CITY OF ARMADALE

AGENDA
OF CITY STRATEGY COMMITTEE TO BE HELD IN THE COMMITTEE ROOM,
ADMINISTRATION CENTRE, 7 ORCHARD AVENUE, ARMADALE ON MONDAY, 14
NOVEMBER 2005, AT 7.00 PM.

Meal to be served at 6.15 pm

PRESENT:

APOLOGIES:

OBSERVERS:

IN ATTENDANCE:

CITY STRATEGY
COMMITTEE

2

14 NOVEMBER 2005

DISCLAIMER
The Disclaimer for protecting Councillors and staff from liability of information and advice
given at Committee meetings to be read by the Chairman.

DECLARATION OF MEMBERS’ INTERESTS

QUESTION TIME

DEPUTATION
Nil

CONFIRMATION OF MINUTES
RESOLVED
Minutes of the City Strategy Committee Meeting held on 10 October
2005, be confirmed.
ITEMS REFERRED FROM INFORMATION BULLETIN
INFORMATION BULLETIN – ISSUE NO.21/2005
The following items were included for information in the “City Strategy section”
-

Progress Report on Contingency, Operational and Strategic Projects
Report on Outstanding Matters
Accounting Services Report
Assessment of Community Attitudes to Proposed Cat Regs within CoA
Environmental Management in Armadale – Final Report

If any of the items listed above requires clarification or a report for a decision of
Council, this item to be raised for discussion at this juncture.
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LIST OF ACCOUNTS PAID –SEPTEMBER 2005
WARD

All

FILE REF:

FIN/1

DATE

5 Nov 2005

REF

AB/MD

RESPONSIBLE
MANAGER

Executive Manager
Business Services

In Brief:


The Report presents, pursuant to Regulation 13(1),
(3) & (4) of the Local Government (Financial
Management) Regulations 1996, the List of
Accounts paid for the period 1.10.05 TO 31.10.05.

Tabled Items
Nil
Officer Interest Declaration
Nil
Strategic Implications
5.
Developing Our Organisation
Improve the financial viability of Council, by
5.4.2 Developing processes to measure and allocate costs of Council services
5.4.3 Developing improved financial management reports
Legislation Implications
Section 6.10 (d) of the Local Government Act 1995 refers, ie.
6.10. Financial management regulations
Regulations may provide for —
(d) the general management of, and the authorization of payments out of —
(i) the municipal fund; and
(ii) the trust fund,
of a local government.
Regulation 13(1), (3) & (4) of the Local Government (Financial Management) Regulations 1996
refers, ie.
13.
Lists of Accounts
(1)

If the local government has delegated to the CEO the exercise of its power to
make payments from the municipal fund or the trust fund, a list of accounts paid
by the CEO is to be prepared each month showing for each account paid since
the last such list was prepared —
(a)
the payee’s name;
(b)
the amount of the payment;
(c)
the date of the payment; and
(d)
sufficient information to identify the transaction.

CITY STRATEGY
5
COMMITTEE - Financial Management & Planning
(3)

(4)

14 NOVEMBER 2005

A list prepared under subregulation (1) is to be —
(a)
presented to the council at the next ordinary meeting of the
council after the list is prepared; and
(b)
recorded in the minutes of that meeting.
After the list referred to in subregulation (1) has been prepared for a month the
total of all other outstanding accounts is to be calculated and a statement of
that amount is to be presented to the council at the meeting referred to in
subregulation (3)(a).

Council Policy/Local Law Implications
Nil
Budget/Financial Implications
All accounts paid have been duly incurred and authorised for payment as per approved
purchasing and payment procedures.
Consultation
Nil
BACKGROUND
Pursuant to Section 5.42 of the Local Government Act 1995 (Delegation of some powers and
duties to CEO), Council has resolved to delegate to the CEO (Primary Delegation No: 150
refers) the exercise of its powers to make payments from the municipal and trust funds.
COMMENT
The List of Accounts paid for the period 1 October 2005 to 31 October 2005 is presented at
Attachment A-1 of the Agenda.
RECOMMEND
That Council note the List of Accounts paid as presented at Attachment A-1
of this Report and summarised as follows:
Municipal Fund
Accounts paid totalling $24,620,231.65 on Vouchers 2607 - 2813, Batch 193 Batch 207, 100204 – 100225 & 300025 - 300026
Trust Fund
Nil

Moved Cr ____________
Motion Carried/Lost (….)
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FINANCIAL REPORT –SEPTEMBER 2005
WARD

:

FILE REF

:

FIN/1

DATE

:

7 Nov 2005

REF

:

AFM / NC

RESPONSIBLE
MANAGER

:

EDCorpS and EMBS

ALL

In Brief: This Report is in response to Council’s resolution of
17th October 2005 to “refer the Financial Report for
the period ended 30 September 2005 to the
November 2005 City Strategy Committee meeting for
review”.

Tabled Items
Nil
Strategic Implications
Developing our Organisation:
Improve the environment for effective governance;
Improve the overall financial viability of Council.
Legislation Implications
Local Government Act 1995 – Part 6 – Division 3 – Reporting on Activities and Finance
Local Government (Financial Management) Regulations – Part 4 – Financial Reports
Council Policy/Local Law Implications
Nil
Budget/Financial Implications
The Statement of Financial Activity as presented refers and explains. The statement, whilst
identifying a number of areas, does not, at this time, warrant concern from a budgetary or
financial viewpoint.
Consultation
Directors and Managers relevant to the reported instances of ‘material variance’.

BACKGROUND
The purpose of this Report is to provide Committee/Council with further opportunity to review
in more detail the Financial Report as previously presented to the 17th October Council Meeting
via the CEO’s Report. The Report as previously presented and resolved is reproduced at
Attachment A-2.
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PROPOSAL AND COMMENT
The September 2005 Monthly Financial Report has been prepared in accordance with legislative
requirements and previous Council resolution. To this end, variances identified for review have
been factored on indicators set by Council in the order of:
1. (+) or (-) $50,000 for revenues, and
2. (+) or (-) $100,000 for expenses
as per those areas identified in the statement of Financial Activity. Those individual line items
predominantly affecting the review areas have been individually identified.
NB

Whilst a number of areas on this report fall into the review category, none of these areas
warrants concern at this point in time i.e. all projected revenues and expenses are anticipated to
occur, albeit in a differing timeframe than that which was anticipated.

RECOMMEND
That Council, pursuant to Regulation 34 of the Local Government (Financial
Management) Regulations 1996 (as amended), accept the Financial Report
for the period ended 30 September 2005 as presented at Attachment A-2 to
this report.

Moved Cr _______________
Motion Carried/Lost ( )
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RATES EXEMPTION APPLICATION – 25 & 27 Prospect Road, Armadale
WARDS

Minnawarra

FILE REF:

A45828, A45832,
RAT/13

DATE

18 October 2005

REF

JEAH

RESPONSIBLE
MANAGER

Executive Manager
Business Services

In Brief:
 Non-rateable status application from the Communicare,
for the properties:
o
o


25 Prospect Road, Armadale.
27 Prospect Road, Armadale -Vacant Land

Recommendation is that only the application for 25
Prospect Road, Armadale be approved.

Tabled Items
Nil
Officer Interest Declaration
Nil
Strategic Implications
Long Term – to achieve a better quality of living for the people of our city.
Legislation Implications
Local Government Act 1995
S6.26 Rateable land.
(1). Except as provided in this section all land within a district is rateable land.
(2). The following land is not rateable land –
(g) land used exclusively for charitable purposes;
(6). Land does not cease to be used exclusively for a purpose mentioned in subsection
(2) merely because it is used occasionally for another purpose, which is of a
charitable, benevolent, religious or public nature.
Council Policy/Local Law Implications
Current practice is to apply the rate exemption from the date of the application.
Budget/Financial Implications
The application if approved as recommended, equates to a reduction of rate revenue of $659.30
for the 2005/2006 financial year.
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BACKGROUND
Relevant extracts from Communicare’s application are as follows:
Communicare are proud to be one of Western Australia’s leading charities providing support
services across three main streams; Family Services, Children Services and Employment and
Training Services. Communicare were founded and incorporated in November 1977 in response
to the demand and need of local families.
Communicare is highly regarded as a service provider by funding bodies including local, state
and federal governments as well as private trusts and foundations. This can be measured in the
recurring financial support of diverse services over the past 25 years. Communicare has
successfully grown from an original income base of $12,000 per annum with minimal assets in
1977 to an asset base of $10 million and a revenue base of $10.5 million.
Communicare provide the following services for the residents of the City of Armadale:
On a day to day basis -

Employment and Training Services
 Job Matching Services
 Job Search Training
 Intensified Customer Assistance

One day a week -

Building a Balance
 An adolescent and parent family counselling service for “at
risk” youth
Personnel Support Programme
 Intensive Assessment, Counseling and Case Management
Service for individuals with multiple non-vocational barriers
to employment (including accommodation and poverty related
issues, drug dependency, Family Origin Issues (FOO) and
abuse issues, mental health disorders
COYOTEES ( Communicare Youth Transition to
Education and Employment Services)
 A Counselling and Mentor service for Indigenous youth aged
between 14-19 years
 Provides youth alternative choices to social inclusion and
appropriate behaviour while addressing issues preventing
education and employment

By appointment

Family Support Early Intervention and Prevention Service
 Intervention and assessment for families in crisis Men’s’ and
play day group (parenting and men’s issues)
 Drop in play groups (identification process for early onset of
family problems including isolation, discrimination, poverty,
family breakdown and rejection/abuse issues)
 Adolescent and Children’s anger and sense of self groups
 Community Development Officer – organizes community
events and specific celebrations eg Family and Children’s
week, Harmony Day, NAIDOC etc
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Emergency Relief
 Crisis Support Services including food hampers, blankets,
food vouchers and bill pay assistance (utilities, rent,
medical supplies)

A large range of other services are also available to the City of Armadale residents at
Communicare’s main office in Cannington, the Armadale office will advise and make
appointments if necessary to any of the wide range of services.
Communicare have a purchased the properties at 25 & 27 Prospect Road, Armadale, with the
building on 27 Prospect Road being demolished in May 2005.
Copies of the following documents were, or have been previously, supplied:
i)
ii)
iii)
iv)
v)
vi)
vii)
viii)
ix)

Certificate of Incorporation
Constitution;
Lease documents
Annual Report 2003
Fliers highlighting the wide range of services
Certificate of exemption from stamp duty from State Taxation Department
Land Tax exemption from Department of Treasury and Finance
Correspondence from Charitable Collections Advisory Committee issuing a license
under the Charitable Collections Act 1946-49; and
Public Benevolent Institution approval from the Australian Taxation Office, quoting
sales tax exemption, gift tax deductibility and income tax exemption.

COMMENT
Relevant extracts from past legal opinion as to the term ‘charitable purposes’ as regards to
Section 6.26(2)(g) are as follows:


Prior Australian case law has categorized “charity” to include:

the relief of poverty;

the advancement of education;

the advancement of religion; and

other purposes beneficial to the community.

Insofar as “other purposes beneficial to the community”, the Courts have construed
the same as follows:
“The community is a definite community or section of the community, it must be
identifiable as such; it must be of appreciable importance; and it must not depend on
any personal relationship to a particular individual or individuals”
and
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“The benefit of a charitable trust of this class (i.e. other purposes beneficial to the
community) need not extend to the whole community provided that the class to be
benefited is substantial enough to give the trust a public character. What is a
sufficiently substantial class may vary according to the nature of the benefit to be
provided, and it is particularly important in considering this category to keep in mind
the necessary element of public general utility.”
Given the above legal opinion extracts, it is considered that the activities conducted by
Communicare at 25 Prospect Place, Armadale are of a beneficial nature to the community of the
City of Armadale and would be considered to be of a “charitable” nature therefore qualifying to
be exempt from rating in accordance with the requirements of the Local Government Act.
However the land at 27 Prospect Place, Armadale is currently vacant and as such in its
vacant/unused state cannot reasonably be said to be used exclusively for charitable purposes.
Accordingly this part of the application should be declined.
Conclusion:
It is therefore recommended that Council support the requests for exemption from rating on the
property used by Communicare.

