses indicate that the respondents believe that the number of 
customers, retail and performance spaces and the level of demand for design 
and craft skills are insufficient to sustain a broad base of creatives.  They also 
need work opportunities to provide ‘day jobs’ to supplement their creative 
work and supply employment for their families.

As outlined in the introduction, the Great Southern is only experiencing 
modest economic growth, which suggests local demand for services and 
products from the creative sector would also be modest.  Geographically, 
towns in the Region are a minimum of three hours drive from Perth and 
the market there, with Albany and the lower Great Southern being up 
to 5 hours drive.  Daily flights are available but the cost of flights (and of 
accommodation in Perth if business can’t be conducted in a day), have a 
significant impact on business costs.

The majority of freelance individual survey respondents indicated that 
while most income is from the Great Southern, over half also earn some 
income from elsewhere in WA and over a third from elsewhere in Australia.  
Significantly nearly a quarter have income from international sources (1).

In regard to their ‘clients’, 41% received some income from government 
clients for their creative work, while over 80% received some of their income 
from private or retail clients. 1 Note:  A small percentage (6%) could 

not identify their income source.  These 
were generally authors, who if published, 
may not know where their books are being 
sold.

91+9+A 57+43+A 37+63+A 24+76+A91% 57% 37%

The Great 
Southern

Elsewhere in 
Western Australia

Elsewhere in 
Australia

24%

International

Figure 17.

Income Source; Local to International

Source: Creative Albany using Great 
Southern Audit survey data. 2015. 
Percentages will not add up to 100%, 
figures indicate the proportion of 
individuals who earn income from each 
market. 
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Throughout Australia, other regional centres of similar workforce size as 
Albany have a percentage of their creative workforce (as a proportion of their 
total workforce) consistently between 2.20% and 3.40% (1).   There is one 
notable and somewhat startling exception. The Blue Mountains urban area 
outside Sydney has 7.70% of their total workforce involved in the creative 
industries, higher even than the national average calculated in this study at 
6.04%.

The Blue Mountains have a healthy digital/ software sector, nine galleries 
and retail outlets and a rich variety of creative industries.  They are also only 
approximately 100kms from Sydney, which provides a massive market and is 
within easy commuting distance via public transport.  The Blue Mountains 
example highlights the effect of relative remoteness on the creative 
economy in regional areas - and reinforces why the size of regional market 
and distance from markets / customers are key issues for Great Southern 
creatives.

This study concludes then that the Great Southern ‘market’ alone is too 
small and remote to sustain the creative workforce on its own.

“Size of market - tourist numbers visiting local galleries fall dramatically 
over the winter.”

“Accessing appropriate markets is a problem, particularly with the rural 
restrictions on internet use. Physical travel, due to cost is not always 
possible. Information about local markets is not always easily obtained.”

“Until there is a large-scale population increase (which is unlikely) there 
is not really enough work in the Great Southern to sustain a professional 
musician unless they take a “day job” to sustain their artistic endeavors.” 

Survey Quote

1 Source: Creative Albany using the ABS 
Census of Population and Housing 2011; 
Nesta categories and counts by urban 
population rather than Local Government 
boundary area.  Workforce +/- 1000 of 
Albany at 11,582.
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Figure 18.

Comparative creative sector size by 
total workforce size.

Source: Creative Albany using the ABS 
Census of Population and Housing 2011; 
Nesta categories and counts by urban 
population rather than Local Government 
Boundary area.
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Summary of Individual Survey and ABS Findings

These six conclusions build a picture of a creative sector heavily weighted 
towards Cultural production.  At a more detailed level the specialties of 
Architecture and design, and Music, visual & performing arts are over-
represented compared to state and national averages.

An active and growing creative cluster is located in the lower Great 
Southern (within the shires of Denmark, Plantagenet and Albany) and the 
Great Southern as a whole is characterized by a high proportion – possibly 
over double the ABS figure – of ‘emergent’ creatives who are actively 
contributing to the sector but are not identified in the Census data.

Despite above average employment growth in some industries in the 
creative sector in the Great Southern, the local market is not large enough 
to support the creative sector, and creatives must work beyond the Great 
Southern’s boundaries to be financially viable.
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4.3 Organisations Survey Findings
Organisations who completed the survey included government 
organisations, not-for-profit (NFP) community groups and commercial 
businesses. Based on the email addresses provided, roughly half the 
organisations who responded to the survey appeared to be commercial 
businesses, the other half were NFP groups or government organisations.

From 26 responses; 14 organisations had 5 or less full time or equivalent staff 
(FTE) and a turnover of less than $250,000 pa.  In terms of their internet 
presence, 16 used social media, 21 had their own website and only 2 had no 
on-line presence.  The majority (88%) had private or retail customers and 
also sold their services or products directly from their own premises.  10 had 
some reliance on grants for income and 10 had some income from overseas 
sales.

The majority of the commercial organisations who responded were from 
the Architecture/ design industry (7), followed by Advertising and marketing 
(3).  From the NFP and government sectors the majority were predominantly 
from the creative (visual) artists, writers and performers group (8).  The next 
sector represented was Film, TV and radio (4). 

As with the individual survey, the organisational survey asked some 
qualitative questions aimed at revealing specific issues for the sector in the 
Great Southern.  Respondents replied to the request to:

“… select up to five (options) that are the most important weaknesses or 
threats for you or your success in your creative work….” with the following 
responses:

46% of organisations said the size 
of the Regional market was the 
main issue for their business. 

50% said local support and 
networks are a strength for their 
creative organisations.

12 (46%) size of the Regional market (e.g. local 
customer numbers, work opportunities….)
10 State/ Federal Government policy and support, 
9 availability of skilled workers in my industry
9 training and professional development
9 finance (e.g. costs, access…)

The most commonly selected five strengths or 
opportunities for their creative work were, in order of 
importance:

13 (50%) local support, connections and networks
10 built and cultural heritage
9 State/ Federal Government policy, support and incentives
9 regional branding
8 lifestyle and cost of living

The survey, ABS and anecdotal research have lead to the following 
conclusions.
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Conclusion One: Organisations in the Great Southern are small but well 
established.

The Survey showed that 70% of the respondents:
• had 10 or less FTE staff;
• a turnover of under $500,000, and
• had been operation for more than 10 years - including 50% that had 

been operating more than 20 years.

Nationally 98% of creative businesses have less than 20 employees, the 
survey showed this figure to be 88% in the Great Southern (1).  Nationally 
75% of creative businesses have a turnover of less than $200,000pa, for 
the Great Southern this figure is approximately 61% (the average for all 
businesses nationally is 65%).

This study concludes that creative organisations within the Great Southern 
are typical of national businesses in their small scale and turnover, and that 
they appear to be sustainable.

Conclusion Two: The Great Southern has a relatively high number of 
Architecture and design, Visual and performing arts, and Publishing and 
writing organisations.

The two largest organisation groups responding to the survey were 
Architecture and design, and Music, visual and performing arts.  Of the 
Music, visual and performing arts organisations, only one was a music 
organisation.

Music, visual and performing arts
Publishing and writing
Film, TV and Radio
Architecture and design
Software and interactive content (0%)
Advertising and marketing3611152711t

1 Source: Page 45+ 46. Valuing Australia’s 
Creative Economies.  SGS Economics and 
Planning.  2013. 

Figure 19.

Creative Sector Organisation 
Breakdown; Survey

Source: Creative Albany using Great 
Southern Audit survey data. 2015. 

Great Southern 
Creative Organisations

36%

11%
15%

11%

27%
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No organisations in the software and interactive content sector responded to 
the survey.  The ABS data confirms comparatively low numbers employed by 
this industry segment in the Region.  The ABS data also confirms the survey 
findings that the Great Southern has a proportionately high number of 
architecture / design / visual arts organisations.

Notably the Publishing and writing  segment in Albany and the Great 
Southern is almost double the state and national proportions and 
most likely reflects employment in newspaper publishing (1).  While 
organisation numbers in this sector fell in the Great Southern between 
2006 and 2011 (see Figure 16), following national trends (2), it still represents 
a significant proportion of the creative sector.

This study concludes that the Great Southern has a comparatively high 
proportion of Architecture and design, Visual and performing arts, and 
Publishing and writing organisations compared to state and national 
averages.

Conclusion Three: Albany is acting as a regional centre for the majority of 
organisations.

In the survey 76% of the organisations identified Albany postcodes as their 
principal work place.  Of the remainder, all but one were located in either 
the Denmark or Plantagenet postcode areas.

ABS data that shows 70% of workers in the Great Southern creative 
industries (creative specialists + support workers) are employed in Albany.  
It is also an administration centre for Government and NFP organisations 
for the Region.

In conclusion, the lower Great Southern is the creative hub for creative 
organisations, with Albany acting as the Regional centre for the Great 
Southern.

1 Source: Page 7. Creative Industries 
Analysis for the City of Albany.  S C Lennon 
and Assoc. 2014. 

2 Source: Page 70. Valuing Australia’s 
Creative Industries. SGS. 2013.

1321836148t1622636164t813726397t8121020419t
Music, visual and performing arts
Publishing and writing
Film, TV and Radio
Architecture and design
Software and interactive content
Advertising and marketing

Figure 20.

Creative Sector Organisational  
Breakdown; ABS

Source: Creative Albany using 
the ABS Census of Population 
and Housing 2011; Nesta 
categories 

AustraliaWestern AustraliaGreat SouthernAlbany
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Conclusion Four: The Great Southern market alone is too small to sustain 
commercial creative businesses.

Three quarters of businesses identified market size as the number one 
weakness for the sector in the survey.  While all but one organisation had 
clients in the Great Southern, 88% also had clients from elsewhere in WA, 
50% from elsewhere in Australia and 38% had international clients.  This 
suggests that while the organisations are based in Albany and servicing 
the whole Great Southern, they are regularly working beyond its borders.  
Having a significant client base outside the Region may be an economic 
imperative to offset the small local market for commercial businesses, but as 
50% of the respondents were NFP groups or Government organisations, it 
appears that these organisations are also promoting their members and 
gaining income from outside the Region.

This study concludes that the Great Southern market alone is too small to 
sustain creative organisations.

“There is not enough work for my business in the Great Southern.  I 
also do not benefit from ‘buy local’ Govt. policies as my jobs fall below 
the price threshold for Buy Local - this would be a common problem for 
creative businesses as most of them are small and not submitting for 
large tenders.” 

Survey Quote

Conclusion Five: Training and Professional Development is a key issue for all 
organisations.

Skills development was the third most common response to threats to 
the creative sector in the survey.  When the responses are analysed - half 
of the NFP / Government organisations identified ‘access to training and 
professional development’ (PD) as one of their top five weakness, and half 
of the commercial businesses listed ‘accessing skilled staff’ as one of their 
top five threats.  While slightly different, these responses suggest that there 
is a paucity of appropriate training opportunities across the whole sector. 

The survey did not identify what kind of training is needed, and more 
investigation could be done in this area, but ABS data shows that Albany 
(the base for the majority of organisations surveyed) has a significant under-
representation of university degrees and over-representation of certificate 
qualifications (1).  In addition, between 2006 and 2011, the total number 
of people currently studying rose by 6.5% in WA while in Albany, it rose 
by only 1%.  These figures suggest that there may be issues in accessing 
appropriate training, and in attracting skilled people to the Region. 1 Source: Page 41.  Albany Baseline 

Study For Long Run Socio-Economic 
Sustainability. Martinus and Tonts. UWA.  
2013 
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Notably, there are few professional development ‘creative industry’ 
membership organisations actively meeting and discussing creative work 
and design in the Great Southern.  Groups such as the Australian Institute 
of Architects provide PD but are essentially capital city centric.  The Albany 
branch of the Institute of Engineers is currently the only professional 
association regularly meeting to visit innovative development projects - 
architects, designers and other creatives attend their meetings and site visits.  
The Creative Exchange (CEX), a joint venture between the City of Albany 
VAC and Creative Albany, provides quarterly networking opportunities and 
project presentations for creatives, but is not a professional development 
organisation per se.

This study concludes that professional development and access to a skilled 
workforce are key elements for the sustainability of the creative sector.

“(There is a) lack of Tafe, University or any higher education art 
degrees running in the area creating a lack of critical and ‘visual 
literacy’ for both audiences consumers and makers….” 

“(I have a) lack of skill to set up a website for Proofreading.”

“I am very disappointed as are many that all the university level art 
courses and even the TAFE courses have now closed down - making it 
very difficult and expensive for local people to seek training and keep  
up professional development.”

“(Our) group (was) created due to TAFE cutting the arts programme.”

Survey Quotes

Conclusion Six: Financial sustainability is a key issue for NFP and Government 
organisations

The next most common threat after PD (at just under half ) for non-
commercial organisations was finance. Anecdotal evidence gathered during 
research for this report identified that accessing funding, the cost of running 
programmes and competition for sponsorship are some of the issues 
facing this sector.  The survey indicated that none of the NFP incorporated 
organisations that responded had a turnover of more than $250,000 (the 
lowest option provided).

All organisation survey respondents listed State and Federal policy and 
support as a key weakness (second overall), but also as an opportunity / 
strength (third overall), suggesting the creative sector is heavily influenced by 
State and Federal funding programmes and policies.
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In conclusion, for NFP and Government organisations in the Great 
Southern, financial sustainability is a key challenge.

“Getting and managing finance is always an issue and takes up time and 
energy.”

“There have been lots of changes in Government funding, especially in 
the arts industries, continuity of funding is a problem.”

“There may be two different strategies needed to support creative 
organisations, some will be commercially viable, others will always need 
public support to pursue ‘cutting edge’ creativity.”

“Sometimes organisations have a role to play as an incubator for 
creatives, giving them an economy of scale, expertise and access to 
markets when they are vulnerable at the beginning.  These sort of 
organisations need government funding.” 

Workshop and Interview Quotes

Summary of organisational survey and ABS findings 

The creative sector in the Great Southern shows a relatively high number 
of Architecture & design, Visual and performing arts, and Publishing 
and writing organisations when compared to state and national averages.  
These organisations are small scale but well established, and are 
predominantly based in Albany - supporting the cluster of creative workers 
in the lower Great Southern.

Creative organisations are reliant for a significant proportion of their 
income on work from outside the Great Southern, indicating that the local 
market alone is too small to sustain them.

Key challenges for creative organisations are access to a skilled workforce 
and professional development.  For NFP and government organisations 
financial stability was also a significant issue.
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4.4 Economic contribution of the creative sector to the Great 
Southern Region 
This study has established that the creative sector accounts for 2% of 
employment in the Great Southern and 2.51% for the Central Albany urban 
area (2.31% for the wider Albany Local Government area).

Calculating the exact value of the sector is more difficult, and indeed SGS 
Economics and Planning in their research reports on Australia and the South 
West developed a purpose built model based on ABS input-output tables (IO 
Model).  This enabled them to quantify the direct and flow-on contribution 
of creative industries to the economy.  The diagram below illustrates the 
chain of assessment.

Figure 21.

Economic Impact Assessment

Source: Adapted from Page 61.  Valuing 
Australia’s Creative Industries.  
SGS Economics and Planning.  2013.

SGS do however acknowledge the limitations of an IO model, and it is 
beyond the scope of this study to replicate the highly complicated ‘purpose 
built’ model used by specialist economists.  Two broad principles can be 
taken from previous research however;

1) Investment in the creative sector is good value for money
Creative industries have a greater multiplier effect from initial investment 
than all other industries at 3.79 times versus 3.59 times (1), and regional 
creative workers have been shown to add more value to the economy than 
creative workers elsewhere - and are therefore highly productive.  For 
example; South West creatives are estimated to be 40% more productive than 
their Perth counterparts (2).

Other studies have attempted to quantify a simple 
multiplier effect to investment, and this figure is most 
commonly used in calculating the flow-on benefits 
from events such as festivals.  A 2:1 proportion is often 
used as a rule of thumb ($2 direct investment results 
in a further $1 income). This model may be over-
simplified but could account for leakage (money going out from the Region 
to import goods and services for an event).  

There is no doubt however that creative industries have the potential to 
be an excellent economic lever.  By way of a recent example - the City of 
Nantes (France) identified that for every Euro spent on arts and culture, the 
community gained between 3 and 6 Euros in value (3).  Notably also, the UK 
Design Council has recently published research which shows that the design 
economy is adding jobs at three times the national average (4).

The design economy in the UK 
is adding jobs at three times the 
national average.

1 Source: Page 64.  Valuing Australia’s 
Creative Industries. SGS Economics and 
Planning.  2013.

2 Source: Page 34. Economic 
Opportunities for Creative Industries in 
WA’s SW.  SGS Economics and Planning.  
2013.

3 Source: Page 75. Public Art Review Issue 
51.  2014.

4 Source: The Design Economy.  UK  
Design Council.  2015.
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2) The creative sector contributes significant economic value through 
volunteerism
Other research studies note that the economic value of volunteer work 
in the creative sector should not be underestimated.  By way of a local 
example, Creative Albany Inc.  (a volunteer organisation) has auspiced 
and run projects and events that have brought over $500,000 in funding 
into the creative economy sector, of which approximately $200,000 was 
money sourced from outside the Region (1).  The ‘multiplier effects’ of this 
income include increased activity in the restaurant, tourism and service 
supply sectors.  If the multiplier of 3.76 is applied to the income sourced 
from outside the Great Southern alone, an estimated $752,000 has been 
contributed to the Regional economy under the auspice of a volunteer 
organisation.

There are over 20 ‘creative’ not-for-profit groups active in the Great Southern 
(see Appendix 9.1 for listings) and many of these, like Creative Albany, are 
run by volunteers and are making a significant economic contribution to the 
Region through events - such as the Art Trail and the Festival of the Voice - 
and their support of other organisations including the Perth International 
Arts Festival in the Great Southern and the Albany Entertainment Centre.

Additional Unquantified Benefits

SGS provides an excellent discussion of economic benefits that are outside 
the scope of their IO model which is worth reproducing here as a succinct 
summary of benefits which are also applicable to the Great Southern:

Skills development: For the artist, cultural projects and community groups, the 
opportunity to run a small business grants exposure to a wide range of business 
management and leadership skills. These could include, but are not limited 
to: creative and technical skills; general business management skills; sales and 
accountancy skills; and human resource management and coordination. This 
‘on the job’ training presents savings if compared with formalised skill training 
sessions, representing a benefit to participants. 

Improved Brand Value and Enhanced Tourism Visitation: In fostering and 
encouraging artists, cultural projects and community groups, the Region 
distinguishes itself within the state as a centre for the arts and artistic communities. 
This creative element is a strong attraction, both for tourism and in promoting 
investment in the Region. Exhibitions, fairs, events and concerts hosted by the 
Region attract visitors from far and wide. Provision of spaces within the Region 
and an attractive calendar of events acts as a magnet for visitation. This enhances 
the ‘brand value’ attached to the Region, consequently leading to higher visitors to 
the Region and their associated higher expenditures within the Region. 

1 Source: Strategic Plan 2015 ~ 2020.  
Creative Albany. 2015.

AGENDA ITEM ED027 REFERS

76



48 Create Southern Great Southern 2015    

Social Inclusion and Identity: Creative spaces provide a place for social cohesion, 
pride and networking - for both practitioners and patrons - creating stronger, 
healthier and more engaged individuals. These foster local identity and a focus for 
connecting with communities and institutions for strengthening the community. 

Volunteering: Participating in group projects fosters networks that create social 
capital. Community inclusion by volunteers and workers strengthens community 
resilience, cultural capital, communication, and the mental health of both 
volunteers and participants. Volunteer opportunities contribute significantly 
to community cohesion by building resilient communities and social capital. 
An increase in productivity could occur due to engagement in the workforce for 
adults (volunteers) who would otherwise be permanently disengaged. These 
volunteer opportunities enhance the overall social capital of the location/ suburb 
and may provide stimulation, enjoyment and fulfillment for individual volunteers. 
In addition, volunteer engagement generates resource savings for projects and 
society as volunteers’ work enhances the productive capacity of the location/ 
project without any financial outgoings. These are costs that society would have 
otherwise incurred had it not been for the volunteers. 

Consumer surplus: Consumer surplus captures the difference in the amount that 
consumers are willing to pay to consume a product and the prevailing market 
price. Consumer surplus is represented by the area under the demand curve 
for an industry’s product and the market price. In cases where the consumer’s 
willingness to pay exceeds the market price for the creative industry product, the 
consumer enjoys a surplus, which is not captured in the analysis presented above. 
For example, ‘free’ music concerts and events organised by various councils in the 
Region result in a positive utility to consumers and patrons, for which they may 
be willing to pay, but are not required to thus resulting in a positive ‘consumer 
surplus’. (1)

4.5 Overarching conclusions
There was significant cross-over in the findings from the analysis of 
individual and organisational data.  These reveal a sector which:
• Is unusually rich in Cultural production activity.
• Is well represented  and active in the creative specialties of Music, 

performing and visual arts, Publishing and writing, and Architecture 
and design.

• Is actively working beyond the boundaries of the Great Southern 
region to supplement the local market and employment opportunities, 
and is characterized by an unrecognized resource of ‘emergent’ creative 
workers.

• Has formed a creative cluster in the lower Great Southern with Albany 
acting as the support centre for the creative sector in the Region as a 
whole.

• Is making a significant contribution to the Region’s economy through 
employment and the flow-on effects of creative activity. 1 Source: Page 35. Economic 

Opportunities for Creative Industries in 
WA’s SW.  SGS Economics and Planning.  
2013.
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H&H Architects 2010.  
Image © Krysta Guille.
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5.  Great Southern Creative Sector 
Threats, Weaknesses, Strengths and 
Opportunities

5.1 Weaknesses and Threats
These can be described as elements that are lacking in the sector, trends 
which threaten creative employment or issues which are preventing 
sustained growth.

Interpretation of the surveys and ABS data show that the size of the Great 
Southern market, financial viability and PD / skilled staff availability are 
key issues.  Interviews, discussions and workshops held during this study 
revealed an important fourth issue, which is a lack of marketing in and of the 
creative sector.

5.1.1.   The Great Southern market

It is clear that the population base of the Great Southern, and hence critical 
mass of businesses and potential users of creative services and products, is 
too small to support the sector.  As shown previously, many individuals and 
most organisations are working outside the Region, which brings issues of 
remoteness (such as freight costs, transport availability and access to clients) 
to bear on business viability.

Trends such as improving internet speeds are helping to moderate 
remoteness disadvantages and provide access to larger markets, but these 
may not be of much assistance to creatives who are anchored to physical 
places for their work or creatives working from remote rural areas in the 

Reliable internet connectivity is 
a two-way system - it is assisting 
creatives to access clients outside 
the Region, but is also allowing 
creative industries elsewhere 
in the world to compete for an 
already small local client base.  

Region with limited internet connectivity.

Fast and reliable internet connectivity is also a two-way 
system however, and so while it is allowing Great Southern 
creatives access to clients outside the Region, it is also 
allowing creative industries elsewhere in the world to 
access the Great Southern market, increasing competition 
for an already small client base.  This is particularly true for 
the Creative service sub-sector (which includes Software 
and interactive media, Advertising and marketing, and 
Architecture and design) and the research has shown that 
(with the exception of Architecture and design) this sub-
sector is proportionately smaller in the Great Southern 
than in state and national averages.

Although the creative sector as a whole in the Great Southern has been 
experiencing modest growth - and in some specialties higher employment 
growth than the national average - the size of the local market remains a key 
threat to its long term expansion and viability.
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5.1.2. Financial viability

Financial viability issues fall into two categories; consistency of funding 
for NFP and government organisations, and financial launch points for 
individual creative workers.

NFP and government organisations are heavily dependent on state 
and federal policies and funding streams, many of which have become 
increasingly complex to access.  Funding organisations may also have dual 
agendas, for instance an arts project may only get funding if it can show it 
has health benefits (such as promoting an anti-smoking message).  There 
has also been a trend towards reducing government exposure to risk, which 
has increased the insurance and risk management burdens in many funding 
schemes.  And finally, many funding organisations need to see matching 
funds, which can become a major hurdle to overcome for large projects or 
programmes, or for funding to industries that are not significant employers, 
such as regional creative sectors.

In addition to the separate effects of these trends, collectively they have 
increased the skill level and ‘grant literacy’ required to access funding.  This 
makes securing ongoing financial support more challenging for small NFP 
organisations - who make up the majority of creative sector NFPs in regional 
areas - and also for regional government organisations; many of whom are 

National research shows that 
creative workers’ total incomes 
are lower than those of all 
occupations, placing them in a 
difficult position from which to 
grow their creative business.  

struggling to attract skilled staff and negotiate the changing 
landscape of state and federal funding objectives.

Individual creative workers too, have difficulty with funding 
applications, but are facing a more pressing second set of 
problems related to entering the workforce full time.  The 
surveys revealed that there is a significant cohort of emergent 
and un-counted creative workers in the Region; possibly as 
many as twice the official ABS figure for creative workers.  The 
consistent comment made by this group is that they need other 
employment (usually not creative work) in order to make ends 
meet and that this leaves them time-poor and unable to develop their skills, 
to increase their product volume or  to implement marketing strategies - 
effectively blocking entry into full time paid creative work.  The need for 
a day job is in part due to the small market size discussed previously, but 
there are other factors at play as well, including difficulty accessing skills 
development, finance and retail opportunities.  In addition, national research 
shows that creative workers’ total incomes (including income from non-
creative work) are lower on average than those of all occupational groups (1), 
placing them in an even more difficult position from which to finance growth 
of their creative business.  

Research by the Arts Council strongly supports this issue as a significant 
area of weakness, identifying that ‘the most important factors holding back 
their professional development nominated by the great majority of artists are 
a lack of time to do creative work due to other responsibilities, lack of work 
opportunities and lack of financial return from creative practice.’  The study 

1 Source: Page 9 + 10.   Australia Council 
for the Arts; Do you really expect to get 
paid?  Throsby & Zednik. 2010. Macquarie.
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goes on to note that the most powerful ‘financial lever’ for their professional 
development is income maintenance that allows them to buy time to develop 
their creative work practice (1).  

5.1.3. Professional development and skilled staff availability

The creative industries are not alone in the Great Southern in requiring 
better access to training and further education, but they are a particularly 
vulnerable sector due to the speed of technological change.  Creative 
work is by definition about ideas generation and innovation and is heavily 
influenced by new software, changes in manufacturing technologies and 
design trends.  Access to equipment, specialist courses, industry mentors and 
the creative milieu is an issue for all regional creatives.

The problem has been compounded to some degree by changes in the 
education sector, which is moving towards a significant proportion of courses 
being provided on-line.  While this does mean a wider variety of courses are 
available to regional and rural creatives than in the past, the nature of many 
creative learning processes means that they require ‘hands-on’ teaching, the 

The creative industries are not 
alone in requiring better access 
to further education, but they are 
particularly vulnerable due to the 
speed of technological change.

ideas-generating energy that a classroom situation provides and 
access to a variety of specialist equipment at different stages of 
skills development (such as a 3D printer).

The Great Southern has seen a contraction in locally available 
‘arts & design based’ courses, many of which allowed creatives 
to enter the education stream at a lower level and progress up 
to higher degrees over time.  Disappointment in the reduction 
in local education choices was a consistent comment received 
during the surveys.  A variety of creative economy workshops, 
short courses and semi-online courses are available in Perth, but the cost 
of transport and accommodation needs to be added to the course cost, 
decreasing affordability.

Reduced access to professional development has a knock-on effect for 
organisations, in that potential employees may hesitate to re-locate to the 
Great Southern for work if they feel they will become professionally isolated 
and de-skilled.  There is a risk that this issue will create a feedback spiral 
of reducing numbers of creative employees, resulting in reduced skills and 
creative activity, leading to shrinkage of the sector.

Further research is needed to pinpoint exactly what skills development is 
needed and which education areas would apply the most leverage to lifting 
the creative sector.  Targeted professional development would assist in 
addressing a critical weakness in the sector.

1 Source: Page 9 + 10.   Australia Council 
for the Arts; Do you really expect to get 
paid?  Throsby & Zednik. 2010. Macquarie.
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5.1.4. Marketing

Marketing was not a specifically listed choice in the “threats or weaknesses” 
question options in the surveys, but comments provided by respondents 
and interviews and workshops conducted during the research process 
consistently raised inadequate marketing of creative products and services 
as an issue.  The problem seems to fall into three categories; coordination, 
outlets and business skills.

There is no central point of 
coordination for creative activity 
and as a result opportunities to 
work with other sectors of the 
economy are lost, leverage points 
from events are not developed 
and alliances between creative 
organisations are not created.  

There is no central point of coordination for creative activity 
(such as the Chambers of Commerce provide for the wider 
business community) and as a result opportunities to work with 
other sectors of the economy - for example tourism - are lost, 
leverage points available by ‘piggy-backing’ onto events are not 
developed and alliances between creative organisations are not 
created.  There are some specific and well marketed creative 
events such as the annual ArtsWA Art Trail - which promotes 
a wide variety of creative workers from throughout the Great 
Southern - but this event is for a limited period and sees all the 
participants competing with each other to sell their work over a 
short space of time.  It is however, the closest thing the Region 
has to a catalogue of creative professionals and the brochure is 
retained for future reference by many visitors to the Trail.

What visitors find if they do return to the Region to look for art, craft and 
design, is that there are few venues showing or retailing local work.  There 
is an element of critical mass at play in retailing creative work; there has 
to be a market to make a retail business viable, and the issue of the small 
Great Southern market has been discussed already.  It is also true however,  
that if local creatives have nowhere local to sell their products or services, 
it is harder for them to become financially viable.  They are forced to try 
and sell or work outside the Region or remain small scale and reliant on 
an annual ‘open studio’ type opportunity.  Furthermore, the creative sector 
becomes invisible to all but those who are closely networked into the sector, 
perpetuating the myth that there is not much creative activity or choice of 
product in the Region.  By stark contrast, visitors to the Margaret River area 
of the South West Region are greeted by a rich variety of galleries and retail 
venues, many of which are embedded in other tourist attractions and place 
the creative sector into clear view of all visitors and residents.

A lack of retail opportunity notwithstanding, the ‘invisibility’ of Great 
Southern creativity is to some extent exacerbated by creative workers’ 
own business practices, and emergents and their difficulties in launching 
themselves to a more professional level have been discussed already.  
However, even professional  creative workers may have difficulty marketing 
their skills and services.  For example, if a proportion of income needs to be 
sought from outside the Great Southern for business viability, the survey 
figures showing only one third of individual respondents have their own 
web site and nearly a quarter have no internet presence at all - indicates that 
many are missing a key marketing tool.  The power of on-line marketing is 
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underlined by figures which show that 70% of  Australian creative product 
sold on the Etsy website is exported (1).  There is also anecdotal evidence that 
securing a consistent standard of quality and supply from the creative sector 
in the Great Southern to market and maintain retail sales has been an issue.  
Again, there is a degree of professionalism that is needed from creatives, 
which may need further development.

A collegiate, well-connected and 
professional sector would have 
the ability to address many of the 
weaknesses identified.

There has been some recent successful retail activity 
using ‘pop-up’ store opportunities (by the Make a Scene 
Collective for example), and government organisations 
such as the WA Museum Albany and the City of Albany’s 
Vancouver Arts Centre (VAC) are working to provide 
sales opportunities, but these are comparatively small 
scale endeavours and a number of survey respondents indicated that they 
needed more assistance with marketing.  They also commented on the lack 
of understanding by clients of the advantages of using creative services and  
appropriate fees for services, and the need to educate clients about what 
high quality design looked like and could achieve for businesses.

Promotion of the Great Southern creative sector’s skills within the Region, 
and marketing of it on a wider scale are therefore one of the main activities 
lacking in the sector and preventing its development.

5.2 Strengths
Strengths can be defined as elements of an industry that give it a commercial 
point of difference, build its viability and provide a springboard from which 
to build resilience.

The surveys have brought into focus several strengths for the Great 
Southern, identified by respondents as including local support, connections 
and networks; built and natural heritage assets; supportive government; high 
lifestyle values; and access to new telecommunication technologies.

70%  of Australian creative 
products sold on-line through 
Etsy are exported.

The surveys also revealed that there is a significant 
resource of ‘emergent’ creative workers who could have a 
major impact on the sector if they were mobilised.  And 
finally, ABS and survey data identified a sector rich in 
Cultural production, a grouping of creative work which 
has a strong influence on community well being and 
quality of life while also generating economic value in its 
own right.

5.2.1. Strong local support and networks

This strength has the potential to provide an exceptional foundation from 
which to build new businesses, ventures and activities for the creative sector.  
A collegiate, well connected and professional sector would have the ability 
to address many of the weaknesses outlined above and may even have the 
potential to develop the creative sector in the Great Southern in a way which 
makes it less exposed the changes in government funding and policy.

1 Source: Marcus Westbury in ABC 
Lifematters.  10 July 2015.   
www.etsy.com
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5.2.2. Rich built, cultural and natural heritage assets

The Great Southern setting has a wealth of environmental diversity and 
a cultural history that encompasses traditional owners and some of the 
earliest non-aboriginal settlements in WA.  This setting is a key draw-
card for creatives who are inspired by it and place a high value on the 
benefits it brings to their quality of life.  ‘Regional branding’ was also a key 
strength and while there have been some issues in differentiating the Great 
Southern Region from the wider southwest area, there is a clear indication 
that creatives identify strongly with the local setting and see it as a major 
asset to their practice.  It is no surprise then that Cultural production is 
proportionately higher in the Great Southern creative profile.

5.2.3.  Supportive government

While state and federal government policies were identified in the surveys 
as one of the impediments to creative growth, interestingly ‘local, state and 
federal incentives and support’ rated highly as a strength.  
This reflects a connection between the creative industries 
and ‘grass-roots’ local government programmes which 
are beginning to gain traction in supporting creative 
development (including the programmes run by the 
VAC).  It may also be an acknowledgment of bigger 
scale incentive and funding programmes such as the 
WA Government’s ‘Royalties for Regions’, development 
of the Albany Entertainment Centre performance 
facility and project funding via LotteryWest grants; and 
Federal programmes such as the ‘Building the Education 
revolution’ which brought a significant increase in 
employment in the Architecture and design sector.  
Support from the various layers of government is to some 
degree dependent on the ability of the creative sector to market itself, show 
how it can benefit the community as a whole, and use government funding 
to leverage additional economic benefits.

5.2.4.  Lifestyle and cost of living

Individual survey respondents rated ‘lifestyle and cost of living’ as the 
number one opportunity or strength for their creative work.  Organisations 
rated it in the top four of their survey responses.  Lifestyle and cost of living 
are key elements of a place’s quality of life or “liveability” which is one 
of the sales points used by some cities to attract residents and business.  
Economists and social commentators are actively quantifying liveability - 
and organisations such as the Economist Intelligence Group publish annual 
liveability indexes, which rank cities against each other and rate lifestyle 
advantages (1).

 Support from government is 
to some degree dependent on 
the ability of the creative sector 
to market itself, show how it 
can benefit the community as 
a whole, and use government 
funding to leverage additional 
economic benefits.

1 Source: www.committeeforperth.com.
au/pdf/SpecialReports/Liveable Cities 
Compilation.pdf) 
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‘Lifestyle’ is a key component of the Vision for the Region developed by the 
GSDC:

“The Great Southern is recognized internationally as a natural choice for 
opportunity and lifestyle”(1)

Notably, the strong rating given to lifestyle benefits by survey respondents 
may suggest that Great Southern creatives are prepared to take some income 
and business risks, (associated with the smaller market), as a trade-off 
against a higher quality of life, indicating that liveability could be a pull 
factor to encourage new creative businesses and workers to the Region.   This 
hypothesis is supported by the findings of the Arts Council which showed 
that regional artists see their regional location as benefiting their practice 
and having a positive effect, even if it makes it more difficult for them to 
access markets (2).

