
The magazine of choice for WA’s 

most sought-after consumers 

Source: emmaTM conducted by Ipsos MediaCT, People 14+ for the 12 months to 31 March 2017. | *WAN Tracking Study conducted by Ipsos MediaCT, 2016.  

¹HH income = $120,000+ p.a.│ 2Activities in the last three months.│ 3At least once a month. 

Meet our readers 

To find out more, contact your representative at 

Reach 331,000 high-value 

readers every weekend 

WA’S HIGHEST INCOME 

HOUSEHOLDS ACTIVELY SEEK OUT 

AND PRIORITISE WEST WEEKEND! 

57% female 

43% male 

One in two readers keeps  

WEST WEEKEND for three days or 

more* – generating greater exposure 

and impact for your campaign! 

74% more likely than non-readers to attend 

ballet, opera or classical performances2 

 

49% more likely than non-readers to attend live 

theatre performances2 

 

31% more likely to go to art exhibitions, 

galleries or museums2 

 

Distinctly more likely to go to the movies3  
 

Readers in WA’s top earning households¹ rank 

WEST WEEKEND only behind news as the main 

section they actively seek out and prioritise in 

The Weekend West*. 

 

WEST WEEKEND readers are loyal, regular 

readers; 70% read the last three issues. 

WEST WEEKE    readers love dining out readers are: 

260,000 readers dine out at cafes  

(at least once a month) 

 

160,000 dine out at licensed restaurants 

 

103,000 dine out at BYO restaurants 

 

92,000 go to a hotel or wine bar for a drink 

WEST WEEKEND readers are prime prospects for entertainment and dining out. 



WEST WEEKEND readers are your 

prime prospects 

Source: emmaTM conducted by Ipsos MediaCT, People 14+ for the 12 months to 31 March 2017. | ^ABS Household Expenditure Survey (Top 20% of spenders). 

¹Within the next year. | ²Solely/partly responsible. 

Eight in ten readers are home owners (own/paying-off home). 

WEST WEEKEND readers are 50% more likely than non-readers to be 

home owners. 

Eight in ten WEST WEEKEND 

readers are planning their 

next holiday¹. 

WEST WEEKEND readers are: 
 

22% more likely than non-readers to be among 

WA’s top spending households^ on holiday 

expenditure. 

29% more likely to travel First Class or Business 

Class 

28% more likely to prefer package tours 

 

Nine in ten readers are 

household financial 

decision makers². 

WEST WEEKEND readers are: 
 

21% more likely than non-readers to have sole/ 

main responsibility for household financial decisions 

29% more likely to agree “I keep up-to-date on the 

latest developments in financial products/ services.” 

11% more likely to hold more than $500,000 in 

investments. 

WEST WEEKEND readers are: 
 

 

24% more likely than non-readers to buy a NEW 

car1. 

24% more likely to agree “Money is no concern 

when I buy a car.” 

10% more likely than non-readers to agree 

“When I buy a car it has to have all the extras you 

can get.” 

 

Our readers are distinctly more likely than 

non-readers to agree: 

 

• “I love to shop.” 

• “Quality is more important than price.” 

• “Brands are important to me.” 

• “I like to keep up with the latest trends.” 

• “I like to keep up with ideas about home 

improvements.” 

30,000 intending car buyers¹ 

read an average issue of 

WEST WEEKEND. 

WEST WEEKEND reaches 

active retail prospects. 

To find out more, contact your representative at 


