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A MESSAGE FROM THE CHAIR OF 
THE MAINSTREETS COMMITTEE

The social, cultural and economic sustainability of our mainstreets continues to play 
an important role in defining our towns, cities and communities.

Building on the recommendations contained in the FIRST EDITION of ‘Mainstreets: 
A Best Practice Guide’ published in 2012, this SECOND EDITION recognises that 
mainstreets, town centres and cities are continuing to experience unprecedented 
change. This SECOND EDITION identifies issues and opportunities in the physical, 

digital and policy environments. It provides a resource for local councils, state 
governments, retailers, property owners and managers as well as planners, designers, 
placemakers, precinct groups, trader associations and other stakeholders to consider 

as they seek to redefine the essence and competitiveness of their mainstreets.

With the objective to assist in the creation of unique and compelling mainstreet 
environments, this SECOND EDITION explores the roles that strategic planning, 

building owners and managers, governance, design, digital technology and 
placemaking frameworks play in determining the future of our mainstreets.

The Property Council of Australia (SA Division) Mainstreets Committee was formed 
in 2011 to help identify issues, propose solutions and advocate for and on behalf 
of mainstreets and their stakeholders. The Committee consists of professionals 

drawn from various disciplines such as urban design, architecture, property 
investment and development, retail strategy, transport and land use planning, 

acoustics and local government.

It is our intent that the SECOND EDITION of Mainstreets: A Best Practice Guide helps 
deliver sustainable and resilient mainstreets throughout South Australia, and beyond. 
We trust that you will find this publication informative and we encourage you to put 

some of our recommendations to the test on your mainstreet.

With kind regards,

STEVE MARAS 
Chair

Property Council of Australia (SA Division) 
Mainstreets Committee
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Strategic planning for 
districts, mainstreets 
and places

Strategic planning can be described 
as ‘doing the right thing versus 
doing things right’. It is the process 
by which organisations develop an 
understanding of the environment 
they operate in and set their long-term 
direction and goals. Strategic planning 
is the foundation of successful 
places and it is relevant to the 
social and commercial objectives of 
our mainstreets. 

Some of the key objectives of 
strategic planning should be to 
determine a vision for the future, 
decide upon the desired outcomes, 
create strategies, identify actions to 
realise desired outcomes and allocate 
resources accordingly. 

Strategic decisions are made for the 
long-term, they require some level of 
investment and are typically difficult 
to reverse. Usually, strategic planning 
is most needed when there is strong 

competition and a high degree of 
market uncertainty. 

Retail precincts, mainstreets 
and places all benefit from the 
development of strategic plans and 
this section provides some insight into 
the strategic planning process and 
the associated benefits for mainstreet 
communities and their stakeholders. 

What is strategic 

planning and why 

is it so important 

to the performance 

and sustainability of 

our mainstreets?

Enjoying Fringe entertainment

right
vs.

wrong

King William Road, Hyde Park, South Australia
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Why develop a strategic 
plan for your mainstreet?

Strategic planning is the key to solving 
problems and identifying opportunities 
for a mainstreet environment. It is the 
process of developing, controlling and 
maintaining a balance between the 
setting of goals, resources and the 
market environment.

A strategic plan can help a mainstreet 
to develop and sustain a competitive 
advantage, unify stakeholders toward 
a common goal and allow for flexibility 
to respond to changing circumstances.

A strategic plan should answer the 
following key questions

 • Who is the target market?

 • What outcomes need to be 
reached to serve the needs of that 
target market?

 • How can a sustainable competitive 
advantage be achieved?

The benefits of strategic 
planning include

 • Momentum generated as a result of 
a shared vision

 • More efficient allocation of resources

 • Greater certainty about the future

 • Long-term cost savings

 • Faster decision making

 • Improved competitiveness

 • More accurate forecasting

 • Enhanced sustainability 

What is stopping us from getting 
started? The following obstacles are 
common to a lack of strategic planning

 • Perceived or actual lack of time

 • Lack of knowledge

 • Lack of expertise

 • Lack of trust

 • Perception of high-cost

The goal must be to recognise 
obstacles as they arise, and to 
overcome them.

Target market

A target market is a group of 
customers with similar needs. 
In today’s intensely competitive 
environment, high-performing 
places understand the needs and 
wants of their customers. 

These places are able to 
differentiate themselves from 
the competition via market 
segmentation strategies and 
capitalising on market niches. 

With this knowledge about 
the customer at their disposal, 
how to reach the target market 
becomes clearer. 

“Sustainable competitive advantage can be defined as: 

doing things that cannot easily be copied and can be 

maintained over a longer period of time.”

