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By Sherri Solomko
UNITY - RCMP Cst. 

Riley Corcoran facilitated 
a public information ses-
sion on community crime 
prevention, Jan. 16. While 
Cst. Corcoran was the main 
speaker, seven other mem-
bers of the Unity, Wilkie 
and Macklin detachments 
were present, out of the 10 
RCMP members who police 
those communities.

Around 40 people at-
tended the session, includ-
ing members of councils, 
RMs, businesses as well as 
community members, with 
attendance from all three 
of this RCMP detachment’s 
areas of coverage.

Corcoran spoke on how 
citizens and businesses can 
protect themselves from 
property crime, fraud and 
vehicle thefts. Small-town 
residents feel comfortable 
and safe in their surround-
ings and as a result become 
complacent. Proactive mea-
sures for crime prevention 
involve some easy steps 
that can alleviate becoming 

victims of crime.
Corcoran outlined sta-

tistics from the RCMP 
monthly reports. In August 
2016, they reported to one 
truck theft and two break-
and-enters in addition to 
one theft under $5,000. In 
September they reported to 
seven vehicle thefts – which 
includes trucks, cars, SUVs 
and trailers – along with 
nine thefts under $5,000 
and one theft over $5,000; 
most of these crimes were 
undertaken in the commu-
nity of Wilkie. October had 
one report of a truck theft 
while November was one 
report of a break-and-enter, 
followed by December with 
two vehicular thefts and 
January 2017 with three 
vehicular thefts reported 
to date. 

Corcoran reminded citi-
zens that simple steps can 
reduce becoming a victim 
of these types of crimes. 
Lock doors and close win-
dows all the way. Park in a 
well lit space. Keep valu-
ables out of view or lock 

them in the trunk. Do not 
leave keys in your vehicle. 
Close curtains and blinds 
when not home to keep 
valuables out of view, and 
always lock your doors.

Property crime and ve-
hicle thefts are, for the most 
part, preventable.

Fraud and scams have 
been reported numerous 
times to the detachment. 
According to “The Little 
Black Book of Scams,” 
Canadians, every year, lose 
millions of dollars to the 
activities of scammers who 
bombard us with online, 
mail, door-to-door and tele-
phone scams.

In our area, Corcoran 
reported there were about 
nine fraud complaints in 
August where complain-
ants were contacted by an 
individual or group through 
email, phone or text. These 
contacts claimed to be from 
the Government Canada 
Revenue Agency stating 
that you owe money and 
will be arrested or serve 
prison time if you do not 

hand over security infor-
mation and pay immedi-
ately. Other frauds include 
charities asking for personal 
information to make dona-
tions or companies claiming 
you won a prize but request-
ing you pay a fee to claim 
said prize.

There are numerous 
fraud attempts or scams. 
From November 2016 to 
January 2017, the local 
RCMP were reported six 
fraud cases consisting of 
phone hacking and tricking 
complainants into giving 
personal banking informa-
tion.

There are many ways 
to protect against fraud 
or scams. Never provide 
payment or sensitive in-
formation on a call you did 
not initiate. Do not send 
any personal or sensitive 
information through email 
as the channel is typically 
not secure. Review your 
credit report at least once a 
year to look for unauthor-
ized accounts that are open 
in your name. While shop-

ping online, ensure you are 
using a secure website to 
make purchases; look for 
secure transaction signs 

such as a closed lock icon 
and “https://:” in the ad-
dress bar.

RCMP Cst. Riley Corcoran provides tips on preventing 
crime to the audience at the Unity Community Centre 
Jan. 13. Photo by Sherri Solomko
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Inside Little Shop of Horrors

Community crime prevention focus of RCMP seminar in Unity

UNITY - Five students were needed to shepherd one of the stars of the show, the plant Audrey II, through its growth phases. From left to 
right are puppeteers: Kira Mielke, third plant; Shari McCoy, first plant; Landon Solomko, fourth and largest plant; Emma Baker, second plant; 
and Kelsey DeBelser, the voice of Audrey II. See page 6 for an article and additional photos. Photo courtesy of Morag Riddell
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“Like to see what’s happening around town. Also send to grandparents to help 
them keep in touch with what the grandkids are doing.” - Leroy T

“We read it every week. It keeps us in touch with what’s happening in Unity 
and area!” - Shannon P

“Plays a major role in getting local news and information to residents of the 
community.” - Ben W

“I read it always, lets me know what’s happening in Unity and Wilkie, great 
job.” - Brian W

“Believe me when you don’t have a local paper you miss it more than you 
would have ever thought. Social media does not take its place. Notices of events 
like come and go teas for birthdays, obituaries, citizen of the year, etc. – where 
else would you see them?” - Carol G

I do not have to turn anything 
on, I can pick up the paper and 

read interesting things that 
pertain to where I live. I am not trying to 
dodge popup ads while reading. And if I 
happen to spill my coffee while reading 

the paper, I am not wrecking an expensive 
device. So I will take the paper any day 

over the Internet.” Marion A.

Reasons people read the Unity Wilkie Press-Herald, your local newspaper

By Steve Nixon, 
Executive Director, 

SWNA
I am very concerned. 