5.2.5.  New telecommunication technologies

Faster internet speeds, better connectivity, more user-friendly platforms and 
improving affordability in telecommunications are providing opportunities 
for creatives to work in regional areas and are seen as a trend which will 
continue to benefit their business.  While creative businesses are not the only 
business types to benefit from improved telecommunication, as previously 
discussed, creative work is closely networked with new technologies and 
Great Southern creatives rate telecommunication technologies as a key 
opportunity.

Research by others (2) confirms that creatives Australia-wide believe new 
technologies will provide them with more opportunities to improve their 
income earning ability, reach a wider audience, enhance their creative 
processes and network and collaborate better.

Many ‘emergent’ creatives 
are ready to enter the creative 
workforce at a more professional 
level and are an asset which 
could drive the development of 
a significant creative cluster in 
the Great Southern, particularly if 
they were well marketed.

5.2.6.  Untapped creative resources

This study has already discussed the creative ‘emergents’ in the 
Great Southern, and their potential to boost the creative sector 
in the Region. Many of these creative workers are also heavily 
involved in the volunteer sector, utilising and developing 
their creative skills to run festivals, manage community art 
projects, promote creative activity and education in the Region, 
write funding applications and manage on-line resources 
for NFP groups. The economic value of volunteering is well 
recognised, if not well quantified.  While volunteer experience 
is an invaluable tool in skills development, many ‘emergent’ 
creatives are ready to enter the creative workforce at a more 
professional level and as such are an asset which could drive 
the development of a nationally significant creative cluster in 
the Great Southern, particularly if they were well marketed.

1 Source: Great Southern Development 
Commission.  Regional Blueprint 2014 

2 Source: Page 11.   Australia Council for 
the Arts; Do you really expect to get paid?  
Throsby & Zednik. 2010. Macquarie.
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5.3 Opportunities
The weaknesses and strengths discussed above were workshopped with the 
project steering group and participants from targeted creative specialties to 
identify opportunities that would build on strengths and address threats.  A 
number of opportunities were proposed at the workshop, and these have 
been grouped into four areas:

5.3.1. Marketing

Marketing the creative sector should capitalize on opportunities such as:
• growing local consumers and clients as well as marketing the sector 

beyond the Great Southern;
• creating alliances;
• making creative work more visible;
• utilising the Region’s Cultural production strength to raise the profile of 

the sector;
• advocating the economic and social advantages that the sector brings 

the Great Southern;
• capitalising on existing events and structures;
• linking creativity to regional strengths, including natural resource 

management, the Region’s brand, and lifestyle advantages; and
• assisting creatives to enhance their marketing and self promotion skills.

5.3.2. Finances

Finding ways to provide financial support to the creative sector could 
include:

• partnering with existing financial organisations to provide bespoke 
financial products for creative businesses;

• investigating cooperative structures which would underwrite 
development of the sector and provide ongoing funding streams;

• developing commercial relationships between creatives and other 
businesses to drive economic diversity, innovation, value adding and 
point-of-difference advantages for the Regional economy; and

• establishing ‘launch-pad’ programmes to assist emergents in entering 
the creative market in a financially sustainable way.

5.3.3. Professional development

Opportunities to improve PD include:
• identifying exactly what skills are lacking or in demand, and which 

courses would provide maximum leverage to the sector;
• exploring a mentoring scheme so that established creative practitioners 

can help lift less experienced creatives to a more professional level;

AGENDA ITEM ED027 REFERS

86



58 Create Southern Great Southern 2015    

• utilising existing training programmes and structures, and supporting 
creative workers to access quality skills development and tertiary 
institutions; and

• identifying technological and telecommunication trends, and ensuring 
‘cutting edge’ skill building opportunities are available to creative 
practitioners.

5.3.4. Creative hubs

Creative hubs can be both physical and virtual, and opportunities include:
• Developing an on-line creative hub to: connect creative businesses and 

clients; provide links to resources for creatives; support creative workers 
in smaller and more remote communities; and help promote the 
industry to a wider market.

• Establishing a physical hub/s to: reduce professional isolation and allow 
face-to-face networking; provide facilities for creatives visiting from 
remote areas and infrastructure for local users; and present a visible 
showcase of creative activity in the Great Southern.

Converting opportunities into 
positive change is a long-
term process, which requires 
sustained cooperation between 
organisations, individuals and 
layers of government. 

Converting opportunities into positive change is a long-term process, which 
requires sustained cooperation between organisations, individuals and 
layers of government.  It also requires the development of a stepped strategy 
that is flexible enough to accommodate new possibilities but structured to 
deliver incremental coordinated improvements that will build to a significant 
growth of the creative economy in the Great Southern.

AGENDA ITEM ED027 REFERS

87



59Create Southern Great Southern 2015    

Denmark Craft Markets 2014.  
Image © Steve Pontin
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6. Lessons From Elsewhere
An understanding of the impacts and opportunities of developing the 
creative industries has been building for over twenty years in academia and 
urban and community planning.  During that time a number of cities have 
developed strategies to support the creative sector as a way of diversifying 
their economies, attracting new business and promoting their cities as 
dynamic places.

The following discussion is a summary of selected relevant findings of 
a three month Churchill Fellowship undertaken by one of the authors 
that involved visits to creative clusters and interviews with facility and 
programme managers (1).  The goal of the fellowship was to gain an insight 
into the tools used outside Australia to build creative economies.   
A secondary goal was to look at the influence of ‘place making’ on the 
creative economy.  Place making is more than just creating aesthetically 
pleasing spaces, is also a powerful tool in Cultural production; making it 
possible for people to connect socially and economically.

6.1 International Case Studies
Toronto, Canada

The City of Toronto consistently rates highly in liveability indexes and more 
than 6% of its workforce are employed in the creative economy.  Toronto 
has been working to an adopted Framework which sites ‘Place’ as a central 
element in creative city planning, as shown in the illustration below;

Toronto has taken the view that the sectors of culture and creativity can be 
treated as an ecology that needs to be multi-layered to be sustainable.  The 
elements of this ecology are:

Hubs: Hubs provide support for cultural activity throughout all of the City’s diverse 
communities. They tend to be community driven and nurture cultural activities 
at a local level.  About 60% of hubs tend to be concentrated in the downtown core 
and about one third are City owned. 1 Source: The full report is available at 

https://www.churchilltrust.com.au/fellows/
detail/3145/Sally+MALONE

Place

CultureEconomy

Place
Competiviness

Creative and Cultural 
Industries

Authentic Urban 
Environments

Figure 22.

Creative City Framework

Source: Page 22. Toronto City Planning 
Framework. 2008.
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Incubators: Incubators provide support for Toronto’s artists. They tend to be 
artist-run facilities, heavily clustered in specific urban neighbourhoods. Examples 
include small theatres.  More than 90% of existing incubators are not owned by 
the City of Toronto. 

Showcases: Showcases provide support for culture as part of the City’s Economic 
Development and Tourism Strategy. These facilities often have a regional, national 
or international profile. They are directed to more than a local community and 
are key tourist destinations or attractions. Examples include the Art Gallery of 
Ontario.  More than 80% of showcases are not owned by the City of Toronto. 
 
Cultural Memory Sites: These sites provide support for culture as a heritage 
resource, and they include museums, archival collections, and historic buildings 
that are programmed for cultural uses. A larger percentage of City ownership can 

Showcases provide support 
for culture as part of the City’s 
Economic Development and 
Tourism Strategy.

be seen with cultural memory sites than in other cultural role 
categories.

Key Lessons
Toronto’s City Hall is active and engaged in working with 
the creative community to grow this sector of the economy 
and is developing a depth of understanding of the sector 
that is much further ahead than most other cities.  The 
City appears to take the view that support is about more than grants etc., it 
is also about reducing the obstacles to creative enterprises that may exist in 
bureaucracies.

Huddersfield, UK

In 1995 Huddersfield began a project called the Creative Town Initiative; 
recognising that international competition and rapid technological 
development were changing the face of local economies.  By using a series 
of pilot projects, it was able to extend innovative thinking throughout the 
town and set up a network of creative projects that linked different sectors 
of the economy.  The projects have succeeded in creating a marked change 
in the perception of Huddersfield and the new ways of thinking seem to 
have become much more mainstream as successful examples of initiatives 
have been rolled out.  One of these has been the establishment of the Media 
Centre.

Huddersfield’s creative industries cluster around the Media Centre, located 
close to the rail station and the centre of town.  The main building houses 
a variety of creative industry businesses in flexible workspaces that are 
supported by excellent IT infrastructure and ‘on-call’ IT support.  This IT 
support is a significant draw-card for smaller businesses that appreciate the 
expertise and services supplied on-site (for a fee) and gain some security in 
knowing they don’t have to become IT experts when they start a business.
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Interestingly, the IT service has now become one of the elements that earns 
the Media Centre income, along with the rentals from tenants.

The Creative Town Initiative included a raft of other initiatives as well, 
incrementally stepped out, and has created 168 new jobs and protected the  
179 jobs that already existed in the fledgling creative economy of the town. 

Key Lessons
An underpinning principal has been to develop a diverse industry during 
relatively affluent times, so that there is a skills base available if the economy 
shifts and downturns occur.

Incubator spaces have included flexible leasing arrangements, IT service 
packages, spaces, and support systems that allow businesses to select only 
what they need.  This means in the early stages of a new business, that the 
commitments and overheads can be kept manageable.  This high degree of 
flexibility has encouraged tenants to sign up and the centre has been fully 
leased from its early days and has expanded into other buildings.

The power of ‘pilots’ has been well used; small scale test projects that are set 
up to succeed and can then be used as examples to get bigger projects up, or 
built up in scale as demand increases.  These can be very powerful as people 
can see a working example and can appreciate the long term vision.

The Media Centre CEO recommends getting an advocate on side.  Take them 
with you to bids (private or government), ask them to request their contacts 
do work for a more competitive rate and make the most of the doors that 

Pilot projects can be very 
powerful as people can see 
a working example and can 
appreciate the long term vision.

they may help open.  

An accurate survey is essential before starting – look at 
who’s ‘home working’, do they want to move? What do 
they need?  What would attract them?  What can they 
afford?

Sheffield, UK

Sheffield in the late 70’s and early 80’s experienced a catastrophic loss of jobs 
as the steel industry (for which it is most well known), went into decline.  
The local government at the time identified cultural and media industries as 
a potential growth sector in their Economic Development Strategy and one 
of their initiatives was the development of an underutilised and semi-derelict 
part of the city centre as a Cultural Quarter (CIQ).

AGENDA ITEM ED027 REFERS

91



63Create Southern Great Southern 2015    

The financial and management model to grow creative industry and support 
urban renewal developed in Sheffield has become the template that has been 
applied in a number of other communities in the UK.  That a facility can be 
developed which will support new, small and innovative businesses in an 
affordable and flexible way, and still provide a profit for the community’s use 
is an excellent model of sustainability and independence from reliance on 
ongoing government grants.  It represents a great return for public funding 
of the initial building and start-up, and has benefits that are both economic 
and social. 

A facility that supports new, small 
and innovative businesses in 
an affordable and flexible way, 
and still provides a profit for the 
community’s use is an excellent 
model of sustainability.

Key Lessons
An audit was carried out on existing creative industries 
before the strategy was finalised. This identified the size 
of businesses (from micro employing 2 people, to major 
employing up to 140) and quantified their needs and 
the issues facing them.  The identification of businesses 
on the fringe made it possible to talk to them about 
relocation into the city centre to contribute to the vitality 
of the cultural quarter.

The City placed the development of the Cultural Quarter 
within its larger planning and business development strategies, to ensure 
that the uses would be compatible, and the Economic Development Strategy 
is seen as a long term plan - a 15 to 20 year programme that would roll out 
incrementally to form the whole picture.

Urban design was a central tenant of the development of the Quarter, with 
an understanding that character zones, sense of place, quality streetscapes, 
transport and access, and opportunities for public spaces would be essential 
to the success of the area’s economic viability.  This element of the strategic 
plan has been the slowest to be implemented, but there is evidence that it is 
gaining momentum with the City of Sheffield winning two British Landscape 
Design awards for city centre enhancements.

A clear understanding of the difference between Creative services and 
Cultural production, and a strong focus on Cultural production has 
underpinned the success of the quarter.

Boston, USA

Boston is a harbour city with a rich maritime heritage and a focus on 
education as the base for several large and prestigious universities.  In 
2005 the Mayor of Boston convened an advisory board and launched a 
programme called Create Boston which aimed to provide a one-stop shop 
for companies to tap into city resources, and included assistance with site 
location and land use approvals, low interest loans and financing, workforce 
development opportunities, and business advocacy.  The Create Boston 
initiative is partnered with urban and landscape improvements with the 
added goal of creating a highly liveable, walkable city to attract further 
residents and investors.
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One organisation that is working intimately with Boston’s developing 
creative industries is the Massachusetts Cultural Council (MCC), which aims 
to embed the arts, sciences and humanities in community life through a 
programme of grants, partnerships and services for NFP organisations.  The 
MCC is somewhat unusual for an American cultural organisation in that 
it has a much wider ‘toolbox’ of assistance packages.  It can provide grants 
to individual artists, has an ‘at risk’ youth programme and funds cultural 
facility maintenance programmes to keep important cultural infrastructure 
functioning.  

They also support:
• downtown revitalisation projects;

The Create Boston initiative is 
partnered with urban and landscape 
improvements with the added 
goal of creating a highly liveable, 
walkable city to further attract new 
residents and investors.

• cultural tourism;
• strategic cultural plans;
• artist capacity building; and
• creative economy projects that combine arts and 

science sectors.

Each grant application must have a local partner/s to 
provide 50% of the funding and work with the applicant 
on the project.   

In addition to managing grants, The MCC provides:
• outreach programmes to cultivate new projects;
• technical assistance on projects and;
• evaluations of the effects of the grant / project;
• conference and workshop organisation and support; and
• education programmes on business skills.

Key Lessons
The MCC is resourced so that it is able to support partnerships that use a 
community’s cultural assets to generate non-cultural economic activity.  This 
crossing of traditional boundaries is a clear indication of their understanding 
of the leverage that creative industries can provide for local economies, and 
frees them from the narrow confines that some other arts grant organisation 
are forced to keep.

The MCC hosts a suite of web sites that allow searches for: an artist, venue 
or presenter; creative economy employees and employers; studio space 
and creative tenants; and an on-line showcase of artists.  These web sites, 
and the related blog site, are an excellent resource and a practical way that 
creative industries in both Boston City and more remote rural towns can be 
supported and marketed to the wider business community. 
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The MCC also supports organisations such as CreativeGround which
 “spotlights the creative people and places at work in New England: To connect 
them with each other and with you. Because vibrant neighborhoods go hand-in-
hand with a vibrant creative sector.” (1)

6.2 Case Study Conclusions
6.2.1. How do communities enter the creative economy and become 
innovators?

Landry (2) notes that individuals have a good track record for being 
innovative; communities don’t.  He suggests that in the successful examples, 
community volunteers have played a major role as they have been able to 
respond quickly without bureaucratic ties, are well motivated and are in 
touch with grass roots support.  They are also more likely to take a risk than 
government organisations.

For this reason, it is essential to cultivate more than one type of capital in 
a community.  Often the focus is on monetary capital, but social, cultural, 
intellectual, creative, environmental and natural capital can all contribute to 
innovation and indeed help reduce the dependency of some organisations 
on outside funding.

By definition, creative capital is the ability to identify, nurture, attract, 
mobilise and sustain talent, ideas and potential.

Landry also hypothesizes a ‘continuum’ of innovation in which at one end 
sits a major shift in a community’s thinking that results in a completely new 
approach to an issue (such has happened as our understanding of climate 
change has developed), and at the other end is a deliberate blocking of any 
new practices or initiatives and a resistance to change.  He suggests that 
successful communities enter into 4 stages of cultural change, they:

• describe the possibilities better (i.e. re-couch 
problems as opportunities and get proper data on 
issues, not just impressions and truisms);

• develop a guiding ethos to reach these (i.e. the Slow 
Cities ethos is one which spills into a number of 
areas and is well defined while being flexible enough 
to adapt);

• develop innovative projects and processes; and
• work to enable the community to become a learning 

organisation to sustain the innovative momentum.

In many cases though, there appears to have been a trigger, or a set of 
pre-existing conditions.  For a number of cities this was an economic and 
employment catastrophe, such as the collapse of a traditional industry.  

Often the focus is on 
monetary capital, but social, 
cultural, intellectual, creative, 
environmental and natural capital 
can all contribute to innovation.

1: www.creativeground.org

2 Source: Being Innovative Against the 
Odds. Landry in UN-Habitat. 2005.
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There are other elements in common also, and these can be summarised as:
• an active group or a power block with the skills and knowledge to guide 

and drive change – some of these included a strong advocate who acted 
as a champion;

• a strategy for influencing decision makers and the ‘power silos’ in the 
community;

• a mix of both thinkers and people able to act on the ideas and make 
them happen;

• a commitment to new ideas; and
• alertness to opportunities, often through having excellent 

communication networks and links to authorities who were nimble 
enough to support creative initiatives as they arose.

6.2.2. What are the successful ingredients in a creative hub or cluster?

A common theme in the projects reviewed has been the development of 
creative quarters or creative clusters.

Creative Clusters Ltd. makes the point that creative industries are built in 
an iceberg structure where the high profile, well marketed companies at 
the top are visible, but under the surface is a mass of smaller industries 
and businesses that support the whole but are less well understood (1).  
This comment is supported by the survey results for the Great Southern, 
which identified a significant proportion of ‘hidden’ creative work being 
undertaken by emergent creatives.

This invisibility often makes it difficult for the smaller members of the sector 
to access financial and business support – one of the most effective ways 

Creative industries are built in an 
iceberg structure where the high 
profile companies at the top are 
visible, but under the surface is 
a mass of smaller industries and 
businesses.

other creative communities have addressed this problem is to 
organise into clusters or hubs.

So, what are the successful ingredients in a creative hub or 
cluster?  The London Development Agency in its “Strategies for 
Creative Spaces” (2) suggests five elements:

1.  Enterprise and innovation
Including providing business support to creative 
industries, physically collecting creative businesses 
together in one building/complex and providing high 
quality R&D, education and venue provision.

2.  Space
Provision of affordable space for creative businesses which is 
protected from rent rises that would drive creative tenants out, the 
use of well designed built form and public places to showcase the city 
and its innovation, and using the creative elements and people in a 
community to help regenerate places.

1 Source: www.creativeclusters.com

2 Source: Strategies for Creative Spaces.  
London Development Agency.  2006.
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3.  People
Building creative thinking into school programmes, undertaking 
cultural and creative programmes at the neighbourhood level to build 
social inclusiveness and, supporting grass roots creative organisations 
which have good links and can work in a flexible and fast moving way.  
They note that there is evidence that connecting creative people and 
supporting cultural entrepreneurs can act as a powerful catalyst for a 
project.

4.  Vision
Support for creative economy growth through all layers of government, 
this means a shared vision and consensus must be formed and held 
over an extended period (i.e. not dependent on election cycles).  This 
vision needs to extend across a number of sectors such as planning, 
economic development and quality of life programmes to be really 
effective.

Provide infrastructure that 
works across ‘silos’ and financial 
schemes which help groups band 
together and share resources. 

5.  Connectivity
Provision of infrastructure that works across ‘silos’ at 
a regional as well as city level, and financial schemes 
that provide incentives for investment - or which help 
groups band together to share resources.  There may be 
a role for tax reduction or other financial assistance as 
well.

6.2.3. What do successful creative economies have in common?

Project research suggests that the most successful projects have three key 
elements:

• strategies for change (supported by policy where possible);
• targeted support programmes flowing from the strategies; and
• physical infrastructure that makes creative work visible and builds 

connections.

With regard to physical infrastructure – or creative hub facilities - the 
following recommendations are made:

• Implement a catalyst project, one that is a demonstration of the 
potential of the creative economy.  Don’t make this pilot project too 
ambitious as if it fails, it will be harder to gain support when the next 
project is launched.  A series of small pilots can build towards a larger 
goal and collect evidence and support along the way.

• Consider developing a facility that is then placed with a creative 
economy Trust or incorporated body and earns an income for them to 
continue to work with.  This could be an incubator building for new 
businesses housed in a refurbished old building.  This facility needs to 
be central and visible, not tucked away and inaccessible.  As a financial 
asset, it also needs to be refurbished to a point where all the funds won’t 
be chewed up in maintaining an old run-down building.

AGENDA ITEM ED027 REFERS

96



68 Create Southern Great Southern 2015    

• Make the creative economy visible.  This can be done by setting up 
a ‘shop front’ on the main street, running trade stands and makers’ 
markets, having annual open days at creative economy businesses, 
housing exhibitions in local businesses or holding a festival.

• Augment physical infrastructure with programmes designed to help 
implement strategies for growth and enhance the opportunities for 
innovation.  There is evidence that programmes that engage the creative 

Make the creative economy visible.

sector in its own growth are an important tool.  Top 
down programmes that don’t empower creative 
businesses and practitioners to help themselves 
have been less effective and tend to fall over once 
the funding has finished.  Many communities 
have also found that bottom up initiatives are able 
to move faster and be more flexible as they are not as constrained by 
bureaucratic structures and have more effective networks.

The lessons gathered from the case studies, the opportunities identified in 
the surveys and ABS research, and the information gathered from interviews 
with individual creatives and organisations during the study have been 
brought together to inform a set of actions for growth of the creative sector in 
the Great Southern.  
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Enigma: Leonardo’s Realm by Southern Edge Arts. 
Image © Owen Davies.
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7. Action Plan

7.1 Rationale for Recommendations

The research for this study has shown that both the ABS and bespoke survey 
data identifies the Great Southern’s creative sector as being weighted towards 
Cultural production with a larger proportion than the norm in the specialties 
of Architecture and design, Music, visual and performing arts and to some 
degree Publishing and writing.  It has only small numbers of businesses 
and workers in the area of Software and digital design - and is on a par with 
national percentages for Advertising and marketing, and Film, TV and radio 
workers. 

Two approaches might be taken in growing the creative sector in the Region; 
either to try and bolster the weaker sectors, or to work with the sectors 
which are already active and dominant.  National figures clearly show that 
the specialties of Software and digital design and Advertising and marketing 
are heavily concentrated in capital cities, and existing industry trends would 
suggest that - short of a major national business from one of these areas 
relocating to the Great Southern - growth in these areas is unlikely; even 
with significant investment by government.

Support for sectors which have already shown they are sustainable (such as 
Architecture and design) and/or are characterised by significant numbers 
of creative workers (as is the case with Music, visual and performing arts) is 
likely to be a more successful strategy.  In addition, these sectors are also ripe 
with latent resources, revealed in the survey data in the high proportion of 
emergent creatives in the Region.  This is not to say that any of the initiatives 
recommended following should be withheld from professionals in other 
specialty sectors, but the emphasis for support programmes should be on the 
following sectors:

• Architecture and design
• Music, visual and performing arts
• Publishing and writing

Publishing and writing is a difficult sector to understand - nationally there 
has been a decline in this sector, principally due to changes in media and 
newspaper publishing.  This trend is also reflected in Albany and the Great 
Southern (see Figure 16).  The surveys however,  appeared to show a cluster 
of writers in the Region, many of whom are ‘emergent’ and have access 
to small local publishing businesses.  Therefore this creative specialty is 
behaving differently to national trends and can be identified as an active 
sector in the Region that could be developed.

It is also highly likely that growth in the three strongest sectors will naturally 
bring advantages to the weaker sectors - particularly if the marketing 
initiatives recommended utilise local businesses and professionals.  
Advertising and marketing is a significant proportion of the creative economy 
in the Region, and this group has the skills to help lift the sector as a whole.
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A coordinated set of actions have been developed as a product of 
consultation and discussions during the preparation of this report, and  
research into successful strategies undertaken elsewhere.  The actions aim to 
achieve the five over-arching goals for supporting and expanding the creative 
economy in the Great Southern:

7.2 Goals
To provide a leadership structure for the creative sector which:

• brings together the different specialties in the creative sector;
• prioritises initiatives and drives implementation;
• creates partnerships with other sectors of the economy; and
• holds the long-term vision for the advantages that a vibrant creative 

economy would bring to the community and economy.

To develop a skilled workforce who:
• are up to date with technology and trends;
• have access to suitable support staff and business skills;
• have well developed technical and creative skills; and
• are delivering products and services matched to demand, and have the 

facility to capitalise on new opportunities.

To build on existing strong networks to create and support:
• productive connections within the sector;
• links beyond the sector to other industries;
• links beyond the Region; and
• connections and marketing opportunities utilising on-line technology.

To develop and promote the Great Southern as an innovative region  
which is:

• structured to take advantage of international trends and unique local 
opportunities;

• recognised as creative, inventive and rich in fresh ideas;
• highly liveable with a variety of lifestyle opportunities; and
• known as a region which supports new businesses and ideas. 

To ensure viable creative practices with:
• strengthened individual and business profiles;
• enhanced financial and business skills;
• financially independent practices and business, which are resilient and 

can survive economic cycles; and
• reduced reliance on employment outside the creative sector for base 

income.
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7.3  Actions Table
The following table aims to provide a summarised list of high leverage 
actions that could be considered.  Because of the wide variety of 
opportunities available, the list of projects has the potential to be unwieldy 
and therefore difficult to implement.  This report aims to focus on core 
actions that could provide a framework for future projects and innovations.  
The table below is condensed into action headings, more detail on each 
suggested action is included in 7.3.2.

7.3.1. Summary of Actions 

Action Goal Met
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Leadership
1st

year
L1 Bring together key stakeholders to act as a ‘advocacy team’ for the sector, and 

start the process of prioritising and undertaking actions.
P P

Marketing
1~3 M1 Provide access to marketing and business promotion courses for creatives. P P
1~3 M2 Develop a marketing strategy promoting Great Southern creativity which 

builds alliances with other sectors and complements other marketing 
initiatives in the Region.  Secure marketing funding.

P P P

4~6 M3 Implement the Marketing Strategy. P P
6~10 M4 Establish a regional showcase facility. P P

Finance
1st

year
F1 Identify a financial specialist and/or creative business advisor. P P

1~5 F2 Build a Creative Links programme to build connections to other sectors of the 
economy.

P P

1~5 F3 Establish an industry development fund to support business and workforce 
growth.

P P

6~10 F4 Initiate a ‘Launch pad’ programme  to assist emergent creatives and businesses 
looking to expand.

P P
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Action Goal Met
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Professional Development and Skills
1st

year
PD1 Undertake a survey to identify specific professional development shortfalls 

and opportunities.
P P

1~5 PD2 Develop a programme to deliver cutting-edge technology skills to the Region. P P
6~10 PD3 Provide access to targeted assistance packages for professional development. P P

Creative Hubs
1~5 C1 Resource a Creative Economy Development position to manage and coordinate 

initiatives.
P P P

1~5 C2 Develop a ‘virtual’ creative hub for the sector. P P
1~5 C3 Investigate opportunities for a physical creative hub facility. P P

6~10 C4 Explore opportunities to develop a biennial or triennial creative conference. P P P

7.3.2. Action Descriptions

A short description of the opportunities in each action follows.  Possible 
partners and stakeholders can be found in Section 9.1: Creative Networks 
map.  Resourcing of each action will depend on connections provided by 
the ‘advocacy team’, specific funding programmes available at the time, and 
the in-kind support of the creative sector itself.

The First Step:  Leadership

L1 Advocacy - a ‘Create Southern’ Collective
In developing the recommendations around the following four action areas, it is 
apparent that there would be a significant advantage in establishing an ‘advocacy 
team’ to support and prioritise the implementation of the recommendations, and 
that an active and well regarded patron with a high community profile leading 
the team would be a major asset.  The ‘collective’ will also provide a key contact 
point for government agencies.  Bringing together a Create Southern Collective is 
a key first step in strengthening the creative economy in the Great Southern.  This 
team could include representatives of each level of government, Arts & Education 
organisations, creative businesses, creative NFP organisations and community 
members.  The overall task for the team would be to ensure opportunities for 
economic and employment growth from a vibrant creative sector are realised in 
the Great Southern.
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Marketing 

M1 Marketing Tools
Provide access to marketing and self promotion courses specific to the creative 
industries to support ‘emergent’ and creative businesses to expand and become 
more profitable.

M2 Marketing Alliances and Opportunities
Establish a working group of natural marketing partners, and identify together:
• a database of synergistic events; 
• opportunities for co-branding (such as with Taste Great Southern, Hidden 

Treasures, sporting events etc.)
• images and activities that highlight creativity and innovation in the Region;
• evidence of the positive impacts of the creative sector; and 
• future opportunities (such as the filming and production of Breath ) in the 

Great Southern.  

The initial emphasis should be on marketing the two strongest creative sectors 
revealed in the research – Music, visual and performing arts and Architecture and 
design.  The goal for the working group is the development of a well developed 
brief for a marketing strategy (see M3) and sourcing of funding - ideally within a 
year of their formation.

M3 Marketing Strategy Implementation
Commission and implement a long-term marketing strategy for the creative sector, 
which complements other marketing initiatives in the Great Southern.  

Initiatives could include developing a unique regional brand for creatives, 
working with key partners (i.e. tourism and NRM organisations), running a 
rolling programme of traveling exhibits, establishing regular makers’ markets, 
undertaking on-line and media campaigns, publish regular profiles of local 
creative workers in the regional press, promoting sales outlets, demonstrating 
the advantages of using creative input in business and highlighting the Cultural 
production sector.

M4 Regional Showcase
Lobby for the establishment of a significant multi-functional exhibition and 
showcase facility in the Regional capital; Albany, with out-reach to facilities 
elsewhere in the Great Southern (such as the Katanning Entertainment Centre, 
gallery and library).  The role of the Exhibition Centre is to make creativity, 
innovation and culture more visible through a programme of changing exhibitions, 
gallery opportunities, cultural activities and community engagement.  

The facility needs to have flexible spaces, not duplicate available infrastructure, 
have an active street front façade, provide retail opportunities and be designed 
to encourage interaction and energy exchange. Development of the Centre could 
incorporate a public design programme  as an ‘open air wing’ to enrich streetscapes 
with creative elements and make creativity more visible and accessible throughout 
the Great Southern.  In the short-term, the Centre could be established and 
‘incubated’ as a campus across a number of buildings in the CBD, but in the 
longer-term needs to be brought together in a central location as a showcase of 
the Region’s creative energy.
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Finance 

F1 Identify a Creative Finance Specialist
Provide access to a financial industry advisor with knowledge of small business, tax 
incentives for creative businesses, potential issues for new businesses and start-up 
grants and loans.  The advisor would also be able to help creatives access a schedule 
of services / events / courses and bespoke resources from a variety of providers and 
should be able to tailor advice for specialty groups such as ‘emergents’, established 
expanding creative businesses, indigenous and migrant creatives.

F2 Creative Link Programme
Develop a programme to embed a creative worker in a non-creative business to 
spark innovation, expand terms of reference, develop relationships and exchange 
skills.  The programme could be for a limited time (i.e. half a day a week for a 
month), around a specific business project, part of in-house skills development or 
as a skills-trade partnership with an organisation (i.e. creating a bespoke graphic 
element for an accountant in return for financial advice).  The aim is to support 
creatives to become  more pro-active in marketing their skills to a wider client base, 
and to demonstrate the values that a creative can bring to business.

F3 Industry Development Fund
Develop a suite of funding options, such as grants and assistance programmes, 
time banking, sponsorship, cooperative (membership) organisations, tailored 
bank finance, product/service provision with an income, promotion of community 
philanthropy, and in-kind resources. The goal is to establish a financial resource to 
be used to fund creative economy development and support increased employment 
in the sector.  

Work with all levels of government to strengthen ‘buy local’ policies so they benefit 
Great Southern creatives, and to initiate a programme of including a local creative 
worker in all major and infrastructure projects to build innovation and value add 
to development.  Lobby to ensure that all placemaking projects include an element 
of locally sourced creative input to make creativity more visible, add to the quality 
of streetscape and capitalize on the rich resource of Cultural production available.

F4 The Launch Pad
Research and design a specific programme to support ‘emergents’ and creative 
businesses that want to grow their workforce.  The Launch Pad would provide 
financial support to a specific number of creatives each year, with a competitive 
selection process, specific outcomes identified and an ethos that rewards creatives 
who are actively engaged in developing their practice.  This action follows from 
the three previous actions - building on resources identified and utilising funding 
secured to provide significant assistance to enable creative workers to improve their 
finances, enhance employment in the sector and ensure that creative innovation 
plays a larger role in the Great Southern economy.
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Professional Development, Skills and Training

PD1  Skills Survey
Undertake a survey of the Great Southern creative sector to identify what skills 
employees are looking for, and what professional development creative workers 
want to access.  Crosscheck these against what is or isn’t currently available and 
develop strategies to fill the gaps.  Develop a programme to promote training to 
the sector and encourage up-skilling, possibly focusing on the strong specialty 
sectors identified in the research.

PD2 At the Cutting Edge
Develop a programme to bring cutting edge / trending technological information 
to the Great Southern as part of an ongoing ‘anti isolation’ programme.  Initiatives 
could include lectures, practical demonstrations, test flights of new equipment, 
workshops from industry leaders and co-operative hire of new technologies to 
provide opportunities for trial before purchase.  The program should also be 
available to the wider community (schools, universities, manufacturing, etc.) to 
promote innovation more widely and meet goals of expanding local terms of 
reference, skills awareness, and networking / collaboration building. 

PD3 Professional Development Assistance Package
Investigate available PD assistance programmes and assist creative workers 
and businesses to access these - targeting specific creatives either because they 
are part of the high leverage group (where skills are needed by both employers 
and freelance creatives) or from a specialty identified as an emerging cluster in 
the Great Southern.  The skills survey (PD1) needs to be completed prior to this 
stage.  Investigate providing a financial assistance package to cover transport and 
accommodation costs for courses not available locally.
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Creative Hubs

C1 Creative Economy Development Officer
Investigate ways in which all the stakeholders can come together to fund a Creative 
Economy Development Officer.  The role of the officer is to act as advocate, 
researcher, coordinator between layers of government and education institutions, 
liaison with NFP’s and community groups and to manage the roll-out of the 
recommended actions.  The position should be 5 year minimum funded FTE to 
allow for longer-term actions to be developed. 

 There is an option to allow some of the FTE funding to be used to commission 
specific support skills (i.e. financial / marketing / events management or web 
design).  Stakeholders should also commit in-kind support time as a realistic 
reflection of the workload in establishing this position and role, and in the initial 
stages at least, the position could be hosted with an existing organisation.

C2 Virtual Hub
This hub has the potential to be a directory of creative workers and creative 
organisations in whole Great Southern – promoting individual practitioners and 
creative businesses. It should also provide links to funding, PD, creative events, 
international research and industry trends.  Essentially the hub could be built to 
become a central regional resource for everything creative. 

The opportunity for virtual hub to host a comprehensive regional events calendar 
(in collaboration with other sectors such as tourism) should also be investigated.  
The hub could also include an on-line retail facility to support creatives who would 
like to sell on-line but lack the facilities or scale to establish their own site.  Ideally 
in time the virtual hub would become the on-line arm of a regional cooperative 
utilising the networking strengths identified in the survey and acting as portal for 
members to access services.