RECOMMEND
That Council:1.

approve Communicare’s application for rates exemption pursuant on
the property at 25 Prospect Place, Armadale (assessment A45828)
effective from 10 October 2005.

2.

decline that part of the application received from Communicare for
a rate exemption on 27 Prospect Place, Armadale (assessment
A45832) on the basis that the land is vacant and as such cannot
reasonably be said to be used for charitable purposes.

Moved Cr ________
Motion Carried/Lost (….)
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RATES EXEMPTION APPLICATION – 86 Ypres Road, Westfield
WARDS

Heron

FILE REF:

A140662,

DATE

18 October 2005

REF

JEAH

RESPONSIBLE
MANAGER

Executive Manager
Business Services

RAT/13

In Brief:
 Non-rateable status application from the
Centrecare (inc) for 86 Ypres Road Westfield.


Recommendation is that the application be
approved.

Tabled Items
Nil
Officer Interest Declaration
Nil
Strategic Implications
Long Term – to achieve a better quality of living for the people of our city.
Legislation Implications
Local Government Act 1995
S6.26 Rateable land.
(3). Except as provided in this section all land within a district is rateable land.
(4). The following land is not rateable land –
(g) land used exclusively for charitable purposes;
(7). Land does not cease to be used exclusively for a purpose mentioned in subsection
(2) merely because it is used occasionally for another purpose, which is of a
charitable, benevolent, religious or public nature.
Council Policy/Local Law Implications
Current practice is to apply the rate exemption from the date of the application.
Budget/Financial Implications
The application if approved as recommended equates to a reduction of rate revenue of $677.04
for the 2005/2006 financial year.
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BACKGROUND
Centrecare (Inc) is a charitable, not-for-profit organization funded by Government to facilitate
the Supported Accommodation Assistance Program and a Community Housing Program.
These programs entail providing supported accommodation for up to twenty-five families who
are homeless or at imminent risk of homelessness.
The accommodation is either Centrecare (Inc) owned or leased from the Department of Housing
and Works.
It is a condition of the applicants funding that these properties are used for charitable purposes
only.
The property at 86 Ypres Road, Westfield is leased from the Department of Housing and Works.
Copies of the following documents were, or have been previously, supplied:
x)
xi)
xii)

Statutes of Centrecare Incorparated
Ato endorsement as a tax exempt charitable entity;
Lease documents

COMMENT
Relevant extracts from past legal opinion as to the term ‘charitable purposes’ as regards to
Section 6.26(2)(g) are as follows:


Prior Australian case law has categorized “charity” to include:

the relief of poverty;

the advancement of education;

the advancement of religion; and

other purposes beneficial to the community.

Insofar as “other purposes beneficial to the community”, the Courts have construed
the same as follows:
“The community is a definite community or section of the community, it must be
identifiable as such; it must be of appreciable importance; and it must not depend on
any personal relationship to a particular individual or individuals”
and
“The benefit of a charitable trust of this class (i.e. other purposes beneficial to the
community) need not extend to the whole community provided that the class to be
benefited is substantial enough to give the trust a public character. What is a
sufficiently substantial class may vary according to the nature of the benefit to be
provided, and it is particularly important in considering this category to keep in mind
the necessary element of public general utility.”
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Given the above legal opinion extracts, it is considered that the activities conducted by
Centrecare (inc) at the subject property are of a beneficial nature to the community of the City of
Armadale and would be considered to be of a “charitable” nature therefore qualifying to be
exempt from rating in accordance with the requirements of the Local Government Act.
Conclusion:
It is therefore recommended that Council support the request for exemption from rating on the
property used by Centrecare (inc).

RECOMMEND

1.

That Council pursuant to section 6.26 (2)(g) of the Local Government
Act 1995, approve Centrecare Inc application for rates exemption on
the property at 86 Ypres Road, Westfield, Kelmscott (140662)
effective from 10 October 2005.

2.

That Council’s approval as referred to in part (1) of this
recommendation is conditional upon Council receiving from the
property owner, Department of Housing and Works, and the lessee
Centrecare (inc), written confirmation that the rates exemption
granted in this application has been passed onto and received by,
Centrecare (inc).

Moved Cr ____________
Motion Carried/Lost (….)
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RATES EXEMPTION APPLICATION – 30 (Lot 17) Brant Road Kelmscott and 16 (Lot 25)
Gillam Drive Kelmscott
WARDS

Heron

FILE REF:

A230986, A195239,
RAT/13

DATE

27 July 2005

REF

JEAH

RESPONSIBLE
MANAGER

Executive Manager
Business Services

In Brief:
• Non-rateable status application from the
Southside Christian Centre for place of public
worship (Christian Centre) and facilities for youth
and children’s activities.
•

Recommendation is that the application be
approved from 21 July 2005.

Tabled Items
Nil
Officer Interest Declaration
Nil
Strategic Implications
Long Term – to achieve a better quality of living for the people of our city.
Legislation Implications
Local Government Act 1995
S6.26 Rateable land.
(5). Except as provided in this section all land within a district is rateable land.
(6). The following land is not rateable land (d)

land used or held exclusively by a religious body as a place of public
worship or in relation to that worship, a place of residence of a minister of
religion, a convent, nunnery or monastery, or occupied exclusively by a
religious brotherhood or sisterhood;

(8). Land does not cease to be used exclusively for a purpose mentioned in subsection
(2) merely because it is used occasionally for another purpose, which is of a
charitable, benevolent, religious or public nature.
Council Policy/Local Law Implications
Current practice is to apply the rate exemption from the date of the application.
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Budget/Financial Implications
This rate exemption equates to a reduction of rate revenue of $6,168.47 for the 2005/06 financial
year.

BACKGROUND
Southside Christian Centre (applicant) sold the properties at 54, 56, 58 Sixth Road and 72
Forrest Road, Armadale and purchased 30 (Lot 17) Brant Road and 16 (Lot 25) Gillam Drive,
Kelmscott on 7 July 2005.
The Applicant has been conducting activities in Armadale for the past 38 years. The scale and
diversity of operations have increased and expanded over this time to a stage where the present
facility is highly restrictive. The expansion has included the development and growth of
numerous programs including the Applicants charity arm of “Southside Care” that provides a
range of services catering for community needs.
The Applicant has advised that the charity operations will continue from Lot 8 (66-70) Forrest
Road, Armadale, whilst the church activities will be relocated from 54, 56, & 58 Sixth Road
Armadale to 30 (Lot 17) Brant Road, Kelmscott.
The new building at 30 (Lot 17) Brant Road, Kelmscott will consist of an auditorium with a peak
capacity of 350 people and facilities for youth activities (including an indoor playground that
may in the future be used as a commercial enterprise).
A total of 97 parking bays with 51 at 30 (Lot 17) Brant Road and 46 bays at 16 (Lot 25) Gillam
Drive currently exist. An easement between the two lots has occurred allowing pedestrian
access to the building from the additional parking bays.
The Development Services Committee on 17 May 2005 D53/5/05 recommended the change of
use of the land to public worship and this was approved by Council on 23 May 2005. Council
required both properties to be treated essentially as one property due to the parking limitations
on the main property 30 (Lot 17) Brant Road. Whilst the right of way permits a “joining” of the
two properties in this instance, future situations whereby more than one property separates the
two may require a Ministerial approval as traditionally car parking/vacant land lots have not
been exempted from rates.
The Applicant will transfer the administration and Church services from 1 October 2005.

DETAILS OF PROPOSAL
The Applicant has indicated that the proposed uses for the centre will include the following:
•
•
•
•

Religious activities including church services;
Children’s and youth programs;
Proposed Indoor Playground;
Proposed Coffee Shop catering for members and of Indoor playground;
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Administration and utility arrears (including corridors, toilets and kitchen).
Hours of operation
Sunday Services : 10.00 am – 11.30 am (180 adults and 45 children)
6.00 pm – 7.00 pm (80 adults and 8 children)
Friday Night Youth :
7.30 pm – 10.00 pm (100 adults)

COMMENT
Relevant extracts from past legal opinion as to the term ‘charitable purposes’ as regards to
Section 6.26(2)(g) are as follows:


Prior Australian case law has categorized “charity” to include:

the relief of poverty;

the advancement of education;

the advancement of religion; and

other purposes beneficial to the community.

Insofar as “other purposes beneficial to the community”, the Courts have construed
the same as follows:
“The community be a definite community or section of the community, it must be
identifiable as such; it must be of appreciable importance; and it must not depend on
any personal relationship to a particular individual or individuals”
and
“The benefit of a charitable trust of this class (i.e. other purposes beneficial to the
community) need not extend to the whole community provided that the class to be
benefited is substantial enough to give the trust a public character. What is a
sufficiently substantial class may vary according to the nature of the benefit to be
provided, and it is particularly important in considering this category to keep in mind
the necessary element of public general utility.”
Given the above legal opinion extract it is considered that the activities conducted by the
Applicant are of a beneficial nature to the community of the City of Armadale and would be
considered to be of a “charitable” nature therefore qualifying to be exempt from rating in
accordance with the requirements of the Local Government Act section 6.26(2)(g).
The Applicant’s use of the property for religious worship also qualify the property as exempt
under section 6.26 (2)(d).
Where the land is not used exclusively for a purpose mentioned in section 6.26 (2) because it is
used occasionally for another purpose, which is of a charitable, benevolent, religious or public
nature under section 6.26 (6) then when the centre is used for Children’s and Youth Services and
administration these activities would also be non rateable.
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If the indoor playground and coffee shop are used at the centre in the future as a commercial
enterprise these activities may not be non rateable unless the income generated from these
activities go back to the incorporated group to advance further their charitable/church activities.
Conclusion:
Therefore it is recommended that Council grant the exemption on these properties whilst they
are used as one.

RECOMMEND
That Council:
1. approves the application received from the Southside Christian Centre
for a rate exemption on A230986, 30 (Lot 17) Brant Road Kelmscott,
under S6.26 (d) of the Local Government Act as the land is held or used
exclusively for the Parish. This exemption applies for the area of land
held for the Parish from 21 July 2005.
2. approves the application received from the Southside Christine Centre
for a rate exemption on A195239, 16 (Lot 25) Gillam Drive Kelmscott,
under S6.26 (d) of the Local Government Act for additional car parking
bays on the vacant land as long as the right of way remains on the
properties.

Moved Cr ____________
Motion Carried/Lost
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RATES EXEMPTION APPLICATION – 9/8 Tinga Place, Kelmscott
WARDS

Heron

FILE REF:

A243646 RAT/13

DATE

18 October 2005

REF

JEAH

RESPONSIBLE
MANAGER

Executive Manager
Business Services

In Brief:
 Non-rateable status application from the Drug-Arm
WA for the Warehouse for their Op Shops.


That the current Rates Exemption on 2/8 Brant
Road, Kelmscott be transferred to their new
premises at 9/8 Tinga Place, Kelmscott.



Recommendation is that the application be approved
from 5 August 2005.