You should be, too.
Recently, I read some 

statistics on how Canadi-
ans are navigating their 
way through the whole 
“Fake News” issue. Ap-
parently, 69% of us cannot 
tell the difference between 
which news is real and 
which isn’t. I am alarmed. 
We all need to be.

Today, it seems that 
the real news is being 
drowned out by an ava-
lanche of so-called “fake” 
news that is nothing more 
than opinion pieces and 
marketing strategies to get 
us to buy a product, vote 
a certain way or achieve 
some other nefarious mo-
tive.

When I read my news-
paper, either online or in 

print, I can at least trust 
the journalism. I certainly 
don’t like all that I see, 
but at least I have some 
recourse if I feel strongly 
about something that has 

been written. In essence, 
I know where they live. 
Their shingle is above the 
door. They have a mail-
ing address and a phone 
number.

Now I am concerned 
about the “real” part of 
the news. Much of it origi-
nates from newspapers, 
and whether we all love, or 
hate, the news that is being 

reported, I am scared that 
it may go away, leaving 
us with only opinions and 
marketing sales tactics. I, 
for one, will not stand for 
this. You should not, ei-

ther.
We need to voice our 

concern about maintaining 
access to the news that is 
important to us. I need my 
elected officials to con-
tinue to be held account-
able for the decisions they 
make with the tax money 
we provide. I want them to 
know that my “real” news 
is important to me; locally, 
provincially, nationally 
and internationally. The 
journalism that newspa-
pers provide is vital to the 
health of my community. I 
just do not see anyone else 
doing the job they do.

Advertisers, govern-
ments and decision-mak-
ers need to know that 
people like you and I care 
about the health of Ca-
nadian journalism. I am 
going to www.newspa-
persmatter.ca to pledge my 
support. You should, too.

Now More Than Ever

for information on “local businesses, 
sales and events.” 

The results also showed that 
people in rural communities 
haven’t been as quick as their urban 
counterparts to embrace digital 
platforms as their preferred source for 
news and information, likely due to 
inconsistencies in their internet service. 

While 21% of respondents said 
they have no internet service, a further 
23.5% indicated their service was tied to 
data usage (satellite or mobile phone), 
which limited their ability to perform 
certain activities online. Doing research 
online was the most impacted activity 
with 41.3% of respondents saying their 
internet connection affected their ability 
to perform it, while 33% said their 
connection affected their ability “to 
watch streaming video,” and a further 
26% admitted to being hindered when it 
came to “participating in social media.”

On top of being the preferred 
media by the majority of respondents 
in communities with less than 50,000 
population, AdWest’s study also shows 
that traditional forms of media, the 
printed newspaper in particular, are 
the most trustworthy when it comes to 
news and advertising content.

While news and advertising content 
of printed community newspapers was 
“trusted very much or somewhat” by 
79% of those surveyed, only one-quarter 

said they have the same level of trust in 
social media. Conversely, when it comes 
to significant levels of distrust, social 
media and other websites were felt to 
be untrustworthy by 33% and 24% of 

respondents, respectively.
Trustworthiness likely underpinned 

people’s feelings about the advertising 
in the various media and showed 
that printed community newspapers 

continue to be a strong option 
for advertisers.

Half of all respondents said they 
found advertising in printed community 
newspapers to be useful, while on 

websites and social media, where 
22% of respondents confess to using 
AdBlockers to block unwanted ads, the 
story is entirely different.

Only 8% of respondents said 

they found website or social media 
advertising to be useful, while a 36% 
said they ignored ads online, and 
a whopping 39% indicated they were 
outright “annoyed by ads.” 

Half of respondents said the 
main reason for not clicking on ads 
on websites or social media was out 
of fear of receiving more ads from 
the advertiser, and 47% admitted to 
concerns about downloading viruses or 
malware that could be associated with 
clicking an online ad.

Newspaper websites however, 
didn’t seem to be immune from the 
overall preference respondents had for 
traditional media.

Just over 12% of all respondents said 
they visited the website of a community 
newspaper in the last week, and the 
number of respondents who favoured 
the newspaper’s website as a source 
of information about topics of local 
relevance mirrored the numbers for the 
other digital platforms.

AdWest’s research also found that 

ads in printed community newspapers 
continue to be the leading driver of 
consumer action across all business 
sectors, whether through in-store or 
website visits or by way of influencing a 
purchase decision. 

For instance, in the food and 
grocery sector, 62.4% of respondents 
said that community newspapers were 
the media mostly likely to contain ads 
that inspired action (10% were most 
inspired by website ads). 

As far as the automotive sector 
was concerned, ads in the printed 
newspaper inspired action with 50.8% 
of respondents whereas social media 
mobilized 10% of respondents.

Overall, the AdWest research 
concludes that in the era of digital 
everything, printed community 
newspapers are as popular with readers 
as ever. To learn more about the study, 
How Geography Impacts Media Access, 
Usage and Engagement visit: http://
adcanadamedia.ca/2018-adwest-
media-usage-study

Research conducted by Totem Research Inc. in March, 2018.