C3 Physical Hub/s
Undertake an audit of infrastructure / facilities needed by Great Southern creatives, 
and current spaces / facilities available to identify areas of need and opportunities 
for enhancing existing facilities. 

Prepare a business plan with a schedule of goals for hub/s (i.e. networking, meeting 
space, equipment provision, retail or display, incubator support, specialist services, 
increasing the visibility and profile of creative work, outreach to remote creatives 
and ‘hot-desk’ facilities for them).  The audit should identify opportunities to 
co-locate into related facilities and collaborate with established organisations 
(such as UWA and CRCs) to ensure that management and funding structures are 
sustainable and infrastructure and services are not replicated unnecessarily. 

The physical hub could be a collective of offices networking throughout the 
towns in the Region and/or a central facility established in Albany with outreach 
programmes.  It will need to be staffed and a programme run to keep it activated 
and well managed.

The long-term potential for The Hub is for it to become the core resource centre for 
the implementation of the recommended marketing, finance, skills development 
and creative cluster actions.
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C4 Unleash! Conference
Develop a biennial or triennial conference or ‘festival of ideas’ with the goals of 
building networks and collaboration, introducing new ideas, generating energy 
and encouraging innovation, and assisting local creatives to make connections 
with creatives outside the Region.    Opportunities to dove-tail with existing 
conferences / festivals / events should be explored.

The conference should include streams for non-creative businesses and 
government organisations to show how creative workers can help them, and 
provide sessions tailored to students. The conference’s secondary aim is to ‘brand’ 
the Great Southern as a leading region in innovative thinking - and collaboration 
opportunities with CENRM, other NRM organisations and education providers 
should be pursued.  A ten year programme should be established to allow different 
themes to be explored (such as indigenous creativity), build attendance and the 
national profile of the conference, and establish collaborative relationships - with 
a review of the structure and goals undertaken after 10 years.

Creative Hubs Continued
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Welcome to Country PIAF Great Southern 2011.  
Image © GSDC
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8. Summary
This study has shown that the creative sector in the Great Southern is 
considerably larger than officially recorded, and is particularly strong 
in the specialties of Music, visual and performing arts, and Architecture 
and design. It is also heavily weighted towards the sub-sector of Cultural 
production.

Cultural production is related to creative work activities that have a direct 
benefit on community wellbeing and quality of life, while also providing 
economic production and contributing to the experience economy.  This 
sector therefore has the potential to provide levers that will help brand 
the Great Southern as a desirable destination for visitors, new residents 
and new businesses.  It also has the potential to enhance liveability for 
existing residents, encouraging them to stay in the Region, helping to grow 
employment and providing tools for building community capacity.

Development of the creative sector can be achieved through a staged 
set of actions aimed at engaging creatives in their own growth, building 
connections with other industry sectors such as tourism and education, 
and capitalizing on the strengths identified in this study.  Development will 
however, require engagement from all levels of government, connections 
with the business sector, and a coordinated approach that brings community 
based and creative not-for-profit organisations to a point where they can 
work towards a shared goal, thus activating an energy resource which is 
currently fragmented.

The excellent response to the surveys conducted for this report in terms of 
numbers, variety of creative specialties and comments received, suggests 
that the Great Southern creative community is ready to engage in significant 
positive change.  
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Sonia Dezius in Solace and Yearning by Annette Carmichael for Brave New Works; Denmark Arts  
Image © Denmark Arts
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9. Appendix

9.1 Creative Networks Map
One of the consistent comments received in the surveys, was the strength of 
networks and connections in the creative sector in the Region.  The ‘creative’ 
organisations currently working within the Great Southern are:

Government

Albany Entertainment Centre (Managed by the Perth Theatre Trust)
Katanning Library and Art Gallery
Local Government Libraries
Vancouver Arts Centre 
WA Museum (Albany)

Industry Associations

Engineers Australia (EA) (1)

NFP Organisations
Adventures in Wood 
Albany Art Group Inc.
Albany Film Society
Albany Light Opera
Albany Pottery Group Inc.
Albany Sinfonia
Albany Summer School
Albany Weavers
Art Circle Kendenup
Arts for Gnow 
Artsouth WA
Chameleon Textiles Group
Cranbrook Art Group
Creative Albany Inc.
Butter Factory Studios (Collective) 
Denmark Arts
Felters in the Great Southern (FIGS)
Frankland River Art & Craft Group 
Great Southern Factor (Film)
Mill Art Group
Mix (Visual Art)
Mungart Boodja (Visual Art)
New Arts (Visual Art and Sculpture)
Plantagenet Arts Council (Plantagenet Arts Centre)

1 Note:  While not strictly part of the 
definitions used in Creative work, the 
Albany branch of EA is currently the only 
professional association regularly meeting 
to visit innovative development projects 
- Architects, Designers and other creatives 
attend their meetings.
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Southern Edge Arts (Performance)
The Lodge Artists (Collective) 
Viewpoint (Visual Art)
Woodturners of Denmark

Craft Groups

There are also numerous hobby clubs, craft groups, dance studios, amateur 
theatrical groups and some Men’s Sheds, which have not been listed here as 
they are primarily hobbyist associations.  They should however, be brought 
into a central creative associations database and be given information on 
creative activities - as they are likely to be interested in skills development 
programmes and events.  Amateur special interest groups often act as 
‘incubators’ - helping people learn new skills, create support networks and 
start selling their products and services at fairs and open days.

Inter-regional Networks

Great Southern creative organisations network with neigbouring creative 
and groups, including the Ravensthorpe Regional Arts Council, the Lake 
Grace Artists Group and in Walpole via the Arts Trail and Treetop Walk.  
Inter-regional networks also connect on a state-wide level.  For example the 
PIAF 2015 ‘Giants’ street theatre was partly based on Great Southern author 
Dianne Wolfer’s ‘Lighthouse Girl’ and Albany performer Cassy Turner 
joined the performance as a Lilliputian.  These opportunities help build 
skills and enhance the creative profile of the region.

Competitions, Exhibitions and Events

Key events such as the Southern Art and Craft Trail, Albany Art Prize, PIAF 
Great Southern and the recent ANZAC Centenary commemorations, have 
a role to play in strengthening regional networks, and also in ‘branding’ the 
Great Southern.  These events generate opportunities for local creatives to 
meet, expand their terms of reference and develop activities that use bigger 
events as a jump-off point.  Ideally they also provide opportunities for 
income generation.  

A number of small private galleries also present ongoing exhibitions  
through the year, including:

Arts for Gnow Gallery, Gnowangerup
Beaufort Pottery Gallery, Denmark
Butter Factory Studios, Denmark
Gallery Aura, Kojonup
Gallery 2, Denmark
Meleah Farrell Gallery, Torbay
THAT Gallery, Denmark
Torbay Glass Studio
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Informal Activities
There are also ‘off-grid’ creative groups such as public place artists and 
Albany’s yarn bombers.  The media exposure for Albany generated by the yarn 
bombers has resulted in over a dozen stories in the national, state and regional 
press, in print, on TV and via on-line news feeds.  The (free) positive branding 
provided by ‘lifestyle’ stories from the Region is a flow-on benefit from a 
vibrant and active creative community and a part of the ‘experience economy’.

AMOMA (Albany Museum of Modern Art) 2014
Image © Malone Ink

State and Federal Partners

There are a number of government and NFP art and cultural development 
organisations working in the regions, these include:

Artsource
The Australia Council for the Arts
Community Arts Network (CAN)
Country Arts Western Australia 
Creative Partnerships Australia
FORM
The Department of Culture and the Arts
The Perth International Arts Festival

Education Organisations

Purly Queen ‘Tree Cosy’ yarn bomb 2015
Image © Malone Ink
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9.2 ABS Category Groupings

The Nesta method (1) as applied by SGS (2013) identifies a total of 33  4-digit 
ANZSCO (occupation) groups involved in the creative industries. For the 
purposes of this research 27 of those 4-digit occupation groups have been 
included in the Census extracts. Those selected 4-digit ANZSCO groups 
have been assigned to six creative segments (Table 1). 

There are also 27 ANZSIC (industry) codes in the creative sector and in this 
report they have also been assigned to these six segments (Table 2). Some 
of the occupation and industry groups could be allocated to more than one 
segment and so a decision has had to be made to choose the best segment in 
which to place them. This is particularly true of photography, signwriting, 
graphic and web design, and jewellery. These groups have all been placed in 
the Architecture and Design segment rather than with Visual Arts or with 
Software. 

Visual Arts has been placed with Music and Performing Arts as they are all 
“Cultural production”, rather than with Architecture and Design, a “Creative 
services” segment.

Table 1  Creative Occupations, 4 digit ANZSCO groups

Segment Occupation Code
Advertising and Marketing Advertising, Public Relations and Sales Managers 1311

Sales, Marketing and Public Relations Professionals nfd (1) 2250
Advertising and Marketing Professionals 2251
Public Relations Professionals 2253

Architecture and Design Architects and Landscape Architects 2321
Architects, Designers, Planners and Surveyors nfd 2320
Urban and Regional Planners 2326
Fashion, Industrial and Jewellery Designers 2323
Interior Designers 2325
Photographers 2113
Graphic and Web Designers, and Illustrators 2324
Signwriters 3996
Jewellers 3994

Film, TV and radio Media Professionals nfd 2120
Artistic Directors, and Media Producers and Presenters 2121
Film, Television, Radio and Stage Directors 2123

1:  nfd = not further defined.

1 Note: See Page 8 of  Valuing 
Australia’s Creative Industries 
for more information on the 
Nesta method.  Nesta is a UK 
based organisation, which has 
set the benchmark for creative 
economy research.

AGENDA ITEM ED027 REFERS

114



86 Create Southern Great Southern 2015    

Music, Visual and Performing 
Arts

Arts and Media Professionals nfd 2100
Arts Professionals nfd 2110
Actors, Dancers and Other Entertainers 2111
Music Professionals 2112
Visual Arts and Crafts Professionals 2114
Performing Arts Technicians 3995

Publishing and Writing Authors, and Book and Script Editors 2122
Journalists and Other Writers 2124

Software and interactive media 
development

ICT Business and Systems Analysts 2611
Multimedia Specialists and Web Developers 2612
Software and Applications Programmers 2613

Table 2  Creative Industries, 4 digit ANZSIC Classification

Segment Industry Code
Advertising and Marketing Advertising Services 6940
Architecture and Design Architectural Services 6921

Jewellery and Silverware Manufacturing 2591
Other Specialised Design Services 6924
Professional Photographic Services 6991

Film, television and radio Motion Picture and Sound Recording Activities, nfd 5500
Motion Picture and Video Production 5511
Post-production Services and Other Motion Picture and Video 
Activities

5514

Motion Picture and Video Activities, nfd 5510
Broadcasting (except Internet), nfd 5600
Radio Broadcasting 5610
Television Broadcasting, nfd 5620
Free-to-Air Television Broadcasting 5621
Cable and Other Subscription Broadcasting 5622

Music, Visual and Performing 
Arts

Creative and Performing Arts Activities, nfd 9000
Performing Arts Operation 9001
Creative Artists, Musicians, Writers and Performers 9002

Software development and 
interactive content

Software Publishing 5420
Internet Publishing and Broadcasting 5700
Computer System Design and Related Services 7000
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Writing, publishing and print 
media

Printing Support Services 1612
Information Media and Telecommunications, nfd J000
Publishing (except Internet and Music Publishing), nfd 5400
Newspaper, Periodical, Book and Directory Publishing, nfd 5410
Newspaper Publishing 5411
Magazine and Other Periodical Publishing 5412
Book Publishing 5413

Most (25) of the 27 selected occupation groups are comprised wholly of creative occupations (Table 3). A further two 
4-digit groups comprise people working in some non-creative 6-digit occupations (Table 4). There are six 4-digit 
groups not included since they include few 6-digit creative occupations (Table 5). 

Table 3 Wholly Included Creative Occupations (25)

Creative Occupations

1311 Advertising, Public Relations and Sales Managers
Advertising, Public Relations and Sales Managers, nfd
Advertising Manager
Sales and Marketing Manager
Public Relations Manager

2100 Arts and Media Professionals nfd
Arts and Media Professionals, nfd

2110 Arts Professionals, nfd
Arts Professionals, nfd

2111 Actors, Dancers and Other Entertainers
Actor
Dancer or Choreographer
Entertainer or Variety Artist
Actors, Dancers and Other Entertainers nec

2112 Music Professionals
Composer
Music Director
Musician (Instrumental)
Singer
Music Professionals nec

2113 Photographers
Photographer

Table 3 continued overleaf.
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2114 Visual Arts and Crafts Professionals
Painter (Visual Arts)
Potter or Ceramic Artist
Sculptor
Visual Arts and Crafts Professionals nec

2120 Media Professionals, nfd
Media Professionals

2121 Artistic Directors, and Media Producers and Presenters
Artistic Director
Media Producer (excluding Video)
Radio Presenter
Television Presenter

2122 Authors, and Book and Script Editors
Author
Book or Script Editor

2123 Film, Television, Radio and Stage Directors
Art Director (Film, Television or Stage)
Director (Film, Television, Radio or Stage)
Director of Photography
Film and Video Editor
Program Director (Television or Radio)
Stage Manager
Technical Director
Video Producer
Film, Television, Radio and Stage Directors nec (1)

2124 Journalists and Other Writers
Copywriter
Newspaper or Periodical Editor
Print Journalist
Radio Journalist
Technical Writer
Television Journalist
Journalists and Other Writers nec

2250 Sales, Marketing and Public Relations Professionals, nfd
Sales, Marketing And Public Relations Professionals, nfd

Table 3 continued overleaf. 1:  nec = not elsewhere classified.

Table 3 Cont.
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2251 Advertising and Marketing Professionals
Advertising and Marketing Professionals, nfd
Advertising Specialist
Market Research Analyst
Marketing Specialist

2253 Public Relations Professionals
Public Relations Professional 

2320 Architects, Designers, Planners and Surveyors, nfd
Architects, Designers, Planners and Surveyors, nfd

2321 Architects and Landscape Architects
Architects and Landscape Architects, nfd
Architect
Landscape Architect

2323 Fashion, Industrial and Jewellery Designers
Fashion Designer
Industrial Designer
Jewellery Designer

2324 Graphic and Web Designers, and Illustrators
Graphic Designer
Illustrator
Multimedia Designer
Web Designer

2325 Interior Designers
Interior Designer

2326 Urban and Regional Planners
Urban and Regional Planner

2611 ICT Business and Systems Analysts
ICT Business Analyst
Systems Analyst

2612 Multimedia Specialists and Web Developers
Multimedia Specialist
Web Developer

3994 Jewellers
Jeweller

3996 Signwriters
Signwriters

Table 3 Cont.
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Table 4 Included Creative and Non-creative Occupations (2)

Creative Occupations Non-creative Occupations
2613 Software and Applications Programmers

Analyst Programmer Software Tester
Developer Programmer

Software Engineer
Software and Applications 
Programmers nec

3995 Performing Arts Technicians
Make Up Artist Musical Instrument Maker or 

Repairer
Broadcast Transmitter 
Operator
Camera Operator (Film, 
Television or Video)
Light Technician
Sound Technician
Television Equipment 
Operator
Performing Arts Technicians 
nec
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Table 5 Excluded Creative and Non-creative Occupations (6)

Creative Occupations Non-creative Occupations
2242 Archivists, Curators and Records Managers

Gallery or Museum Curator Health Information Manager

Records Manager

Archivist

2252 ICT Sales Professionals
ICT Business Development 
Manager

ICT Sales Representative
ICT Account Manager

2339 Other Engineering Professionals
Naval Architect Aeronautical engineer

Agricultural engineer

Biomedical engineer

Engineering technologist

Environmental engineer

Engineering professionals nec

3121 Architectural, Building and Surveying Technicians
Architectural Draftsperson Building Associate

Architectural, Building and 
Surveying Technicians nec

Building Inspector 
Plumbing Inspector

Architectural, Building and 
Surveying Technicians nfd

Construction Estimator

Surveying or Spatial Science 
Technician

3999 Other Miscellaneous Technicians and Trades Workers
Interior Decorator Diver

Optical Dispenser 

Optical Mechanic

Plastics Technician

Photographer’s Assistant

Wool Classer

Fire Protection Equipment Technician

Technicians and Trades Workers nec

4518 Other Personal Service Workers
Body Artist Civil Celebrant

Hair or Beauty Salon Assistant

Sex Worker or Escort

First Aid Trainer

Religious Assistant

Personal Service Workers nec
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a sector of the creative economy 
which has benefits for community 

well being and quality of life, while 
also generating economic value.

rich
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The full report:
Create Southern Great Southern
can be downloaded at www.creativealbany.org
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Create Southern Great Southern Snapshot
The 2015 survey of creative industries in the Great Southern gathered information on the creative specialties of 

Architecture and design; Advertising and marketing; Film, television and radio; Music, visual and performing arts; 
Publishing and writing; and Software and interactive media development.  

The research has revealed the following picture of the sector.
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(1) Creative Albany using Great Southern Audit survey data 2015.  
(2) Economic Opportunities for Creative Industries in WA’s South West Region.  
      SGS Economics and Planning.  2013.
(3) Creative Albany using the ABS Census 2006 and 2011.
(4) Albany Baseline Study For Long Run Socio-Economic Sustainability. 
      Martinus and Tonts. UWA.  2013
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1. INTRODUCTION 

Cheyne Beach is a small coastal settlement, 50km east of Albany and 470km south-east 
of Perth. The settlement consists of ‘leaseholds’ for holiday accommodation and 
accommodation associated with the fishing industry, a fire shed and a caravan park with 
general store.  The settlement is surrounded by Waychinicup National Park.  

Precincts 1, 2 and 3 cover the leaseholds that are the subject of this policy (see figure 1 
below). 
 
Figure 1: Policy Areas 

 
 
2. OBJECTIVES 

The objectives of this Policy are to: 

1. Maintain Cheyne Beach as a small coastal holiday and fishing settlement; and 

2. Provide guidance to both Council and leaseholders as to appropriate forms of 
development to ensure existing characteristics are protected and maintained. 

 
3. SCOPE 

The land that is the subject of this policy is owned by the Crown and vested with the City 
of Albany as Reserve (R878). The purposes of the reserve are recreation, camping, 
holiday accommodation, accommodation associated with the fishing industry and a fire 
station. 

This Policy coincides with the Cheyne Beach Holiday Accommodation and Cheyne Beach 
Commercial Fishing Accommodation Lease Agreements made between the City of Albany 
and Tenants. 
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3.1 Holiday Accommodation Lease Agreement 

Clause 1.1 Definitions of the Cheyne Beach Holiday Accommodation Lease Agreement 
states that: 

“‘Holiday Accommodation’ means; use by the Tenant for the purposes of temporary 
holiday accommodation and strictly in accordance with the provisions of Clause 10 of this 
Lease.” 

Clause 10.3 Restrictions on Tenant states that: 

“The Tenant must not 

a) use or permit the Leased Property to be used, or any part thereof, as the primary place 
of residence of any person.” 

 
3.2 Commercial Fishing Accommodation Lease Agreement  

Commercial fishing accommodation leases permit the use of a leasehold by the tenant for 
the purpose of accommodation associated with the fishing industry and is limited by the 
Management Order over the land. 

3.3 Cheyne Beach Planning Policy 

This Policy outlines appropriate design standards for development and types of uses that 
may be considered. 
 
4. POLICY PROVISIONS 

4.1 Character 

1. Development is to be sympathetic to existing characteristics, which include: 

a) Small rectangular single storey dwellings and sheds clad in either cement 
sheeting,  weatherboard, corrugated steel or a mix of these materials and 
located centrally on each Leasehold; 

b) Low pitched skillion, or medium pitched gabled, corrugated steel roofs; 

c) Limited use of fencing; and 

d) Lawn areas with native species intermittently planted. 
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Figure 2: Cheyne Beach Character 

 
 
4.2 Definitions 

1. For the purpose of this Policy, the following definitions apply: 

a) Development means the development or use of any land, including: 

i. any demolition, erection, construction, alteration of or addition to any 
building or structure on the land; 

ii. the carrying out on the land of any fencing, excavation or filling. 

b) Foreshore means land adjoining or directly influencing a body of water that 
is managed to protect the body of water and coastal environment.  

c) Holiday Accommodation means use by the Tenant for the purposes of 
holiday accommodation, with no restriction on the length of stay, but not as 
a primary place of residence for any person (as per Clause 10.3(a) of the 
Cheyne Beach Holiday Accommodation Lease Agreement). 

 
4.3 Approval 

1. All development on a local scheme reserve requires Planning Scheme Consent, 
as per the Local Planning Scheme No. 1, which states that: 

“3.4.1 A person must not: 

(a) Use a Local Reserve; or 

(b) Commence or carry out development on a Local Reserve 

without first having obtained planning approval under Part 9 of the 
Scheme.” 
 

4.4 Land Use 

1. The purpose of the Precinct 1 is to provide for ‘Holiday Accommodation’, with 
no restriction on the length of stay, but not as a primary place of residence of 
any person (as per Clause 10.3(a) of the Cheyne Beach Holiday 
Accommodation Lease Agreement).  All other land uses are prohibited in the 
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precinct. 

2. The purpose of Precinct 2 is to provide for accommodation associated with the 
fishing industry.  Processing and retail or wholesale activities are prohibited in 
the precinct. 

3. The purpose of Precinct 3 is to provide for accommodation associated with the 
fishing industry.  Processing and retail or wholesale activities are currently 
prohibited in Precinct 3.  No further development will be permitted within the 
precinct, due to susceptibility to coastal erosion and sea level rise. 

Note: 

1. The Foreshore is subject to erosion and sea level rise.  The buildings and land in 
Precinct 3 are located within the foreshore and are therefore at risk from sea level rise. 

2. State Planning Policy 2 . 6  –  S t a t e  C o a s t a l  P l a n n i n g  r e c o m m e n d s  that 
a vertical sea level rise of 0.9 metres be adopted when considering the setback 
distance and elevation to allow for the impact of coastal processes over a 100 year 
planning timeframe (2010 to 2110). 

 
4.5 Development 

1. Development within Precinct 2 will be required to be removed from the 
leasehold upon expiration or termination of a lease and the land returned to its 
original condition.  It is therefore recommended that any accommodation units 
and non-habitable structures within Precinct 2 are transportable or are of a 
temporary nature. 

 
Fire 

2. All new accommodation units, additions to an accommodation unit and non-
habitable structures within 6 metres of an accommodation unit shall comply with 
construction standards 3 and 6 (BAL-19) of Australian Standard 3959 – 
Construction of buildings in bush-fire prone areas. 

3. Where any garage, carport or similar roofed structure is separated by a distance 
of not less than 6 metres from an accommodation unit, the garage, carport or 
similar roofed structure is not required to comply with Australian Standard 3959. 

Note:  

1. In considering the character of the landscape (‘Closed Heath’ with a gentle slope) and 
requirements of the Western Australian Planning Commission and Fire and Emergency 
Services Authority document Planning for Bush Fire Protection Guidelines, a Bushfire 
Attack Level of 19 applies; meaning that construction standards 3 and 6 of Australian 
Standard 3959 are applicable.  

2. For general access to water for fire-fighting purposes, a water supply is available from 
the creek and lake just north of the settlement.  There are also two tanks on the hill 
north of the settlement and a 3.4 fire appliance in a shed near the caravan park.  

3. Access to leaseholds and use of water located in tanks may be necessary for fire-
fighting purposes. 
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Water Storage Tank 

4. A water storage tank with a minimum capacity of 55,000 litres shall be 
installed on each leasehold (if not already constructed), at the lessee’s 
cost. 

Note: 

1. The above requirement originates from previous lease agreements. 

 
Effluent Disposal 

5. The lessee shall ensure that all new on-site wastewater systems comply with 
relevant environmental health regulations and the draft Country Sewerage 
Policy.  

 
Roof Colour 

6. Please note that unpainted zincalume, white and off-white colours (e.g. 
Colorbond® Surfmist) are not supported, as they are considered to be too 
reflective. 

Note:  

1. Due to the terraced layout of street blocks and the close location of the settlement to the 
ocean, the Sun’s reflection is strong and can be limited with the use of appropriate 
building materials and colours (darker tones). 

 
Building Heights 

7. Development shall not exceed 5m in height from the natural ground level to the 
top of the roof (for non-habitable structures, refer to Clause 12 of this policy).  

Note: 

1. The above requirement for height maintains the existing character of the settlement and 
originates from previous lease agreements. 

 
Access and Parking 

8. All crossovers and access legs shall be developed to the satisfaction of the City 
of Albany. 

9. Two (2) car parking spaces shall be provided per accommodation unit. 
 
Stormwater 

10. Stormwater shall be managed to the satisfaction of the City of Albany.  
 
Building Setbacks 

11. The following minimum setback requirements for development apply:  

Table 1: Building Setbacks 

Precinct  Front (road frontage) Side Rear 

1  Baxteri Road (West side) 15 metres 1 metres 2 metres 

1  Baxteri Road (East side) 4.5 metres 1 metres 7.5 metres 

2  Cheyne Road  15 metres 1 metres 6 metres 
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Non-habitable Structures 

12. Non-habitable structures (i.e. outbuildings, sheds, gazeboes, carports, sea 
containers, shade houses) are to comply with the building setback requirements 
and the following height and floor area limits: 

Table 2: Non-habitable structures – maximum heights and floor areas 

Precinct Roof Height Wall Height Floor Area 

Precinct 1 3 metres 4.2 metres 60m2
 

Precinct 2 3.5 metres 4.5 metres 100m2 

 

Fencing  

13. Fencing is discouraged in order to maintain the existing character.  

14. A relaxation to the above provision may be considered and fencing supported 
where the following criteria are met: 

(a) Neighbours have been consulted and have not expressed an objection;  

(b) Fencing around a leasehold is: 

i. permeable (i.e. an open style of fencing, such as picket, pool style, post 
and wire, etc.); and 

ii. a maximum of 1.2 metres in height. 
 
5. ADVICE 

5.1 Camping in a Caravan 

1. All Camping shall be as per the Caravan Park and Camping Grounds 
Regulations 1997. 

Note:  

1. The City’s Environmental Health Department deals with approvals to camp in a caravan. 

 
5.2 Aboriginal Heritage 

1. The City of Albany will ensure all development applications comply with the 
requirements of the Aboriginal Heritage Act 1972.  To this effect, the City will 
undertake the Aboriginal Heritage Risk Assessment of all proposals and will 
refer proposals for comment where necessary.  This assessment process will 
consider the recommendations of the Cheyne Beach Heritage Survey 
completed in October 2015. 

2. This Aboriginal Heritage process may result in requirements for inspection of a 
site or monitoring during works to ensure there is no disturbance of Aboriginal 
cultural heritage materials.  The cost of this requirement may be passed on to 
the applicant. 

 
5.3 Weeds 

1. The City encourages the protection and enhancement of the natural environment, 
including eradication of weed species. 
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5.4 Clearing of Remnant Vegetation 

1. The City encourages the siting of buildings and access roads within 
degraded/cleared areas to minimise clearing. Clearing on areas outside of 
leaseholds is not supported without the approval of the Department of Environment 
Regulation. 

 
5.6 Pets 

1. The keeping of livestock, animals and domestic pets is not permitted, in 
accordance with the Cheyne Beach Holiday Accommodation Lease Agreement. 

 
5.7 Building Standards 

1. Your proposal may be required to comply with: 

(a) The Building Code of Australia; 

(b) Australian Standard 1428 – Design for Access and Mobility;  

(c) The Disability (Access to Premises – Buildings) Standards 2010; and 

(d) Relevant environmental health regulations. 
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v0.5 provisions and advice on Aboriginal Heritage, 
following discussions with the Team Leader 
Property & Leasing and the Senior Land 
Officer. 
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Local Planning Scheme No. 1  
Application: Industry Extractive - P2150048 

Schedule of Submissions for 105 Bon Accord Road (Lot 110) King River 
 

No. 
 

Submission Officer Comment 

1. Strongly object to the Proposal. 

Recommend a condition be applied restricting the use of Bon 
Accord Road to the east of the site, unless a resident of Bon 
Accord Road requires product delivered to their address. 

If it is not the applicant’s intention to use Bon Accord Road 
then this condition needs to be clarified.  If it is the applicant’s 
intention, then the reasons for objection are based entirely on 
safety of the community.  

There is currently another existing extraction site on Prideaux 
Road and the expansion of this site will increase the heavy 
traffic through this residential area to an unacceptable volume.  

Bon Accord Road is a school bus route and although during 
term time, trucks can be banned from using the roads at bus 
route times, this does not allow for the potential danger caused 
by the large volume of school run traffic that occurs either side 
of the bus run time slot. 

This is an active community made up of families and retirees 
and subsequently there is an unusually high volume of foot 
traffic that use these roads.  This is also an established route 
for the local cycling clubs. 

Non-compliance of this (or any other) condition of licence 
should entail immediate site closure by the City until 
compliance is achieved or fines are imposed and settled. 

 

Objection Noted. 

The City of Albany does not have the statutory authority to impose 
a restriction on the use of an ‘as of right’ vehicle on a road.  If the 
applicant proposes to use vehicles in excess of ‘as of right’ 
specifications they will be obligated to apply for permission with 
Main Roads Western Australia. 

Concerns Noted.  

 

It is recommended that a planning condition is applied, requiring 
the applicant to liaise with school bus operators to commence a 
dialogue and establish a schedule to avoid potential conflict. 

The City of Albany has established compliance practices for 
extractive industries.  Bonds are held, and the license process in 
conjunction with the development application process provides a 
framework for compliance.  
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No. 
 

Submission Officer Comment 

2. Opposed to increased industry in our area, especially due to 
the impact on the roads and hence our children's safety on 
bikes or when walking. 

If this proposal is to go ahead, a meaningful limit on the 
number of trucks, plus visual screening being increased along 
Bushby Road, plus exit straight out to Chester Pass Road will 
all lessen impacts. 

 

Concerns noted. 

 

The City of Albany does not place a limit on vehicle movements.  
The applicant has advised that 8 vehicle movements a day is 
proposed and that the majority of vehicles will utilise Chester Pass 
Road.  Comment is taken to refer to Bon Accord Road.  A planning 
condition requiring screen planting to Bon Accord Road is 
recommended.  

 

3. I lodge my objection to the application for Industry – Extractive 
(Sand & Gravel) at 105 Bon Accord Road, Lower King. 

I moved here for the special rural lifestyle.  However, the 
introduction of these industries to, and through the immediate 
area, has had an adverse effect on the amenity of the area. 

To further allow these industries onto a school bus route that 
has no safe footpaths or designated bus pull over areas will be 
irresponsible on the Council’s behalf. 

The submission states that all truck movements will exit the 
property turning right (west) onto Bon Accord Road unless they 
need to go left (east through the school bus route) to service a 
client in that direction. 

With the developments towards the Gull Rock area and Oyster 
Harbour this could be the majority of their movements.  This 
represents a huge safety risk to the public and their children, 
as these trucks pass through the school bus route and into the 
Grammar School traffic flow at a very dangerous intersection of 
Prideaux and Nanarup Roads. 

 

Objection Noted. 

 

The land in question is zoned ‘General Agriculture’, with Industry – 
Extractive being classified as a discretionary land use.  

It is recommended that a planning condition is applied, requiring 
the applicant to liaise with school bus operators to commence a 
dialogue and establish a schedule to avoid potential conflict. 

 

 

The City of Albany does not have the statutory authority to impose 
a restriction on the use of an ‘as of right’ vehicle on a road.  If the 
applicant proposes to use vehicles in excess of ‘as of right’ 
specifications they will be obligated to apply for permission with 
Main Roads Western Australia. 
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No. 
 

Submission Officer Comment 

4. We are strongly opposed to this application. 

Past experience has demonstrated clearly the depth of 
opposition to these industries from the local community and the 
amount of impact they are having on residents.  

Past experience has also shown that trucks will be travelling 
along Prideaux Road and that truck numbers will greatly 
exceed the numbers declared by the applicants. 

Do not believe applicants will adhere to conditions and are 
sceptical that conditions will be closely monitored or enforced 
by Council. 
 

Opposition Noted. 

 

The applicant has advised that 8 vehicle movements a day are 
proposed and that the majority of vehicles will utilise Chester Pass 
Road.  In reference to truck routing, the City of Albany does not 
have the statutory authority to impose a restriction on the use of an 
‘as of right’ vehicle on a road. 

Concerns noted.  

5. Please record this as an objection to the application. 
 
The road surface will not handle the truck movements and how 
are you going to monitor the trucks’ direction of passage? 
   
The increase traffic from private vehicles has increased tenfold 
in the past few years with the growth from the Grammar School 
and this is also a bus run. 
 
All of the concerns that were highlighted at the Council meeting 
concerning the other pit proposal are still my concerns. 
 
We have a wonderful rural lifestyle not industrial in this area, 
with walkers, horse riders and families enjoying all that this 
area offers. 
 
Please don't destroy our clean air and the quietness of country 
living. 

 
 

Objection Noted. 

It is recommended that a planning condition is applied, requiring 
the applicant to be responsible for the repair of any undue damage 
to Bon Accord Road caused by the extraction operations.  In 
regards to truck routing, the City of Albany does not have the 
statutory authority to impose a restriction on the use of an ‘as of 
right’ vehicle on a road. 

Noted.  

 

The land in question is zoned ‘General Agriculture’, with Industry – 
Extractive being classified as a discretionary land use  

 

Noted.  Staff consider that the proposed conditions and 
management plans mitigate the concerns raised.    
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No. 
 

Submission Officer Comment 

6. The site is fully exposed to both Bon Accord and Chester Pass 
Roads with amazingly clear visibility.  Albany is a major tourist 
town and having such a high visibility use on a major arterial 
road into the city is clearly wrong. 
 
There is too much commercial traffic on Bon Accord Road as it 
is and we were all misled by the application from Jim's 
Backhoes, which quoted 10 truck movements a day and not 
the 34 plus we often experience.  Palmer’s previous and 
almost identical application on 207 Bon Accord Road talked of 
between 80 and 100 truck movements a day at peak times yet 
now he talks about 8 per day, so who do we believe?  The 
number of truck movements from Jim's Backhoes is already 
having a significant impact on our lifestyles and quiet 
enjoyment of our properties and a doubling of this number 
would be intolerable. 
 

If Council still wish to approve this application then it must be 
subject to strict conditions that reflect nearby residents’ views 
and protects their interests. 
 
A complete ban on all trucks turning left and eastwards from 
the subject site, with the only exception being deliveries to 
properties in Bon Accord, Bushby and Prideaux Roads.  The 
subject site is right next to Chester Pass Road (unlike 207 Bon 
Accord Road) and Palmers must exit that way and find 
alternative routes. 
 
Truck numbers should be limited to 8 per day and not an 
average of 8 per day.  We request that Council closely monitor 
all truck movements by log books, GPS, remote control or 
some other method. 
 
There must be a prohibition on bringing any off-site materials 
on-site. 
 

The closest section of extraction to Chester Pass Road would be 
approximately 180 metres away.  There is also a 180 metre section 
of screening vegetation which runs north along Chester Pass Road 
from the intersection of Bon Accord Road.  It is recommended that 
a planning condition is applied, requiring the implementation of 
screen planting along sections of Bon Accord Road which do not 
have existing vegetation.   
 