Tabled Items
Nil
Officer Interest Declaration
Nil
Strategic Implications
Long Term – to achieve a better quality of living for the people of our city.
Legislation Implications
Local Government Act 1995
S6.26 Rateable land.
(7). Except as provided in this section all land within a district is rateable land.
(8). The following land is not rateable land –
(g) land used exclusively for charitable purposes;
(9). Land does not cease to be used exclusively for a purpose mentioned in subsection
(2) merely because it is used occasionally for another purpose, which is of a
charitable, benevolent, religious or public nature.
Council Policy/Local Law Implications
Current practice is to apply the rate exemption from the date of the application.
Budget/Financial Implications
The application if approved as recommended equates to a reduction of rate revenue of $624.44
for the 2005/06 financial year.
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BACKGROUND
Drug-Arm WA Inc is a non-government, non-profit, non-denominational Christian charitable
organization committed to actively serve a community in crisis affected by the use of both legal
and illegal drugs. Our programs target both the causes and effects of drug abuse. These
includes Street Van Program (Street Outreach Service), New Hope (Self help groups),
Emergency Accommodation, counseling, school education, education resources, lobbying,
government on drug issues, drug education, speaking appointments at various community
groups.
The factory unit is being used for the purpose of a warehouse for their Op Shops, which raises
funds for the charitable work of the organization.
Copies of the following documents were, or have been previously, supplied:
xiii)
xiv)
xv)

Certificate of Incorporation (Change of Name);
Constitution;
Correspondence from Charitable Collections Advisory Committee issuing a license
under the Charitable Collections Act 1946-49; and
Public Benevolent Institution approval from the Australian Taxation Office, quoting
sales tax exemption, gift tax deductibility and income tax exemption.

xvi)

COMMENT
Relevant extracts from past legal opinion as to the term ‘charitable purposes’ as regards to
Section 6.26(2)(g) are as follows:


Prior Australian case law has categorized “charity” to include:
 the relief of poverty;
 the advancement of education;
 the advancement of religion; and
 other purposes beneficial to the community.

Insofar as “other purposes beneficial to the community”, the Courts have construed
the same as follows:
“The community be a definite community or section of the community, it must be
identifiable as such; it must be of appreciable importance; and it must not depend on
any personal relationship to a particular individual or individuals”
and
“The benefit of a charitable trust of this class (i.e. other purposes beneficial to the
community) need not extend to the whole community provided that the class to be
benefited is substantial enough to give the trust a public character. What is a
sufficiently substantial class may vary according to the nature of the benefit to be
provided, and it is particularly important in considering this category to keep in mind
the necessary element of public general utility.”
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Given the above legal opinion extracts it is considered that the activities conducted by Drug-Arm
WA are of a beneficial nature to the community of the City of Armadale and would be
considered to be of a “charitable” nature therefore qualifying to be exempt from rating in
accordance with the requirements of the Local Government Act.
With reference to unit 2, 8 Brant Road, Kelmscott the rating concession has been cancelled.
Conclusion:
It is therefore recommended that Council support the request for exemption from rating on the
unit used by Drug-Arm WA Inc as a warehouse to support their Op Shops.

RECOMMEND
That Council pursuant to section 6.26 (2)(g) of the Local Government Act
1995, approve Drug-Arm WA Inc application for rates exemption on the
property at 9/8 Tinga Place, Kelmscott (243646) effective from 5 August
2005.

Moved Cr ______________
Motion Carried/Lost (……)
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KELMSCOTT FOOTBALL & SPORTMEN’S CLUB – LOAN REFINANCING
WARD

Heron

In Brief:

FILE REF:

A179413
10th Nov 2005

•

DATE
REF

AFM

RESPONSIBLE
MANAGER

Executive Director
Corporate Services

•

This report presents a request from the Kelmscott
Football & Sportmen’s Club Inc. for Council to act as a
loan guarantor for a loan refinancing proposal the
purpose of which is to address several long outstanding
club debts.
The Report Recommendation is to support the Club’s
request subject to a number of conditions and/or
undertakings to be given by the Club.

Tabled Items
Nil
Officer Interest Declaration
Nil
Strategic Implications
Building our Community – encourage community participation and responsibility.
Legislation Implications
Nil
Council Policy/Local Law Implications
Nil
Budget/Financial Implications
The recommended Council Loan Guarantee of $150,000 will, if supported by Council, be
recorded in the Notes to Council’s Annual Financial Statements as a contingent liability.
Consultation
Kelmscott Football & Sportmen’s Club Inc.
Manager Recreation Services

BACKGROUND
The Club’s facilities are located on John Dunne Reserve. The City is already a guarantor for a
$125,000 Club loan. This guarantor arrangement was made in March 2001 (C26/01 refers) and
is secured by way of a default clause in the lease agreement between Council and the Club. The
existing loan guarantee is for a $125,000 loan over 8 years at a variable interest rate (currently
9.85%), with expiry in 2009. The existing loan guarantee was an extension of a previous loan
guarantee approved by Council in November 1997 (F287/97 refers).
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This report presents the Club’s proposal to consolidate and refinance its existing debts, including
the debt owed to Council, by increasing its loan to $150,000. For the proposal to be viable, the
Club requests that Council act as loan guarantor.

DETAILS OF PROPOSAL
The Club is seeking to redraw the current loan to its original amount of $125,000 plus a further
$25,000, ie. a total of $150,000. The purpose of the redraw is to acquit several long outstanding
Club debts including a debt to Council of $23,732 thereby enabling the Club to move forward in
a more positive manner. Specific details of how the net redraw funds approximating $79,000
will be applied are as follows:
City of Armadale
Australian Taxation Office
Bank Overdraft
Member Debentures
Staff Wages
1080 6IX Advertising
Other Creditors

23,732
12,434
20,000
7,400
6,500
6,400
2,534
79,000

As the City is guarantor of the current loan, Council’s approval is required to vary the terms of
the loan and hence the request from the Club and this Report.

COMMENT
Analysis
The Club in support of their application for loan refinancing has submitted the following
documentation, ie.
•
•
•
•
•

Business Plan as prepared in March 2005;
Audited Annual Financial Statements for the years ended 31st October 2003 and 2004;
Annual Financial Statements (yet to be audited) for the year ended 31st October 2005;
A listing of current Club creditors, and
Budget Estimates for the coming year ending 31st October 2006.

The existing loan has a current outstanding principal of $71,300 and has monthly repayments
including principal and interest of $1,782. Repayments have been made regularly and without
default since commencement of the loan in 1997.
In addition to the above loan repayments ($1,782) and day to day operating expenses, the Club
has also been making regular monthly payments totaling $1,130 to a number of long outstanding
Club creditors, eg. Australian Taxation Office.
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Having assessed the information provided by the Club in support of their request, researched
prior reports of Council which dealt with like financial matters and met with Club
representatives to discuss their request, the findings can be summarized as follows:
1. The Club has demonstrated over many years a capacity to service loans approximating
$125,000 without default. The Club has been servicing such loans since 1976.
2. The financial performance of the Club has, with the exception perhaps of years 2002 and
2003, due it is understood primarily to the loss of key club members, been sound and the preaudit figures for the current year ended 31st October 2005 indicate a return to a modest profit
of $11,800. Based on the information received, the Club has the capacity to meet a slightly
higher level of debt whilst still increasing the net wealth of the Club.
3. The Club has accommodated the inclusion of other sporting groups as affiliates to more
effectively use the club facilities and leverage the economic growth and longer term viability
of the Club.
4. The Club demonstrates an active commitment to the future success of the Club by promoting
its clubrooms attraction and appeal to a wider market of prospective facility users which
comes
through
their
Business
Plan
and
the
Club’s
website
at
www.kelmscottfootballclub.com.au .
5. The Club has an outstanding debt to Council of $23,732 and this debt will be fully acquitted
upon the loan refinancing occurring.
6. The monthly loan repayments comprising of principal and interest for the requested
refinanced $150,000 loan will approximate $1,970 (based on a current interest rate of 9.85%)
which is $188 more than the current loan monthly repayment.
7. Key financial figures which have formed the basis of this financial assessment are
summarized as follows:
Particulars

Gross Bar Profit
Other Income
Total Income
Total Expenses
Net profit/(loss)
Current Assets
Current Liabilities
Working Capital/(deficiency)

2003 Year
(Audited
Financials)
93,870
67,022
160,892
172,532
(11,640)
23,939
105,469
(81,530)

2004 Year
(Audited
Financials)
95,700
80,204
175,904
181,676
(5,772)
26,658
110,547
(83,889)

2005 Year
(pre-audit
Financials)
103,490
83,670
187,160
175,400
11,760
19,000
95,000
(76,000)

2006 Year
(Budget
Estimates)
105,000
96,600
201,600
190,900
10,700
-
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Options
1. Support the Club’s request with appropriate conditions as shown in the following
recommendation.
2. Support the Club’s request but at a lesser loan amount and again with appropriate conditions.
3. Decline the request.

Conclusion
Option (1) is the preferred option for the reasons that:
a) it allows the Club to move forward in a more positive manner both financially and
operationally by ridding the Club of long outstanding debts including Council’s debt of
$23,732, and
b) the financial risk exposure to Council is considered minimal.

RECOMMEND
That Council, in response to the Kelmscott Football & Sportmen’s Club’s
request for loan refinancing, advise the Club as follows:
1. Council is prepared to act as loan guarantor for a Club loan of $150,000
over (10) ten years, at a variable interest rate, with monthly repayments
being made up of both principal and interest with the purpose of the loan
being to refinance current Club debt.
2. (1) above replaces the existing $125,000 Council loan guarantee and is
conditional upon the Club providing Council with the following written
undertakings, ie.
a) The Club meeting all costs associated with the loan refinancing,
eg. loan establishment costs, the payout of the existing loan and
the preparation of the Lender’s Loan Guarantor Documentation;
b) The security for Council’s Loan Guarantee continuing to be the
default clause in the property lease between Council and the Club;
c) The Club providing to Council for each year the guarantee is in
force, a copy of their (i) annual audited financial statements in
November/December and (ii) (6) monthly interim Financial
Statements in May,
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d) That the net proceeds of the loan refinancing which amount to
approximately $79,000, being used to settle the following Club
debts, ie.
City of Armadale
Australian Taxation Office
Bank Overdraft
Member Debentures
Staff Wages
1080 6IX Advertising
Other Creditors

23,732
12,434
20,000
7,400
6,500
6,400
2,534
79,000

e) The club providing to Council by 30th June 2006, an updated Business
Plan including supporting action plans and financial plans/budget
forecasts for a period of not less than 3 years,
f) That the cash-flow “freed-up” by the loan refinancing amounting to
approximately $1,100 per month, being applied towards facility and
operational improvements and not upon player, coach or other onfield personnel payments,
g) That Council’s invoices will at all times in the future be paid in
accordance with Council’s standard terms of trade, ie. within 30 days
of invoice date.
Moved Cr ____________
Motion Carried/Lost ( )
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COUNCIL AND COMMITTEE MEETINGS - JANUARY – DECEMBER 2006
WARD:

ALL

FILE REF:

MTG/1

DATE:

25 October 2005

REF:

NP

In Brief:
Council is requested to approve •
The Ordinary Council and Committee Meeting
dates for the period January to December 2006
inclusive for local public notice purposes.

RESPONSIBLE Manager Governance
MANAGER:
& Administration

Tabled Items
Nil
Officer Interest Declaration
Nil
Strategic Implications
Deliver high quality, professional governance and administration.
Legislation Implications
Section 5.25(1)(g) of the Local Government Act 1995 – Regulations about council and
committee meetings and committees.
5.25(1) Without limiting the generality of section 9.59, regulations may make
provision in relation to –
(g) the giving of public notice of the date and agenda for council or committee
meetings;
Regulation 12 of the Local Government (Administration) Regulations 1996, in part states:
“(1)

(2)

at least once each year a local government is to give local public notice of the
dates on which and the time and place at which –
(a)
the ordinary council meetings; and
(b)
the committee meetings that are required under the Act to be open to
members of the public or that are proposed to be open to the members of
the public,
are to be held in the next 12 months.
A local government is to give local public notice of any change to the date,
time or place of a meeting referred to in subregulation (1).”