Bar and nightlife

King William Road, Hyde Park, South Australia
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Cibo Cafe, 
Rundle Street, 
Adelaide, South Australia

Recommended steps for 
strategic planning for 
mainstreets

1. Identify and engage the 
stakeholders

2. Scope the stakeholder roles 
and responsibilities

3. Conduct research

4. Complete a situation audit, 
SWOT analysis 

5. Define a vision for the future 

6. Identify strategic opportunities

7. Make sure the strategic 
opportunities sit well with 
the culture

8. Develop a retail and tenancy mix to 
suit the strategy

9. Develop a communications strategy 
that supports the desired objectives

10. Evaluate performance and make 
adjustments along the way

Research

Up-to-date and accurate research is 
important because it is the foundation 
for strategic decision making for 
mainstreets. Good research informs 
good decisions and research is a vital 
step in gaining an understanding of the 
target market, catchment area, length 
of visitation, modes of transport, 
trading hours, competitive stance, 
tenancy mix, overall amenity and so 
much more. 

Market research enables stakeholders 
to better understand their current or 
desired customer profile and make 
informed decisions about how to 
better satisfy their needs and wants. 

SWOT

A Strengths, Weaknesses 
Opportunities and Threats (SWOT) 
analysis provides insight into a wide 
range of internal and external factors. 
Completing a detailed SWOT analysis 
is an important part of the research 
process where stakeholders can 
identify and capture many of the 
variables that affect the performance 
of the mainstreet environment. 

Vision 

A vision provides a compelling picture 
of the organisation in the future and 
expresses its reason for existence. A 
well-considered vision is an important 
ingredient in the strategic planning 
process for mainstreets as it provides a 
frame of reference through which all of 
the (quite often diverse) stakeholders 
can rally around, identify with and 
make decisions in relation to. A strong 
vision can motivate, empower and 
mobilise stakeholders. 

Strategic opportunities 

Strategic opportunities take many 
forms. The objective should always be 
to identify and resource opportunities. 
The opportunities that will have the 
greatest impact are those that will 
leverage building commercially viable, 
competitive, sustainable, resilient and 
community-focussed outcomes. 

The ultimate goal of every mainstreet 
must be to develop sustainable 
competitive advantage. Developing 
a sustainable competitive advantage 
requires vision, leadership, planning 
and the ability to consistently work 
toward the realisation of goals. It 
also involves developing a detailed 
understanding of the points of 
difference and the points of parity of 
a mainstreet. 

Culture 

A mainstreet’s competitive advantage 
can be found in diverse factors 
such as its tenancy mix, people, 
building stock, location, transport 
options, entertainment, amenity, 
connections with the local community 
and accessibility. 

Mainstreet culture is defined by factors 
such as demographics, ethnicity, local 
history, residential density, leadership 
and governance. 

Tapping into a mainstreet’s unique 
culture can also become a source of 
competitive advantage. For instance, 
the Meatpacking District in New York 
City, New York is a prime example of 
where local heritage has been used to 
build contemporary relevance. 

Strategic planning versus operations

Stakeholders often confuse 
strategic planning with operations. 
Operations comprise of the 
policies, procedures and practices 
established to carry out the 
objectives of a strategic plan. 

As far as the mainstreet 
environment is concerned, the 

strategic approach envisions 
the place in its entirety and the 
operational approach looks more 
closely at its various parts. 

Operational decisions are often 
made for the short-term, are more 
easily reversed and are tactical 
in nature. 
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Tenancy mix and strategic planning

A mainstreet’s tenancy mix can be a 
significant differentiator. However, in 
the absence of a compelling vision, 
the tenancy mix is likely to remain 
unfocussed and haphazard. 

With a shared vision, strong 
governance, regular communication 
and appropriate resources, the 
right tenancy mix can catalyse 
an entirely new future for a 
mainstreet environment.

Communication strategy 

The success of any strategic plan is 
dependent upon the implementation 
of a clear and concise communication 
strategy. A communication strategy 
should regularly reinforce objectives 
with the stakeholders, celebrate 
success and share progress being 
made toward the achievement of 
desired goals. 

Today’s digital environment provides 
a cost-effective opportunity for 
local governments and mainstreet 
associations to communicate with a 
wide range of stakeholders.

Evaluating performance 

The final stage of an effective 
strategic plan is to include a series of 
measurable components which can be 
captured at regular intervals. 

These measurable components 
may be quantitative, for instance 
occupancy and vacancy rates, traffic 
flow, employment statistics, investment 
capital, residents, the number of shop 
front restorations, car parking numbers 
and public transport frequency. 

They may also be more qualitative, 
for instance customer service and 
community sentiment. 

The importance of measuring 
performance on a bi-annual or annual 
basis cannot be understated, as it 
provides evidence of the success 
(or failure) of the implementation of 
the strategic plan. It also provides 
an impetus to change course should 
the results not be in line with the 
desired outcomes. 

Summary

Strategic planning, supported by 
adequately resourced operations, is 
imperative for the future of mainstreet 
environments. Any perceptions about 
the high-cost of strategic planning 
must be off-set against the even 
greater cost of no planning at all or 
ill-conceived planning done on the run. 
Strategic planning is the bedrock of 
sustainable mainstreets.