Concerns regarding vehicle numbers noted.  The previous 
application on Bon Accord Road was much larger than the current 
application.    
 
 
 
 
 
 
 
The Management Plans which have been supplied, together with 
the recommended planning conditions, mitigate and manage the 
issues raised during the consultation process. 
 
The City of Albany does not have the statutory authority to impose 
a restriction on the use of an ‘as of right’ vehicle on a road.  If the 
applicant proposes to use vehicles in excess of ‘as of right’ 
specifications they will be obligated to apply for permission with 
Main Roads Western Australia. 

 

Approval has only been sought for Industry – Extractive.  A specific 
approval would be required for the dumping of waste materials.  

In order to specifically manage this issue through the rehabilitation 
process, it is recommended that a planning condition is applied, 
requiring the inclusion of weed management measures within the 
Rehabilitation Management Plan. 
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No. 
 

Submission Officer Comment 

All weeds and Sydney wattle on the sand quarry portion of the 
subject site to be removed by Palmers and the area properly 
rehabilitated.  We note the Sydney wattle has escaped the site 
to the Council owned verge (thus adding to Council 
maintenance costs) and on to the adjoining Riverview Golf 
Course. 
 
Full screening to be erected all along Bon Accord and Chester 
Pass Roads in advance of any further quarrying work.  The 
existing quarry operations are an absolute eyesore with no 
proper screening from the road. 
 
A complete ban on weekend work.  Sound travels long 
distances here and Council has already been notified of 
crushing and associated activities undertaken by Palmers on 
Sundays. 
 
For road safety reasons Council must restrict truck movements 
during school commuting hours and not just during the school 
bus run times as is the case with Jim’s Backhoes. 
 
A licence should not be granted until all conditions have been 
met. 

 

The closest section of extraction to Chester Pass Road would be 
approximately 180 metres away.  There is also a 180 metre section 
of screening vegetation which runs north along Chester Pass Road 
from the intersection of Bon Accord Road.  It is recommended a 
condition be applied requiring the implementation of screen 
planting along sections of Bon Accord Road which do not have 
existing vegetation. 

Extractive Industries are permitted to operate on Saturdays at 
restricted hours.  No Work is permitted to be undertaken on 
Sundays.  

It is recommended that a planning condition is applied, requiring 
the applicant to liaise with school bus operators to commence a 
dialogue and establish a schedule to avoid potential conflict.  It 
would be impractical to establish a dialogue for commuting times, 
given that this varies significantly on a case by case basis.  School 
bus times would largely coincide with commuting times.   

Extractive Industry Licenses are not issued until all the applicable 
planning conditions are met.  

 

 

 
7. Strongly object against the quarry plan mentioned above and 

we hope that Council will find legal ways to make the applicant 
abandon his quarry plan. 
 
Why on earth permission could be given to quarries so close to 
a built-up area.  It is an inevitable reality that towns get larger 
and larger and also our neighbourhood is expanding.  Land 
that had a rural purpose in the past, inevitably is transformed 
into built-up areas nowadays.  Logical consequence is that 
companies causing noise, dust and truck movements have no 

Objection Noted.  

 

The subject site and surrounding sites are zoned ‘General 
Agriculture’, Industry – Extractive is a discretionary use within this 
zone.  The encroachment of Rural Residential lots onto agricultural 
land does is one of the reasons factors contributing to the current 
moratorium on Scheme amendments for new Rural Residential 
land. 
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other choice than to move to areas where quarries don't bother 
a living soul. 
 
Ugly and polluting activities should be kept out of sight of 
tourists at any cost.  This particular quarry is proposed on land 
that is wide open and fully visible to Chester Pass Road. 
 
We are concerned about increasing noise, dust and traffic 
hazards and also about the value of our property, being the 
major investment for our superannuation. 
 
 
 
Urgently request Council at least to insist the applicant to 
strictly respect and obey the conditions attached to his licence. 
Residents 
 
 
 
Fine dust and hazardous minerals can be carried along by 
wind over long distances and I am concerned about air 
pollution caused by the applicant's quarry. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
We want to bring under your attention that it is our right to 

The closest section of extraction to Chester Pass Road is 
approximately 180 metres away. There is also a 180 metre section 
of screening vegetation which runs north along Chester Pass Road 
from the intersection of Bon Accord Road.  A condition for screen 
planting for Bon Accord Road is recommended. 

The applicant has submitted dieback, drainage, rehabilitation and 
noise management plans in support of the application.  Staff 
consider that these management plans, in conjunction with the 
standard extractive industry conditions It is recommended that the 
implementation and ongoing compliance with these management 
plans be applied as a condition of consent.  

The City of Albany Local Planning Scheme No.1 has established 
provisions for the compliance of planning conditions.  Furthermore, 
for extractive industries there is a licensing requirement.  Bonds are 
held, and the license process in conjunction with the development 
application process provides a framework for compliance. 

The applicant has also submitted a dust and particle management 
plan. The plan incorporates a number of dust mitigation measures, 
including; 

• Limiting stockpiles to anticipated output for the following days; 

• Locating stockpiles away from prominent ridges or seasonal 
prevailing winds and be no more than 3 metres high; 

• Crushing equipment and conveyors will utilise spray bars as 
required; 

• Timing of earthworks will coincide with low wind conditions; and 

• A dust complaint system will be established, any complaints will 
be forwarded to the site manager. Site manager details will be 
on the gate. 

 

 

The applicant has advised that 8 vehicle movements a day are 
proposed and that the majority of vehicles will utilise Chester Pass 
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demand from the authorities to e.g. strictly enforce the 
applicant concerned a limit of 8 truck movements per day, 
forbid truck movements west along Bon Accord Road, forbid 
digging, crushing or moving activities during weekends and, 
above all, effectively and consequentially police compliance 
with all rules involved. 
 

Road.  In reference to truck routing, the City of Albany does not 
have the statutory authority to impose a restriction on the use of an 
‘as of right’ vehicle on a road. 

 

8. While we respect the need for Palmers Earthmoving to make a 
living and the need for employment in Albany, there is also a 
requirement by the Council to provide a safe environment for 
the community to live in. 
 
Only 1 hectare at a time will be permitted to be open at any 
one time. Rehabilitation will take place prior to opening a new 
site. It does not mean the property is covered in stockpile and 
not rehabilitated prior to opening a new area.  
 
NO dumping or storage or crushing of salvaged materials 
(slabs of concrete and building materials) from tenders. The 
property is NOT a disposal site. Compliance on these matters 
is to be enforced by Council. 
 
Council will enforce compliance to all aspects of the 
regulations of extractive industry (gravel and sand) and 
Palmers licence. Not just when the applicant seeks a new 
licence. Placing heavy industry next to residential properties 
places more emphasis on council protecting the local 
residence as well as promoting employment. 
 
The proposed quarry sites along with the existing sites are 
clearly visible to Bon Accord Road and Chester Pass Road. 
The visual screening from both these roads is inadequate. 
Both roads carry large volumes of tourists entering Albany and 
crossing to the tourist attractions of Lower King and the Kalgan 
area. 
 
Truck movements from the property include trucks removing 
water, sand and gravel to be restricted to the maximum of 8 
trucks a day, not the misleading average of. 
 

Comment Noted. 

This provision is recommended to be a condition of consent and 
would also be a condition of an extractive industry license. 

 

 Approval has only been sought for Extractive industry. A specific 
approval would be required for the dumping of waste materials.  

 

The City of Albany has established compliance practices for 
extractive industries. Bonds are held, and the license process in 
conjunction with the development application process provides a 
framework for compliance. 

 

The closest section of extraction from Chester Pass Road is 
approximately 180 metres. There is also a 180 metre section of 
screening vegetation which runs north along Chester Pass Road 
from the junction of Bon Accord Road.  A condition for screen 
planting for Bon Accord Road is recommended. 

 
The City of Albany does not place a limit on vehicle movements. 
The applicant has advised that 8 vehicle movements a day is 
proposed and that the majority of vehicles will utilise Chester Pass 
Road. The City of Albany does not have the statutory authority to 
impose a condition for the use of an ‘as of right’ vehicle on a road. 
If the applicant proposes to use vehicles in excess of ‘as of right’ 
specifications they will be obligated to apply for permission with 
Main Roads Western Australia. 
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Truck numbers to be limited as per submission not averages. 
These larger numbers of truck movements are not safe nor 
compatible to the amenity of the area. 
 
 
Trucks are to exit WEST only. Trucks go in both directions now 
as residents of Bon Accord Road and Prideaux Road are fully 
aware. Residents are quite aware of new developments 
occurring to the east. Residential properties to the east need to 
feel safe to exit and enter their properties. Truck movements to 
the east from existing pits are already unable to safely 
accommodate these concerns as there is already a mixture of 
people using the existing roads without foot paths to segregate 
road users. 
 
Truck movements to be excluded from operating between 7.30 
to 9am and from 2.30 to 4 pm on school days due to the extra 
volume of cars, school buses, children waiting to catch buses 
to the Grammar School, Flinders Park Primary School and 
Albany Senior High and other schools. 

 

Bon Accord and Prideaux Roads are not built for articulated 
trucks. There is no segregation of trucks, cars, pedestrians and 
animals. The intersection of Bon Accord and Prideaux is 
inadequate as articulated and large trucks cannot negotiate it 
without using the whole road and turning into oncoming traffic. 
Visibility at the intersection of Bushby Road and Bon Accord 
Rd is very poor. 

 
It is our opinion that should Council approve this application 
that council takes full responsibility to maintain the road 
including shoulders in a safe manner for all road users. The 
repairs made to the road last summer are already breaking 
down. Council takes responsibility for any accidents caused by 
excessive numbers of large vehicles on a predominately 
residential road. Council is responsible for the health, welfare 
and safety of all residents and road users whilst travelling or 
using Bon Accord Road. 

The City of Albany does not have the statutory authority to impose 
a condition for the use of an ‘as of right’ vehicle on a road. If the 
applicant proposes to use vehicles in excess of ‘as of right’ 
specifications they will be obligated to apply for permission with 
Main Roads Western Australia. 
 
 
 
 
 
It is recommended to apply a condition requiring extractive industry 
operators to liaise with school bus operators to commence a 
dialogue and establish a schedule to avoid potential conflict. It 
would be impractical to establish a dialogue for commuting times 
given that this varies significantly on a case by case basis. School 
bus times would largely coincide with commuting times.   

The City of Albany does not have the statutory authority to impose 
a condition for the use of an ‘as of right’ vehicle on a road. If the 
applicant proposes to use vehicles in excess of ‘as of right’ 
specifications they will be obligated to apply for permission with 
Main Roads Western Australia. 
 
 
 
 
Opinion Noted. While the City of Albany has the responsibility of 
maintain roads, it is recommended that a condition be applied 
requiring the applicant to be responsible for the repair of any undue 
damage to Bon Accord Road caused by the extraction operations.  
 
 
 
 
 
 
The applicant has submitted dieback, drainage, rehabilitation and 
noise management plans in support of the application. Staff 
consider that these management plans, in conjunction with the 
standard extractive industry conditions It is recommended that the 
implementation and ongoing compliance with these management 
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Council is responsible for monitoring noise, dust levels, 
pollutants, water contamination on the proposed extraction 
site, as well as, safety and volume of heavy vehicle traffic on 
Bon Accord and Prideaux Roads 

plans be applied as a condition of consent.  

 

9. Very concerned about the number of trucks on such a narrow 
road.  

Especially trucks that will turn east along a school bus route 

When approaching any truck on this road cars need to be on 
the edge of the road, therefore It is imperative that the sides of 
the road are well maintained 

Concerns noted 

The City of Albany does not have the statutory authority to impose 
a condition for the use of an ‘as of right’ vehicle on a road. If the 
applicant proposes to use vehicles in excess of ‘as of right’ 
specifications they will be obligated to apply for permission with 
Main Roads Western Australia. 
 
It is recommended that a condition be applied requiring the 
applicant to be responsible for the repair of any undue damage to 
Bon Accord Road caused by the extraction operations. 
 

10. Respectfully lodge an objection to the proposed quarry request 
this time for 105 Bon Accord Road, Lower King, Albany. 

Objection Noted.  

11. Such a quarry development is not in keeping with or a suitable 
development for land adjoining an area that the Town has 
zoned for residential and semi rural living. Further it is not in 
keeping with the ambiance of the Albany environment. 

There are inherent environmental risks associated with the 
proposed quarry. It is adjacent to an identified dieback and 
watercourse catchment area. There are a number of signs 
indicating that the area is environmentally fragile and at risk 
located along the reserve at the corner of Bushby and Bon 
Accord Roads. Water is being transported from the subject site 
is inclusive of runoff from an area designated dieback and 
used to water down areas of works across other sensitive 
areas of Albany. 

There are issues of noise pollution. The excavations for the 
entry road and the incessant beeping of the trucks and 
equipment are clearly heard as far as the Lower King Bridge. 

The subject site is zoned ‘General Agriculture’, extractive industry 
is a discretionary use within this zone. The adjoining land is not 
zoned Residential. The land use conflict between Rural Residential 
lots with agricultural land is one of the factors contributing to the 
current moratorium on Scheme amendments for new Rural 
Residential land.    

The applicant has submitted a dieback management plan in order 
to reduce the risk of Dieback spreading. Among other controls, the 
plan states that equipment will be washed down upon 
entering/exiting the site and haulage equipment be covered to 
ensure there is no spillage. It is recommended that the 
implementation and compliance with the Dieback Management 
Plan be applied as a condition of consent. 

In regards to noise, the applicant has submitted a noise 
management plan. The plan contains a number of provisions to 
control noise impacts, including; 
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There are issues of dust resulting from the excavations that will 
affect residents.  

The high volume of anticipated traffic on Bon Accord Road will 
create a significant and quite dangerous safety hazard either 
entering Chester Pass Road or Prideaux Road, especially 
given the number of children in the area. For example recently 
the Town Council has approved a crossover and entrance that 
has been installed to an existing quarry on Bon Accord Road 
on a particularly sharp elevated bend. This was extremely 
dangerous at the time of construction with a number of traffic 
incidents even with ATM staff managing entry and exit to Bon 
Accord Road. Given the significant increase proposed in 
particularly large haulage traffic designated to be entering and 
exiting this access way I believe that the Council is establishing 
a significant potential traffic hazard and some future liability 
issues. 

 

 

 

 

Undoubtedly the proposed quarry will impact significantly on 
extant recreational activities in the area. There are a large 

• Use of topsoil on the perimeter of the pit area to act as a noise 
bund; 

• A Noise complaint system will be established, any complaints 
relating to noise will be reported to the site manager. Details of 
the site manager will be erected at the site gate; and  

• Respond to noise control instructions issued by the City of 
Albany 

In addition to the above, any work on the site would also be subject 
to ongoing compliance with the Environmental Protection (Noise) 
Regulations 1997.  

In response to these concerns, the applicant has also submitted a 
dust and particle management plan. The plan incorporates a 
number of dust mitigation measures, including; 

• Limiting stockpiles to anticipated output for the following days; 

• Locating stockpiles away from prominent ridges or seasonal 
prevailing winds and be no more than 3 metres high; 

• Crushing equipment and conveyors will utilise spray bars as 
required; 

• Timing of earthworks will coincide with low wind conditions; and 

• A dust complaint system will be established, any complaints will 
be forwarded to the site manager. Site manager details will be 
on the gate. 

It is recommended that the implementation and compliance with the 
dust management plan be applied as a condition of consent.  

Concerns noted. The City of Albany does not have the statutory 
authority to impose a condition for the use of an ‘as of right’ vehicle 
on a road. If the applicant proposes to use vehicles in excess of ‘as 
of right’ specifications they will be obligated to apply for permission 
with Main Roads Western Australia. 
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number of both children and adults who ride and agist horses 
along Bon Accord, Prideaux and Bushby Roads. 

‘ 

That property values in the Lower King area will be significantly 
and adversely affected by the presence of such extractive 
industries as per information supplied by local real estate 
agents. 

 

Property values are not a consideration under the Matters To Be 
Considered under Local Planning Scheme No.1 

 

 

 

12. We become used to the increased traffic due to subdivision 
approvals in the area, parents using the road for transporting 
their child to local schools and people walking their dogs at 
various times during the day.  The roads in the area are only 
just wide enough to allow to cars to pass each other without 
going off onto the gravel road shoulder.   The proposal for the 
increase to the gravel and sand pit on Bon Accord Road will 
mean an increase in trucks on residential roads, leading to a 
risk of injury to local pedestrians and motorists. 

We also believe the screening from the road is inadequate.  My 
wife drives past there every morning and has been able to 
observe clearly the works being carried out, so we feel there 
needs to be more screening as the view contrasts significantly 
with the beautiful farm vista across the road i.e it is not an 
industrial area. 

Whilst my family and I agree that people need to be able to 
conduct business, we ask that the Albany City Council restricts 
the truck movement to go west to Chester Pass Road only as 
currently there are no residential properties in that immediate 
area.   

 

Concerns noted. The City of Albany does not have the statutory 
authority to impose a condition for the use of an ‘as of right’ vehicle 
on a road. If the applicant proposes to use vehicles in excess of ‘as 
of right’ specifications they will be obligated to apply for permission 
with Main Roads Western Australia. While the City of Albany has 
the responsibility of maintain roads, it is recommended that a 
condition be applied requiring the applicant to be responsible for 
the repair of any undue damage to Bon Accord Road caused by the 
extraction operations. 

The requirement for screening has been recommended as a 
condition of consent.  

 

 

Concerns noted. However, The City of Albany does not have the 
statutory authority to impose a condition for the use of an ‘as of 
right’ vehicle on a road. 

 

 

13.  The following points appear incomplete, when compared with 
"City of Albany Extractive Industries Local Law.  

Points 2.3 (a) (I) to (x)..these is no map scale no contour lines 
etc.. each of these points have not been adequately addressed 

The Local Law controls the License process. Licenses are only 
issued once a planning approval is in place and conditions 
complied with. The City of Albany is satisfied with the ownership 
details of the property. 
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 (b) (I) to (xv) .again all of these points lack detail and and 
adequate explanation  

(c) (I) to (vii) again all of these points either not addressed or 
given adequate detail 

 (d) no detail  

(e) no surveyors certificate attached 

 (f) no evidence provided 

 (h) no evidence provided-if the land is not owned by Palmers 
Company.. and is law owned by Palmer himself.. he should 
provide written consent to Palmer Co  

(I) no evidence that this notice has been given nor approved. 

 
As this application is incomplete Council should refuse it. As is 
the law under this section. I should emphasise that Council is 
subject to the law, as we all are: and a legal challenge is not 
out of the question in this regard if not complied with. 

 
 
Palmers (under Palmers letterhead) advise in there short note 
to council that the proposed extraction site is 110 Bon Accord 
Road Albany. Yet in councils advertised extractive industry 
application( Weekender Trader newspaper dated 13 August 
2015), council states the site is at 105 Bon Accord Road 
Albany. 

Palmers, under a Pty Ltd letterhead have provided a short note 
to council, but NO PERSON; has signed the application or 
note. How do we know who or what the legal entity is making 
this application without any signature? A signature is required 
to make this legal and acceptable, as an application. 

 
If the proposed site is in Palmers own name, not owned by 
Palmers Pty Ltd, then he is required to sign the proposal(as 

 

 

 

 

 

 

 

 

 

 

As mentioned above, the Extractive Industry Local Law controls the 
License process. The development application before Council is a 
decision made under the Local Planning Scheme No.1. 

 

 

The subject property is located at 105 Bon Accord, Lot 110.  

  

 

 

The City of Albany is satisfied with ownership details. The Planning 
Application form containing this information is not advertised as it is 
an administrative document.  
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Palmer the person) and have it attached to the application. 
This has not happened. 

 
 This area is already a die back area. There does not appear to 
be any plan to address this issue.  

 Noise from trucks and crushers has not been addressed  

Crushing of aggregate may cause run off into creek(near 
Chesterpass RD) and pollute that neighbours property( e.g. 
silicates from coffee rock)  

Palmers have given no indication of the "life" or duration of the 
proposed pit.  

There is no re generation plan for the site  

 

Palmers claim of natural vegetation screen along Bon Accord 
Rd, to act as visual screening, is totally untrue  

The map Palmers have used appears to be years out of date 
and does not reflect the true nature of the already loss of 
vegetation. 

As above.  

 

A dieback management plan has been submitted. The 
implementation of this plan is a proposed condition of consent.  

A noise management plan has been submitted. The 
implementation of this plan is a proposed condition of consent.  

Department of Water provided comment on the application an 
advised that standard surface water management procedures will 
be suitable. A drainage management plan has also been submitted.  

A rehabilitation plan has been submitted. The implementation of 
this plan is a proposed condition of consent.  

There are sections of vegetation along the road. However, officers 
have recommended a screening condition be applied as a condition 
of consent.  

Comment noted. Councillors have been provided with a more 
recent aerial. 

 

14. The applicant has 110 Bon-Accord Road on his application 
rather than 105. It may well refer to a different site than that 
shown on the map supplied. 

The area depicted by the applicant is around 8-9 hectares falls 
under a class C, not a B. 
 
 

In terms of the required property, road, and waterway minimum 
buffers for extractive industry, the applicant’s map shows the 
proposed pits clearly far too close. Pits 2 appear to be placed 
within a metre or two of the boundary of the property, a decent 
amount of Pit 4 is also clearly too close to the property 
boundary, a boundary shared a few metres later with a road. 

The proposal is located at No. 105 (Lot 110) Bon Accord Road. 

 

The classification is determined by the pit area open at any one 
time. The application proposes to have no more than 1ha open at 
any one time.   

 

It has been recommended that a ongoing condition be applied 
requiring compliance with the setbacks under the Extractive 
Industry policy The required setback from waterways is met and is 
a condition of consent.  
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Simultaneously Pit 3 and Pit 4 are visibly far too close to a 
surveyed water-course and to compound matters, are above a 
granite sheet with a relatively steep incline. The application 
proposes ignoring all three minimum council standards. 
 
If it was to go ahead,  any heavy metals that have leached 
from the granite in the last few million years, particularly 
arsenic and similar elements in the laterite layer, will potentially 
be  released via acid-sulphate soil formation from crushed 
laterite quarrying activity of the kind proposed in winter or 
deluge conditions above a granite shelf exposed to the air, 
going by historical precedent this will end up in the King River 
without doubt during the next heavy  flow event. Our next fifty 
year storm will make a serious mess of the river if this goes 
ahead.  
 
In addition, the stacked material from the recent bulldozing that 
was peat and has now dried and has most likely gone acid-
sulphate, full of heavy metals and most likely heavily laced with 
dieldrin due to the well known history of the surrounding land, 
not only was use heaviest in the soak catchments, despite 
dieldrin propensity to attach to soil, the function of this peat-
swamp as the filter of the environment and wetland habitat 
suggests heavy accumulation over the last thirty years would 
have occurred.  
 
The capacity of this soil to end up in the river has a pretty 
spectacular historical precedent. I remember more than one 

 occasion where rain moved large amounts of soil above that 
granite shelf down into the creek, and others with the same 
effect that downstream destroyed the remnant vegetation 
along the creek. I remember about fifteen years ago the creek 
eroded into canyons several metres deep from a previously 
shallow base, deep fissures cut away across the paddock 
either side, and the sand-quarry in the paddock below the 
proposed quarry on the other side of Bon-Accord Road turned 
into a canyon itself. The insufficient remaining fringing native 
vegetation was washed away and the now the creek is infested 
with weed species. With the soak bulldozed and bare, the 
danger is considerably greater. 

 

 

 

A number of the following comments relate to water and runoff and 
are addressed by the comment below. 

Department of Water provided comment on the application an 
advised that standard surface water management procedures will 
be suitable. A drainage management plan has also been submitted.  
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If the proposal goes ahead and it rains, this could get very 
serious if history is anything to go by, if this really is the 
location intended. These events hit the region with relative 
frequency although a decade or more apart perhaps, we are by 
historical precedent due, rain on farms here seems be getting 
less frequent but heavier and Australia’s best  meteorological 
scientists have tended to predict more extreme weather in the 
years ahead. The old-timers if met in the region always say 
that the heavy-rains that cause these events happen 
periodically,  the photos and stories of the Kalgan in flood and 
chronic erosion are everywhere. It is a predictable risk and a 
certainty over the long run. I noticed that no expectable 
lifespan was mentioned in the application, this is a serious 
omission. 
 
Due to the bulldozing that has occurred more recently, 
totallying the wetland directly below the proposed pits at the 
northern corner of Chester-Pass and Bon-Accord road, on a 
weekend, there is also now a chance of dieldrin entering the 
King-River in even greater amounts than during those past 
erosion events, the next time one of our reliable fifty or even 
fifteen year deluges occurs. There is also the danger to our 

 local health if the material taken from the soak and currently 
oxidising in a pile above the watercourse, should enter home-
gardens, vegetables, eggs and or chickens etc. We believe this 
is proposed and feel deeply concerned. 
 
  The half-life dictates that about 1/5th of the original material is 
present today on the land adjacent, the catchment, and 
although it tends to bind to the soil rather than evaporate or 
dissolve, the nature of the living systems in the soak will have 
moved dieldrin with the bio-mass and water-flow due to the soil 
chemistry over the last thirty years. Then there is the near-
certainty of heavy metals being released by the soil-chemistry 
now at work as the acid-sulphate processes set in. Either way 
there is a reasonable chance that this soil is not safe to be in 
the river or in home gardens, especially if chickens are 
present. If it goes seriously bad and an acre of the proposed 
eight or nine hectares goes acid-sulfate and drops down, it 
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could visibly kill the whole creek and badly effect that part of 
the river. The precedent is there and the soak that would have 
slowed it is missing. At that location the width of the deep part 
of the river is three metres tops, the remaining  
 three metres is a shallow delta exposed at low tide. 
 
 While the soil may stay still, the heavy metals in acid-sulfate 
soils travel with the water killing vegetation and stunting or 
killing trees, a spike in heavy metal content in the fish is not 
what the local kids need. Life accumulates most readily at the 
base of the creeks, they are the start of the food chain and the 
ideal place to deposit persistent organic pollutants if wish to 
accumulate significant residual toxicity in the mulloway and 
black bream of the King River. 
 
A registered declared rare flora population was recorded at the 
site by the Department, it was a surprise that this bulldozing 
occurred, it was a loss for the world, and for a shire with a  

considerable number of businesses dependent on tourism, it 
was a sad day for the city. Not only did a known population of a 
declared rare and protected flora species cease to exist forever 
The tourism heritage-trifecta was present at an arterial node 
where the city first becomes visible to arrivals, and adventures 
await for day-trippers, and it was bulldozed on the weekend 
and now has quarry proposed directly above it with water still 
pooling and seeping bellow into a relatively steep creek with a 
history of serious erosion in deluge conditions. That aside 
something very special has already been lost there, although 
the loss to tourism was likely considerable already. 
 
Before the current quarries were installed on the ridge above 
the King, it was not unusual to see tourist coaches on Bon-
Accord road on a semi-regular basis, we suspect the lessening 
in tour numbers using the route over the last decade may be 
linked to the highly visible quarrying from a high vehicle that 
has radically altered the experience, irreparably if continued. 
Most of the residents, and past visitors to the region remember 
it as a very beautiful road. It was and it is used by a growing 
number of local residents every single day of their lives to and 
from work. In terms of the tourism reputation of the shire and 

 

 

 

 

 

 

 
 
 
 
 
If approved, the applicant will be required to apply for a clearing 
permit from the Department of Environment Regulation if they wish 
to pursue this course of action.  Approval of an extractive industry 

 by the City of Albany does not grant approval to clear the  
vegetation identified on the plan for removal.  The Department of 
Environment Regulation does not generally consider applications 
for clearing permits until local government has made a 
determination on the development proposal.  
 
 
 
 
 
 
 
Concerns Noted. There is also a 180 metre section of screening 
vegetation which runs north along Chester Pass Road from the 
intersection with Bon Accord Road.  The scattered vegetation on 
the lot boundary adjoining Bon Accord Road will also reduce the 
visual impact from public vantage points. It is recommended that a 
planning condition is applied to require the implementation of 
screen planting along sections of Bon Accord road that do not have 
existing vegetation.   
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city, between Bakers junction and Bon-accord the proposed 
pits 3-4 will be clearly visible form a few angles. This nexus 
carries perhaps over half of the tourism transit of the shire. 
 
The remnant of native bush, that appears to be halved in this 
proposal, is known to feed critically endangered cockatoo 
species due to the banksia and other high-density food it 
contains. This is important, they have been  seen there 
seasonally forever.-(Baudins or Carnabyâ€™s) For these 
critically endangered species this remnant is still very important 
because some of the last trees of sufficient size to produce 
adequate breeding hollows in this region are on the banks of 

 the King River almost directly below, in an area urbanising. 

While Bakers Junction is a far larger area, the remnants 
function as one, and none are as close to those trees with that 
density to my knowledge as that one, and the density of 
Banksia is very good comparably. Density and hollows lead to 
habitation and breeding. 
 
The land proposed for quarrying has dead indicator species for 
Phytophthora Cinnamomi dieback and is visibly infested with 
invasive weed species such as the Acacia Longifolia or Sydney 
Golden Wattle, allowing this couple of hectares of vegetation to 
be halved in size to quarry laterite will not just destroy habitat, 
it will destroy habitat whilst spreading two of the Key 
Threatening Processes effecting biodiversity in this region. 
Acacia Longifolia and dieback. 
 
   The material and vehicles leaving currently, (no 
management/remediation plan has been provided by the 
applicant in this application), has repeatedly left sand or dirt on 
the road in wet conditions, if infected, which appears likely, this 
will have and will aid in the spread of dieback, currently 
receiving millions in funding from Western Australian 
universities and every level of government and community 
engagement as  the single s greatest threats to thousands of 
species in Western Australia. 
 
 

 
 
 
 
 
If approved, the applicant will be required to apply for a clearing 
permit from the Department of Environment Regulation if they wish 
to pursue this course of action.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The proponents have submitted a Dieback Management Plan in 
order to reduce the risk of Dieback Disease being spread.  Among 
other controls, the plan states that equipment will be washed down 
upon entering/exiting the site and that the trucks carrying material 
from the site will be covered to ensure there is no spillage.  It is 
recommended that implementation of, and compliance with, the 
Dieback Management Plan is required as a condition of approval. 
 
 

 

 

 

 

 

REPORT ITEM PD 104 REFERS

153



The applicant fails to give any meaningful response that 
acknowledges the fact that two of the proposed pits are directly 
above a granite shelf on a steep incline above a soak that 
flows into a creek with a history of high-flow events above one 
of the two rivers close to town, the King. The food-chain for the 
fish in the river starts at the mouth of creeks. This seems the 
ideal circumstance in which to answer this particular question 

 meaningfully. 
 

The applicant states that dust suppression is required a water 
truck would be used. Noise suppression will be kept to a 
minimum.  The position of the site is in a rural area away from 
roads and houses. This is not reassuring when the question is 
about; dust nuisance, erosion, watercourse siltation and 
dangers to the general public�. As I divulged, erosion and 
water-course siltation/pollution is a particular concern the 
community share about this site. Especially given recent 
events and our predictable future of high-flow rainfall events, 
given our deluge history. 
 
In the part of this statement that the applicant perhaps meant 
to address to xii) Noise suppression being kept to a minimum� 
either this is an oxymoron or not reassuring to any of the four 
or so residences that are within 300 metres and are entitled to 
a decent noise suppression plan.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Department of Water provided comment on the application an 
advised that standard surface water management procedures will 
be suitable. A drainage management plan has also been submitted 
and will be required to be implemented as a condition of consent.  

 

 

 

The proponents have submitted Dieback, Drainage, Rehabilitation 
and Noise Management Plans in support of the application. The 
implementation of these plans is a proposed condition of consent.  

 

 

 

 

As discussed earlier, the proponents have submitted a Noise 
Management Plan.  The Plan contains a number of provisions to 
control noise impacts, including; 

• Use of topsoil on the perimeter of the pit area to act as a noise 
attenuation bund; 

• A noise complaint system will be established, whereby any 
complaints relating to noise will be reported to the site manager. 
Details of the site manager will be erected at the site gate; and  

• A commitment to respond to noise control instructions issued by 
the City of Albany. 

It should also be noted that the nearest dwelling is located 500 
metres from the extraction area and any operations would be 
subject to ongoing compliance with the Environmental Protection 
(Noise) Regulations 1997.  
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We were disturbed to see that no description of the existing 
site environment or report on the predictable off-site effects 
was included. As mentioned, the proposal clearly shows a 
hectare or two more of remnant vegetation clearing, in areas 
with dieback indicators and invasive weed species, our two 
greatest environmental challenge in the shire and region. It is 
also situated directly above a watercourse/soak, previously the 
remnant vegetation may have slowed the movement of 
material, but the recent bulldozing of the surface of the creek 
into a large flat area did not change the fundamental hydrology 
and geology, it invites serious erosion. 
 
In relation to visual screening the Applicant states: Natural 
vegetation grows all along Bon-Accord Rd adjacent to the 
road. Therefore a natural screen is already provided€ �   
the Council members to take a drive or walk down Bon-Accord 
road to examine the veracity of that statement personally. For 
the property in question alone most of the existing and 
proposed quarries will be and are currently visible from the 
road. The slope of the hill increases the visible exposure from 
Chester Pass and Bon-Accord, and half the natural screen, in 
the sections it exists in, are actually species that are one of the 
biggest single threats to our regions environment in its entire 
known history. 
This is a big concern to local residents due to our experience 
of watching these quarries progress. The rehabilitated land of 
yesteryear remains an eyesore and is now profoundly multi-
weed-infested. It has not been rehabilitated to the point that it 
would support pasture, let alone crops, and has certainly not 
been returned to the bush. Our experience to date is dismal. In 
terms of revegetation, this property’s small forest of invasive 
weeds is seeding through the Riverview reserve,  the Council 
has been paying for weeding in the reserve for years, and rate-
payer money will be spent for decades ahead. When it comes 

 to a return to arable land, an interesting definition of top-soil is 
at play. No farmer I have ever met would consider it 
rehabilitated in any sense. 
 
 

Water related comments are addressed in earlier sections of this 

Submission.  

 

 

 

 

 

 

 

Screening has been applied as a recommended condition of 
consent.  

 

 

 

 

A rehabilitation plan has been submitted to the City of Albany. In 
order to specifically manage weeds issue through the rehabilitation 
process, it is recommended a condition is applied requiring the 
inclusion of weed management measures within the Rehabilitation 
Management Plan.    
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  Given that half of the remnant vegetation still remaining today 
is to be cleared under this proposal, where is the plan to 
compensate for this by replanting a equal or greater number of 
previously extant species? Where is the planting to 
compensate for all the trees already removed? Surely this plan 
would have to be lodged prior to an application being granted 
to clear, and surely both of those would have  had to occur 
before Council could accept this application, or expect 
informed comment to occur on this, or the earlier license by 
residents and concerned parties. The description provided by 
the applicant of rehabilitation processes, does not amount to 
any reasonable definition of rehabilitation in any sense of the 
word, either as farmland or as bushland, the soil chemistry and 
weed problems created alone will last generations. 
 
It seems apparent that should the applicant have any desire to 
remove the invasive weed species that have been allowed to 
colonise at all, then a drive around with a bulldozer would do 
so in no time. For one of the largest companies in Albany to 
burden the state, council and local organisations-(tax and rate-
payer) with the cost of weed-removal from the adjoining 
reserve, road-side, river and receiving properties of the 
material. 
 