Council Policy/Local Law Implications
Nil.
Budget/Financial Implications
Nil
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Consultation
WALGA
Department of Consumer and Employment Protection
BACKGROUND
At its meeting of 18 October 2004 Council resolved (CS51/10/04):
That Council:
(1)
replace its current practice of moving both committee meeting dates when a
public holiday occurs on a Monday, with the practice whereby only the Monday
committee meeting is moved to the Wednesday,
(2)
hold future meetings of the City Strategy and Development Services committees
on a Monday and Tuesday respectively, and
(3)
introduce, with effect from 1 January 2005 via publication of the 2005 annual
calendar of meeting dates, the changes referred to in parts (1) and (2) of this
recommendation.
DETAILS OF PROPOSAL
The calendar of Ordinary and Committee Meeting dates for 2006, as presented in the
Recommendation to this item, has been prepared based on the following schedule as previously
adopted by Council:
First Monday of the Month

Council

Second Monday of the Month

City Strategy Committee

Tuesday following Second Monday of the Month

Development Services Committee

Third Monday of the Month

Council

Fourth Monday of the Month

Technical Services Committee

Tuesday following 4th Monday of the Month

Community Services Committee

Appropriate variations from the above schedule have been applied to some Ordinary Council
and Committee Meetings to allow for:
•
•
•

The incidence of public holidays
Accommodation of Local Government Week which is attended by Councillor’s and
officers; and
Council’s preference to complete its business for the year prior to the Christmas period.

A copy of the proposed meeting calendar is provided overleaf for Councillor’s information.
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RECOMMEND
That Council, pursuant to Regulation 12(1) of the Local Government
(Administration) Regulations 1996, gives local public notice of the following Council
and Committee meeting dates, times and places for the period January 2006 to
December 2006 inclusive.
MONTH

ORDINARY
COUNCIL
MEETING

CITY
STRATEGY
COMMITTEE

DEVELOPMENT
SERVICES
COMMITTEE

TECHNICAL
SERVICES
COMMITTEE

COMMUNITY
SERVICES
COMMITTEE

JAN 2006

16/01/05

09/01/06

10/01/06

23/01/06

24/01/06

FEB 2006

06/02/06
20/02/06

13/02/06

14/02/06

27/02/06

28/02/06

MARCH 2006

07/03/06
20/03/06

13/03/06

14/03/06

27/03/06

28/03/06

APRIL 2006

03/04/06
18/04/06

10/04/06

11/04/06

24/04/06

26/04/06

MAY 2006

01/05/06
15/05/06

08/05/06

09/05/06

22/05/06

23/05/06

JUNE 2006

06/06/06
19/06/06

12/06/06

13/06/06

26/06/06

27/06/06

JULY 2006

03/07/06
17/07/06

10/07/06

11/07/06

24/07/06

25/07/06

AUG 2006

08/08/06
21/08/06

14/08/06

15/08/06

28/08/06

29/08/06

SEP 2006

04/09/06
18/09/06

11/09/06

12/09/06

25/09/06

26/09/06

OCT 2006

03/10/06
16/10/06

09/10/06

10/10/06

23/10/06

24/10/06

NOV 2006

06/11/06
20/11/06

13/11/06

14/11/06

27/11/06

28/11/06

DEC 2006

04/12/06
18/12/06

11/12/06

12/12/06

11/12/06

12/12/06

All Ordinary Council meetings are held in the Council Chambers, Administration
Centre, 7 Orchard Ave, Armadale and commence at 7.00pm
All Committee meetings are held in the Committee Room, Administration Centre, 7
Orchard Ave, Armadale and commence at 7.00pm.
Moved Cr _________
Motion Carried/Lost (….)
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APPLICATION FOR ALFRESCO DINING – GLORIA JEANS CAFÉ JULL ST
ARMADALE
WARD

Minnawarra

FILE REF:

A216772

DATE

17 October 2005

REF

NP

RESPONSIBLE
MANAGER

Manager Governance &
Administration

In Brief:




A request has been made by Gloria Jeans for
permission to have alfresco dining at their
premises in Jull St Armadale.
The recommendation is to approve the request.

Tabled Items
Nil
Officer Interest Declaration
Nil
Strategic Implications
Progress development projects of the City’s “Armadale Alive” investment strategy, by
revitalizing Armadale City Centre.
Promote business development, employment and residential growth, encouraging the overall
economic well being of the community.
Legislation Implications
Local Government Act 1995 – Section 3.5(1) – Legislative powers of Local Governments to
make local laws.
Health Act 1911 – Section 247 – The Governor may make regulations.
Health (Food Hygiene) Regulations 1993 - Part 2-Food premises and food vehicles.
Council Policy/Local Law Implications
Activities and Trading in Thoroughfares and Public Places Local Law
Budget/Financial Implications
Nil
Consultation
Planning Department
Health Department
BACKGROUND
At its meeting of 19 May 2003 Council resolved (D76/5/03) to approve the application for the
redevelopment of the Armadale Plaza shopping centre, which incorporated six retail tenancies
and two restaurants/fast food outlets (Jesters and Subway) fronting Jull Street Mall and a café
overlooking the Soldiers Memorial Park with an alfresco dining area, public space, monolithic
display walls, pathways and landscaping.

CITY STRATEGY
36
COMMITTEE – Governance & Administration

14 NOVEMBER 2005

ALFRESCO DINING – GLORIA JEANS CAFÉ, JULL ST
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The alfresco dining and pedestrian spaces were to provide more interaction between the park and
the development.
DETAILS OF PROPOSAL
The applicant is seeking to formalise preliminary approval given in the Development
Application to operate an alfresco dining area adjacent to their premises in Jull Street Armadale.
The proposed area, delineated on the plan opposite, is purpose built and comprises a net floor
area of 75.6m².

COMMENT
Analysis
In May 2003, Council approved a Development Application for the redevelopment of the
Armadale Plaza shopping centre in which an alfresco dining area overlooking Memorial Park
formed part of the proposal.
As preliminary approval has already been given, this item serves to formally approve a permit
required under the Activities and Trading in Thoroughfares and public Places Local Law.
In November 2003 Council approved an outdoor eating facility in the Jull Street Mall at Café @
188 in which it was considered at the time that further encouragement of this activity should be
made to other retailers on the basis that it will provide a greater diversity of the Town Centre
functions and facilities and could be seen to improve the ambiance of the area.
Discussions have taken place with officers from the Planning Department and Health
Department regarding the request and they do not foresee any major problems associated with it
and are fully supportive.
Under the Activities and Trading in Thoroughfares and Public Places Local Laws, there is no
schedule of fees applicable for this type of activity and therefore to encourage this type of
activity it is suggested that no fee apply.
To comply with the requirements of the Activities and Trading in Thoroughfares and Public
Places Local Law a permit must be issued. Due to the nature of the activity it is recommended
that certain conditions be imposed in the permit and these are outlined below:
1. The permit is for a twelve (12) month period.
2. The eating area is to be kept in a clean and tidy condition at all times.
3. Chairs, tables and other structures in the eating area are to be maintained in a good, clean
and serviceable condition at all times.
4. The eating area shall be conducted strictly in accordance with the provisions of the
Health Act 1911 and any future Act regulating the preparation or service of food and all
other regulations and local laws governing the conduct of an eating area.
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5. The permit holder is solely responsible for all and any costs associated with the removal,
alteration, repair, reinstatement or reconstruction of any part of the public place arising
from the conduct of the outdoor eating facility.
6. The outdoor eating area is not to impede pedestrian access.
7. The permit holder must obtain public risk insurance in the amount of not less than
$10,000,000.
8. The permit holder must indemnify the City of Armadale in respect of any injury to any
person or any damage to any property, which may occur in connection with the use of the
public place by the permit holder.
9. No tables, chairs or other approved structures shall be set up or permitted to remain in the
dining area outside of normal business hours.
10. The permit and the conditions of the permit shall, on demand, be shown to an authorised
officer of the Council.
These conditions are similar to those imposed by Council on the permit granted to Café @ 188.
Options
Option 1 – Not to approve the application. As Council has previously approved an alfresco area
in the Development Application and for reasons stated above, this is not recommended.
Option 2 – Approve the application.
Conclusion
It is considered appropriate to approve the application on the grounds that:
•
Council has previously given preliminary approval under the original Development
Application for the redevelopment of the Armadale Plaza shopping centre;
•
There already being in existence an outdoor eating facility elsewhere in the Jull St
Mall (Café @ 188);
•
The proposed alfresco dining could be seen to improve the ambiance of the area and
provide more interaction with Memorial Park; and
•
It will provide a greater diversity of the Town Centre functions and facilities.

RECOMMEND
That Council approve the application from Gloria Jeans for an alfresco dining
area at their premises in Jull Street as indicated on the attached plan and that
the following conditions be imposed:
•

The permit is for a twelve (12) month period

•

No fee be charged for the permit.

•

The eating area is to be kept in a clean and tidy condition at all times.

•

Chairs, tables and other structures in the eating area are to be
maintained in a good, clean and serviceable condition at all times.
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•

The eating area shall be conducted strictly in accordance with the
provisions of the Health Act 1911 and any future Act regulating the
preparation or service of food and all other regulations and local laws
governing the conduct of an eating area.

•

The permit holder is solely responsible for all and any costs associated
with the removal, alteration, repair, reinstatement or reconstruction
of any part of the public place arising from the conduct of the outdoor
eating facility.

•

The outdoor eating area is not to impede pedestrian access.

•

The permit holder must obtain public risk insurance in the amount of
not less than $10,000,000.

•

The permit holder must indemnify the City of Armadale in respect of
any injury to any person or any damage to any property, which may
occur in connection with the use of the public place by the permit
holder.

•

No tables, chairs or other approved structures shall be set up or
permitted to remain in the dining area outside of normal business
hours.

•

The permit and the conditions of the permit shall, on demand, be
shown to an authorised officer of the Council.

Moved Cr __________
Motion Carried/Lost (….)

CITY STRATEGY
40
COMMITTEE – Governance & Administration

14 NOVEMBER 2005

EQUAL OPPORTUNITY – POLICY AND MANAGEMENT PRACTICE
WARD

All

FILE REF:

STF/11

DATE

4 November 2005

REF

MH

RESPONSIBLE
MANAGER

CEO

In Brief:
•
•

Council adopted its Equal Opportunity Policy in
1988.
The Policy has been reviewed and a revised Policy is
presented for Council consideration and endorsement.

Officer Interest Declaration
Nil
Strategic Implications
Developing our organisation – To deliver high quality professional governance and
administration.
Council Policy/Local Law Implications
This report recommends that a new Policy “ADM16 – Equal Employment Opportunity” be
incorporated into Councils Policy Manual.
Budget/Financial Implications
Nil
Consultation
CEO, Executive Directors, Western Australian Local Government Association, Equal
Opportunity Commission.

BACKGROUND
The Equal Opportunity Act 1984 requires employers to have in place a policy that promotes
Equal Opportunity principles of equity and diversity in the workplace to ensure that
discrimination in employment practices does not occur.
In June 1998 Council adopted its first Equal Employment Opportunity policy (EEO) in
recognition of its legal obligations under the Equal Opportunity Act 1984 (F149/88).
The Policy was not included when the new Policy Manual was drafted whilst the existing Equal
Employment Opportunity practices remained in place. Recognising Council’s legal obligations,
the Human Resources Department has recently reviewed and updated the policy document. It is
now proposed to include a revised Equal Employment Opportunity Policy in the Policy Manual
and Management Practice.
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COMMENTS
As per the procedure for developing, amending and reviewing Policies, the following Policy is
presented to be adopted.