As a community, we are concerned by what we have seen and 
experienced so far over the past few decades and believe with 
good reason that this application should not be approved by 
Council. The proposed actions are manifestly inadequate or 
inappropriate for the site and location (according to the location 
on the map provided). I urge the council to reject the proposal 
until such a time as a decent plan is forthcoming that can 
adequately address our concerns to remedy the loss of faith 
the entire local community has experienced. 
 

 

 

As discussed earlier, the Department of Environmental Regulation 
is the statutory authority for vegetation clearing. The requirement 
for offset planting would be at the discretion of the Department.  

 

 

 

 

 

 

As mentioned above, it is recommended a condition is applied 
requiring the inclusion of weed management measures within the 
Rehabilitation Management Plan.    

 

 

 

Concerns Noted. Staff consider that the proposed conditions and 
management plans mitigate the concerns raised. Extractive 
Industries are also subject to inspections and a yearly licensing 
process.   
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Application 

Number

Application 

Date

Street Address Locality Description of Application Decision Decision 

Date

Assessing Officer

P2150506 1/10/2015 Green Island Crescent Bayonet Head Single House - Addition (Design 
Codes Assessment)

Delegate 
Approved

13/10/2015 Jessica Anderson

P2150534 20/10/2015 Stranmore Boulevard Bayonet Head Single House - Design Codes 
Assessment

Delegate 
Approved

28/10/2015 Taylor Gunn

P2150507 1/10/2015 North Road Centennial Park Public Recreation (Installation of 10 
Light Poles)

Delegate 
Approved

13/10/2015 Taylor Gunn

P2150484 17/09/2015 Hunter Street Emu Point Holiday Accommodation (x 2 Units) Delegate 
Approved

22/10/2015 Jessica Anderson

P2150496 22/09/2015 Mermaid Avenue Emu Point Holiday Accommodation Delegate 
Approved

23/10/2015 Taylor Gunn

P2150513 7/10/2015 Birss Street Emu Point Sporting Club - Additions (Storage 
Shed &  Shade Sails)

Delegate 
Approved

22/10/2015 Alex Bott

P2150449 31/08/2015 Fynd Street Goode Beach Holiday Accommodation Delegate 
Approved

6/10/2015 Taylor Gunn

P2150542 27/10/2015 South Coast Highway Kalgan Use Not Listed - Farm Shed Delegate 
Approved

30/10/2015 Taylor Gunn

P2150388 27/07/2015 Tania Road Kronkup Single House - (Boundary Setback 
Variation)

Delegate 
Approved

26/10/2015 Jessica Anderson

P2150466 8/09/2015 Bandicoot Drive Lange Single House - Design Codes 
Assessment

Delegate 
Approved

14/10/2015 Taylor Gunn

P2150480 16/09/2015 Bandicoot Drive Lange Single House (Design Codes 
Assessment)

Delegate 
Approved

16/10/2015 Taylor Gunn

P2150493 22/09/2015 Bagnall Parkway Lange Single House (Design Codes 
Assessment)

Delegate 
Approved

15/10/2015 Taylor Gunn

P2150495 22/09/2015 Chester Pass Road Lange Change of Use - Private Recreation Delegate 
Approved

14/10/2015 Jan van der Mescht

P2150470 8/09/2015 O'Connell Street Little Grove Ancillary Accommodation - Addition 
(Carport/Storeroom)

Delegate 
Approved

29/10/2015 Jessica Anderson

P2150505 1/10/2015 Bushby Road Lower King Development - Outbuilding  (Stable 
& Storage)

Delegate 
Approved

27/10/2015 Alex Bott

P2150520 12/10/2015 Hillview Rise Lower King Single House and Outbuilding  
(Boundary setback variations)

Delegate 
Approved

19/10/2015 Jessica Anderson

P2150157 26/03/2015 Lowanna Drive Marbelup Single House - Oversize 
Outbuilding (Policy Relaxation)

Withdrawn 1/10/2015 Taylor Gunn

PLANNING SCHEME CONSENTS ISSUED UNDER DELEGATED AUTHORITY

Applications determined for October 2015
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Application 

Number

Application 

Date

Street Address Locality Description of Application Decision Decision 

Date

Assessing Officer

P2150517 9/10/2015 Lowanna Drive Marbelup Single House Delegate 
Approved

15/10/2015 Taylor Gunn

P2150337 24/06/2015 Salisbury Road McKail Relocated Dwelling and Ancillary 
Accommodation

Delegate 
Approved

5/10/2015 Jessica Anderson

P2150481 16/09/2015 Withers Way McKail Single House (Design Codes & 
Policy Assessment)

Delegate 
Approved

1/10/2015 Taylor Gunn

P2150419 13/08/2015 Flinders Parade Middleton Beach Change of Use -  (From Restaurant 
& Bar to Restaurant & Tavern)

Delegate 
Approved

9/10/2015 Alex Bott

P2150500 24/09/2015 Hare Street Middleton Beach Holiday Accommodation Delegate 
Approved

29/10/2015 Taylor Gunn

P2150509 2/10/2015 Silverstar Court Millbrook Single House - Outbuilding   
(Stable & Storage) and Rural 
Pursuit (keeping 2 horses and 1 
pony)

Delegate 
Approved

19/10/2015 Jessica Anderson

P2150492 22/09/2015 Newbey Street Milpara Warehouse - Addition Delegate 
Approved

9/10/2015 Taylor Gunn

P2150511 6/10/2015 Hereford Way Milpara Single House - Setback Variation Delegate 
Approved

15/10/2015 Taylor Gunn

P2150440 25/08/2015 Cockburn Road Mira Mar Funeral Home & Caretakers 
Residence

Delegate 
Approved

7/10/2015 Alex Bott

P2150508 1/10/2015 Hanson Street Mira Mar Development - Earthworks in 
excess of 600 mm

Delegate 
Approved

22/10/2015 Alex Bott

P2150524 15/10/2015 Beresford Street Mira Mar Single House - Outbuilding 
(Overheight)

Delegate 
Approved

22/10/2015 Jessica Anderson

P2150526 16/10/2015 Middleton Road Mira Mar Single House - Setback Variation 
(Building on Boundary) & 
Overlooking

Delegate 
Approved

23/10/2015 Alex Bott

P2150462 7/09/2015 Middleton Road Mount Clarence Single House - Addition & 
Outbuilding (Design Codes 
Assessment)

Delegate 
Approved

6/10/2015 Taylor Gunn

P2150490 21/09/2015 Hare Street Mount Clarence Sinlge House - Solid 1.8m Wall 
Front Boundary; Rear Retaining 
Wall (Design Codes Assessment)

Delegate 
Approved

23/10/2015 Alex Bott

P2150518 12/10/2015 Ranford Street Mount Melville Single House - Additions   (Design 
Codes Assessment)

Delegate 
Approved

21/10/2015 Taylor Gunn

P2150527 20/10/2015 Halifax Street Mount Melville Single House - Additions (Carport) - 
Design Codes Assessment

Delegate 
Approved

22/10/2015 Alex Bott
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Application 

Number

Application 

Date

Street Address Locality Description of Application Decision Decision 

Date

Assessing Officer

P2150485 17/09/2015 Minor Road Orana Grouped Dwelling - Addition (Patio) Delegate 
Approved

1/10/2015 Taylor Gunn

P2150435 21/08/2015 McWhae Drive Spencer Park Single House - Design Codes 
Assessment

Delegate 
Approved

20/10/2015 Jessica Anderson

P2150530 19/10/2015 Collingwood Road Spencer Park Single House - Additions 
(Overlooking)

Delegate 
Approved

21/10/2015 Taylor Gunn

P2150531 19/10/2015 Warrenup Place Warrenup Single House Delegate 
Approved

21/10/2015 Taylor Gunn

P2150535 20/10/2015 Deloraine Drive Warrenup Single House - Additions (Patio) Delegate 
Approved

23/10/2015 Alex Bott

P2150536 23/10/2015 Kooyong Avenue Warrenup Single House - Additions & 
Alterations

Delegate 
Approved

29/10/2015 Taylor Gunn

P2150515 8/10/2015 Hayward Crest Yakamia Single House - Outbuilding (Design 
Codes Assessment)

Delegate 
Approved

19/10/2015 Taylor Gunn

P2150523 15/10/2015 Notley Street Yakamia Single house - Addition (Patio) - 
Design Codes Assessment

Delegate 
Approved

22/10/2015 Alex Bott

P2140497 27/10/2014 Range Road Yakamia Single House Approved 1/10/2015 Adrian Nicoll
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City of Albany

MONTHLY FINANCIAL REPORT

For the Period Ended 30th September 2015
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Report Purpose
This report is prepared to meet the requirements of Local Government (Financial Management)
Regulations 1996, Regulation 34 .

Overview
No matters of significance are noted.

Statement of Financial Activity by reporting nature or type
Is presented on page 3 and shows a surplus For the Period Ended 30th September 2015 of $34,709,234.

Note: The Statements and accompanying notes are prepared based on all transactions 
recorded at the time of preparation and may vary.

Preparation
Prepared by: S Beech
Reviewed by: D Olde
Date prepared: 21/10/2015

For the Period Ended 30th September 2015
Compilation Report

City of Albany
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Original 
Annual 
Budget

Revised 
Annual 
Budget

YTD 
Budget 

(a)

YTD 
Actual 

(b)
Var. $
(b)-(a)

Var. % 
(b)-(a)/(b)

Note 
Operating Revenues $ $ $ $ %
Rate Revenue 32,446,624 32,446,624 32,012,898 32,019,266 6,368 0.0% 
Grants & Subsidies 2,861,525 2,861,525 729,256 696,295 (32,961) (4.7%)
Contributions, Donations & Reimbursements 503,577 531,077 125,612 121,650 (3,962) (3.3%)
Profit on Asset Disposal 778,817 778,817 171,573 68,869 (102,704) (149.1%) 
Fees and Charges 16,773,408 16,773,408 8,126,963 8,199,413 72,450 0.9% 
Interest Earnings 1,067,515 1,067,515 326,784 327,187 403 0.1% 
Other Revenue 367,000 367,000 91,713 196,655 104,942 53.4% 

Total (Excluding Rates) 54,798,466 54,825,966 41,584,799 41,629,335 38,168
Operating Expense
Employee Costs (24,064,424) (24,064,424) (5,365,456) (5,143,780) 221,676 4.3% 
Materials and Contracts (18,217,273) (18,498,785) (4,416,015) (2,965,388) 1,450,627 48.9% 
Utilities Charges (1,880,911) (1,880,911) (467,014) (301,422) 165,592 54.9% 
Depreciation (Non-Current Assets) (15,906,098) (15,906,098) (3,974,949) (4,461,386) (486,437) (10.9%) 
Interest Expenses (1,031,072) (1,031,072) (54,104) (19,943) 34,161 171.3% 
Insurance Expenses (807,919) (807,919) (200,818) (91,516) 109,302 119.4% 
Loss on Asset Disposal (2,801) (2,801) 0 (5,318) (5,318) (100.0%)
Other Expenditure (2,438,340) (2,438,340) (1,099,703) (1,080,099) 19,604 1.8% 
Less Allocated to Infrastructure 864,475 864,475 216,522 291,765 75,243 25.8% 

Total (63,484,363) (63,765,875) (15,361,537) (13,777,086) 1,584,451

Contributions for the Development of Assets
Grants & Subsidies 20,498,747 21,218,027 755,183 1,117,383 362,200 32.4% 
Contributions, Donations & Reimbursements 613,000 629,969 24,466 24,857 391 1.6% 

Net Operating Result Excluding Rates 12,425,850 12,908,087 27,002,911 28,994,488 1,984,819

Funding Balance Adjustment
Add Back Depreciation 15,906,098 15,906,098 3,974,949 4,461,386 486,437 10.9% 
Adjust (Profit)/Loss on Asset Disposal (776,016) (776,016) (171,573) (63,551) (108,022) (170.0%) 

Funds Demanded From Operations 27,555,932 28,038,169 30,806,287 33,392,322 2,586,035

Capital Revenues
Proceeds from Disposal of Assets 1,528,590 1,528,590 381,993 159,534 (222,459) (139.4%) 

Total 1,528,590 1,528,590 381,993 159,534 (222,459)
Acquisition of Fixed Assets
Land and Buildings 5 (5,475,609) (5,478,603) (1,343,382) (846,878) 496,504 58.6% 
Plant and Equipment 5 (5,082,613) (5,105,004) (1,100,304) (590,454) 509,850 86.3% 
Furniture and Equipment 5 (801,493) (801,493) (152,015) (21,847) 130,168 595.8% 
Infrastructure Assets - Roads 5 (5,163,717) (6,092,760) (431,374) (280,095) 151,280 54.0% 
Infrastructure Assets - Other 5 (23,044,151) (22,892,802) (3,811,455) (1,661,297) 2,150,158 129.4% 

Total (39,567,583) (40,370,662) (6,838,530) (3,400,570) 3,437,960
Financing/Borrowing
Debt Redemption (1,819,703) (1,819,703) (102,644) (104,143) (1,499) (1.4%)
Loan Drawn Down 600,000 600,000 0 0 0

Total (1,219,703) (1,219,703) (102,644) (104,143) (1,499)

Demand for Resources (11,702,764) (12,023,606) 24,247,106 30,047,143 5,800,037

Restricted Funding Movements
Opening Funding Surplus(Deficit) 3,149,428 3,304,772 3,304,772 3,183,417 (121,355) (3.8%) 
Restricted Cash Utilised 2,712,556 2,712,556 1,478,674 1,478,674 0 0.0% 
Transfer to Reserves (12,688,843) (12,688,843) 0 0 0
Transfer from Reserves 18,529,625 18,888,725 0 0 0

Closing Funding Surplus(Deficit) 2 0 193,602 29,030,552 34,709,234 5,678,682

City of Albany
STATEMENT OF FINANCIAL ACTIVITY

For the Period Ended 30th September 2015
 (Nature or Type)
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Note 1: EXPLANATION OF MATERIAL VARIANCES IN EXCESS OF $50,000

Var. Var. Timing/ 
Permanent Explanation of Variance

$
1.1 Operating Revenues

Rate Revenue 6,368 No material variance.
Grants & Subsidies (32,961) No material variance.
Contributions, Donations & Reimbursements (3,962) No material variance.
Profit on Asset Disposal (102,704)  Timing Limited number of assets have been turnover. No material variances at the end of year are expected.
Fees and Charges 72,450  Timing Higher than forecasted revenue taken at several business units including NAC and Hanrahan Road.
Interest Earnings 403 No material variance.
Other Revenue 104,942  No material variance.

1.2 Operating Expense

Employee Costs 221,676  Timing Predominately due to the accrual at beginning of the financial year. No material variances at the end of year 
are expected.

Materials and Contracts 1,450,627  Timing No single variance. A number of projects yet to commence, expected to be closer to budget as projects 
commence.

Utilities Charges 165,592  Timing Timing of receipt of invoices. No material variances at the end of year are expected.

Depreciation (Non-Current Assets) (486,437)  Timing Increase in the value of infrastructure assets due to change in valuation method from historical cost to fair 
value. To be amended in March budget review as a non cash item.

Interest Expenses 34,161 No material variance.
Insurance Expenses 109,302  Timing Invoices not yet received, expected during October.
Loss on Asset Disposal (5,318) No material variance.
Other Expenditure 19,604 No material variance.
Less Allocated to Infrastructure 75,243  Timing Increased allocation of works to capital works.

1.3 Contributions for the Development of Assets
Grants & Subsidies 362,200  Timing Earlier than forecasted receipt of several grants.
Contributions, Donations & Reimbursements 391 No material variance.

1.4 Funding Balance Adjustment

Add Back Depreciation 486,437  Timing
Increase in the value of infrastructure assets due to change in valuation method from historical cost to fair 
value. To be amended in March budget review as a non cash item.

Adjust (Profit)/Loss on Asset Disposal (108,022)  Timing Limited number of assets have been turnover. No material variances at the end of year are expected.

1.5 Capital Revenues
Proceeds from Disposal of Assets (222,459)  Timing Timing of plant replacement program. No material variances at the end of year are expected.

1.6 Acquisition of Fixed Assets
Land and Buildings 496,504  Timing Timing issue between budgeted commencement of projects and actual commencement of projects.
Plant and Equipment 509,850  Timing Timing of plant replacement program. No material variances at the end of year are expected.
Furniture and Equipment 130,168  Timing Timing of IT Equipment renewal/upgrade. No material variances at the end of year are expected.

Infrastructure Assets - Roads 151,280  Timing Timing issue between budgeted commencement of projects and actual commencement of roadworks. Activity 
on capital roadworks is expected to increase over the coming months.

Infrastructure Assets - Other 2,150,158  Timing Predominately timing issue between budgeted commencement of CPSP works and actual commencement.

1.7 Financing/Borrowing
Debt Redemption (1,499) No material variance.
Loan Drawn Down 0 No material variance.

1.8 Restricted Funding Movements
Opening Funding Surplus(Deficit) (121,355)  Timing 30th June 2015 Financial Year End adjustments. To be amended in March budget review
Restricted Cash Utilised - Loan 0 No material variance.
Transfer to Reserves 0 No material variance.
Transfer from Reserves 0 No material variance.

City of Albany
NOTES TO THE STATEMENT OF FINANCIAL ACTIVITY

For the Period Ended 30th September 2015
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Note 2: NET CURRENT FUNDING POSITION

 Note  This Period   Last Period 
 Same Period 

Last Year 
$ $ $

Current Assets
Cash Unrestricted 26,280,266 10,267,329 25,532,973
Cash Restricted 16,822,709 16,775,799 13,203,668
Receivable - Rates and Rubbish 4 14,508,528 33,482,045 14,398,158
Receivables - Other 1,659,987 2,455,063 2,237,121
Investments - LG Unit Trust Shares 220,474 220,474 232,551
Accrued Income 69,805 59,545 0
Prepaid Expenses 39,949 39,983 9,012
Investment Land 303,950 303,950 574,675
Stock on Hand 781,348 777,572 782,674

60,687,016 64,381,760 56,970,832

Less: Current Liabilities
Payables (5,219,406) (5,442,865) (4,219,339)
Accrued Expenses (16,669) (36,993) 0
Income in advance (151,899) (206,905) 0
Provisions (3,621,920) (3,573,546) (3,398,145)
Retentions (296,401) (339,488) (182,626)

(9,306,295) (9,599,797) (7,800,110)

Add Back: Loans 1,753,583 1,837,893 1,422,670
Less: Cash Restricted (16,670,358) (16,670,358) (13,108,475)

 Utilised - Loan (1,230,289) (1,649,261) (3,510,182)
 Investment land (303,950) (303,950) (574,675)
 Investments - LG Unit Trust Shares (220,474) (220,474) 0

Net Current Funding Position 34,709,234 37,775,813 33,400,060

Comments - Net Current Funding Position

 2015-16 

City of Albany
NOTES TO THE STATEMENT OF FINANCIAL ACTIVITY

For the Period Ended 30th September 2015
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Note 3: CASH INVESTMENTS

 Rating 
 Amount 
Invested  0 - 3 Months  3 - 6 Months 

 6 - 12 
Months 

 Prior Month 
Interest Rate 

 Interest Rate 
at time of 

Report 

 Year to 
Date 

Budget 
 Year to 

Date Actual  Var.$ 
General Municipal
TD 10279172 NAB AA 28/08/2015 90 2.85% 1,000,000    7,027      1,000,000   2.85% 2.85%
TD 63577 NAB AA 4/09/2015 90 2.88% 1,000,000    7,101      1,000,000   2.72% 2.72%
TD 90247 ME Bank BBB 24/08/2015 91 2.85% 1,000,000    7,105      1,000,000   2.30% 2.85%
B33822504 CBA AA 8/09/2015 90 2.80% 3,000,000    20,712    3,000,000   2.80%
1723357 Bendigo A 22/09/2015 30 2.15% 1,000,000    1,767      1,000,000   2.15%
366101 Bank of Queensland A 22/09/2015 30 2.30% 1,000,000    1,890      1,000,000   2.30%
398387 Westpac AA 21/09/2015 91 3.00% 2,000,000    14,959    2,000,000   3.00%
10284420 NAB AA 22/09/2015 91 2.97% 2,000,000    14,809    2,000,000   2.97%
974906476 ANZ AA 25/09/2015 122 3.00% 3,000,000    30,082    3,000,000   3.00%
TD252349709-355329 AMP A 22/09/2015 181 3.00% 2,000,000    29,753    2,000,000   3.00%
10284421 NAB AA 22/09/2015 182 3.00% 2,000,000    29,918    2,000,000   3.00%
10286359 NAB AA 29/09/2015 183 3.00% 2,000,000    30,082    2,000,000   3.00%

Subtotal 21,000,000  195,208  12,000,000 9,000,000   -            149,940   67,001     (82,939)
Restricted
363475 Bank of Queensland A 2/09/2015 91 2.75% 2,500,000    17,140    2,500,000   2.35% 2.75%
4358487 Bankwest AA 2/09/2015 91 2.75% 2,000,000    13,712    2,000,000   3.04% 2.75%
10278857 NAB AA 26/08/2015 90 2.85% 2,500,000    17,568    2,500,000   2.10% 2.85%
69843 ANZ AA 1/09/2015 91 2.70% 3,000,000    20,195    3,000,000   2.60% 2.70%
B33822504 CBA AA 8/09/2015 150 2.83% 2,000,000    23,260    2,000,000   2.28% 2.83%
TD063649032-354395 AMP A 9/09/2015 180 2.80% 2,000,000    27,616    2,000,000   2.80%

Subtotal 14,000,000  119,492  10,000,000 4,000,000   -            49,980     92,463     42,483

Total Funds Invested 35,000,000  314,700  22,000,000 13,000,000 -            199,920   159,464   (40,456)

Comments/Notes - Cash Investments

City of Albany
NOTES TO THE STATEMENT OF FINANCIAL ACTIVITY

For the Period Ended 30th September 2015

Budget v Actual Amount Invested (Days) Comparative rate

 Institution 
 Deposit 

Ref  Deposit Date 
 Term 
(Days) 

 Invested 
Interest 

rates 
 Expected 

Interest 
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Note 3A: GRAPHICAL REPRESENTATION - CASH INVESTMENTS

City of Albany
Monthly Investment Report

For the Period Ended 30th September 2015

CBA (AA), 14% 

ANZ (AA), 17% 

NAB (AA), 30% 

BankWest (AA), 6% 

ME Bank (BBB), 3% 

Bank of Queensland 
(A), 10% 

Bendigo Bank (A), 3% 

Westpac (AA), 6% 

AMP (A), 11% 

Counterparty Credit Limit 

Maximums as per Investment of Surplus Funds Policy: 
AAA - 45%, AA - 35%, A - 20% and BBB - 10%  

0 - 3 Months, 63% 

3 - 6 Months, 37% 

6 - 12 Months, 0% 
Investment Maturity Timing 

Maximums as per Investment of Surplus Funds Policy: 
0 - 3 Months - 100%, 3 - 6 Months  - 60% and 6 - 12 Months - 40% 

AAA, 0% 

AA, 73% 

A, 24% 

BBB, 3% 
Portfolio Credit Framework 

Maximums as per Investment of Surplus Funds Policy: 
AAA - 100%, AA - 100%, A - 60% and BBB - 40%  
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Note 4: RECEIVABLES
Receivables - Rates and Refuse Current Previous Total Receivables - General Current 30 Days 60 Days 90 Days

2015-16 2014-15 $ $ $ $
$ $ $ 517,903 370,209 10,594 74,770

Opening Arrears Previous Years 1,068,405 1,068,405 Total Outstanding 973,477
Rates Levied this year 32,019,266 32,019,266
Refuse Levied 5,565,641 5,565,641 Amounts shown above include GST (where applicable)
ESL Levied 2,488,112 2,488,112
Other Charges Levied 236,237 236,237
Less Collections to date (26,403,921) (465,162) (26,869,083)
Equals Current Outstanding 13,905,335 603,243 14,508,578

Total Rates & Charges Collectable 14,508,578
% Collected 64.94%

Comments/Notes - Receivables Rates and Refuse Comments/Notes - Receivables General

City of Albany
NOTES TO THE STATEMENT OF FINANCIAL ACTIVITY

For the Period Ended 30th September 2015
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Note 5: CAPITAL ACQUISITIONS

Grants Reserves Borrowing Restricted Total
Original 
Budget

Current 
Budget YTD Budget Actual Variance

$ $ $ $ $ $ $
Property, Plant & Equipment

0 0 0 0 0 Land 513,516 549,100 454,100 360,635 (93,465) 
2,458,000 595,000 0 0 3,053,000 Buildings 4,962,093 4,929,503 889,282 486,243 (403,039) 

0 1,009,485 0 520,000 1,529,485 Plant & Equipment 5,082,613 5,105,004 1,100,304 590,454 (509,850) 
0 268,688 0 0 268,688 Furniture & Equipment 801,493 801,493 152,015 21,847 (130,168) 

Infrastructure
3,521,492 272,000 0 0 3,793,492 Roadworks 5,163,717 6,092,760 431,374 280,095 (151,280) 

350,000 0 0 0 350,000 Drainage 1,905,071 1,905,071 108,590 22,706 (85,884) 
1,140,000 26,331 0 0 1,166,331 Bridges 1,166,331 1,166,331 0 321 321 

246,650 0 0 0 246,650 Footpath & Cycleways 1,031,112 940,140 266,425 268,983 2,558 
497,798 0 0 0 497,798 Parks, Gardens & Reserves 1,636,208 1,587,659 431,262 266,012 (165,250) 

12,272,807 50,000 600,000 2,192,556 15,115,363 Public Facilities 15,429,039 15,425,447 2,451,148 1,050,533 (1,400,615) 
575,000 495,000 0 0 1,070,000 Airport 1,070,000 1,070,000 267,393 354 (267,039) 

0 581,390 0 0 581,390 Waste 581,390 573,154 228,154 25,756 (202,398) 
30,000 0 0 0 30,000 Other Infrastructure 225,000 225,000 58,483 26,632 (31,851) 

21,091,747 3,297,894 600,000 2,712,556 27,702,197 Totals 39,567,583 40,370,662 6,838,530 3,400,570 (3,437,960)

Comments - Capital Acquisitions

Contributions Information

City of Albany
NOTES TO THE STATEMENT OF FINANCIAL ACTIVITY

For the Period Ended 30th September 2015

Summary Acquisitions
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TRUST CHEQUES AND ELECTRONICS FUNDS TRANSFER PAYMENTS 

EFT/CHQ  Date  Name  Description Amount 

EFT102621 24/09/2015 C GILBERT Return Of Housing Bond 5,000.00

Total 5,000.00$         

MASTERCARD TRANSACTIONS  - SEPTEMBER 2015

Date Payee    Description Amount 
28/08/2015 PARKS & LEISURE AUSTRALIA - NORWOOD SA Professional Membership Renewal - S Stevens & C Woods 665.50
28/08/2015 NET:101 COURSES Training Course Fee - S Klose - Social Media & Internet Marketing 495.00
01/09/2015 PELICANS HOLIDAY VILLA - ALBANY Accommodation - Albany Art Prize Judge - Albany 205.00
04/09/2015 PELICANS HOLIDAY VILLA - ALBANY Accommodation - Albany Art Prize Judge - Albany 390.00
04/09/2015 DOLPHIN LODGE - ALBANY Accommodation - Albany Art Prize Judge - Albany 274.00
10/09/2015 VIRGIN AUSTRALIA Flights - Perth To Albany Return - Albany Heritage Park Management Candidate 395.16
11/09/2015 DEAKIN UNIVERSITY Training Course Fees - P Nielsen - Library Services For Indigenous Australians 255.00
16/09/2015 VIRGIN AUSTRALIA Flights - C Woods - Albany To Perth Return - Workshop - Tourism WA 496.10
18/09/2015 PAN PACIFIC PERTH Accommodation - C Woods - Workshop - Tourism WA - Perth 234.00
21/09/2015 CROWN PROMENADE - PERTH Accommodation - C Woods - Caravan Industry Association Conference - Perth 717.14
03/09/2015 TELESIS EVENTS Training Course Fees - T Sudran & K Blazskow 1,874.73
04/09/2015 KEYNOTE CONFERENCES Conference Registration Fee - M Richardson - Waste & Recycling 1,375.00
11/09/2015 ESPLANADE HOTEL - FREMANTLE Accommodation - M Richardson - Waste & Recycling Conference - Perth 497.35
28/08/2015 VIRGIN AUSTRALIA Flights - L Battinson - Albany To Perth Return - Training 425.11
28/08/2015 VIRGIN AUSTRALIA Flights - T Catherall - Albany To Perth Return - Leadership Training 394.38
28/08/2015 WOTIF Accommodation - N Crook - Leadership Training - Perth 406.30
31/08/2015 FLIGHT CENTRE ALBANY Flights - A Lacy - Albany To Perth Return - Tourism Funding Workshop 363.90
01/09/2015 KONNECT LEARNING Training Course Fees - N Crook - Leadership Training 1,098.90
28/08/2015 VIRGIN AUSTRALIA Flights - C Simpson - Albany To Perth Return - Training 426.65
03/09/2015 VIRGIN AUSTRALIA Flights - D Koster & A Harris - Albany To Perth Return - Conference 790.32
08/09/2015 AUSTRALIAN INSTITUTE OF BUILDING SURVEYORS Conference Registration Fees - D Koster & A Harris 2,630.00
10/09/2015 VIRGIN AUSTRALIA Flights - Port Hedland To Albany - Candidate For Community Emergency Services Manager 685.10
10/09/2015 VIRGIN AUSTRALIA Flights - Albany To Perth - Candidate For Community Emergency Services Manager 201.43
10/09/2015 VIRGIN AUSTRALIA Flights - Perth To Port Hedland - Candidate For Community Emergency Services Manager 386.70
15/09/2015 ENVRIONMENTAL HEALTH PROFESSIONALS Conference Registration Fees - S Reitsema 950.00
31/08/2015 ALBANY DOG ROCK MOTEL Meeting Expenses - A Sharpe - Tourism WA 213.30
16/09/2015 VIRGIN AUSTRALIA Flights - A Sharpe - Albany To Perth Return - Regional Capitals Alliance Meeting (WARCA) 201.43
24/09/2015 FACEBOOK Advertising Expense - 01/09/2015 - 30/09/2015 320.03
05/09/2015 IBIS HOTEL Accommodation - L Battinson - Training - Perth 1,527.07
15/09/2015 RENDEVOUS HOTEL Accommodation - G Brownhill - Training - Perth 495.32
16/09/2015 VIRGIN AUSTRALIA Flights - B Scott - Training 201.43
17/09/2015 DUXTON HOTEL PERTH Accommodation - B Scott - Training - Perth 502.43
28/08/2015 ATURA ALBURY Accommodation - D Wellington - Albury - Australian Regional Development Conference 413.61
28/08/2015 TOURISM COUNCIL Conference Registration Fee - G Stocks - WA Tourism 525.00
28/08/2015 HERTZ ALBURY Vehicle Hire - D Wellington - Albury - Australian Regional Development Conference 218.43
03/09/2015 WOTIF Accommodation - D Wellington & A Sharpe - Sydney - SEGRA Conference 418.20
04/09/2015 QANTAS AIRWAYS Flights - D Wellington & A Sharpe - Perth To Sydney -SEGRA Conference 644.00
04/09/2015 REGIONAL EXPRESS AIRWAYS Flights - D Wellington & A Sharpe - Sydney To Bathurst - SEGRA Conference 565.09
04/09/2015 VIRGIN AUSTRALIA Flights - D Wellington & A Sharpe - Sydney To Albany - SEGRA Conference 878.00
10/09/2015 VIRGIN AUSTRALIA Flights - R Stephens - Albany To Perth Return - Local Government Leadership Conference 374.95
15/09/2015 ADINA APARTMENTS - PERTH Accommodation - D Wellington - Regional Capital Alliance Meeting - Perth 239.00
17/09/2015 CROWN METROPOL - PERTH Accommodation - D Wellington - Forestry Industry Dinner - Perth 320.20
24/09/2015 CROWN METROPOL - PERTH Accommodation - G Stocks - Tourism Conference - Perth 1,000.24

SUNDRY <$200.00 1,860.46

Total 27,550.96$       

PAYROLL 16/09/2015 - 15/10/2015
Date Description Amount 
16/09/2015 COA - Salaries 569,991.51$         
01/10/2015 COA - Salaries 585,091.28$         
15/10/2015 COA - Salaries 568,152.92$         

Total 1,723,235.71$  
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Chq Date Name Description  Amount
30783 17/09/2015 THE PLUNKETT GROUP PTY LTD Refund Fee For Planning Scheme Consent Application              960.00 
30784 17/09/2015 EVA MCGARVA Refund                50.00 
30785 17/09/2015 BCF AUSTRALIA 178 Canvas Peg Bags           2,136.00 
30786 17/09/2015 DEPARTMENT OF TRANSPORT Amazing Albany Number Plates              400.00 
30787 17/09/2015 DEPARTMENT OF TRANSPORT Vehicle Registration              305.10 
30788 17/09/2015 MOUNT LOCKYER JUNIOR SOCCER CLUB INC. Kidsport Vouchers           2,245.00 
30789 17/09/2015 PETTY CASH - ALBANY REGIONAL DAY CARE CENTRE Petty Cash Reimbursements              184.25 
30790 17/09/2015 PIVOTEL SATELLITE PTY LIMITED Satellite Phone Charges              250.00 
30791 17/09/2015 VODAFONE PTY LTD SMS Messaging Services                48.99 
30792 17/09/2015 WATER CORPORATION Water Charges           6,511.48 
30793 24/09/2015 MIKE & HEATHER EDMONSTONE Crossover Subsidy Payment              205.66 
30794 24/09/2015 COLLYN GAWNED Albany Art Prize              250.00 
30795 24/09/2015 BRIKMAKERS Flight Fees           1,155.00 
30796 24/09/2015 DEPARTMENT OF TRANSPORT Amazing Albany Number Plates              200.00 
30797 24/09/2015 HARMANNA & DIRK MOSTERT Refund Of Difference For Planning Scheme Consent              195.00 
30798 24/09/2015 DEPARTMENT OF TRANSPORT Vehicle Registration              305.10 
30799 24/09/2015 PETTY CASH - VISITORS CENTRE Petty Cash Reimbursements              177.60 
30800 24/09/2015 PETTY CASH - PLANNING AND DEVELOPMENT SERVICES Petty Cash Reimbursements              159.45 
30801 24/09/2015 TARGET AUSTRALIA PTY LTD Books For Early Literacy Devlopment At Plaza                46.50 
30802 24/09/2015 TELSTRA CORPORATION LIMITED ADSL Charges                29.95 
30803 24/09/2015 WATER CORPORATION Water Charges           1,491.07 
30804 24/09/2015 THE CITY OF ALBANY Creation Of New Term Deposit To ANZ    3,000,000.00 
30805 01/10/2015 SOUTH COAST SHEDS Reimbursement Of PSC              147.00 
30806 01/10/2015 PIVOTEL SATELLITE PTY LIMITED Satellite Phone Charges                93.00 
30807 01/10/2015 SPENCER PARK PRIMARY SCHOOL Donation End Of Year Awards                55.00 
30808 01/10/2015 TELSTRA CORPORATION LIMITED Telephone Charges         11,396.61 
30809 01/10/2015 WATER CORPORATION Water Consumption           2,755.99 
30810 08/10/2015 GARATH HOBBS & LAURA ELIZABETH Crossover Subsidy Payment              140.88 
30811 08/10/2015 AUSTRALIAN COMMUNICATIONS AND MEDIA AUTHORITY Annual Apparatus Renewal Fees           1,796.00 
30812 08/10/2015 DEPARTMENT OF JUSTICE - FINES ENFORCEMENT Unpaid Infringements Sent To Fines Enforcement Registry For Collection              988.00 
30813 08/10/2015 GIRL GUIDES GREAT SOUTHERN Kidsport Vouchers              182.00 
30814 08/10/2015 MOUNT LOCKYER JUNIOR SOCCER CLUB INC. Kidsport Vouchers              570.00 
30815 08/10/2015 SOUTHERN DISTRICTS JUNIOR FOOTBALL ASSOCIATION Kidsport Vouchers           1,280.00 
30816 08/10/2015 SUSAN CAROL ANGWIN Tutoring Aug And Sept 2015           1,800.00 
30817 08/10/2015 TELSTRA CORPORATION LIMITED Telephone Charges           1,010.43 
30818 08/10/2015 WATER CORPORATION Water Consumption For Amnities At South Coast Hwy Wellstead              133.65 
30819 15/10/2015 MELVILLE MAZDA Mechanical Services              272.80 
30820 15/10/2015 PERTH DESIGNATED DRIVERS Car Relocation Services              104.00 
30821 15/10/2015 AIRPORT SECURITY PARKING Parking              115.14 
30822 15/10/2015 AUSTRALIAN COMMUNICATIONS AND MEDIA AUTHORITY Annual Apparatus Renewal Licence Fees              938.00 
30823 15/10/2015 DEPARTMENT OF TRANSPORT Amazing Albany Number Plates              200.00 
30824 15/10/2015 DEPARTMENT OF TRANSPORT Vehicle Registration              610.20 
30825 15/10/2015 PIVOTEL SATELLITE PTY LIMITED Satellite Phone Charges              250.00 
30826 15/10/2015 VODAFONE PTY LTD Mobile Phone Charges                48.99 
30827 15/10/2015 WATER CORPORATION Water Consumption           2,103.75 