POLICY
ADM16 - Equal Employment Opportunity
Management Practice
ADM16
Relevant Delegation
N/A

Rationale
To outline the City’s commitment to Equal Opportunity as an employer and as a service provider
to the community.

Policy
The City recognises its legal obligations under the Equal Opportunity Act, 1984 (as amended)
and will actively promote the principles of equity and diversity in the workplace. This means
that the City aims to provide a work environment that fosters good working relationships where
employees, contractors and volunteers are treated fairly and equally and that unlawful
discrimination does not take place.

The Equal Opportunity practices to be observed by the City as an employer and as a service
provider shall be in accordance with Management Practice ADM16.

MANAGEMENT PRACTICE
ADM-16
Equal Employment Opportunity
The City aims to be respected for its commitment to Equal Opportunity as an employer and as a
service provider to the community by adopting the following practices;
• Appointments, promotion and training:
Access to employment, contracts, promotion and training is to be fair and equitable. Decisions
on matters affecting (prospective) employees, contractors and volunteers will be made on merit,
and are based on relevant experience, skills and ability required for the role. No decisions will
be made on the basis of nepotism or patronage.
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• Diversity:
The City recognises, values and respects social, cultural and linguistic diversity. Assistance will
be provided to employees, contractors and volunteers with special needs in order to assist them
in undertaking their roles effectively.
• Discrimination and harassment free environment:
The City promotes an environment where people are able to work effectively without the fear of
unlawful discrimination or harassment. Discrimination is treating one person less favourably
than another because of a personal attribute which is covered by equal opportunity laws, and
includes: gender, marital status, pregnancy, family responsibilities or status, race, religious
and/or political conviction, impairment, age, gender history and sexual orientation.
Discrimination is unlawful. Harassment is also not tolerated. Harassment is defined as any
unwelcome, offensive action or remark concerning a person’s gender, race, age, impairment or
one of the other attributes as covered in the Equal Opportunity legislation.
• Good working relationships:
The City aims to provide an enjoyable, challenging and harmonious work environment.
Workplace bullying is one activity that detracts from this environment. It can create a risk to
health and safety and will not be tolerated. Workplace bullying is defined as repeated,
unreasonable behaviour directed towards a person or a group of persons at a workplace.
• Responsibilities:
All employees, volunteers and contractors have a shared responsibility to apply and promote the
equal opportunity principles.
• Grievances:
Grievances in relation to discrimination, harassment and bullying will be dealt with fairly,
quickly and confidentially by the Equal Opportunity Co-ordinator who has received appropriate
training to undertake this role. The Human Resources Manager is appointed as the Equal
Opportunity Co-ordinator.

RECOMMEND
1.

That Council adopt Policy ADM16 - Equal Employment Opportunity.

2.

That the relevant Management Practice ADM16 be noted.

Moved Cr _________
Motion Carried/Lost (…)
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CONTRACT OF EMPLOYMENT – EXECUTIVE DIRECTOR CORPORATE SERVICES
WARD

All

FILE REF:

PSF

DATE

28 Oct 2005

REF

RST

RESPONSIBLE
MANAGER

CEO

In Brief:
 This is an employee related matter and hence requires
confidential consideration. A confidential report is submitted at
Attachment B-1.

Officer Interest Declaration
The Executive Director Corporate Services has a financial interest in this item.
Strategic Implications
5.
Developing Our Organisation
Our aims are to deliver high quality, professional governance and administration.
Legislation Implications
Local Government Act 1995
Sections 5.36, 5.37 and 5.39 of the Local Government Act 1995 apply
Council Policy/Local Law Implications
Nil
Budget/Financial Implications
The Executive Director Corporate Services’ salary is incorporated into the CEO & Corporate
Services Directorate’s salaries Budget. This renewal does not have Budget implications.
Consultation
Executive Director Corporate Services
A Confidential Report on the matter is presented at Attachment B-1.

RECOMMEND
Refer confidential report for recommendation.
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MARKETING & COMMUNICATIONS STRATEGY
WARD:

All

In Brief:

FILE REF:

PUB/1



DATE:

Nov 2005

REF:

CB

RESPONSIBLE CEO
MANAGER:










In February and March 2005 elected members views were
canvassed through a Communication and Marketing
Workshop.
In May 2005 Council appointed the City’s new Public
Relations Coordinator (PRC) who has a broad skill-set
which includes media, communications and marketing.
In September 2005 the PRC presented elected members
with a Marketing and Communications Options Paper.
At its meeting of 19 September Council received the
Marketing and Communications Options Paper and
endorsed its direction towards a Marketing and
Communications Strategy for the CoA.
The PRC has now finalised the City’s Marketing and
Communications Strategy.
The
implementation
of
the
Marketing
and
Communications Strategy will require the assistance of an
in-house contractor to undertake general media/PR duties.
It is recommended that Council receive the Marketing and
Communications Strategy and endorse the initiatives
outlined in the Action Plan.

Tabled Items
Nil
Officer Interest Declaration
Nil
Strategic Implications
Communicating and Marketing
- Good communication between the City and its community is essential if there is to be a shared
understanding of direction, objectives and service levels. Communication is equally important in
promoting the City to prospective residents, customers and investors.
- Our aims are to promote and market the City locally, nationally and internationally.
Initiatives over the next 5 years
- Marketing the advantages of the CoA as a great place to live, invest, develop and grow
business by implementing a Marketing Strategy.
Legislation Implications
Nil
Council Policy/Local Law Implications
Nil
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Budget/Financial Implications
The 15 Year Plan contains an allocation of $100,000 per annum for a Marketing Strategy. The
2005/06 allocation was reduced to $85,000.
Consultation
A Councillor Workshop was held on 22 February 2005.
In September 2005 the PRC presented Council with a Marketing and Communications Options
Paper.

BACKGROUND
In February 2005 Council held a Workshop on Communications and Marketing, followed by
canvassing of views from elected members.
The City’s new PRC, Catherine Buck commenced on 16 May 2005.
The PRC comes to the City with a broad skill-set which includes media, communications and
marketing. The previous encumbent’s primary focus was media.
In September 2005 the PRC presented a Marketing and Communications Options Paper for
consideration by Council. The Options Paper enabled the City to ‘take stock’ and assess the
effectiveness of its existing marketing and communications activities. It also provided a
framework for the discussion of a range of marketing and communications options designed to
raise the profile of the City of Armadale. It was envisaged that the Options Paper would form the
basis of the City’s Marketing and Communications Strategy.
At its meeting of 19 September Council received the Marketing and Communications Options
Paper and endorsed its direction towards a Marketing and Communications Strategy for the
CoA.
The PRC has now finalised the City’s Marketing and Communications Strategy.
The Marketing and Communications Strategy is presented at Attachment A-3 of the Agenda.

COMMENT
Following Council’s earlier marketing decision to appoint a PRC and begin producing the City
Views publication, it had been envisaged that the City would appoint an outside consultant to
draft and oversee the City’s Marketing Strategy. The expertise now available through the PRC
enables this process to commence “in-house” with some cost saving and redirection of funds to
contracting outward programmes / projects within the Strategy.
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During the preparation of the initial Marketing and Communications Options Paper and
subsequently the Marketing and Communications Strategy the City has engaged the services of
an in-house contractor to assist with general media/PR duties.
As the implementation of the City’s Marketing and Communication Strategy cannot be added to
the PR Coordinator’s role without the adjustment of time allocated to current media and PR
activities, it is suggested that the City retain the services of an in-house contractor to undertake
general media/PR duties.
To-date the City has realised significant cost savings through the in-house development of a
Marketing Options Paper and Marketing and Communications Strategy. The implementation of
the Marketing and Communications Strategy by the PR Coordinator will enable the City to
realise further savings by directing funds towards “on the ground” marketing and
communications initiatives that will serve to raise the profile of the City.
If the Marketing and Communications Strategy is considered acceptable, it is suggested that
Council receive the Strategy and endorse the initiatives outlined in the Action Plan.

RECOMMEND
That Council receive the Marketing and Communications Strategy at
Attachment A-3 and endorse the initiatives outlined in Sections 1.6 and 2.5 of
the Action Plan.
Moved Cr _________
Motion Carried/Lost (….)
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COUNCILLORS’ ITEMS

CHIEF EXECUTIVE OFFICER’S REPORT

MEETING DECLARED CLOSED AT ____________
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STRATEGY 2005
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Public Relations Coordinator
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PURPOSE
The purpose of the City of Armadale’s Marketing and Communications Strategy 2005 is twofold.
Firstly, this strategy has been developed to ensure that the City’s marketing and
communication efforts are well coordinated, effectively managed and responsive to the
diverse information needs of our community. An integrated communications approach that
incorporates the City’s publications, media and web related functions has been adopted to
achieve this.
Secondly, this strategy aims to provide a framework for the City to market and promote itself
to potential investors.
It is worth noting that this strategy focuses on external communications mediums.
BACKGROUND
A Marketing and Communications Options Paper, prepared by the City’s Public Relations
Coordinator, was adopted by Council in September 2005.
The aim of the options paper was to assess the effectiveness and outline options for the
improvement of the City’s marketing and communication efforts. The paper promoted
discussion amongst Councillors and provided the organisation with the opportunity to review
the resources it allocates towards marketing and communications. The options paper forms
the basis of this strategy.
The implementation of a marketing and communications strategy will ensure the City actively
promotes itself via a number of marketing initiatives and across a variety of communication
mediums.
The implementation of a strategic and coordinated approach to marketing is timely given the
accelerated growth the City is experiencing following the extension of the Tonkin Highway
and the establishment of the Armadale Redevelopment Authority.
SECTION 1 - PRIMARY TARGET AUDIENCE
Situational analysis
The City of Armadale is located 30 minutes south east of the CBD and has an estimated
population of 55,000, which is likely to increase to 85,000 over the next ten years.
The City spans 545 square kilometres and includes the suburbs of Armadale, Bedfordale,
Brookdale, Champion Lakes, Forrestdale, Kelmscott, Karragullen, Mt Nasura, Mt Richon,
Roleystone, Seville Grove, Westfield and Wungong.
Stretching from the plains of the metropolitan area to the hills, the City contains over 1,431
hectares of parks and reserves.
Local industries include retail shops, a brickworks, ‘light’ industry, orchards, tourism and the
City’s administrative operations.
The City of Armadale has a relatively young population, with a high proportion of children
and young people as compared to the State and Perth metropolitan average. Armadale is
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home to large numbers of one and two parent families with dependant children. In line with
national age trends, the City’s population is aging, with the fastest growth over the past ten
years among those aged between 45 and 54, and over 65 years old.
Approximately 32,200 residents are entitled to vote in Local Government elections. The City
has 22 primary schools, eight secondary schools, three libraries and a public swimming pool.
(ABS data, 2001)
The City is responsible for providing a wide range of services to the community.
Branding
In creating an identity or ‘brand image’ for the City of Armadale that is easily recognisable,
Council is creating awareness amongst its community of the services it delivers on their
behalf. It is through effective branding that people’s awareness of the work undertaken by
Council is increased.
The City of Armadale Style Guide was produced in 2003 in order to improve the consistency
of Council’s written and visual communications.
The Style Guide focuses primarily on aspects of the City of Armadale’s corporate identity
such as our logo, corporate colours and font.
Our corporate identity is important as it presents us to the public in the most visual way. It
reflects what our organisation does, what we value and affects how people perceive us. Our
corporate identity distinguishes us from other organisations. In practice, every time a staff
member sends an external fax, produces a brochure or hands out a business card they are
communicating on behalf of the City of Armadale.
The Armadale Style Manual and its corresponding attachments are accessible electronically
by all Council staff.
The Style Guide is a living, breathing document that should be continually updated. Any staff
member can recommend an addition to the City’s Style Guide.
As part of the implementation of the City’s Marketing and Communications Strategy the
City’s existing Style Guide will be reviewed and, following its completion workshops will be
held to inform key staff of changes.
The City’s Public Relations Coordinator is responsible for providing advice on the practical
application of the City’s Style Guide. Staff are required to gain the CEO’s approval when
producing items that include the City’s logo or crest.
This includes items that may be viewed by the public such as signage, staff t-shirts and hats
or distributed to the public such as brochures, newsletters, flyers as well as promotional gifts
such as pens, rulers, magnets and calico bags.
Design
All publications must be produced in line with the City of Armadale Style Guide.
Staff who intend to engage an external designer to produce a publication on behalf of the
organisation must complete a design brief. A Design Brief Template has been developed.
The Design Brief Template has been developed to ensure that all publications are in line
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with our corporate identity (ie reflect our corporate colours, font and logo) and are supplied in
a format compatible for web and print. The Design Brief Template also ensures that Council
retains ownership of all artwork.
1