TOTALS    3,044,297.59 
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EFT  Date Name Description Amount
EFT102459 17/09/2015 JADES @ 14 PEELS PLACE Catering 401.50             
EFT102460 17/09/2015 A2K TECHNOLOGIES Autodesk AutoCAD Civil 3D Subscription Renewals 10,437.90        
EFT102461 17/09/2015 ABA SECURITY Security Services 411.13             
EFT102462 17/09/2015 ACORN TREES AND STUMPS Supply Labour, Truck And Equipment For 8Hrs 4,370.00          
EFT102463 17/09/2015 AD CONTRACTORS PTY LTD 350 Litres Of Emulsion For Flocon 8,119.65          
EFT102464 17/09/2015 ALBANY INDUSTRIAL SERVICES PTY LTD Supply Two Semi Tippers For Carting Lime Sand 9,771.85          
EFT102465 17/09/2015 OPTEON (ALBANY AND GREAT SOUTHERN WA) Various Valuations 770.00             
EFT102466 17/09/2015 ALBANY SOIL AND CONCRETE TESTING Soil Testing 766.70             
EFT102467 17/09/2015 ALBANY V-BELT AND RUBBER Filters/Vehicle Parts 564.55             
EFT102468 17/09/2015 ALBANY REFRIGERATION ALAC HVAC Monthly Works 742.50             
EFT102469 17/09/2015 ALBANY LANDSCAPE SUPPLIES Two Buckets Pine Bark Mulch 68.00               
EFT102470 17/09/2015 ALBANY OFFICE PRODUCTS DEPOT Stationery Supplies 17,994.74        
EFT102471 17/09/2015 ALBANY PSYCHOLOGICAL SERVICES EAP Consultation Fees 1,540.00          
EFT102472 17/09/2015  ALBANY INSULATION Materials 92.90               
EFT102473 17/09/2015 ALBANY MILK DISTRIBUTORS Milk Deliveries - Hanrahan 50.62               
EFT102474 17/09/2015 ALBANY RECORDS MANAGEMENT Storage Of Archive Boxes September 2015 99.00               
EFT102475 17/09/2015 ALBANY MATTRESS CLEANING Waste Removal 80.00               
EFT102476 17/09/2015 AMPHIBIAN PLUMBING AND GAS Plumbing Services - Centennial Oval 3,020.80          
EFT102477 17/09/2015 APPRENTICE & TRAINEESHIP COMPANY Casual Staff/Apprentice 774.18             
EFT102478 17/09/2015 ART ON THE MOVE Art On The Move Touring Exhibition 2,200.00          
EFT102479 17/09/2015 ATC WORK SMART Casual Staff/Apprentice Fees 14,283.65        
EFT102480 17/09/2015 AUSTRALIA POST Postage/Agency Fees September 2015 4,287.79          
EFT102481 17/09/2015 AUSSIE KIDS SOFTWARE Plain Font Keyboard X 2 Including Postage 70.00               
EFT102482 17/09/2015 BADGEMATE Staff Name Badges 281.94             
EFT102483 17/09/2015 BARNESBY FORD Purchase Of New Vehicle 37,412.50        
EFT102484 17/09/2015 BAREFOOT CLOTHING MANUFACTURERS Uniform Embroidery 27.00               
EFT102485 17/09/2015 BATTERY WORLD Battery Purchase 184.00             
EFT102486 17/09/2015 BENNETTS BATTERIES 200L Drum Of Fleetmaster Extreme Oil. 1,113.20          
EFT102487 17/09/2015 ADVANCED TRAFFIC MANAGEMENT WA PTY LTD Traffic Control 511.53             
EFT102488 17/09/2015 MARK VIVIAN CLIFTON BENNETT Rates Refund 1,470.44          
EFT102489 17/09/2015 BERTOLA HIRE SERVICES ALBANY PTY LTD Hire Of Mini Excavator  (Mid Playground Retic) 508.75             
EFT102490 17/09/2015 BLOOMIN FLOWERS Recognition Flowers 50.00               
EFT102491 17/09/2015 BOOKEASY AUSTRALIA PTY LTD Bookeasy Commission 1,187.79          
EFT102492 17/09/2015 BOOKMARKETING - GARY SPELLER Library Local Books Stocks 7.00                 
EFT102493 17/09/2015 BRIDGESTONE AUSTRALIA LTD Fit And Balance Tyres 1,087.37          
EFT102494 17/09/2015 G BROWNHILL Reimbursements For HR Law Conference 140.38             
EFT102495 17/09/2015 CARDNO BSD PTY LTD Local Area Traffic Management Studies - Albany 4,400.00          
EFT102496 17/09/2015 BUNNINGS GROUP LIMITED Gardening Supplies 135.53             
EFT102497 17/09/2015 C&C MACHINERY CENTRE Vehicle Maintenance/Parts 38.65               
EFT102498 17/09/2015 CALTEX AUSTRALIA PETROLEUM PTY LTD Star Card Fuel Purchase Aug 2015 5,136.30          
EFT102499 17/09/2015 CALTEX AUSTRALIA PETROLEUM PTY LTD Litres Diesel Fuel For Depot 21,012.42        
EFT102500 17/09/2015 J & S CASTLEHOW ELECTRICAL SERVICES Electrical Repairs/Maintenance 1,900.25          
EFT102501 17/09/2015 CHERRY BOOTS ALBANY Merchandise AVC 214.00             
EFT102502 17/09/2015 CIVIL SURVEY SOLUTIONS Advanced Road Design And Software 3,080.00          
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EFT102503 17/09/2015 BIS CLEANAWAY LIMITED Rubbish Removal Contract 205,302.35      
EFT102504 17/09/2015 COLES SUPERMARKETS AUSTRALIA PTY LTD Groceries 81.50               
EFT102505 17/09/2015 ALBANY SIGNS Banner For Art Prize 418.00             
EFT102506 17/09/2015 COVS PARTS PTY LTD Vehicle Parts 145.64             
EFT102507 17/09/2015 DOWNER EDI WORKS PTY LTD Hotmix 351.82             
EFT102508 17/09/2015 DE JONGE MECHANICAL REPAIRS Vehicle Repairs 382.00             
EFT102509 17/09/2015 LANDGATE - PROPERTY & VALUATIONS Title Searches 2,677.76          
EFT102510 17/09/2015 DYLANS ON THE TERRACE Catering 380.00             
EFT102511 17/09/2015 EASIFLEET MANAGEMENT Motor Vehicle Lease 8,232.16          
EFT102512 17/09/2015 ENTS FORESTRY PTY LTD Inventory Assessment & Management Plan 6,116.00          
EFT102513 17/09/2015 THE FIXUPPERY Window Cleaning North Road July 2015 694.99             
EFT102514 17/09/2015 CAROLYN FLETT LEADLIGHTS Merchandise AVC 65.00               
EFT102515 17/09/2015 TAMMIE FLOWER Fitness Instruction 495.00             
EFT102516 17/09/2015 SOUTHERN ELECTRICS Electrical Repairs 1,873.82          
EFT102517 17/09/2015 GB MARINE Anemometer 217.00             
EFT102518 17/09/2015 GENADE PTY LTD Rates Refund 1,441.50          
EFT102519 17/09/2015 GLASS SUPPLIERS Reglaze Windows/Doors 495.00             
EFT102520 17/09/2015 GREAT SOUTHERN PEST & WEED CONTROL Pest Removal 330.00             
EFT102521 17/09/2015 SOUTHERN SHARPENING SERVICES Fire Equipment Testing Mobile Plant Fleet 2,249.30          
EFT102522 17/09/2015 GSP WORKFORCE Casual Staff For August 2015 80.00               
EFT102523 17/09/2015 GREAT SOUTHERN SUPPLIES Cleaning Supplies 639.87             
EFT102524 17/09/2015 GREAT SOUTHERN LIQUID WASTE Waste Removal 760.00             
EFT102525 17/09/2015 GREAT SOUTHERN BIO LOGIC Environmental Assessment 1,041.70          
EFT102526 17/09/2015 GREAT SOUTHERN SOCCER ASSOCIATION INC Kidsport Voucher 130.50             
EFT102527 17/09/2015 GREAT SOUTHERN SOLAR Supply And Installation Of Solar Panels 44,020.59        
EFT102528 17/09/2015 GT BEARING AND ENGINEERING SUPPLIES Vehicle Parts 78.80               
EFT102529 17/09/2015 MICHAEL HEMMINGS PHOTOGRAPHY Photography For Snake Run Project 445.00             
EFT102530 17/09/2015 HITCHCOCK PANEL BEATERS & ALBANY 4 X 4 Tow Strap & Uhf Radio Vehicle Complete Set 583.00             
EFT102531 17/09/2015 HITACHI CONSTRUCTION MACHINERY AUSTRALIA Supply Filters 344.12             
EFT102532 17/09/2015 RATTEN & SLATER  MACHINERY Vehicle Parts 220.07             
EFT102533 17/09/2015 ALLAN WILLIAM HOWIE CBW Mt Manypeaks School Bus 242.00             
EFT102534 17/09/2015 HUDSON SEWAGE SERVICES Quarterly Maintenance Sewerage System 379.25             
EFT102535 17/09/2015 INTERNATIONAL MOWERS PTY LTD Hardware/Tool Supplies 1,102.64          
EFT102536 17/09/2015  INTERACTCARD Evolis Hightrust Colour Card Printer Ribbons 528.00             
EFT102537 17/09/2015 ALBANY MAPPING AND SURVEYING SERVICES Survey Works CPSP Fields C And D 2,722.17          
EFT102538 17/09/2015 JIMS TEST AND TAG Electrical Testing And Tagging 264.00             
EFT102539 17/09/2015 JJ'S HIAB SERVICES & JJ'S GREAT SOUTHERN Transport 2 X 1200Mm X 1200Mm Concrete Liners 436.59             
EFT102540 17/09/2015 JOHN KINNEAR AND ASSOCIATES Mueller Street Subdivision 11,023.00        
EFT102541 17/09/2015 JOSH BYRNE & ASSOCIATES Landscape Design Works - Contaminated Ground 7,062.00          
EFT102542 17/09/2015 JUST A CALL DELIVERIES Internal Mail Deliveries August 2015 1,101.10          
EFT102543 17/09/2015 KEN STONE MOTOR TRIMMERS Replacement Of Ute Tonneau Damaged In Fire 550.00             
EFT102544 17/09/2015 KMART ALBANY Varied Items 220.50             
EFT102545 17/09/2015 KOSTER'S OUTDOOR PTY LTD Servicing Of Garage Door 75.00               
EFT102546 17/09/2015 LEASE CHOICE Monthly Lease Photocopiers Ricoh MP 1,246.83          
EFT102547 17/09/2015 STATE LIBRARY OF WESTERN AUSTRALIA Lost/Damaged Books 125.40             
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EFT102548 17/09/2015 MARIO LIONETTI Groceries For Day Care Centre 195.31             
EFT102549 17/09/2015 LITTLE GROVE GENERAL STORE Fuel And Catering 634.44             
EFT102550 17/09/2015 LOCKEEZ LUNCHBAR Catering 80.00               
EFT102551 17/09/2015 M & B SALES PTY LTD Timber Supplies 18.55               
EFT102552 17/09/2015 ALBANY EVENT HIRE Additional Invoice For Non-Washing 55.00               
EFT102553 17/09/2015 S MAJIDI Reimbursements For ALA Course 296.62             
EFT102554 17/09/2015 ALBANY CITY MOTORS Suspension Bushes And Hub Seals 1,236.86          
EFT102555 17/09/2015 MASTER INSTRUMENTS PTY LTD Drypower Batteries 2,006.64          
EFT102556 17/09/2015 TRUDY ANNE MEHRER Framed Original Pastel Painting 187.50             
EFT102557 17/09/2015 METROOF ALBANY Purchase Of Corrugated Sheeting 468.90             
EFT102558 17/09/2015 MICROELECTRONIC TECHNICAL SERVICES Telemetry Aerial Leads 231.00             
EFT102559 17/09/2015 MOUNT ROMANCE AUSTRALIA PTY LTD Merchandise NAC 1,213.36          
EFT102560 17/09/2015 NURRUNGA COMMUNICATIONS Two Way Radio Repairs/Maint 55.00               
EFT102561 17/09/2015 MSS SECURITY Security Services - Invoice Adjustment 463.64             
EFT102562 17/09/2015 LGIS LIABILITY LGIS Property Adjustments For 2014/15 Period 20,375.49        
EFT102563 17/09/2015 NARRIKUP NETBALL CLUB Kidsport Vouchers 600.00             
EFT102564 17/09/2015 NORMAN DISNEY AND YOUNG Professional Services 1,452.00          
EFT102565 17/09/2015 NEVILLES HARDWARE & BUILDING SUPPLIES Hardware Supplies 316.95             
EFT102566 17/09/2015 ALBANY NEWS DELIVERY Paper Delivery 12.40               
EFT102567 17/09/2015 OCS SERVICES PTY LTD Cleaning Services 167.82             
EFT102568 17/09/2015 OFFICEWORKS SUPERSTORES PTY LTD Exhibition Banner 334.84             
EFT102569 17/09/2015 OKEEFE'S PAINTS Paint & Painting Supplies 33.13               
EFT102570 17/09/2015 OPUS INTERNATIONAL CONSULTANTS LTD North Road Drainage Project 283.25             
EFT102571 17/09/2015 ORIGIN ENERGY Bulk Gas Supplies 4,945.85          
EFT102572 17/09/2015 OTIS ELEVATOR COMPANY P/L Lift Maintenance 1,564.23          
EFT102573 17/09/2015 PALMER EARTHMOVING (AUSTRALIA) PTY LTD North Road Drainage Project 18,716.87        
EFT102574 17/09/2015 ANDREW DEAN PARKER Rates Refund 1,700.00          
EFT102575 17/09/2015 PLAYROPE PTY LTD Supply And Installation Of Play Equipment 96,140.00        
EFT102576 17/09/2015 PRINTSYNC BUSINESS SOLUTIONS Photocopier Charges 13.25               
EFT102577 17/09/2015 R & R PUBLICATIONS AUSTRALIA PTY LTD Merchandise AVC 119.85             
EFT102578 17/09/2015 SAMANTHA ANNE DENNISON Great Southern Art Award - Award 500.00             
EFT102579 17/09/2015 JAMIE SCALLY Decorations & Display Installation 200.00             
EFT102580 17/09/2015 SKILL HIRE WA PTY LTD Casual Staff 2,580.47          
EFT102581 17/09/2015 SOUTHERN TOOL & FASTENER CO Hardware Supplies 135.51             
EFT102582 17/09/2015 SOUTHWAY DISTRIBUTORS PTY LTD Coffee/Tea Supplies For Depot 524.91             
EFT102583 17/09/2015 SOUTHCOAST SECURITY SERVICE Security Services 431.20             
EFT102584 17/09/2015 STAR SALES AND SERVICE Line Marking Paint 132.00             
EFT102585 17/09/2015 STATEWIDE BEARINGS Vehicle Parts 110.00             
EFT102586 17/09/2015 POSITION PARTNERS Magnet Office Product Maintenance 12 Month 1,320.00          
EFT102587 17/09/2015 STATE LIBRARY OF QUEENSLAND Summer Reading Club Merchandise Albany 136.13             
EFT102588 17/09/2015 F STEVENSON Walking Challenge For Cerebral Palsy 25.00               
EFT102589 17/09/2015 SUNNY SIGN COMPANY Assorted Signage 2,545.40          
EFT102590 17/09/2015 ALBANY LOCK SERVICE Lock Replacement 466.10             
EFT102591 17/09/2015 SYNERGY Street Lighting Charges 2,198.35          
EFT102592 17/09/2015 T & C SUPPLIES Hardware Supplies 716.62             

REPORT ITEM CSF 204 REFERS

188



EFT102593 17/09/2015 C.Y. O'CONNOR COLLEGE OF TAFE Microchipping Course 25 September 2015 793.70             
EFT102594 17/09/2015 THE LINEN PRESS Merchandise AVC 50.16               
EFT102595 17/09/2015 TRISLEY'S HYDRAULICS SERVICES Hardware Supplies 284.73             
EFT102596 17/09/2015 TRUCKLINE Supply Truck Seat And Bracket 1,749.26          
EFT102597 17/09/2015 WA TURF GROWERS ASSOCIATION Registration For Turf Seminar 396.00             
EFT102598 17/09/2015 ALBANY TYREPOWER Tyre Purchases/Maintenance 369.00             
EFT102599 17/09/2015 VANCOUVER WASTE SERVICES PTY LTD Supply & Delivery Of Sand 5,990.20          
EFT102600 17/09/2015 IT VISION AUSTRALIA PTY LTD Central Records Training 1,139.95          
EFT102601 17/09/2015 PETER WATSON MLA Donation - Seniors Concert 2015 500.00             
EFT102602 17/09/2015 WELLSTEAD AUTOMOTIVE SERVICES Truck Maintenance Services 1,413.50          
EFT102603 17/09/2015 WESTRAC EQUIPMENT PTY LTD Vehicle Parts 138.71             
EFT102604 17/09/2015 WALGA Policy Development 9,637.10          
EFT102605 17/09/2015 LANDMARK LIMITED Eco-Vital 1,063.98          
EFT102606 17/09/2015 WESTSHRED DOCUMENT DISPOSAL Document Disposal 438.90             
EFT102607 17/09/2015 WINDWARD RESOURCES LTD Rates Refund 239.70             
EFT102608 17/09/2015 ZENITH LAUNDRY Laundry Services/Hire 121.60             
EFT102609 18/09/2015 JANINE DETERMES Fitness Instruction 135.00             
EFT102610 18/09/2015 KATHERINE JEAN HEGARTY Rates Refund 1,058.00          
EFT102611 18/09/2015 GEORGIA ROBYN KIDMAN Fitness Instruction 45.00               
EFT102612 18/09/2015 LANI MALAN Fitness Instruction 360.00             
EFT102613 18/09/2015 VICKI MICHELLE MARTIN Fitness Instruction 135.00             
EFT102614 18/09/2015 KRISTIE PORTER Fitness Instruction 495.00             
EFT102615 18/09/2015 CHRISTINE MARY SARGENT Fitness Instruction 90.00               
EFT102616 18/09/2015 ANDREA LEE TICKELL Fitness Instruction 315.00             
EFT102617 18/09/2015 CAROLINE ELLEN TOMPKIN Fitness Instruction 225.00             
EFT102618 18/09/2015 JULIA WARREN Fitness Instruction 225.00             
EFT102619 18/09/2015 ROBERT DONALD WILSON Rates Refund 1,042.59          
EFT102620 18/09/2015 TELSTRA CORPORATION LIMITED Telephone Charges 14,347.57        
DD22757.1 15/09/2015 WA LOCAL GOVT SUPERANNUATION Superannuation Contributions 71,730.39        
DD22757.2 15/09/2015 REST SUPERANNUATION Superannuation Contributions 3,753.02          
DD22757.3 15/09/2015 ING ONE ANSWER PERSONAL SUPER Superannuation Contributions 267.10             
DD22757.4 15/09/2015 COLONIAL FIRST STATE SUPERANNUATION Superannuation Contributions 439.78             
DD22757.5 15/09/2015 ASGARD 1 Superannuation Contributions 447.46             
DD22757.6 15/09/2015 BT SUPER FOR LIFE 6 Superannuation Contributions 143.23             
DD22757.7 15/09/2015 AMP SUPERANNUATION SAVINGS Superannuation Contributions 202.58             
DD22757.8 15/09/2015 TAL SUPERANNUATION LIMITED Superannuation Contributions 198.50             
DD22757.9 15/09/2015 WEALTH PERSONAL SUPER AND PERSONAL PENSION Superannuation Contributions 66.18               
DD22769.1 15/09/2015 WA LOCAL GOVT SUPERANNUATION Superannuation Contributions 53.42               
DD22757.10 15/09/2015 WEALTH PERSONAL SUPER AND PERSONAL PENSION Superannuation Contributions 23.03               
DD22757.11 15/09/2015 BT SUPER FOR LIFE 3 Superannuation Contributions 239.71             
DD22757.12 15/09/2015 PRIME SUPER Superannuation Contributions 512.68             
DD22757.13 15/09/2015 NATIONAL MUTUAL RETIREMENT FUND Superannuation Contributions 121.56             
DD22757.14 15/09/2015 HOSTPLUS PTY LTD Superannuation Contributions 633.86             
DD22757.15 15/09/2015 MLC MASTERKEY BUSINESS SUPER 1 Superannuation Contributions 252.36             
DD22757.16 15/09/2015 BANSCOTT SUPER FUND Superannuation Contributions 308.53             
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DD22757.17 15/09/2015 SUPERWRAP PERSONAL SUPER PLAN1 Superannuation Contributions 407.13             
DD22757.18 15/09/2015 COLONIAL FIRST STATE FIRSTCHOICE PERSONAL Superannuation Contributions 492.45             
DD22757.19 15/09/2015 BT SUPER FOR LIFE 4 Superannuation Contributions 171.42             
DD22757.20 15/09/2015  OAK TREE SUPERANNUATION FUND Superannuation Contributions 82.82               
DD22757.21 15/09/2015 BT SUPER FOR LIFE 7 Superannuation Contributions 86.36               
DD22757.22 15/09/2015 FIRST SUPER Superannuation Contributions 189.96             
DD22757.23 15/09/2015 AUSTRALIAN SUPER Superannuation Contributions 5,281.84          
DD22757.24 15/09/2015 ABUNDANT SPERANNUATION FUND Superannuation Contributions 395.68             
DD22757.25 15/09/2015 CARE SUPER PTY LTD Superannuation Contributions 323.47             
DD22757.26 15/09/2015 FIRST STATE SUPER Superannuation Contributions 478.58             
DD22757.27 15/09/2015 WATER CORPORATION SUPERANNUATION PLAN Superannuation Contributions 211.94             
DD22757.28 15/09/2015 SPECTRUM SUPER 2 Superannuation Contributions 281.97             
DD22757.29 15/09/2015 CULLOTON SUPERANNUATION FUND Superannuation Contributions 49.31               
DD22757.30 15/09/2015 NORTH PERSONAL SUPERANNUATION & PENSION Superannuation Contributions 189.96             
DD22757.31 15/09/2015 AJW SUPERANNUATION FUND Superannuation Contributions 236.76             
DD22757.32 15/09/2015 MLC MASTERKEY SUPERANNUATION GOLD STAR Superannuation Contributions 357.27             
DD22757.33 15/09/2015 PLUM NOMINEES P/L PLUM SUPER FUND Superannuation Contributions 319.07             
DD22757.34 15/09/2015 NORTH PERSONAL SUPERANNUATION & PENSION Superannuation Contributions 75.81               
DD22757.35 15/09/2015 TTCSL ATF CRUELTY FREE SUPER Superannuation Contributions 92.53               
DD22757.36 15/09/2015 VISION SUPER Superannuation Contributions 312.33             
DD22757.37 15/09/2015 KINETIC SUPERANNUATION Superannuation Contributions 189.96             
DD22757.38 15/09/2015 BENDIGO SMARTSTART SUPER Superannuation Contributions 69.86               
DD22757.39 15/09/2015 SUNSUPER SUPERANNUATION Superannuation Contributions 192.16             
DD22757.40 15/09/2015 LOCAL GOVERNMENT SUPER Superannuation Contributions 518.00             
DD22757.41 15/09/2015 IOOF EMPLOYEE SUPER Superannuation Contributions 205.31             
DD22757.42 15/09/2015 RUSSELL SUPERSOLUTION MASTER TRUST 2 Superannuation Contributions 202.58             
DD22757.43 15/09/2015 B A & M A MCKENNA ATF THE MCKENNA SUPER FUND Superannuation Contributions 76.29               
DD22757.44 15/09/2015 DESMO SUPERANNUATION FUND Superannuation Contributions 137.32             
DD22757.45 15/09/2015 AG & CK TONKIN SUPER FUND Superannuation Contributions 35.30               
DD22757.46 15/09/2015 ONEPATH MASTERFUND Superannuation Contributions 166.04             
DD22757.47 15/09/2015 CBUS Superannuation Contributions 521.49             
DD22757.48 15/09/2015 UNI SUPER Superannuation Contributions 139.84             
DD22757.49 15/09/2015 MTAA SUPERANNUATION FUND Superannuation Contributions 196.25             
DD22757.50 15/09/2015 IOOF GLOBAL ONE (EX SKANDIA GLOBAL) 7 Superannuation Contributions 93.66               
DD22757.51 15/09/2015 AMP SUPERANNUATION SAVINGS (SIGNATURE SUPER) Superannuation Contributions 982.40             
DD22757.52 15/09/2015 HESTA SUPER FUND Superannuation Contributions 1,001.76          
DD22757.53 15/09/2015 WEALTH PERSONAL SUPER AND PERSONAL PENSION Superannuation Contributions 224.85             
DD22757.54 15/09/2015 AMP SUPERANNUATION SAVINGS Superannuation Contributions 1,177.73          
EFT102622 24/09/2015 3D CATERING Catering 105.00             
EFT102623 24/09/2015 ABA SECURITY Security Services 309.21             
EFT102624 24/09/2015 ACORN TREES AND STUMPS Tree Removal 1,562.00          
EFT102625 24/09/2015 AD CONTRACTORS PTY LTD Litres Of Emulsion For The Flocon 1,389.85          
EFT102626 24/09/2015 ALBANY SOIL AND CONCRETE TESTING Soil Testing 651.20             
EFT102627 24/09/2015 ALBANY V-BELT AND RUBBER Filters/Vehicle Parts 42.91               
EFT102628 24/09/2015 ALBANY SWEEP CLEAN Sweeping Services 5,575.50          
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EFT102629 24/09/2015 ALBANY MOTORCYCLES Vehicle Purchase 8,499.00          
EFT102630 24/09/2015 ALBANY INDOOR PLANT HIRE Indoor Plant Hire 1,041.92          
EFT102631 24/09/2015 ALBANY ENTERPRISE GROUP Facilitator Fees For Information Session 500.00             
EFT102632 24/09/2015 ALBANY REFRIGERATION HVAC Services - Sensors 2,752.86          
EFT102633 24/09/2015 ALBANY RSL SUB BRANCH Scarves July And August 1,372.50          
EFT102634 24/09/2015 ALBANY SKIPS AND WASTE SERVICES PTY LTD Hire Skip Bin August 305.00             
EFT102635 24/09/2015 ALBANY OFFICE PRODUCTS DEPOT Stationery Supplies 2,282.00          
EFT102636 24/09/2015 ALBANY QUALITY LAWNMOWING Lawnmowing Services 110.00             
EFT102637 24/09/2015 ALBANY CITY CABS AND TRANSPORT Taxi Fares 82.60               
EFT102638 24/09/2015 ALBANY MILK DISTRIBUTORS Milk Deliveries ALAC 14/9/2015 3.05                 
EFT102639 24/09/2015 ALBANY LEGAL PTY LTD Professional Services 2,036.36          
EFT102640 24/09/2015 ALBANY IRRIGATION & DRILLING Lowara VFD 9,381.24          
EFT102641 24/09/2015 ALBANY MATTRESS CLEANING Waste Removal 80.00               
EFT102642 24/09/2015 ALINTA Gas Usage Charges Vac 11/6/15 - 7/9/15 908.05             
EFT102643 24/09/2015 ALL PARK PRODUCTS New BBQ Equipment - Public Amenities 7,218.20          
EFT102644 24/09/2015 AMPHIBIAN PLUMBING AND GAS Various Plumbing Services 22,948.80        
EFT102645 24/09/2015 PAPERBARK MERCHANTS CBW Prize Vouchers For Competition 521.17             
EFT102646 24/09/2015 APPRENTICE & TRAINEESHIP COMPANY Apprentice Fees 1,017.06          
EFT102647 24/09/2015 ATC WORK SMART Casual Staff/Apprentice Fees 9,675.00          
EFT102648 24/09/2015 BEST OFFICE SYSTEMS Photocopier Charges 630.00             
EFT102649 24/09/2015 ALBANY BITUMEN SPRAYING Labour For Hotmix Repairs 1,188.00          
EFT102650 24/09/2015 BLACKWOODS Bags Of Grey Cement 361.15             
EFT102651 24/09/2015 ALBANY BOBCAT SERVICES Bobcat Hire 1,355.75          
EFT102652 24/09/2015 AIR BP Avgas Purchases 458.36             
EFT102653 24/09/2015 BRIDGESTONE AUSTRALIA LTD Tyre Purchases 665.50             
EFT102654 24/09/2015 BUNNINGS GROUP LIMITED Fertiliser 1,156.66          
EFT102655 24/09/2015 RITA CARLENE BUSH Photography For Snake Run Project 155.64             
EFT102656 24/09/2015 CALIBRE CARE Handi-Grip Reacher (Long) 36.30               
EFT102657 24/09/2015 CAMLYN SPRINGS WATER DISTRIBUTORS Water Cooler Rentals Sept 15 - Sept 16 1,558.00          
EFT102658 24/09/2015 CAMPERVAN AND MOTORHOME CLUB OF AUSTRALIA Sponsorship - CMCA 30th National Rally 66,000.00        
EFT102659 24/09/2015 J & S CASTLEHOW ELECTRICAL SERVICES Electrical Services 13,575.32        
EFT102660 24/09/2015 CLARK EQUIPMENT SALES PTY LTD Supply Pins, Bushes, Washers And O-Rings 431.86             
EFT102661 24/09/2015 COATES HIRE OPERATIONS PTY LIMITED Equipment Hire 580.55             
EFT102662 24/09/2015 BRADFORD KEIR COLLINS Rates Refund 1,759.76          
EFT102663 24/09/2015 CONTACH METAL INDUSTRIES Trailer Purchase 6,470.00          
EFT102664 24/09/2015 ANN COPEMAN BVA Sale Of Artworks 260.00             
EFT102665 24/09/2015 COURIER AUSTRALIA Freight Charges 589.28             
EFT102666 24/09/2015 ALBANY  SIGNS Assorted Signage 2,973.30          
EFT102667 24/09/2015 COVS PARTS PTY LTD Vehicle Parts 469.58             
EFT102668 24/09/2015 HOLCIM (AUSTRALIA) PTY LTD Tonnes 7 Mm Metal From Bunbury Quarry 5,468.49          
EFT102669 24/09/2015 AL CURNOW HYDRAULICS Service And Inspect Kevrek 1500 Crane. 546.26             
EFT102670 24/09/2015 DATA #3 LIMITED IT Services 27,237.36        
EFT102671 24/09/2015 CGS QUALITY CLEANING Public Convenience & BBQ Cleaning 39,493.16        
EFT102672 24/09/2015 DE LAGE LANDEN PTY LIMITED Monthly Rental Due 7,186.30          
EFT102673 24/09/2015 LANDGATE - PROPERTY & VALUATIONS Land Enquiries 270.60             
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EFT102674 24/09/2015 DESIGNER DIRT P/L Supply Of Soil 64.00               
EFT102675 24/09/2015 DIX MARKETING Chuck Key And Hammer 145.00             
EFT102676 24/09/2015 DYLANS ON THE TERRACE Catering 295.00             
EFT102677 24/09/2015 EVERTRANS Vehicle Repairs 583.00             
EFT102678 24/09/2015 EYERITE SIGNS Signage Supply 2,341.90          
EFT102679 24/09/2015 THE FIXUPPERY Window Cleaning Library August 2015 2,496.46          
EFT102680 24/09/2015 ALL TRUCK REPAIRS Vehicle Servicing South Stirling 2,447.50          
EFT102681 24/09/2015 FLIPS ELECTRICS Electrical Repairs And Maintenance 1,001.00          
EFT102682 24/09/2015 TAMMIE FLOWER Fitness Instruction 495.00             
EFT102683 24/09/2015 FOOTPRINT BOOKS PTY LTD Merchandise NAC 575.04             
EFT102684 24/09/2015 SOUTHERN ELECTRICS Electrical Services 1,468.50          
EFT102685 24/09/2015 GIBSON IMPORTING Merchandise NAC 632.67             
EFT102686 24/09/2015 GLASS SUPPLIERS Secure Perspex Panel 49.50               
EFT102687 24/09/2015 ELIZABETH GRAY Professional Services - EAP 260.00             
EFT102688 24/09/2015 GREAT SOUTHERN GROUP TRAINING Casual Staff/Apprentice Fees 5,749.17          
EFT102689 24/09/2015 GREEN SKILLS INCORPORATED Waste Removal 3,476.28          
EFT102690 24/09/2015 GREAT SOUTHERN PEST & WEED CONTROL Pest Control 110.00             
EFT102691 24/09/2015 SOUTHERN SHARPENING SERVICES NAC - Fire Equipment Testing 338.80             
EFT102692 24/09/2015 GSP WORKFORCE Gardening Services 97.50               
EFT102693 24/09/2015 GREAT SOUTHERN SUPPLIES Cleaning Supplies 3,101.80          
EFT102694 24/09/2015 GREAT SOUTHERN EARLY YEARS NETWORK Building Capacity Albany Conference 2015 220.00             
EFT102695 24/09/2015 GSM AUTO ELECTRICAL Vehicle Parts/Maintenance 165.00             
EFT102696 24/09/2015 GT BEARING AND ENGINEERING SUPPLIES Vehicle Parts/Maintenance 348.00             
EFT102697 24/09/2015 HARVEY NORMAN COMPUTERS ALBANY Replacement Of Damaged Electrical Item 218.00             
EFT102698 24/09/2015 HONOURING INDIGENOUS WAR GRAVES INC Merchandise NAC 110.00             
EFT102699 24/09/2015 JACK THE CHIPPER Spreading Of Mulch 1,596.05          
EFT102700 24/09/2015 JIMS TEST AND TAG Electrical Testing And Tagging 598.29             
EFT102701 24/09/2015 JJ'S HIAB SERVICES & JJ'S GREAT SOUTHERN Pick Up And Delivery Services 194.04             
EFT102702 24/09/2015 JOHN KINNEAR AND ASSOCIATES Subdivision Services 6,600.00          
EFT102703 24/09/2015 GEORGIA ROBYN KIDMAN Fitness Instruction 45.00               
EFT102704 24/09/2015 KMART ALBANY Purchase Flat Sheets For Anti Poverty Week 203.00             
EFT102705 24/09/2015 KOOKAS CATERING Catering For Opening Of Albany Art Prize 2015 2,400.00          
EFT102706 24/09/2015 ALBANY WORLD OF CARS Repairs And Maintenance 99.00               
EFT102707 24/09/2015 CAMERON LANGRIDGE Forts Store Merchandise 135.00             
EFT102708 24/09/2015 LEARNING DISCOVERY Assorted Story Books For Daycare 47.70               
EFT102709 24/09/2015 LESTER BLADES PTY LTD Recruitment Services 8,036.60          
EFT102710 24/09/2015 RICHARD LEWER Albany Art Prize 2015  - Winner 27,500.00        
EFT102711 24/09/2015 LOWER KING LIQUOR & GENERAL STORE Purchase Of Beer - Civic Functions 156.97             
EFT102712 24/09/2015 BUCHER MUNICIPAL PTY LTD Ring Gear To Top Motor 1,103.90          
EFT102713 24/09/2015 ALBANY CITY MOTORS Mechanical Repairs 846.87             
EFT102714 24/09/2015 MARKETFORCE LIMITED Recruitment Services 1,438.42          
EFT102715 24/09/2015 JANINE MCCRUM Sale Of Art Work 162.50             
EFT102716 24/09/2015 MIRA MAR VETERINARY SERVICES Veterinary Services 127.70             
EFT102717 24/09/2015 ATI-MIRAGE TRAINING SOLUTIONS PTY LTD New Supervisor Course 3,696.00          
EFT102718 24/09/2015 WESTERN AUSTRALIAN RANGERS ASSOCIATION INC Advertising For Ranger At City Of Albany 250.00             
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EFT102719 24/09/2015 M M ELECTRICAL MERCHANDISING Supply & Install Of Vehicle Lighting 2,062.50          
EFT102720 24/09/2015 NET 101 - 2 STICK DIGITAL MARKETING Social Media & Internet Essentials Course 495.00             
EFT102721 24/09/2015 ALBANY NEWS DELIVERY Newspaper Deliveries 218.94             
EFT102722 24/09/2015 ALBANY COMMUNITY PHARMACY Servicing Of First Aid Kit 45.56               
EFT102723 24/09/2015 IXOM Chlorine Supplies 348.50             
EFT102724 24/09/2015 PALMER EARTHMOVING (AUSTRALIA) PTY LTD Supply Blue Metal Blend 37,950.20        
EFT102725 24/09/2015 BROOKE DENISE PEARSON Fitness Instruction 630.00             
EFT102726 24/09/2015 PLASTICS PLUS Storage Boxes 98.95               
EFT102727 24/09/2015 KRISTIE PORTER Fitness Instruction 630.00             
EFT102728 24/09/2015 PROMOTIONAL USB 1000 Lanyards 1,760.00          
EFT102729 24/09/2015 PUBLIC LIBRARIES AUSTRALIA LTD PLA Econnect September Subscription 209.55             
EFT102730 24/09/2015 REEVES AND COMPANY BUTCHERS PTY LTD Catering 516.50             
EFT102731 24/09/2015 RICOH Photocopier Charges 17,560.49        
EFT102732 24/09/2015 ALBANY ALUMINIUM FABRICATION Manufacture Of Transportation Ramps 623.00             
EFT102733 24/09/2015 CHRISTINE MARY SARGENT Fitness Instruction 135.00             
EFT102734 24/09/2015 3RD ALBANY SCOUT GROUP Kidsport Vouchers 200.00             
EFT102735 24/09/2015 G & L SHEETMETAL Supply Of Sheet Metal 115.50             
EFT102736 24/09/2015 SKILL HIRE WA PTY LTD Casual Staff 2,773.08          
EFT102737 24/09/2015 SMITHS ALUMINIUM AND 4WD CENTRE Supply Air Bag 285.00             
EFT102738 24/09/2015 SOUTHERN STATIONERY Stationery Supplies 202.75             
EFT102739 24/09/2015 SOUTHERN TOOL & FASTENER CO Hardware Supplies 19.90               
EFT102740 24/09/2015 SOUTHWAY DISTRIBUTORS PTY LTD Full Cream Milk Supplies 17.90               
EFT102741 24/09/2015 SPEEDO AUSTRALIA PTY LTD Merchandise ALAC 2,610.30          
EFT102742 24/09/2015 STATEWIDE BEARINGS Vehicle Parts 70.62               
EFT102743 24/09/2015 SAI GLOBAL LTD Legislative Download 172.73             
EFT102744 24/09/2015 STORM OFFICE NATIONAL Photocopier Charges 71.08               
EFT102745 24/09/2015 SUNNY SIGN COMPANY Assorted Signage 3,909.84          
EFT102746 24/09/2015 ALBANY LOCK SERVICE Supply Of Storage Safe & Wheel Lock 3,923.46          
EFT102747 24/09/2015 SYNERGY Street Lighting Charges 73,101.55        
EFT102748 24/09/2015 PRACSYS MANAGEMENT SYSTEMS Review Of The Albany Activity Centre Strategy 7,425.00          
EFT102749 24/09/2015 T4 TECHNOLOGY IT Supplies 45.00               
EFT102750 24/09/2015 T & C SUPPLIES Hardware Supplies 1,295.81          
EFT102751 24/09/2015 TECTONICS CONSTRUCTION GROUP PTY LTD Town Hall Public Amenities Refurbishment 145,863.24      
EFT102752 24/09/2015 TEEDE MORRIS & CO Catering 960.00             
EFT102753 24/09/2015 THE 12 VOLT WORLD Supply & Install Of Vehicle Lighting 1,736.00          
EFT102754 24/09/2015 THINKWATER ALBANY Irrigation Supplies 1,333.58          
EFT102755 24/09/2015 TME TOWN PLANNING MANAGEMENT ENGINEERING Torbay Hill Fire Management Strategy 5,500.00          
EFT102756 24/09/2015 ANDREA LEE TICKELL Group Fitness Instruction 360.00             
EFT102757 24/09/2015 TIM WATERS DESIGN Easy Movers Poster - Design & Artwork Supply 1,606.00          
EFT102758 24/09/2015 CAROLINE ELLEN TOMPKIN Fitness Instruction 135.00             
EFT102759 24/09/2015 TRUCKLINE Vehicle Parts 165.23             
EFT102760 24/09/2015 ALBANY TYREPOWER Tyre Purchases/Maintenance 3,344.00          
EFT102761 24/09/2015 UBIQUITI WAREHOUSE IT Supplies 2,859.60          
EFT102762 24/09/2015 UNIVERSITY OF SOUTH AUSTRALIA Annual Subscription 530.00             
EFT102763 24/09/2015 VANCOUVER WASTE SERVICES PTY LTD Bulk Green Waste 25,131.40        
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EFT102764 24/09/2015 VANCOUVER CAFE AND STORE Catering 74.00               
EFT102765 24/09/2015 VARIDESK LLC Varidesks 4,347.00          
EFT102766 24/09/2015 VISUAL INSPIRATIONS AUSTRALIA PTY LTD Christmas Lighting 1,258.15          
EFT102767 24/09/2015 RT & JR WALKER Merchandise NAC 78.00               
EFT102768 24/09/2015 JULIA WARREN Fitness Instruction 270.00             
EFT102769 24/09/2015 ALBANY & GREAT SOUTHERN WEEKENDER Cape Riche Caretaker Advert 738.10             
EFT102770 24/09/2015 WESTRAC EQUIPMENT PTY LTD Mechanical Repairs 543.84             
EFT102771 24/09/2015 WESTERN AUSTRALIAN MUSEUM Audio Services 2,200.00          
EFT102772 24/09/2015 WESTERN POWER CORPORATION Design Fee 1,708.50          
EFT102773 24/09/2015 WEST CAPE HOWE WINES Purchase Of Wine - Civic Functions 652.80             
EFT102774 24/09/2015 WOOLWORTHS LIMITED Groceries For Day Care 1,629.86          
EFT102775 24/09/2015 WOODORIGINAL Merchandise NAC 196.90             
EFT102776 24/09/2015 WORKWISE ADVISORY SERVICES Conduct Workplace Investigation 3,165.00          
EFT102777 24/09/2015 JUREK WYBRANIEC Albany Art Prize 2015 - Award 2,750.00          
EFT102778 24/09/2015 ZENITH LAUNDRY Laundry Services/Hire 196.98             
EFT102779 25/09/2015 MARKETFORCE LIMITED Recruitment Services 1,993.23          
EFT102780 01/10/2015 WESTERN AUSTRALIAN TREASURY CORPORATION Loan No. 35 - Repayment 124,627.20      
EFT102781 01/10/2015 ABA SECURITY Security Services 198.00             
EFT102782 01/10/2015 ACORN TREES AND STUMPS Mulching Services 748.00             
EFT102783 01/10/2015 ACTIV FOUNDATION INC. Cotton Rags 90.00               
EFT102784 01/10/2015 AD CONTRACTORS PTY LTD Earthmoving Works & Equipment Hire 7,457.50          
EFT102785 01/10/2015 OPTEON Valuation Services 3,300.00          
EFT102786 01/10/2015 ALBANY FARM TREE NURSERY Supply Of Plants 1,524.60          
EFT102787 01/10/2015 ALBANY SOIL AND CONCRETE TESTING Soil Testing 282.70             
EFT102788 01/10/2015 ALBANY AGRICULTURAL SOCIETY INCORPORATED Group Site - Albany Agricultural Show 380.00             
EFT102789 01/10/2015 TRICOAST CIVIL Civil Construction Works - Water Diversion 12,771.00        
EFT102790 01/10/2015 ALBANY REFRIGERATION HVAC Repairs & Maintenance 247.50             
EFT102791 01/10/2015 ALBANY OFFICE PRODUCTS DEPOT Office Supplies 630.95             
EFT102792 01/10/2015 ALBANY MILK DISTRIBUTORS Milk Deliveries 6.10                 
EFT102793 01/10/2015 ALINTA Gas Usage Charges VAC 11/6/15 - 7/9/15 8.65                 
EFT102794 01/10/2015 AUSTRALIAN LIBRARY AND INFORMATION ASSOC LTD Personal Associate 198.00             
EFT102795 01/10/2015 ALLROADS MOTOR BODY BUILDERS Repairs To Hooklift Bin 401.50             
EFT102796 01/10/2015 ALL PARK PRODUCTS New BBQ Equipment - Public Amenities 22,517.00        
EFT102797 01/10/2015 AMITY PAINTING & DECORATING Painting Services 8,745.00          
EFT102798 01/10/2015 AMPHIBIAN PLUMBING AND GAS Plumbing Services - Centennial Oval 3,169.20          
EFT102799 01/10/2015 ANDREW HALSALL PHOTOGRAPHY Merchandise AVC 540.00             
EFT102800 01/10/2015 AUSTRALIAN FINE JEWELLERY PTY LTD Merchandise NAC 234.42             
EFT102801 01/10/2015 ALBANY AUTOSPARK Vehicle Repairs/Parts 199.00             
EFT102802 01/10/2015 BARKERS TRENCHING SERVICES Sub Soil Drainage For North Road Oval 58,318.00        
EFT102803 01/10/2015 BARTHOLOMEWS MEADERY Merchandise NAC 79.02               
EFT102804 01/10/2015 GEOFFREY BASTYAN AWAC Deployment And Retrieval Boat Hire 1,272.50          
EFT102805 01/10/2015 ADVANCED TRAFFIC MANAGEMENT WA PTY LTD Traffic Control 4,815.51          
EFT102806 01/10/2015 BEST OFFICE SYSTEMS Photocopier Charges 1,000.24          
EFT102807 01/10/2015 ALBANY BITUMEN SPRAYING Road Repairs 4,944.00          
EFT102808 01/10/2015 BLACKWOODS Material Supplies 1,008.25          
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EFT102809 01/10/2015 BLOOMIN FLOWERS Wreath For Police Remembrance Day 60.00               
EFT102810 01/10/2015 ALBANY BOBCAT SERVICES Bobcat Hire 1,449.25          
EFT102811 01/10/2015 SARAH BOWLES Councillor Allowance And Sitting Fees 6,552.50          
EFT102812 01/10/2015 BRANDNET PTY LTD T/AS MILITARY SHOP Merchandise Supplies 3,413.40          
EFT102813 01/10/2015 C&C MACHINERY CENTRE Repairs To Boomspray 1,477.00          
EFT102814 01/10/2015 CABCHARGE AUSTRALIA LIMITED Taxi Fares 441.03             
EFT102815 01/10/2015 VINCE CALLEJA Councillor Allowance And Sitting Fees 6,552.50          
EFT102816 01/10/2015 J & S CASTLEHOW ELECTRICAL SERVICES Electrical Services 17,358.26        
EFT102817 01/10/2015 CJD EQUIPMENT PTY LTD Vehicle Parts 127.77             
EFT102818 01/10/2015 CLARK EQUIPMENT SALES PTY LTD Supply Parts 244.44             
EFT102819 01/10/2015 COLES SUPERMARKETS AUSTRALIA PTY LTD Groceries 109.40             
EFT102820 01/10/2015 CONSTRUCTION EQUIPMENT AUSTRALIA Vehicle Parts 118.14             
EFT102821 01/10/2015 COURIER AUSTRALIA Freight Fees 60.31               
EFT102822 01/10/2015 ALBANY  SIGNS Stickers For Vehicles. 220.00             
EFT102823 01/10/2015 HOLCIM (AUSTRALIA) PTY LTD Concrete Services 7,722.00          
EFT102824 01/10/2015 AL CURNOW HYDRAULICS Annual Service And Inspection Of Kevrek Crane 519.53             
EFT102825 01/10/2015 JO-ANN DELAHUNTY Rates Refund 1,875.49          
EFT102826 01/10/2015 DEPARTMENT OF TRANSPORT Vehicle Search Fees 120.60             
EFT102827 01/10/2015 DORTCH AND CUTHBERT PTY LTD Preparation And Fieldwork - Heritage Surveys 8,651.50          
EFT102828 01/10/2015 CAROLYN DOWLING Councillor Allowance And Sitting Fees 6,552.50          
EFT102829 01/10/2015 DYLANS ON THE TERRACE Catering 496.00             
EFT102830 01/10/2015 EASIFLEET MANAGEMENT Motor Vehicle Lease Rental 8,232.16          
EFT102831 01/10/2015 THE ENVIRONMENTAL PRINTING COMPANY 1000 Program Booklets (Spring Summer 15/16) 3,146.00          
EFT102832 01/10/2015 EVERTRANS Vehicle Modifications 3,168.00          
EFT102833 01/10/2015 TAMMIE FLOWER Fitness Instruction 180.00             
EFT102834 01/10/2015 SOUTHERN ELECTRICS Electrical Services 3,946.97          
EFT102835 01/10/2015 GALLERY 500 Art Supplies 252.00             
EFT102836 01/10/2015 ALISON GOODE Councillor Allowance And Sitting Fees 7,141.60          
EFT102837 01/10/2015 GORDON WALMSLEY PTY LTD Supply & Install Of Asphalt 111,440.00      
EFT102838 01/10/2015 ELIZABETH GRAY Professional Services - EAP 130.00             
EFT102839 01/10/2015 GREAT SOUTHERN INSTITUTE OF TECHNOLOGY Confined Space Training 3,300.00          
EFT102840 01/10/2015 SOUTHERN SHARPENING SERVICES Repairs & Maintenance 820.70             
EFT102841 01/10/2015 GREAT SOUTHERN SUPPLIES Uniforms 83.60               
EFT102842 01/10/2015 GREAT SOUTHERN TURF Supply Of Turf 900.00             
EFT102843 01/10/2015 GERRY GREGSON Councillor Allowance And Sitting Fees 8,076.36          
EFT102844 01/10/2015 GSM AUTO ELECTRICAL Supply Starter Motor To Suit Top Motor 493.90             
EFT102845 01/10/2015 GT BEARING AND ENGINEERING SUPPLIES Material Supplies 348.00             
EFT102846 01/10/2015 RAY HAMMOND Councillor Allowance And Sitting Fees 6,552.50          
EFT102847 01/10/2015 MARY EDWINA HANSEN 2015/206 Community Leadership Grant 500.00             
EFT102848 01/10/2015 PROTECTOR FIRE SERVICES PTY LTD Fire Warden Training 429.00             
EFT102849 01/10/2015 BILL HOLLINGWORTH Councillor Allowance And Sitting Fees 6,552.50          
EFT102850 01/10/2015 ALAN HORTIN Councillor Allowance And Sitting Fees 6,552.50          
EFT102851 01/10/2015 H AND H ARCHITECTS Design Services 1,914.00          
EFT102852 01/10/2015 ICKY FINKS WAREHOUSE SALES Stationery Supplies 196.21             
EFT102853 01/10/2015 JIGSAW PUZZLES AUSTRALIA Merchandise AVC 244.50             
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EFT102854 01/10/2015 JJ'S HIAB SERVICES & JJ'S GREAT SOUTHERN Transportation Services 97.02               
EFT102855 01/10/2015 JOCK'S COMMERCIAL MOWING Contract Mowing Round September 2015 8,195.70          
EFT102856 01/10/2015 GEORGIA ROBYN KIDMAN Fitness Instruction 90.00               
EFT102857 01/10/2015 KLB SYSTEMS IT Supplies 12,172.60        
EFT102858 01/10/2015 KMART ALBANY Material Supplies 132.00             
EFT102859 01/10/2015 MARIO LIONETTI Groceries For Day Care Centre 347.88             
EFT102860 01/10/2015 M & B SALES PTY LTD Treated Pine Supplies 219.62             
EFT102861 01/10/2015 TERRY JOHN MARTIN Rates Refund 1,933.35          
EFT102862 01/10/2015 MERRIFIELD REAL ESTATE Storage Unit 200.00             
EFT102863 01/10/2015 METROOF ALBANY Gutter Guard 380.68             
EFT102864 01/10/2015 MHW INTEGRATION PTY LTD Electrical Services 167.20             
EFT102865 01/10/2015 MOUNT ROMANCE AUSTRALIA PTY LTD Merchandise AVC 245.85             
EFT102866 01/10/2015 MSS SECURITY Security Services 2,936.49          
EFT102867 01/10/2015 NORMAN DISNEY AND YOUNG Professional Services 1,452.00          
EFT102868 01/10/2015 NEC AUSTRALIA PTY LTD NEC Radio Link Maintenance For Year 12,203.40        
EFT102869 01/10/2015 PN & ER NEWMAN QUALITY CONCRETE PRODUCTS Supply Of Cylinder And Base 825.00             
EFT102870 01/10/2015 ALBANY COMMUNITY PHARMACY Replenish First Aid Kits For Depot 177.00             
EFT102871 01/10/2015 OFFICEWORKS SUPERSTORES PTY LTD Office Supplies 453.80             
EFT102872 01/10/2015 OPUS INTERNATIONAL CONSULTANTS LTD Road Design 19,791.75        
EFT102873 01/10/2015 ORIGIN ENERGY LP Gas Institute 4,211.15          
EFT102874 01/10/2015 PALMER EARTHMOVING (AUSTRALIA) PTY LTD Earthmoving Works 15,898.10        
EFT102875 01/10/2015 PAUL ARMSTRONG PANELBEATERS Insurance Excess 300.00             
EFT102876 01/10/2015 BROOKE DENISE PEARSON Fitness Instruction 225.00             
EFT102877 01/10/2015 PETER GRAHAM AND COMPANY LTD Solo Backpack Spray Unit/Solo Extension Wand 280.72             
EFT102878 01/10/2015 MITCHELL & AMANDA POETT Rates Refund 1,133.00          
EFT102879 01/10/2015 POWELL SECURITY SERVICES Security Services 198.00             
EFT102880 01/10/2015 JANELLE PRICE Councillor Allowance And Sitting Fees 6,552.50          
EFT102881 01/10/2015 QUREMED PTY LTD Service Of Oxyviva Regulator 63.47               
EFT102882 01/10/2015 LENNERD WILMAN RADCLIFFE Rates Refund 251.35             
EFT102883 01/10/2015 REDFISH TECHNOLOGIES PTY LTD Replacement Of Power Amplifier 3,273.60          
EFT102884 01/10/2015 REECE PTY LTD Stormwater Piping 120.16             
EFT102885 01/10/2015 REXEL AUSTRALIA Electrical Supplies 19.80               
EFT102886 01/10/2015 ALBANY ALUMINIUM FABRICATION Manufacture Supply And Fit Picture Rails 650.00             
EFT102887 01/10/2015 RURAL AND URBAN LAND SERVICES Fertiliser Supply & Delivery 1,215.50          
EFT102888 01/10/2015 SAFEWAY BUILDING AND RENOVATIONS ALAC Pool Concourse Replacement 191,032.79      
EFT102889 01/10/2015 CHRISTINE MARY SARGENT Fitness Instruction 90.00               
EFT102890 01/10/2015 SHEILAH RYAN Gardening Services 455.00             
EFT102891 01/10/2015 SHILLER IMAGES Merchandise NAC 861.74             
EFT102892 01/10/2015 SLATER-GARTRELL SPORTS Supply Of Glue 437.80             
EFT102893 01/10/2015 SMITHS ALUMINIUM AND 4WD CENTRE Repairs & Maintenance 907.00             
EFT102894 01/10/2015 SOUTH WEST FIRE UNITS Material Supplies 310.75             
EFT102895 01/10/2015 SOUTHCOAST SECURITY SERVICE Security Services 160.88             
EFT102896 01/10/2015 STAR SALES AND SERVICE Material Supplies 49.70               
EFT102897 01/10/2015 STATEWIDE BEARINGS Vehicle Parts 36.52               
EFT102898 01/10/2015 GREGORY BRIAN STOCKS Deputy Mayoral Sitting Fee & Allowances 10,415.00        
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EFT102899 01/10/2015 ALBANY LOCK SERVICE Locksmith Services 442.40             
EFT102900 01/10/2015 SUPERCHEAP AUTOS Material Supplies 60.00               
EFT102901 01/10/2015 ROBERT SUTTON Councillor Allowance 6,552.50          
EFT102902 01/10/2015 SYNERGY Grouped Electricity Supplies 47,647.50        
EFT102903 01/10/2015 T & C SUPPLIES Hardware Supplies 1,953.69          
EFT102904 01/10/2015 ANDREA LEE TICKELL Group Fitness Instruction 270.00             
EFT102905 01/10/2015 CAROLINE ELLEN TOMPKIN Fitness Instruction 180.00             
EFT102906 01/10/2015 TRAILBLAZERS Safety Boots 165.60             
EFT102907 01/10/2015 TRADELINK PLUMBING SUPPLIES Material Supplies 2,344.32          
EFT102908 01/10/2015 CAROLYN FRANCIS TRAPNELL Merchandise NAC 2,808.00          
EFT102909 01/10/2015  TURPS STEEL FABRICATIONS Reimbursement Of PSC 147.00             
EFT102910 01/10/2015 ALBANY TYREPOWER Tyre Purchases/Maintenance 1,199.00          
EFT102911 01/10/2015 VOEGELER CREATIONS Merchandise AVC 180.00             
EFT102912 01/10/2015 JULIA WARREN Fitness Instruction 270.00             
EFT102913 01/10/2015 ALBANY & GREAT SOUTHERN WEEKENDER Community Information Page 2,240.48          
EFT102914 01/10/2015 DENNIS WELLINGTON Mayoral Allowances & Sitting Fees 23,933.75        
EFT102915 01/10/2015 WALGA Leading Organisational Change Course 522.50             
EFT102916 01/10/2015 LANDMARK LIMITED Fertiliser 4,826.91          
EFT102917 01/10/2015 WESTERN AUSTRALIAN MUSEUM Malcolm Trail - NAC Website Editing 559.38             
EFT102918 01/10/2015 NICOLETTE MULCAHY Councillor Allowance And Sitting Fess 2,415.37          
EFT102919 01/10/2015 WORKWISE OCCUPATIONAL HEALTH Pre Employment Screening 1,094.83          
EFT102920 01/10/2015 ZENITH LAUNDRY Laundry Services/Hire 24.86               
EFT102921 02/10/2015 ATC WORK SMART Casual Staff/Apprentice Fees 10,073.87        
EFT102922 02/10/2015 JANINE DETERMES Fitness Instruction 315.00             
EFT102923 02/10/2015 KRISTIE PORTER Fitness Instruction 495.00             
EFT102924 02/10/2015 SKILL HIRE WA PTY LTD Casual Staff 569.42             
EFT102925 02/10/2015 GRAHAM GEOFFREY WALKER Rates Refund 1,581.36          
EFT102926 08/10/2015 ABA SECURITY Security Services 736.52             
EFT102927 08/10/2015 AD CONTRACTORS PTY LTD Grader & Roller Hire 11,281.70        
EFT102928 08/10/2015 ALBANY CRANE HIRE Crane Hire 154.00             
EFT102929 08/10/2015 ALBANY FARM TREE NURSERY Tree Supplies 0.20                 
EFT102930 08/10/2015 ALBANY COMMUNITY HOSPICE Payroll Deductions 126.00             
EFT102931 08/10/2015 ALBANY OFFICE PRODUCTS DEPOT Stationery Supplies 1,366.95          
EFT102932 08/10/2015 ALBANY WHALE TOURS Merchandise AVC 133.65             
EFT102933 08/10/2015 ALBANY PSYCHOLOGICAL SERVICES Professional Services - EAP 880.00             
EFT102934 08/10/2015 ALBANY QUALITY LAWNMOWING Lawn Mowing 110.00             
EFT102935 08/10/2015 ALBANY MILK DISTRIBUTORS Milk Delivery 583.64             
EFT102936 08/10/2015 ALBANY COMMUNITY FOUNDATION Payroll Deductions 55.00               
EFT102937 08/10/2015 ALBANY AUTOS Purchase Of New Vehicle 43,875.55        
EFT102938 08/10/2015 ALBANY MATTRESS CLEANING Waste Removal 160.00             
EFT102939 08/10/2015 ALD FUEL INJECTION SERVICES Material Supplies 53.02               
EFT102940 08/10/2015 ALL EVENTS PROSOUND HIRE Equipment Hire 666.75             
EFT102941 08/10/2015 PAPERBARK MERCHANTS Material Supplies 199.00             
EFT102942 08/10/2015 ANNETTE CARMICHAEL Meeting Expenses - Snake Run Project 512.20             
EFT102943 08/10/2015 APPRENTICE & TRAINEESHIP COMPANY Apprentice Fees 2,474.34          
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EFT102944 08/10/2015 ART ALMANAC Equipment Hire 200.00             
EFT102945 08/10/2015 ATF SERVICES PTY LTD Temporary Fencing Hire 2,673.00          
EFT102946 08/10/2015 AUSSIE DRAWCARDS PTY LTD Great Southern Service Fee 210.00             
EFT102947 08/10/2015 AUSTRALIAN TAXATION OFFICE Payroll Deductions 523,417.33      
EFT102948 08/10/2015 AUSTRALIAN SERVICES UNION WA BRANCH Payroll Deductions 5,727.30          
EFT102949 08/10/2015 BAREFOOT CLOTHING MANUFACTURERS Uniforms 103.80             
EFT102950 08/10/2015 BENNETTS BATTERIES Boxes Of Lithplex Grease Cartridges. 1,163.36          
EFT102951 08/10/2015 ADVANCED TRAFFIC MANAGEMENT WA PTY LTD Traffic Control 9,478.55          
EFT102952 08/10/2015 BLACKWOODS Material Supplies 462.13             
EFT102953 08/10/2015 ALBANY BOBCAT SERVICES Equipment Hire 4,441.25          
EFT102954 08/10/2015 BOC GASES AUSTRALIA LIMITED Container Service Rental 118.76             
EFT102955 08/10/2015 TRISET BOSS BUSINESS FORMS Stationery Supplies 969.00             
EFT102956 08/10/2015 AIR BP Avgas Purchase 737.82             
EFT102957 08/10/2015 BRANDNET PTY LTD T/AS MILITARY SHOP Merchandise NAC 3,598.74          
EFT102958 08/10/2015 BRIDGESTONE AUSTRALIA LTD Tyre Purchases/Maintenance 3,850.42          
EFT102959 08/10/2015 CONSTRUCTION TRAINING FUND BCITF Levy For The Month Of August 15,288.74        
EFT102960 08/10/2015 BUILDING COMMISSION BSL Levy For The Month Of September 14,035.01        
EFT102961 08/10/2015 CALTEX AUSTRALIA PETROLEUM PTY LTD Litres Diesel Fuel For Depot 21,814.51        
EFT102962 08/10/2015 J & S CASTLEHOW ELECTRICAL SERVICES Electrical Services 2,292.57          
EFT102963 08/10/2015 CHILD SUPPORT AGENCY Payroll Deductions 2,395.34          
EFT102964 08/10/2015 CJD EQUIPMENT PTY LTD Supply And Fit Engine Oil Level Sensor To Grader 834.39             
EFT102965 08/10/2015 BIS CLEANAWAY LIMITED Rubbish Removal Contract 5,035.58          
EFT102966 08/10/2015 SUE CODEE Merchandise AVC 321.30             
EFT102967 08/10/2015 COLES SUPERMARKETS AUSTRALIA PTY LTD Groceries - VAC 30.84               
EFT102968 08/10/2015 TANJA COLBY DESIGNS Merchandise NAC 45.00               
EFT102969 08/10/2015 COLE ADVISORY Professional Services 5,500.00          
EFT102970 08/10/2015 CONTRACT CONTROL INTERNATIONAL PTY LTD Construction Contracts Course 1,430.00          
EFT102971 08/10/2015 CONCERT & CORPORATE PRODUCTIONS Equipment Hire 14,201.00        
EFT102972 08/10/2015 HOLCIM (AUSTRALIA) PTY LTD Concrete Services 1,473.12          
EFT102973 08/10/2015 JAMES FRANCIS CUMBERLAND-BROWN Merchandise AVC 160.00             
EFT102974 08/10/2015 AL CURNOW HYDRAULICS Manufacture Of Fuel Lines 517.93             
EFT102975 08/10/2015 CUTTING EDGES PTY LTD Material Supplies 3,780.26          
EFT102976 08/10/2015 CYNERGIC COMMUNICATIONS Domain Name Registration 843.90             
EFT102977 08/10/2015 DATA #3 LIMITED IT Software Licence 220,163.97      
EFT102978 08/10/2015 DE JONGE MECHANICAL REPAIRS Vehicle Maintenance/Parts 1,583.00          
EFT102979 08/10/2015 JANINE DETERMES Fitness Instruction 180.00             
EFT102980 08/10/2015 G & M DETERGENTS & HYGIENE SERVICES ALBANY Hygiene Contract 1,669.53          
EFT102981 08/10/2015 DICK SMITH ELECTRONICS Material Supplies 400.34             
EFT102982 08/10/2015 DYLANS ON THE TERRACE Catering 388.00             
EFT102983 08/10/2015 EARTH NYMPH DESIGN PTY LTD Merchandise AVC 2,587.73          
EFT102984 08/10/2015 ELDERS LIMITED Material Supplies 1,100.00          
EFT102985 08/10/2015  ERGOLINK Ergonomic Equipment Supply 957.45             
EFT102986 08/10/2015 GABRIEL EVANS Gabriel Evans Workshop 2,346.82          
EFT102987 08/10/2015 EYERITE SIGNS Signwriting/Sign Purchases 528.00             
EFT102988 08/10/2015 ALL TRUCK REPAIRS Annual Service And Inspection 768.76             
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EFT102989 08/10/2015 TAMMIE FLOWER Fitness Instruction 517.50             
EFT102990 08/10/2015 ESPLANADE HOTEL FREMANTLE BY RYDGES Accommodation - Rangers Training 700.00             
EFT102991 08/10/2015 GALLERY 500 Stationery Supplies 54.00               
EFT102992 08/10/2015 GB MARINE Primer Bulb Kit 29.70               
EFT102993 08/10/2015 FIONA JANE GOULDTHORP 2015/2016 Community Leadership Grant 500.00             
EFT102994 08/10/2015 GREAT SOUTHERN GROUP TRAINING Casual Staff Apprentices Fees 7,387.32          
EFT102995 08/10/2015 GREAT SOUTHERN INSTITUTE OF TECHNOLOGY Chain Of Responsibility Training 5,350.00          
EFT102996 08/10/2015 SOUTHERN SHARPENING SERVICES Fire Panel Testing 338.80             
EFT102997 08/10/2015 GREAT SOUTHERN SAND & LANDSCAPING SUPPLIES Barnesby Drive Retention 17,093.62        
EFT102998 08/10/2015 GREAT SOUTHERN SUPPLIES Material Supplies 2,611.76          
EFT102999 08/10/2015 GREAT SOUTHERN TURF Supply Of Turf 7,800.00          
EFT103000 08/10/2015 CPG RESEARCH AND ADVISORY PTY LTD CPG Advice Fee 1,375.00          
EFT103001 08/10/2015 HBF HEALTH LIMITED Payroll Deductions 511.35             
EFT103002 08/10/2015 HEALTHCORP PTY LTD Combined AED & CPR Training 1,100.00          
EFT103003 08/10/2015 HELEN LEEDER-CARLSON Continuation Art Classes 240.00             
EFT103004 08/10/2015 HHG LEGAL GROUP Professional Services 1,870.00          
EFT103005 08/10/2015 ICKY FINKS WAREHOUSE SALES Art Supplies 823.18             
EFT103006 08/10/2015 I GEIDANS Art Supplies - Reimbursement 237.08             
EFT103007 08/10/2015 STATEWIDE RACKING & STORAGE SOLUTIONS Noiseless 2 Tier Trolley 339.00             
EFT103008 08/10/2015 JACK THE CHIPPER Mulching Services 571.73             
EFT103009 08/10/2015 ALBANY MAPPING AND SURVEYING SERVICES Surveying Services 855.47             
EFT103010 08/10/2015 JUST A CALL DELIVERIES Internal Mail Deliveries 1,118.04          
EFT103011 08/10/2015 GEORGIA ROBYN KIDMAN Group Fitness Instruction 135.00             
EFT103012 08/10/2015 D KING Reimbursement Of Expenses 70.38               
EFT103013 08/10/2015 KLB SYSTEMS IT Supplies 352.00             
EFT103014 08/10/2015 KOOKAS CATERING Provide Catering At VBFB Medals Civic Ceremony 2,200.00          
EFT103015 08/10/2015 KOSTER'S OUTDOOR PTY LTD Supply & Install Roller Door Motor 520.00             
EFT103016 08/10/2015 L-3 COMMUNICATIONS AUSTRALIA PTY LTD Consumables For Security Screening 11,207.81        
EFT103017 08/10/2015 ALBANY WORLD OF CARS Purchase Of New Vehicle 49,121.94        
EFT103018 08/10/2015 LORLAINE DISTRIBUTORS PTY LTD Cleaning Supplies 34.10               
EFT103019 08/10/2015 RL & KJ MACKENZIE (GLENORAN LEATHER) Merchandise AVC 258.10             
EFT103020 08/10/2015 METCO FARM Merchandise AVC 132.00             
EFT103021 08/10/2015 MOIR & CO PTY LTD Waste Removal 770.00             
EFT103022 08/10/2015 STEPHANIE MORRIGAN Professional Services - EAP 792.00             
EFT103023 08/10/2015 REBECCA ELIZABETH MURRAY Community Leadership Grant 2015/2016 500.00             
EFT103024 08/10/2015 GREAT OAK Art Exhibition Assistance 420.00             
EFT103025 08/10/2015 OFFICEWORKS SUPERSTORES PTY LTD Albany Art Prize Printing 862.80             
EFT103026 08/10/2015 OKEEFE'S PAINTS Paint & Painting Supplies 129.50             
EFT103027 08/10/2015 PALMER EARTHMOVING (AUSTRALIA) PTY LTD Cubic Metres Of Compaction Sand 871.20             
EFT103028 08/10/2015 LUTZ PETER PAMBERGER Professional Services - EAP 319.00             
EFT103029 08/10/2015 KAYE PATILLO Wu Tao Sessions At The VAC 270.00             
EFT103030 08/10/2015 PAULS PET FOOD Material Supplies 134.00             
EFT103031 08/10/2015 KRISTIE PORTER Fitness Instruction 630.00             
EFT103032 08/10/2015 PRE-EMPTIVE STRIKE PTY LTD Design Services 990.00             
EFT103033 08/10/2015 PG & BF PRIDEAUX Rates Refund 10,580.00        
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EFT103034 08/10/2015 PRINTSYNC BUSINESS SOLUTIONS Photocopier Charges 14.38               
EFT103035 08/10/2015 QTC CONSULTING PTY LTD Australian Institute Of Project Management 7,700.00          
EFT103036 08/10/2015 RAMPED TECHNOLOGY IT Security Equipment 14,227.09        
EFT103037 08/10/2015 REECE PTY LTD Supply & Install Of Caravan Waste Facility 2,002.00          
EFT103038 08/10/2015 REEF BEATS PRODUCTIONS Provision Of DJ Services 635.00             
EFT103039 08/10/2015 REPLICA MEDALS & RIBBONS PTY LTD Merchandise NAC 678.87             
EFT103040 08/10/2015 CHRISTINE MARY SARGENT Fitness Instruction 45.00               
EFT103041 08/10/2015 SEEK LIMITED Recruitment Services 344.30             
EFT103042 08/10/2015 SHILLER IMAGES Merchandise NAC 567.77             
EFT103043 08/10/2015 SKILL HIRE WA PTY LTD Casual Staff 3,318.02          
EFT103044 08/10/2015 SMITHS ALUMINIUM AND 4WD CENTRE Welding Repairs To Slide Blanket Trolley 50.00               
EFT103045 08/10/2015 SOS SWITCHED ON TO SAFETY Chemwatch Training 2,890.80          
EFT103046 08/10/2015 SOUTHERN TOOL & FASTENER CO Pump Engine 1,358.64          
EFT103047 08/10/2015 FOOD SERVICES PTY LTD Groceries 129.60             
EFT103048 08/10/2015 SOUTHCOAST SECURITY SERVICE Security Services 576.35             
EFT103049 08/10/2015 SOUTH COAST NATURAL RESOURCE MANAGEMENT Cultural Heritage Field Guide 20.00               
EFT103050 08/10/2015 ALBANY VOLUNTEER STATE EMERGENCY SERVICE Standard LGGS Allocation 11,137.50        
EFT103051 08/10/2015 SUNNY SIGN COMPANY Signage 308.00             
EFT103052 08/10/2015 ALBANY LOCK SERVICE Material Supplies 2,002.50          
EFT103053 08/10/2015 SWIMPLEX AQUATICS PTY LTD Swimplex Wetdeck Rigid Sandstone 11,642.40        
EFT103054 08/10/2015 SYNERGY Electricity Supplies 339.95             
EFT103055 08/10/2015 T4 TECHNOLOGY IT Supplies 174.00             
EFT103056 08/10/2015 T & C SUPPLIES Material Supplies 936.19             
EFT103057 08/10/2015 T-QUIP Material Supplies 226.85             
EFT103058 08/10/2015 THINKWATER ALBANY Repairs To Leachate Pumps 116.55             
EFT103059 08/10/2015 ANDREA LEE TICKELL Group Fitness Instruction 315.00             
EFT103060 08/10/2015 TIM WATERS DESIGN Design Services 742.50             
EFT103061 08/10/2015 TOLL FAST Freight Charges 1,222.65          
EFT103062 08/10/2015 VANCOUVER WASTE SERVICES PTY LTD Supply Of Soil 189.00             
EFT103063 08/10/2015 ALBANY VETERINARY HOSPITAL PTY LTD Veterinary Services 262.50             
EFT103064 08/10/2015 VOEGELER CREATIONS Merchandise AVC 540.00             
EFT103065 08/10/2015 JULIA WARREN Fitness Instruction 270.00             
EFT103066 08/10/2015 WAVESOUND PTY LTD Transparent Language Software License 1,980.00          
EFT103067 08/10/2015 ALBANY & GREAT SOUTHERN WEEKENDER Advertising - Albany Art Prize 1,389.46          
EFT103068 08/10/2015 WESTRAC EQUIPMENT PTY LTD Drum Of Hydraulic Oil 1,248.73          
EFT103069 08/10/2015 WEST-OZ WEB SERVICES Completed Bookings Marketing Fee 485.20             
EFT103070 08/10/2015 WILLIAM GORDON WHITE Rates Refund 269.12             
EFT103071 08/10/2015 WOODLANDS DISTRIBUTORS AND AGENCIES Material Supplies 396.00             
EFT103072 08/10/2015 ZENITH LAUNDRY Laundry Services/Hire - VAC 77.10               
EFT103073 12/10/2015 D OLDE Reimbursement Of Conference Expenses 2,260.00          
EFT103074 15/10/2015 ABA SECURITY Security Services 625.08             
EFT103075 15/10/2015 ABBOTTS LIQUID SALVAGE PTY LTD Sewage Services 258.50             
EFT103076 15/10/2015 ACORN TREES AND STUMPS Lawn Mowing 649.00             
EFT103077 15/10/2015 ACTIV FOUNDATION INC. Cleaning Rags 54.00               
EFT103078 15/10/2015 ACTIVATE LIFE REHAB PROGRAM Foam Mats 166.65             
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EFT103079 15/10/2015 AD CONTRACTORS PTY LTD Supply & Delivery Of Sand 26,600.00        
EFT103080 15/10/2015 ADCORP AUSTRALIA LIMITED Recruitment Services 623.57             
EFT103081 15/10/2015 ADVERTISER PRINT Printing Services 1,065.00          
EFT103082 15/10/2015 ALBANY INDUSTRIAL SERVICES PTY LTD Equipment Hire 1,821.60          
EFT103083 15/10/2015 ALBANY CITY LAWNS Lawn Mowing September 2015 715.00             
EFT103084 15/10/2015 ALBANY SOIL AND CONCRETE TESTING Geotechnical Testing 5,453.25          
EFT103085 15/10/2015 ALBANY TV SERVICES Professional Services - AFL Grand Final Viewing 300.00             
EFT103086 15/10/2015 ALBANY V-BELT AND RUBBER Filters/Vehicle Parts 577.49             
EFT103087 15/10/2015 ALBANY CHAMBER OF COMMERCE AND INDUSTRY Advertising 889.10             
EFT103088 15/10/2015 ALBANY REFRIGERATION HVAC Repairs & Maintenance 742.50             
EFT103089 15/10/2015 ALBANY OFFICE PRODUCTS DEPOT Stationery 510.35             
EFT103090 15/10/2015 ALBANY MILK DISTRIBUTORS Milk Deliveries 42.94               
EFT103091 15/10/2015 ALBANY IRRIGATION & DRILLING Hardware/Tool Supplies 209.80             
EFT103092 15/10/2015 ALBANY RECORDS MANAGEMENT Storage Of Archive Boxes October 2015 99.00               
EFT103093 15/10/2015 A PERRYMAN Catering - Reimbursement 60.00               
EFT103094 15/10/2015 AMPAC DEBT RECOVERY (WA) PTY LTD Debt Recovery Services 82.50               
EFT103095 15/10/2015 PAPERBARK MERCHANTS Stationery Supplies 89.91               
EFT103096 15/10/2015 ATC WORK SMART Casual Staff/Apprentice Fees 5,920.11          
EFT103097 15/10/2015 AUSSIE DRAWCARDS PTY LTD South West Cape Service - Quarterly Fee 528.00             
EFT103098 15/10/2015 AUSTRALIA POST Postage/Agency Fees 5,163.23          
EFT103099 15/10/2015 AUSTRALIA'S SOUTH WEST Ultimate Membership 2015-2016 710.00             
EFT103100 15/10/2015 BANKSIA GARDENS Accommodation - Human Resources 294.00             
EFT103101 15/10/2015 BAREFOOT CLOTHING MANUFACTURERS Uniforms 824.10             
EFT103102 15/10/2015 BENNETTS BATTERIES Material Supplies 264.00             
EFT103103 15/10/2015 ADVANCED TRAFFIC MANAGEMENT WA PTY LTD Traffic Control 4,908.12          
EFT103104 15/10/2015 BEST OFFICE SYSTEMS Photocopier Charges 630.00             
EFT103105 15/10/2015 ALBANY BITUMEN SPRAYING Road Repairs 1,100.00          
EFT103106 15/10/2015 BLACKWOODS Paint Supplies 1,361.54          
EFT103107 15/10/2015 BLOOMIN FLOWERS Recognition Flowers 250.00             
EFT103108 15/10/2015 ALBANY BOBCAT SERVICES Bobcat Hire 3,132.25          
EFT103109 15/10/2015 BOOKEASY AUSTRALIA PTY LTD Monthly Commission At AVC 2,185.42          
EFT103110 15/10/2015 B ARIS Reimbursement Of Expenses 1,096.00          
EFT103111 15/10/2015 CARDNO BSD PTY LTD Local Area Traffic Management Studies 1,584.00          
EFT103112 15/10/2015 BUNNINGS GROUP LIMITED Hardware/Tool Supplies 974.46             
EFT103113 15/10/2015 C&C MACHINERY CENTRE Tractor Repairs & Maintenance 5,387.45          
EFT103114 15/10/2015 CALTEX AUSTRALIA PETROLEUM PTY LTD Star Card Fuel Purchase September 2015 4,807.30          
EFT103115 15/10/2015 CARAVAN INDUSTY ASSOCIATION WA Bronze Membership 1 July 2015 - 30 June 2016 330.00             
EFT103116 15/10/2015 J & S CASTLEHOW ELECTRICAL SERVICES Electrical Services 9,665.93          
EFT103117 15/10/2015 CHARGEBAR PTY LTD IT Supplies 66.00               
EFT103118 15/10/2015 SUE CODEE Merchandise AVC 287.00             
EFT103119 15/10/2015 COLES SUPERMARKETS AUSTRALIA PTY LTD Groceries 77.43               
EFT103120 15/10/2015 COURIER AUSTRALIA Freight Fees 1,363.58          
EFT103121 15/10/2015 A COUSINS Fuel Reimbursement 73.19               
EFT103122 15/10/2015 COVS PARTS PTY LTD Vehicle Parts 484.79             
EFT103123 15/10/2015 BARRIER COUNSELLING & PSYCHOLOGICAL SERVICES Professional Services - EAP 1,122.00          
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EFT103124 15/10/2015 DOWNER EDI WORKS PTY LTD Hotmix To Repair Footpath 1,917.60          
EFT103125 15/10/2015 HOLCIM (AUSTRALIA) PTY LTD Concrete Services 4,037.44          
EFT103126 15/10/2015 DE JONGE MECHANICAL REPAIRS Vehicle Log Book Service 330.00             
EFT103127 15/10/2015 LANDGATE - PROPERTY & VALUATIONS Title Searches - Gross Rental Values 2,226.53          
EFT103128 15/10/2015 DYLANS ON THE TERRACE Community Services Committee Catering 138.00             
EFT103129 15/10/2015 EASIFLEET MANAGEMENT Motor Vehicle Lease Rental 8,232.16          
EFT103130 15/10/2015 DEPARTMENT OF FIRE AND EMERGENCY SERVICES 2015/2016 ESL 32,860.21        
EFT103131 15/10/2015 TAMMIE FLOWER Fitness Instruction 405.00             
EFT103132 15/10/2015 SOUTHERN ELECTRICS Electrical Services 3,188.48          
EFT103133 15/10/2015 FRANKS LOADER SERVICE Tree Removal 673.75             
EFT103134 15/10/2015 FREMANTLE ARTS CENTRE PRESS Merchandise NAC 1,729.18          
EFT103135 15/10/2015 GREAT SOUTHERN INSTITUTE OF TECHNOLOGY Chainsaw Training 4,199.80          
EFT103136 15/10/2015 GREEN SKILLS INCORPORATED Firebreak Maintenance 6,011.54          
EFT103137 15/10/2015 GREAT SOUTHERN PEST & WEED CONTROL Pest Control 440.00             
EFT103138 15/10/2015 GREAT SOUTHERN SAND & LANDSCAPING SUPPLIES Waste Removal 9,944.00          
EFT103139 15/10/2015 GREAT SOUTHERN SUPPLIES Safety Glass And Specs 2,621.70          
EFT103140 15/10/2015 GREAT SOUTHERN TURF Hire Of Turfcutter 550.00             
EFT103141 15/10/2015 GREAT SOUTHERN LIQUID WASTE Waste Removal 1,632.00          
EFT103142 15/10/2015 GT BEARING AND ENGINEERING SUPPLIES Vehicle Parts 255.00             
EFT103143 15/10/2015 PROTECTOR FIRE SERVICES PTY LTD Fire Equipment Repairs 977.90             
EFT103144 15/10/2015 HARVEY NORMAN COMPUTERS ALBANY IT Supplies 167.00             
EFT103145 15/10/2015 HELEN LEEDER-CARLSON Art Classes With Helen Series 4 240.00             
EFT103146 15/10/2015 HELEN MUNT Provision Of Heritage Advisory Services 5,574.60          
EFT103147 15/10/2015 HISTORY COUNCIL OF WA INC Membership With The History Council Of WA 150.00             
EFT103148 15/10/2015 THE HONEY SHOP Merchandise VAC 196.80             
EFT103149 15/10/2015 RATTEN & SLATER  MACHINERY Vehicle Parts 156.40             
EFT103150 15/10/2015 H AND H ARCHITECTS Town Hall Toilet - Fees For Contract Admin 1,485.00          
EFT103151 15/10/2015 STATEWIDE RACKING & STORAGE SOLUTIONS Tower Display Case 1,990.00          
EFT103152 15/10/2015 ITOMIC WEB SPECIALISTS Website Design - Paid In Advance 28,800.00        
EFT103153 15/10/2015 ITRAILS DOWN UNDER Albany Hero Trail 33.95               
EFT103154 15/10/2015 ALBANY MAPPING AND SURVEYING SERVICES Surveying Services 7,655.67          
EFT103155 15/10/2015 JOCK'S COMMERCIAL MOWING Contract Mowing Round October 2015 8,195.70          
EFT103156 15/10/2015 GEORGIA ROBYN KIDMAN Fitness Instruction 135.00             
EFT103157 15/10/2015 KLB SYSTEMS IT Supplies 1,430.00          
EFT103158 15/10/2015 KMART ALBANY Stationery Supplies 72.00               
EFT103159 15/10/2015 KNOTTS GROUP PTY LTD Plumbing Services - Preventative Maintenance 4,113.75          
EFT103160 15/10/2015 THE LAKE HOUSE DENMARK Merchandise AVC 468.00             
EFT103161 15/10/2015 LEASE CHOICE Monthly Photocopier Lease 1,246.83          
EFT103162 15/10/2015 DAVID LEECH Merchandise NAC 400.00             
EFT103163 15/10/2015 MARIO LIONETTI Groceries For Day Care Centre 359.94             
EFT103164 15/10/2015 LORLAINE DISTRIBUTORS PTY LTD Cleaning Supplies 168.20             
EFT103165 15/10/2015 LOWER KING LIQUOR & GENERAL STORE Fuel Supplies 218.11             
EFT103166 15/10/2015 M & B SALES PTY LTD Timber Supplies 23.14               
EFT103167 15/10/2015 BUCHER MUNICIPAL PTY LTD Material Supplies - Street Sweepers 3,531.67          
EFT103168 15/10/2015 S MAJIDI Reimbursement 30.93               
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EFT103169 15/10/2015 SOUTH COAST WOODWORKS GALLERY Merchandise NAC 974.67             
EFT103170 15/10/2015 ALBANY CITY MOTORS Vehicles/Vehicle Parts 26.36               
EFT103171 15/10/2015 MARITIME HERITAGE ASSOCIATION OF WA Merchandise AVC 75.00               
EFT103172 15/10/2015 MERRIFIELD REAL ESTATE Storage Unit Tenant 200.00             
EFT103173 15/10/2015 MJB INDUSTRIES PTY LTD Hardware Items 14,203.99        
EFT103174 15/10/2015 MOIR & CO PTY LTD Waste Removal 308.00             
EFT103175 15/10/2015 NURRUNGA COMMUNICATIONS Radio Repairs & Maintenance 526.50             
EFT103176 15/10/2015 MY PLACE COLONIAL ACCOMMODATION Accommodation - ETSY Workshop 240.00             
EFT103177 15/10/2015 OCS SERVICES PTY LTD Cleaning Services For Albany Airport 25,731.37        
EFT103178 15/10/2015 OFFICEWORKS SUPERSTORES PTY LTD Stationery Supplies 420.43             
EFT103179 15/10/2015 OKEEFE'S PAINTS Paint Supplies 816.62             
EFT103180 15/10/2015 ORIGIN ENERGY LP Gas Delivery 7,396.90          
EFT103181 15/10/2015 PALMER EARTHMOVING (AUSTRALIA) PTY LTD Tonnes Metal Dust 3,058.00          
EFT103182 15/10/2015 PENNANT HOUSE Flags 647.90             
EFT103183 15/10/2015 PENROSE PROFESSIONAL LAWNCARE Lawnmowing Services 308.00             
EFT103184 15/10/2015 PETER GRAHAM AND COMPANY LTD Material Supplies 133.00             
EFT103185 15/10/2015 S PHILLIPS Refund 136.00             
EFT103186 15/10/2015 PLAYROPE PTY LTD Supply And Installation Of Play Equipment 990.00             
EFT103187 15/10/2015 KRISTIE PORTER Fitness Instruction 675.00             
EFT103188 15/10/2015 QUALITY PUBLISHING AUSTRALIA Merchandise AVC 1,209.23          
EFT103189 15/10/2015 REECE PTY LTD Material Supplies 30.72               
EFT103190 15/10/2015 REPLICA MEDALS & RIBBONS PTY LTD Merchandise NAC 1,180.85          
EFT103191 15/10/2015 R & R PUBLICATIONS AUSTRALIA PTY LTD Merchandise AVC 119.85             
EFT103192 15/10/2015 RTK NETWEST Rtknewest IT Annual Subscription 4,400.00          
EFT103193 15/10/2015 CHRISTINE MARY SARGENT Fitness Instruction 90.00               
EFT103194 15/10/2015 SEASONS OF PERTH Accommodation 388.00             
EFT103195 15/10/2015 SECUREPAY PTY LTD Web Payments & Transaction Fee 45.38               
EFT103196 15/10/2015 SHILLER IMAGES Merchandise NAC 1,089.13          
EFT103197 15/10/2015 SKILL HIRE WA PTY LTD Casual Staff 569.42             
EFT103198 15/10/2015 SMITHS ALUMINIUM AND 4WD CENTRE Material Supplies 460.00             
EFT103199 15/10/2015 SOUTHERN TOOL & FASTENER CO Hardware/Tool Supplies 65.89               
EFT103200 15/10/2015 SOUTHCOAST SECURITY SERVICE Security Services 14,792.20        
EFT103201 15/10/2015 GARY OWEN SPENCE Lawnmowing And Maintenance October 2015 115.00             
EFT103202 15/10/2015 SPOTLIGHT Stationery 309.90             
EFT103203 15/10/2015 STATEWIDE BEARINGS Bearings And Seals 360.25             
EFT103204 15/10/2015 THE STATE LIBRARY SHOP Cost For Damaged Items 260.70             
EFT103205 15/10/2015 KATE STEVENS ETSY Workshop For Women 1,500.00          
EFT103206 15/10/2015 STIRLING PRINT Printing Of DL Invites 280.00             
EFT103207 15/10/2015 SUNNY INDUSTRIAL BRUSHWARE Poly/Wire Mainbrooms 994.40             
EFT103208 15/10/2015 ALBANY LOCK SERVICE Key Cutting 64.00               
EFT103209 15/10/2015 SUPERCHEAP AUTOS Material Supplies 36.91               
EFT103210 15/10/2015 SYNERGY Street Lighting Charges 64,090.55        
EFT103211 15/10/2015 T & C SUPPLIES Pallet Of Cement 1,099.15          
EFT103212 15/10/2015 T-QUIP Material Supply - Tyres 551.15             
EFT103213 15/10/2015 TELSTRA LICENSED SHOP ALBANY POS Clearing 142.00             
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EFT103214 15/10/2015 ANDREA LEE TICKELL Group Fitness Instruction 360.00             
EFT103215 15/10/2015 TIM WATERS DESIGN Merchandise NAC 594.00             
EFT103216 15/10/2015 CAROLINE ELLEN TOMPKIN Fitness Instruction 90.00               
EFT103217 15/10/2015 CAROLYN FRANCIS TRAPNELL Merchandise Order 1,160.00          
EFT103218 15/10/2015 TRUCKLINE Material Supplies - Filters 367.50             
EFT103219 15/10/2015 ALBANY TYREPOWER Tyre Purchases/Maintenance 1,908.35          
EFT103220 15/10/2015 VANCOUVER WASTE SERVICES PTY LTD Supply & Delivery Of Sand 549.00             
EFT103221 15/10/2015 VALERIE DICKMANN T/A SILK DESIGN Merchandise NAC 160.00             
EFT103222 15/10/2015 ALBANY VETERINARY HOSPITAL PTY LTD Veterinary Services 89.77               
EFT103223 15/10/2015 VISIT MERCHANDISE PTY LTD Merchandise AVC 1,171.36          
EFT103224 15/10/2015 JULIA WARREN Fitness Instruction 270.00             
EFT103225 15/10/2015 ALBANY & GREAT SOUTHERN WEEKENDER Advertising - Albany Art Prize 474.50             
EFT103226 15/10/2015 WELLSTEAD AUTOMOTIVE SERVICES Vehicle Servicing 1,244.10          
EFT103227 15/10/2015 WESTERBERG PANEL BEATERS Towing Services 93.50               
EFT103228 15/10/2015 WESTRAC EQUIPMENT PTY LTD Material Supplies - Mechanical 2,876.49          
EFT103229 15/10/2015 LANDMARK LIMITED Material Supply - Chemicals 2,550.65          
EFT103230 15/10/2015 WESTSHRED DOCUMENT DISPOSAL Document Disposal 401.50             
EFT103231 15/10/2015 WILLOUGHBY PARK WINERY Supply Of Wine - Civic Functions 198.00             