Primary target audience

Our primary target audience is our local community. This includes our residents, business
owners, community organisations and stakeholders of the City of Armadale. For simplicity’s
sake we often refer to those who ‘live, work and visit’ the municipality. Council is held
accountable to its community - they are our primary target audience. Our main priority
should be to ensure we are communicating with our local community effectively.
1.1

Research

Customer Satisfaction Survey data often provides valuable insight into how the community
perceives Council is performing.
The 2005 Customer Satisfaction Survey asked community members to rate their satisfaction
with Council’s performance across a number of areas. Results show that whilst residents felt
it was important for Council to ‘inform the community about local issues’ their satisfaction
with Council’s performance in this area was moderate. Similarly whilst residents felt it was
important for Council to ‘consult the community about local issues’ their satisfaction with
Council’s performance in this area was moderate.
The performance gap analysis undertaken as part of the survey placed both of these
‘performance areas’ in the ‘focus’ quadrant or ‘hot issues’ area. Services and facilities that
fall into this quadrant alert Council to invest resources and effort to improve performance and
perceived levels of satisfaction.
The survey results confirm Council’s earlier view that it needs to communicate with its
community more effectively.
(The 2005 Customer Satisfaction Survey results will be the subject of a later presentation.)
1.2

Goals and objectives

The implementation of a marketing and communications strategy aims to:
•

provide the community with timely, accurate, clear and useful information about
Council’s policies, services, activities and events

•

promote / raise the profile of the City of Armadale

•

respond to the needs of our community by facilitating effective two-way
communication

•

reinforce our commitment to transparent and accountable governance through open
and proactive communication

•

engage our community and involve them in the activities of Council.

It should be noted that whilst many of the communication mediums referred to in this
document facilitate community consultation, Council undertakes many other forms of
consultation which could be the subject of a separate strategy.
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Key messages

Customer Satisfaction Survey data has identified the following areas in which it is perceived
that Council needs to improve its performance:
•

the provision of facilities and services for youth

•

the control of graffiti, vandalism and anti-social behaviour

•

the construction and maintenance of footpaths and cycle ways (infrastructure)

•

encouraging economic development, tourism and job creation.

It is useful to identify these areas from the outset and ensure that our marketing and
communication mediums incorporate any projects/initiatives Council undertakes to improve
its performance in these key areas.
For example key messaging around ‘youth’ issues could be reflected as follows:
Council is keenly aware of the City’s low high school retention rate and high rate of youth
unemployment. Council is committed to ensuring our young people are given every
opportunity to succeed.
This commitment could then be backed up by a practical initiative – for example the recent
Youth Careers Expo organised by the City with the help of local schools. “This Expo is one
of the practical ways Council can help to address this issue.”
Another practical initiative could be - “Attracting a dual campus technical college to Armadale
and Gosnells would mean giving our young people better access to education and improving
their employment prospects.”
It is important that key messaging occurs across a variety of communication mediums for
example via media releases, Council’s newsletter and its web site (we will review the
effectiveness of these mediums shortly).
1.4

An integrated communications approach

The City of Armadale has adopted an integrated communications approach to ensure its
communications remain well co-ordinated, effectively managed and responsive to the
diverse information needs of our community.
An integrated communications approach sees the coordination of all communication
channels. In practice this means that all of Council’s communication mediums such as its
community newsletter, media releases, advertising and web site should work together rather
than in isolation. This will ensure consistent messaging is delivered and maximum impact is
achieved.
In addition, employing a variety of different mediums to communicate, ranging from
traditional methods to new technologies will accommodate the diverse information needs of
the community and will ensure equal access.

Marketing & Communications Strategy

Page 88

CITY STRATEGY
COMMITTEE – 14 NOVEMBER 2005
1.5

89

Attachment “A-3”

Targeting – marketing and communication initiatives

The City has adopted the following marketing and communications initiatives to effectively
target its primary target audience, namely its local community.
1.5.1

City Newsletter

The City’s community newsletter, City Views will be revamped and relaunched during
2005/06.
The newsletter will be eight pages in length and will be produced in an A4 glossy, magazine
style format that is attractive to the eye. The revamped City Views will be upbeat, vibrant and
have its own sense of identity.
The revised newsletter will be created in line with the City’s Style Guide and will feature the
City’s logo and corporate colours. The City Views will therefore be instantly recognisable as
a City of Armadale publication and will reinforce the Armadale brand.
The revamped City Views will be distributed to local homes via a distribution company
(20,000) and to local businesses via Australia Post (2,000) on a bi-monthly basis.
The revamped newsletter will serve as a promotion of Council’s policies, services, activities
and events, and highlight the active role Council plays in its local community. It is envisaged
that the revised City Views publication will be effective because of its broad appeal. It will
contain a wide range of interesting articles that engage our demographic. The language
employed throughout the publication will be upbeat and engaging.
The magazine will aim to provide community members with accurate information about the
issues that affect them. Articles to be included in the City Views could include an explanation
of the revaluation process in layman’s terms and how it in turn affects residents’ rates bills,
and the allocation of financial resources via Council’s budget.
The revised City Views will also include a selection of topical feature articles as well as a
coming events section that aims to increase attendance at Council funded festivals and
events. Councillor contact information and Council Meeting timetables will be included in
each edition to facilitate two-way communication between Council and its community.
The revised publication will also include a ‘Community News’ section which aims to promote
‘buy in’ by the local community by enabling them to submit snippets of information about
local activities and events.
The revised newsletter should prove to be an effective communication medium for Council to
inform residents about local issues.
1.5.2

Media

Effective media management is essential in raising awareness amongst the local community
of the work undertaken by the City and achieving a balance in the reporting of issues
involving Council.
The City has employed a PR Coordinator to oversee the City’s media service. The PR
Coordinator is responsible for researching and responding to all media enquiries, generating
press releases, proactively seeking opportunities for the promotion of Council’s activities and
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providing strategic advice on the management of potentially controversial issues in the
media.
A part-time Media Assistant has been contracted on a trial basis to assist the PR
Coordinator in the preparation of media releases.
In terms of media protocol, the Mayor of the day acts as Council’s official spokesperson on
issues relating to policy. If the Mayor is unavailable for comment or prefers not to speak on a
particular issue, he/she can delegate it to the CEO. Administrative or operational issues are
directed to the CEO, who may occasionally choose to delegate them to a relevant Director.
Under no circumstances are individual staff to speak to the media.
Media releases/alerts
The regular preparation and distribution of media releases is an effective way of raising the
profile of the City of Armadale by increasing the frequency of positive news stories published
by the media.
A media release is a concise, pro-active way to deliver information to a number of outlets at
once.
Council utilises media releases to announce newsworthy developments or policy positions
on subjects of community interest. Unlike the controlled messaging of the City Views there is
no guarantee that a media release will be ‘picked up’ therefore it is important that they
contain something new, or an angle or hook, to generate media interest.
All media releases are prepared by either the PR Coordinator or PR Assistant, contain
quotes from the designated spokesperson and are approved by the Mayor and CEO.
Media releases are placed within a template that adheres to our corporate identity guidelines
and are distributed electronically to established media contacts.
All media releases are uploaded to Council’s web site to ensure that journalists and
community members can access them 24 hours a day.
The Media Officer may opt to prepare a media alert on day of a particular event (or shortly
before) to remind journalists that it is taking place.
The effective targeting of media outlets via media releases is particularly important as
information printed in the general news section of a newspaper is often seen to have more
credibility than say a paid advertisement.
An effective media campaign is often one of the most cost effective initiatives of a marketing
and communications strategy.
Media briefings
The maintenance of positive relationships with the media plays a critical part in raising the
profile of the City of Armadale across all mediums including newspapers, television and
radio.
In order to maintain productive working relationships with the media, Council will reintroduce
the practice of hosting meetings with key journalists. The meetings should be attended by
the Mayor, CEO, PR Coordinator and relevant Directors and cover a range of current issues.
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In addition, where appropriate, the PR Coordinator will facilitate issue specific media
briefings proactively or at the request of the journalist.
Issues Management
Issues that can be foreseen as potentially controversial or contentious need to be
appropriately managed to prevent dissent amongst the community and negative media
coverage.
It is essential that issues are identified early and thus it is the responsibility of Directors and
Managers to advise the PR Coordinator of potential issues.
An Issues Management Worksheet has been prepared and should be completed on issues
that may have a significant impact on Council’s media profile.
1.5.3

Advertorial

The City will shortly begin to publish half page advertorials in a local newspaper. The
advertorial will be in the form of three short articles, a community tip and a photograph, and
will be located on page five.
The advertorial will serve as a promotion of Council’s policies, services, activities and events
(upcoming and past). It will also advertise upcoming Council and Committee Meetings.
Published every month as a ‘standard feature’ the advertorial will provide information to
readers that is timely and up-to-date. Given its frequency of publication the advertorial offers
Council a regular opportunity to communicate with its community and involve them in its
ongoing activities.
One of the most important functions of the advertorial is that it raises readers’ awareness of
the activities that are undertaken and supported by their local Council.
The advertorial will be produced within a template that reflects the City’s corporate identity
and reinforces the Armadale ‘brand’.
1.5.4

Advertisements

Council regularly promotes its policies, services, activities and events by placing
advertisements in local and metropolitan papers. Our local papers include the Comment
News and Armadale Examiner. The West Australian and Sunday Times are our metropolitan
papers and the Australian is our national paper.
Currently Council outsources the design and placements of its advertisements to a company
called Marketforce, as part of an industry buying scheme arranged by WALGA. Further
investigation needs to be undertaken to assess whether savings are continuing to be
generated by this scheme or if it would be better for the City to negotiate rates directly with
print media. In effect this would give the City direct control over its advertising.
All advertisements are placed within specially designed templates that adhere to our
corporate identity guidelines and reinforce the Armadale ‘brand’. Existing advertising
templates will be reviewed as part of the updating of the City’s Style Manual.
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Web site

The Internet has established itself as an important tool for providing information and services
to the community, by facilitating interactive, two-way communication and feedback. This
contemporary method of communication provides Council with the opportunity to reach and
connect with its community, 24 hours a day.
As the number of residents accessing the Internet from home continues to escalate it is
becoming increasing important for Council’s web site to provide information that is clear,
accurate and up to date.
Located at www.armadale.wa.gov.au Council’s web site:
•

provides information about Council and its policies, services, activities and events