TOTALS 3,959,206.66   
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Document Number Description DATE SENT 

RECD 
EDR1548912 COPY OF EXECUTED DOCUMENT 

ITEM: 
RE: APPLICATION FOR REGISTRATION 
UNDER MAIN ROADS WA STATE ROAD 
TRAFFIC MANAGEMENT COMPANY 
REGISTRATION SCHEME 
PARTIES:  MAIN ROADS 
SIGNED BY:  CEO 1 COPY 
 

17/09/2015 

EDR1548913 COPY OF EXECUTED DOCUMENT 
ITEM: 
RE: APPLICATION FOR REGISTRATION 
UNDER MAIN ROADS WA STATE ROAD 
TRAFFIC MANAGEMENT COMPANY 
REGISTRATION SCHEME 
PARTIES:  MAIN ROADS 
SIGNED BY:  CEO 1 COPY 
 

17/09/2015 

EDR1548914 COPY OF EXECUTED DOCUMENT. 
ITEM:. 
RE:   COUNCIL RES. OCM 24/5/2014 
REPORT ITEM CSF094  DELEGATION NO 
2014:023, DELEGATION NO 2014:019. 
PARTIES:  TOURISM WESTERN 
AUSTRALIA. 
SIGNED BY:.  CEO X3 COPIES 
 

17/09/2015 

EDR1548992 COPY OF EXECUTED DOCUMENT 
ITEM:  AGREEMENT ON ACCEPTANCE 
OF TENDER P15020  
RE:    SUPPLY AND DELIVERY OF 
MAINTENANCE GRADER 
PARTIES:  WESTRAC EQUIPMENT PTY 
LTD 
SIGNED BY:  CEO  1 COPY 
 

21/09/2015 

EDR1548994 COPY OF EXECUTED DOCUMENT 
ITEM:   AGREEMENT TO ACCEPT 
TENDER 
RE:   TENDER NO P15019 - SUPPLY AND 
DELIVERY OF 4WD BACKHOE LOADER 
PARTIES:  JCB CONSTRUCTION 
EQUIPMENT AUSTRALIA 
SIGNED BY:  CEO 1 COPY 
 

21/09/2015 

EDR1549117 COPY OF EXECUTED DOCUMENT 
ITEM: 
RE:   GAZETTAL OF THE FIRE CONTROL 
OFFICERS UNDER SECTION 48 OF THE 
BUSH FIRE ACT 1954 
PARTIES:    
SIGNED BY: CEO X1 COPY 

29/09/2015 
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Document Number Description DATE SENT 
RECD 

EDR1549090 COPY OF EXECUTED DOCUMENT 
ITEM:   DEFERRED PENSIONER CLAIM 
FOR RATES AND ESL IS TO BE SIGNED 
BY THE CEO AND AUDITORS.  IT IS 
THEN SUBMITTED TO OFFICE OF STATE 
REVENUE SO THAT THEY CAN PAY 
INTEREST ON THE DEFERRED 
AMOUNTS FOR LAST FINANCIAL YEAR 
RE: 
PARTIES:   
SIGNED BY:  CEO X1 COPY 
 

29/09/2015 

EDR1549119 COPY OF EXECUTED DOCUMENT 
ITEM:   
RE:  MAIN ROADS BRIDGE PROGRAM - 
LOWER KING ROAD BRIDGE NO 4751 
PARTIES:MAIN ROADS WA 
SIGNED BY:  CEO  X1 COPY 
 

29/09/2015 

EDR1549120 COPY OF EXECUTED DOCUMENT 
ITEM:  MAIN ROADS REGIONAL GROUP 
FUNDING 
RE:     
PARTIES:   MAIN ROADS DEPARTMENT 
SIGNED BY:   CEO X1 COPY 
 

29/09/2015 

EDR1549136 COPY OF EXECUTED DOCUMENT 
ITEM:   AGREEMENT 
RE:    REZONING OF LOT 5 LOWANNA 
DRIVE, LOT 16 SOUTH COAST HIGHWAY 
AND LOTS 9 AND 110 GEORGE STREET 
PARTIES:  F & J LOMBARDO, Q D 
KNIGHT, T G BURGESS AND L J AND R 
SPAANDERMAN 
SIGNED BY:   CEO X3 COPIES 
 

30/09/2015 

EDR1549138 COPY OF EXECUTED DOCUMENT 
ITEM:  AGREEMENT 
RE:     REZONING OF LOT 1879 DAVIES 
ROAD, KALGAN 
PARTIES:  M J & B J O'DEA 
SIGNED BY:  CEO X3 COPIES 
 
 

30/09/2015 

EDR1549231 COPY OF EXECUTED DOCUMENT 
ITEM:  
RE: AMENDMENT TO PURCHASE 
ORDER WITH HORIZON WEST   
PARTIES:  HORIZON WEST 
SIGNED BY:   CEO x1 COPY 
 
 
 

06/10/2015 
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Document Number Description DATE SENT 
RECD 

EDR1549278 COPY OF EXECUTED DOCUMENT 
ITEM:  N/A 
RE:   CONTRACT AGREEMENT TO 
RECYCLE AND DISPOSE OF E-WASTE 
COLLECTED BY COA TO JUNE 2016 
PARTIES:  TOTAL GREEN RECYCLING 
SIGNED BY:  CEO  1 COPY 
 

08/10/2015 

EDR1549279 COPY OF EXECUTED DOCUMENT 
ITEM:  OCM 26.05.15  ITEM  CSF169 
RE:   2016/17 REGIONAL BICYCLE 
NETWORK FUNDING 
PARTIES:  WA DEPARTMENT OF 
TRANSPORT 
SIGNED BY:  CEO  x1 COPY 
 

08/10/2015 

EDR1549288 COPY OF EXECUTED DOCUMENT 
ITEM:  OCM 24.06.2014  ITEM  CSF094 
RE:SPECTRUM THEATRE RETAINING 
WALL GRANT APPLICATION - 
STRONGER COMMUNITIES 
PROGRAMME 
PARTIES:  DEPARTMENT OF 
INFRASTRUCTURE AND REGIONAL 
DEVELOPMENT 
SIGNED BY:  CEO  x1 COPY 
 

09/10/2015 

EDR1549299 COPY OF EXECUTED DOCUMENT 
ITEM:  OCM 24.06.2014  ITEM  CSF094 
RE:YOUTH IN ENGAGEMENT (YES) 
PARTIES:  DEPARTMENT OF SPORT 
AND RECREATION 
SIGNED BY:  CEO  x1 COPY 
 

09/10/2015 

EDR1549373 COPY OF EXECUTED DOCUMENT 
ITEM: N/A 
RE:INVOICE FOR HORIZON WEST 
UNDER C15022 
PARTIES:  HORIZON WEST 
SIGNED BY:  CEO  x1 COPY 
 

13/10/2015 

EDR1549374 COPY OF EXECUTED DOCUMENT 
ITEM:  N/A 
RE:PLANNING SCHEME CONSENT FOR 
STORAGE SHED AT EMU POINT TENNIS 
CLUB 
PARTIES:  N/A 
SIGNED BY:  CEO  x1 COPY 

13/10/2015 
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Document Number Description DATE SENT RECD 
NCSR1548938 COPY OF  COMMON SEAL 

ITEM: SEC 70A NOTIFICATION 
FOR SUBDIVISION. APPROVAL 
150610-LOTS 83, 84 AND 85 ON 
DEP PLAN 70287 
RE: NOTICE OF UNAVAILABILITY 
OF MAINS POTABLE WATER 
AND SEWERAGE SERVICES 
PARTIES:A H DAVIS 
SIGNED BY: MAYOR AND CEO 
X1 COPY 
 

18/09/2015 

NCSR1548939 COPY OF COMMON SEAL 
ITEM: SEC 70A NOTIFICATION 
FOR SUBDIVISION APPROVAL 
150610-LOTS 83, 84 AND 85 ON 
DEP PLAN 70287 
RE: NOTICE OF UNAVAILABILITY 
OF MAINS POTABLE WATER 
AND SEWERAGE SERVICES 
PARTIES:A H DAVIS 
SIGNED BY:  CEO X1 COPY 
 

18/09/2015 

NCSR1548972 COPY OF COMMON SEAL  
ITEM: N/A 
RE:      LODGEMENT OF AN 
EASEMENT FOR DRAINAGE 
PURPOSES STRATA PLAN 4432 
PARTIES: OWNERS OF STRATA 
PLAN 4423 
SIGNED BY: CEO 1 COPY 
 

21/09/2015 

NCSR1549093 COPY OF  COMMON SEAL 
ITEM: AGREEMENT 
RE:  CLEANING 
PARTIES:  OCS SERVICES PTY 
LTD 
SIGNED BY:  CEO X2 COPIES 
 

29/09/2015 

NCSR1549178 COPY OF COMMON SEAL 
ITEM:    OCM  24.2.2015  ITEM 
PD095 
RE: LAMD6 - REZONING LOT 105 
AND A PORTION OF LOT 106 
NANARUP ROAD, LOWER KING 
PARTIES: JA &MA KENNEDY, GA 
& PM CLARK 
SIGNED BY THE CEO 3 COPIES 
 
 
 
 
 

02/10/2015 
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Document Number Description DATE SENT RECD 
NCSR1549210 COPY OF COMMON SEAL 

ITEM: OCM 24/02/2015 ITEM 
PD071 AND OCM 22/09/2015 
ITEM PD096 
RE: LAMD10 REZONING LOT 11 
NANARUP ROAD, NANARUP 
FROM THE 'RESIDENTIAL' R1 TO 
THE 'RESIDENTIAL' R5 AND 
AMENDING THE SCHEME MAPS 
ACCORDINGLY 
PARTIES: RC & J L BEUGGE 
SIGNED BY THE CEO X3 COPIES 
 

05/10/2015 

NCSR1549222 COPY OF COMMON SEAL 
ITEM: N/A 
RE: SECTION 70A 
NOTIFICATION OF SUBDIVISION 
APPROVAL 151632 - NOTICE OF 
STORM WATER 
REQUIREMENTS AND 
BUSHFIRE DESIGN 
REQUIREMENTS 
PARTIES: KEIRON BENSON AND 
SHAYE BENSON 
SIGNED BY: CEO AND MAYOR 2 
COPIES 
 

05/10/2015 

NCSR1549223 COPY OF COMMON SEAL 
ITEM: N/A 
RE:SECTION 70A NOTIFICATION 
FOR SUBDIVISION APPROVAL 
634-14 - NOTICE OF STORM 
WATER REQUIREMENTS (LOTS 
1 AND 3 ON STRATA PLAN 
70419) 
PARTIES: PATRICK SHAUN 
O'NEIL 
SIGNED BY: CEO AND MAYOR 1 
COPY 
 

05/10/2015 

NCSR1549224 COPY OF COMMON SEAL 
ITEM: OCM 22/09/2015   ITEM 
WS087 
RE: SIGNING OF CONTRACTS 
FOR C15023 - MILLBROOK 
ROAD (SLK 1.9-3.5) WIDENING 
AND RECONSTRUCTION 
PARTIES: AD CONTRACTORS 
PTY LTD 
SIGNED BY: CEO AND MAYOR 2 
COPIES 
 
 
 

05/10/2015 
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Document Number Description DATE SENT RECD 
NCSR1549294 COPY OF COMMON SEAL 

ITEM: N/A 
RE: SUBDIVISION APPROVAL 
150247 - NOTICE OF 
STORMWATER REQUIREMENTS 
(LOT 261 ON STRATA PLAN 
406234) 
PARTIES: CARY ALAN SAGGERS 
AND SUSAN MARIE SAGGERS 
SIGNED BY CEO 1 COPY 
 

09/10/2015 

NCSR1549411 COPY OF COMMON SEAL 
ITEM: N/A 
RE: SUBDIVISION APPROVAL 
150520 - NOTICE OF 
UNAVAILABILITY OF SEWERAGE 
PARTIES: BARRY PANIZZA 
SIGNED BY CEO 1 COPY 

15/10/2015 
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