•

enables community members to pay for their rates online

•

contains information about the Armadale Town Planning Scheme

•

includes an archive of current and past media releases

•

displays Council’s Meeting Timetable, minutes and agendas

The integration of Council’s traditional communications such as the City Views with more
contemporary electronic mediums such as the web, offer benefits beyond the delivery of
consistent messages. In instances where space is restricted traditional and contemporary
work together to present information. For example an advertisement in the Examiner
newspaper may describe a policy that is available for comment and then refer community
members to the web site where they can access the complete policy document.
The City’s web site will be upgraded in 2005/06. The City will engage a consultant to
redesign the site in line with its revised Style Guide. Prior to the engagement of a consultant
research will be undertaken into the effectiveness of other government web sites before a
layout that best suits our needs is decided on. The redesigned site will be easy to navigate
and it is hoped that its home page will serve to actively promote the City. For example the
City could consider the use of a ‘spotlight section’ on its homepage advising residents of an
upcoming event or inviting them to make a submission on a strategy.
The top three levels of the site will be rewritten to ensure that Council’s strategic vision for
the City is reflected and that the site contains accurate, well written information.
Web protocols will be reviewed to ensure that staff continue to maintain information on the
site. The organisation needs to remain committed to ensuring the information on the web site
is up-to-date and accurate so that it is useful to the community.
1.5.6

Information displays

Community members regularly visit the City’s Administration Building in search of
information, to pay for services or to meet with internal staff.
Display areas and boards in the foyer of the City’s Administration Building present an
excellent opportunity for Council to provide visitors with information about Council services,
policies and events.
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In 2005/06 the City’s foyer display area will be upgraded and the management of the area
will be centralised. A review of the publications currently on display in the foyer will also be
undertaken. The management of display material is the responsibility of the Manager
Governance and Administration while the PR Coordinator is responsible for approving
material that is appropriate for public display. Publications produced by Council will have
priority on display space.
Armadale branded information sheets, on a range of topics will be produced by individual
units and displayed in the foyer.
Given the high usage rates of local libraries (the City’s three libraries attract around 20,000
visits per month) Council information is displayed and maintained in all of our libraries.
Council’s Administrative Centre foyer and local libraries will act as ‘information hubs’ where
the local community can easily access information about Council’s services, events and
policies.
1.5.7

Banners

In an effort to raise its profile, reinforce its branding and raise awareness amongst the
community of the work it undertakes, Council will produce three corporate banners. The
freestanding banners will contain the City’s logo will feature images that capture the City’s
vision for the future
The banners will be displayed on stage at community events, launches and meetings. When
the banners are not in use they could remain in the foyer of the Administration Centre. A
booking system will be developed.
1.5.8

Gateway signage

Gateway signage is an effective method of raising the profile of the City and promoting the
Armadale brand.
It is essential that the City identify entry points at its local government boundary. A program
will be prepared for the erection of new gateway signage that reflects the City’s brand and
vision (old signage will also be replaced).
Signage containing the City’s brand needs to be visible at entry points to the municipality.
The signage will offer the same benefits as a billboard would in terms of awareness. For
residents it will serve as a reminder that they are part of a broader community and for visitors
it will make them aware that the suburb/area they are driving through is part of the City of
Armadale.
This project needs to be coordinated with the ARA’s Gateways Project.
1.5.9

Welcome packs

The City distributes a welcome pack to each new homeowner in the City of Armadale.
The welcome pack is a marketing initiative designed to raise residents’ awareness of the
services Council offers.
The welcome pack currently contains a letter from the Mayor and a range of information
including councillor contact details, information about the City’s upcoming events, a libraries

Marketing & Communications Strategy

Page 93

CITY STRATEGY
COMMITTEE – 14 NOVEMBER 2005

94

Attachment “A-3”

brochure, tourism map, garbage and recycling calendar and a pet registration form. Once
completed the new Armadale Alive publication will also be included in the pack.
The welcome pack represents the first step in establishing a productive working relationship
between the City and its community members.
In line with Council’s commitment to the promotion of the cinema in the City centre a Grand
Cinema Card has been included in the welcome pack. This offer aims to attract new
customers to the cinema and promote loyalty, which will in turn ensure the Armadale town
centre continues to develop into a vibrant entertainment precinct.
Welcome packs that are currently being distributed also contain a high quality publication
titled The Finishing Touch. The editors of the magazine have agreed to supply us with the
publication at no cost. This ‘coffee table’ magazine, which usually retails at around $15, has
been branded with our logo, and given its high quality will no doubt remain in residents’
homes and assist in raising awareness of the City of Armadale brand.
1.5.10 Fridge magnet
Promotional items such as fridge magnets are effective because they inform residents of
how to access information regarding the City’s services, events and meetings.
The City will produce a fridge magnet that includes its telephone number, web address and a
list of key services. The magnet should be produced in line with the City’s Style Manual and
contain our logo.
Fridge magnets are effective because they are an item that residents often keep for a
lengthy period of time and are highly visible.
1.5.11 Other initiatives
Whilst the PR Coordinator is responsible for implementing major marketing and
communication initiatives on behalf of the City additional promotional material is often
produced by other staff. While individual officers are permitted to produce promotional
material, it is important that the PR Coordinator plays a ‘gatekeeper’ role and ensures that all
marketing and promotional material conforms with the City’s Style Manual.

Marketing & Communications Strategy

Page 94

CITY STRATEGY
COMMITTEE – 14 NOVEMBER 2005
1.6

95

Attachment “A-3”

Marketing and Communications Action Plan

Marketing and
communications
initiative

Action

Timeframe

Budget

City Views
community
newsletter

Redesign and
relaunch the City
Views

Relaunch – Dec
2005 or Feb 2006

$1,000 initial design
concept

Conceive, write, edit,
coordinate design,
printing and
distribution

Bi-monthly

Design $1,000
Print $4,500
Distribute $1,200
= $6,500 per edition
Total per annum
$40,000

Media

Advertorial

Draft 5 -10 media
releases per week

Ongoing

PR Assistant
(contractor part-time)

Respond to media
enquiries

Ongoing

Within budget

Design and launch

Launch – November
2005

$200 initial design
concept

Monthly

$130 design (per
edition)
$1,000 - $1,500 ad
rate to be negotiated
(per edition cost)

Conceive, write, edit,
coordinate design
½ page advertorials
in a local paper

Total per annum
$16,560

Advertising

Review templates
and investigate cost
benefits of
relationship with
Marketforce

Marketing & Communications Strategy
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Marketing and
communications
initiative

Action

Timeframe

Budget

Web site

Conduct research
into layout and
categories

2005/06

Within budget

Redesign web site

2005/06

$5,000

Rewrite top three
levels

2005/06

$5,000
Total cost
$10,000

Information displays
in foyer

Review of display
material and
development of new
guidelines
New foyer fit out

2005/06

Within budget

2006

$10,000

(Property Management)

Information sheets

Review existing
information sheets

2005/06

Within Budget

Banners

Produce three
promotional banners

2005/06

$3,000

Gateway signage

Redesign City entrance
signage and coordinate
production

2006

Dependant on scope
of work

Welcome packs

Collate information
kits for new residents

Ongoing

Within budget

Fridge magnet

Produce a
promotional fridge
magnet

2006

$500 per 1,000

Review and update
existing manual
includes drafting of
practical descriptions

2005/06

Style Guide update

Marketing & Communications Strategy
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Evaluating

The success of the City’s marketing strategy will be evaluated via its annual Customer
Satisfaction Survey and community feedback. Data, profiling the effectiveness of the City’s
communications mediums will be captured and benchmarked over coming years so that the
City can track its performance.
The City’s Customer Satisfaction Survey format will be updated to capture useful information
regarding communication mediums. An example is shown below:
Re: How our community wants to be kept informed
Q1

What is the best way for Council to communicate effectively with you?
(Select from one of the following options)
Community newsletter
Local newspaper
Pamphlet in letterbox
Newsletter from Councillor
Internet
Community Directory
Ward Meetings
Special interest group meetings
Council Advisory Committees
Pamphlets in schools
Other

Q2

How do you currently hear about the activities and services of Council?
(Select from one of the following options)
Community newsletter
Local newspaper
Pamphlet in letterbox
Newsletter from Councillor
Internet
Community Directory
Ward Meetings
Special interest group meetings
Council Advisory Committees
Pamphlets in schools
Other
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SECTION 2 - SECONDARY TARGET AUDIENCE
Situational analysis
The City of Armadale is somewhat unique in that it is not only required to provide services
for its existing community but has a responsibility to attract and plan for future commercial,
industrial and residential growth.
The City of Armadale is experiencing rapid growth and estimates its population will increase
from 55,000 to 85,000 over the next ten years.
In 2002, at the City’s request, the Armadale Redevelopment Authority (ARA) was
established.
Whilst the ARA’s focus remains on the revitalisation of the Armadale City centre, Champion
Lakes, Brookdale and the centre of Kelmscott, it is fair to say that both the ARA and the City
of Armadale are working towards the same goal - that is the creation of a true regional
centre. The City and the ARA work closely together, as partners, and have a positive
working relationship.
Projects such as the extension of the Tonkin Highway, Champion Lakes recreational
development, redevelopment of the Armadale Train Station, attraction of a state of the art
cinema complex to the City centre, the pending $70 million expansion of the Armadale
Shopping City, and expansion of the Armadale Plaza to incorporate the existing Woolworths
site, Big W and a range of speciality stores have started to create a ‘buzz’ and build the
City’s profile.
Future projects such as the Forrestdale Business Park, North Forrestdale and Brookdale
residential developments and the upgrade of the Kelmscott town centre will continue to
provide the City with an opportunity to market itself as a true regional centre.
Given the current situation it is essential that the City tailor its marketing and communication
efforts to attract its secondary target audience – potential investors in the City.
It is particularly important that the City effectively pursues its secondary target audience now,
given the current economic climate in WA. In marked contrast to WA, the property market in
the eastern states has flattened – prompting some investors to look further a field for
investment opportunities. The current WA property boom may also be forcing some
investors to seek opportunities further from Perth’s CBD than they would have previously
considered and establishing or relocating their businesses to the City of Armadale may now
seem like a more viable option.
2

Secondary target audience

Our secondary target audience is potential investors in the City.
They include property developers that fall into the three following categories:
•

commercial – existing examples include the property developers of Armadale Plaza
(Westzone) and Armadale Shopping City (ING)

•

industrial – the City is keen to attract industrial businesses such as distribution
operators to its Forrestdale Business Park

Marketing & Communications Strategy

Page 98

CITY STRATEGY
COMMITTEE – 14 NOVEMBER 2005
•

99

Attachment “A-3”

residential – existing examples include Stockland’s investment in the Newhaven
Estate in North Forrestdale as well as smaller time real estate investors. Brookdale
will also experience major residential development in the future.

The City’s secondary target audience also includes the State and Federal Government.
Without their assistance initiatives such as the allocation of 20 tertiary places (rising to 55 in
three years) soon to be delivered in the Armadale district via Curtin University and the
establishment of an Australian Technical College in the Armadale-Gosnells region would not
be possible.
2.1

Research

The data most useful in tracking the recent growth the City has experienced is the number of
building licences issued by the City.
Figures released by the City of Armadale’s Building Department in July 2005 show the
building activity in the City approaching record levels, with housing approvals in particular up
30% on the previous year. Licences issued for unit developments, factories and
warehouses, and commercial developments have also steadily risen over the past financial
year.
The estimated value of works approved by the City during 2004/05 has exceeded the
previous year by over 12 million dollars ($60,763,019 to $73,182,423), mainly due to the
large number of commercial projects approved.
Recent Customer Satisfaction Survey data can also provide valuable insight into how the
local community feels about the City channelling its resources into the attraction of investors.
Whilst residents consider economic development, tourism and job creation to be an
important responsibility of Council their satisfaction with Council’s performance in this area
was moderate. This research therefore indicates that community members would support
Councils efforts to encourage investment in the City.
2.2

Goals and objectives

The implementation of a marketing strategy aims to:
•

promote /raise the profile of the City of Armadale

•

attract investors/investment in the City (with a focus on those that bring employment
opportunities)

•

attract funding from the Federal and State Government (with a focus on training and
education).

2.3

Key messages
The City of Armadale:
•

is fast establishing itself as a true regional centre

•

has strong transport links following the extension of the Tonkin Highway (is only 15
minutes from the airport)

•

is experiencing rapid population growth
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•

is working closely with the ARA on the revitalisation of the City centre and other
strategic projects

•

has a City centre that is fast becoming a vital retail hub

•

presents investors with some excellent development opportunities (commercial,
industrial and residential)

•

has already started to ‘take off’ – this is evident from some of the City’s ‘big wins’
such as the establishment of the ARA, extension of the Tonkin Highway, stage 1 of
the Champion Lakes recreational development, the redevelopment of the Armadale
Train Station, attraction of a state of the art cinema, pending expansion of the
Armadale Plaza and the $70 million upgrade of Armadale Shopping City

•

will continue to grow and develop – future possibilities include the establishment of
an Australian Technical College (yet to be announced), the Newhaven residential
development in North Forrestdale, stage 2 of the Champion Lakes recreational
development, the development of the Forrestdale Business Park, Brookdale
residential estate and the revitalisation of Kelmscott.

It is suggested that an extract such as the following be used, where possible, to describe
the City.
Located only 30 minutes south east of the CBD, the City of Armadale is a growing
regional centre at the heart of a bustling urban community that offers a relaxed lifestyle
with all the conveniences of modern day living.
Boasting a modern City centre nestled amongst scenic parks, undulating hills and
picturesque valleys, the City takes pride in its cultural heritage and unique community
feel.
The City of Armadale is experiencing rapid growth and estimates its population will
increase from 55,000 to 85,000 over the next ten years. The recent extension of the
Tonkin Highway and the future development of an international rowing facility and white
water park at Champion Lakes are the catalysts for the City’s future growth.
2.4

Targeting – marketing and communication initiatives

2.4.1

Media

A media relations program that specifically targets the City’s secondary target market, ie
potential investors has been developed.
The media program will aim to raise the profile of the City of Armadale outside its municipal
boundaries and will target a number of media outlets.
The City will continue to report its newsworthy ‘big wins’ as they occur through mainstream
metropolitan news media such as The West Australian, The Sunday Times, Channel Seven,
Nine, Ten and ABC News, and ABC and Commercial Radio News Programs.
Property and investment journalists will also be targeted from mainstream media such as
The Australian, The West Australian, The Sunday Times, The Australian Financial Review,
WA Business News and ABC TV.
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Investment and property ‘industry’ publications such as the Australian Property Investor,
National Building News Monthly, The Australian Property Journal and The Estate Agent will
also be targeted.
All media releases aimed at raising the City’s profile amongst its secondary target audience
will include background information on the progress the City has made over the past few
years, such as the extension of the Tonkin Highway and the Champion Lakes recreational
development as well its expected population growth.
A targeted media plan has been prepared but is not included for privacy reasons.

2.4.2

Publications

An updated version of the City’s Armadale Alive publication is nearing completion. As the
City’s key promotional document, it will provide investors, along with State and Federal
Governments with vital information on the range of initiatives that have commenced within
the City as well as a number that are in the planning stages.
Once completed the publication will be distributed via direct mail to our secondary target
market. The distribution list would include:
•
•
•
•
•
•

the 30 largest property developers in Australia (commercial)
established businesses in the south east corridor that are likely to expand in the
future (industrial)
larger businesses that could expand their operations into WA, for example a Coles
distribution centre (industrial)
the 20 largest residential property developers in WA and the eastern states
(residential)
Real Estate Agents in WA and the eastern states (residential)
State and Federal Government contacts (to attract funding)

It is worth noting that the delivery of the publication would provide the City with an
opportunity to contact potential investors and attempt to secure a face-to-face meeting
regarding potential investment opportunities in Armadale.
Copies of the publication will also be distributed to key journalists identified in the City’s
media plan.
2.4.3

Speaking opportunities

The City of Armadale actively seeks opportunities to raise its profile. The City will continue to
pursue speaking opportunities via, but not limited to, the following channels:
• conferences
• forums
• groups of investors
• the Chamber of Commerce
• other networking opportunities.
Generally the Mayor and CEO are the most appropriate individuals to represent the City.
However, all elected members and senior officers should take the opportunity to sell the
achievements of the City and outline the growth and development opportunities in Armadale.
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The City will continue to produce a range of high quality corporate gifts that can be
distributed to potential investors and will serve to remind them of the opportunities the City
presents. Items produced to date include branded clocks, pens, scarves and ties.

2.4.4

Lobbying

The City is very effective in its efforts to lobby selected State and Federal Ministers for
funding. The Mayor and CEO regularly visit Canberra in order to attract funding
opportunities. A practical example of this was the CEO and Mayor’s visit to Canberra in early
2005 to put forward the City’s case in relation to the establishment of an Australian Technical
College in the Armadale-Gosnells region.
The City will continue to lobby the State and Federal Government in both policy and funding.
The Mayor and CEO will continue to coordinate interstate visits to enable them to also meet
with potential investors in Sydney and Melbourne.

2.5

Marketing and Communications Action Plan

Marketing and
communications
initiative

Action

Timeframe

Budget

Media

Draft media releases Ongoing

Publication –
Armadale Alive

Write, edit,
coordinate design,
photography and
printing

2005

Speaking
opportunities

Pursue additional
opportunities

Ongoing

Within budget

Corporate gifts

Produce a range of
corporate gifts

Ongoing

$5,000

Lobbying

Lobby State and
Federal Government
for funding

Ongoing

Within budget

Marketing & Communications Strategy
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Evaluating

The effectiveness of the City’s marketing strategy can be broadly measured by improved
levels of investment in the City.
The number of building licences issued for housing, unit developments, factories and
warehouses, and commercial developments and the estimated value of works approved by
the City should provide further insight.
PROMOTION OF GRAND CINEMAS
In November 2003 Council signed an agreement with property developers Westzone and
Grand Cinemas in support of the establishment of Grand Cinemas in the Armadale City
centre.
As part of this contract the City agreed to undertake the promotion of the City centre in
conjunction with the Cinema’s own promotion. A Cinema Promotions Committee was
subsequently formed and currently meets on a fortnightly basis to discuss and implement
initiatives to promote the City centre/cinema.
The PR Coordinator is actively involved in the implementation of these initiatives which have
included the ‘Win a trip to the Gold Coast by shopping in Armadale’ promotion (advertised on
94.5 FM radio), retail banners in the mall, sponsorship of Channel 31 City Watch program
and the promotion of the Grand Card via the City’s Welcome Pack for new residents. Future
initiatives currently in discussion include billboards in key locations and the placement of
inserts in newspapers such as the Armadale, Canning and Gosnells Examiner (to broaden
our catchment area).
Whilst these initiatives are funded via a separate budget they contribute to the City’s overall
marketing efforts and serve to raise the profile of the City. It is anticipated that the Cinema
Promotions Committee will continue to meet throughout 2005/06.
INTERNAL COMMUNICATION
It is envisaged that the implementation of this marketing and communications strategy will
address the City’s need to communicate with its external stakeholders.
The City must also improve its methods of communicating internally. The reintroduction of an
internal newsletter is one of the ways the City can achieve this. A staff newsletter that
contains information on key strategic projects and highlights staff achievements will serve to
improve internal communication. It will provide a vital communication link between the
Executive Team and staff and will enable the City to celebrate the achievements of its staff.
The internal newsletter will be redesigned and launched early in 2006.
CONCLUSION
This strategy documents the City’s planned marketing and communications activities and the
resources that have been allocated to support them. It is envisaged that the implementation
of this strategy will enable the City to improve its communication with the local community
and attract residential, commercial and industrial investors to its vibrant regional centre.
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DESIGN BRIEF
This brief outlines the City of Armadale’s requirements for the design of [insert document name].
Design objective(s)
[insert – explain what you would like the document to achieve]
eg
To produce an easy to read brochure that informs business owners in the City of
Armadale of the correct procedures in relation to the recycling of food waste.
Design approach
In addressing the above objective(s) the City of Armadale Style Manual must be
adhered to, specifically the City’s corporate ID guidelines must be followed.
Essential requirements
Include any specific requirements
eg



the brochure should be produced in full colour
a quantity of 2,000 should be printed

All alternations should be inclusive of the quoted price.
Additional requirements
The final design concept must be presented in a form suitable for use in both print
publications and on Council’s web site.
In addition the following design guidelines must be adhered to:
File size
Electronic images supplied to the City of Armadale should be of an
appropriate size for that particular publication. Those supplied for publication
on the Web can be 72 dots per inch (dpi). Images that are to be published in
a print publication, should be saved at 300 dpi.
For example an image that appears as 480 x 640 pixels on the screen will be
approx. 40mm x 54mm when printed at a resolution of 300 dpi. Similarly an
image that is 1200 x 1600 pixels on the screen will be approx. 102mm x
135mm when printed with the same resolution (300 dpi).

Marketing & Communications Strategy

Page 104

CITY STRATEGY
COMMITTEE – 14 NOVEMBER 2005

105

Attachment “A-3”

Monochrome images, illustrations and artwork must be of a suitable quality
for print purposes ie saved at a resolution of 1200 dpi or as a vector graphic.
File type
Images supplied to City of Armadale must be in PC format and one of the
following types:
JPEG, TIFF, GIF, PSD, AI, EPS, PDF, BMP.
Copyright
The City of Armadale has the right to reproduce artwork associated with the
publication for other promotional purposes, with the acknowledgment of the
artist.
The City of Armadale retains ownership of the artwork.
Photographs
Photographs should not be manipulated without their owner’s consent.
Photographs of public artwork must be acknowledged and should not be
published without their owner’s permission.
Details sought from designer
The designer must provide the following:



an itemised quote specifying all costs
a timetable of delivery incorporating the following
Action
Expected Date
Delivery
of
itemised
quote
Presentation of design
concept
Proofing and signoff
To be sent to the printers
Delivery
-

Information to be provided to designer




final text
photographs (if required)
suggested timeline

NB: It is considered best practice to use recycled paper products, where possible.

Marketing & Communications Strategy

Page 105

CITY STRATEGY
COMMITTEE – 14 NOVEMBER 2005

106

Attachment “A-3”

ISSUES MANAGEMENT WORKSHEET – (TITLE)

Description

Background

Objective
(what are we trying to
achieve?)

Stakeholder
analysis
(who is interested?
why are they
interested?)

Target audience

Strategy
(what are the key
steps to be taken?)

Key messages

Q&A
(summary of likely
questions and
answers)

Spokesperson
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ISSUES MANAGEMENT WORKSHEET – (TITLE)

Communication
channels
(media release,
advertorial, City
Views, event)
Risk Assessment
(social/environmental/
economic/political)

Links to strategy

References
(background
reports/funding
applications/feasibility
studies/policies)
Cost elements
(budget/funding
sources/partnerships)

Third parties
(funding
partners/committees
etc)

Timelines
(urgency/projects
start and finish
dates/critical dates)
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