Jetty Road, Glenelg, South Australia

In the retail sector they 

say “what gets measured 

gets managed” and 

this is equally true of 

a mainstreet.

Gawler, South Australia
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The relationship between strategy 
and management

When good strategy is supported by 
well executed operations, the cause is 
invariably good management. 

In the case of mainstreets, when 
the key stakeholders come together 
to craft a robust strategic plan and 
support it with adequately resourced 
operations, they can be motivated by 
its implementation.

Short-term and long-term objectives 

In the realm of local government, much 
has been said and written about the 
value of ‘quick wins’ as a means of 
catalysing further outcomes. 

In the context of strategic planning 
the importance of quick wins on 
a mainstreet are numerous. Quick 
wins develop greater confidence in 
a project, secure greater buy-in from 
stakeholders and reduce bureaucracy. 

It is important to advertise, 
communicate and celebrate quick 
wins and include them in the milestone 
planning process of any strategic plan.

Strategic 
Planning Model

How do we 
get there? 

(Strategies)

Where do we 
want to be?  

(What is our vision?)

What are our 
values, behaviours, 

philosophy?

Goals, 
objectives, 
action plan

Action, 
follow-up 

and support

Preparation Where are 
we now? 

(Research)
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The roles of landlords, 
building owners 
and managers 

This section identifies some of the 
core issues on the mainstreet relating 
to landlords, building owners and 
building managers. 

The starting point is to reflect on the 
purpose, use and ownership structure 
of mainstreet buildings in years gone 
by. Taking this step back allows us to 
understand where we have come from 
and appreciate why and where we 
are now. 

Typically, mainstreets of the past 
comprised a diverse range of buildings 
and uses that largely serviced the 
needs of the local community.

In most cases, buildings along 
mainstreets ranged in size from a 
single level, up to three storeys, with 
many buildings of two storeys and 
some with basements. The proprietor 
of the shop or business which fronted 

the mainstreet was typically also 
the building owner and it was not 
uncommon for them to live at the back 
of the shop, or above it. 

The business owner worked and 
lived in the building, resulting in a 
close connection with the mainstreet, 
surrounding business owners and 
with the residents that lived in the 
immediate vicinity.

Prior to the introduction of shopping 
centres in the early 1960’s, mainstreets 
were the ‘beating heart’ of every 
local community, with the business 
mix and make-up of the mainstreet 
satisfying the needs and requirements 
of that community. As the number of 
shopping centres grew through the 
1970’s and 1980’s, the core fabric and 
role of the mainstreet significantly 
changed. The rise of shopping centres 
resulted in well-established local 
businesses either relocating to new, 
modern shopping centres, or being 
subject to steady decline. A different 
profile of user took occupancy on the 

mainstreet – often a trader that paid 
rent and had a weaker connection 
to the local community than 
their predecessor. 

As a result, the ownership of buildings 
also changed. We now see a very 
different mix of ownership comprising 
of owner-occupiers, local investors and 
to a lesser extent interstate or overseas 
(absentee) investors. This varied mix 
of ownership also has brought about a 
lessening of community ties.

This section identifies some of the 
important questions that need to 
be addressed to first understand 
the dynamics and then set about 
optimising outcomes for mainstreets.

Rundle Street, Adelaide, South Australia (1973)
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Building ownership 

Mainstreet environments are often 
characterised by disparate building 
ownership which is a barrier to 
achieving effective engagement, 
collaboration and/or co-creation. 

Building owners can be based locally, 
nationally or internationally, and 
operate in the capacity of either an 
investor, developer, occupier, part or 
co-occupier, individual, family trust, 
investment company, private company, 
superannuation fund, public company 
or real estate investment trust. 

The risk profile and investment bias 
of the building owner also plays 
a substantive role in any building 
owner’s decision making process.

Key questions to consider 

 • Are they part of a group? 

 • Who are the key decision makers?

 • Are they passive or active in their 
approach toward building issues?

 • Are they passive or active in their 
approach toward community 
issues?

 • Are they taking a short, medium or 
long-term view?

Building management 

Given the diverse nature of building 
ownership, there are various methods 
available for managing buildings. 

Key questions to consider

 • Does the building owner 
manage the property? If so, in 
what capacity?

 • Does the building owner work with 
the tenants and understand their 
current and future needs? 

 • Has the building owner delegated 
authority to a managing agent? If so, 
is that agent a specialist or expert in 
this field and property location?

 • Does the managing agent represent 
the values of the owner? If so, 
what are those values specific to 
the property and to the location of 
the property? 

 • Who is the ultimate decision maker?

 • Is there a prescribed limit on the 
dollar value of decisions that can 
be made by the managing agent 
before they need to be referred 
back to the principal?

 • What is the vacancy rate? 

 • If there are vacancies, how long 
have these premises been vacant 
and why?

Building stock 

Over the decades, a greater diversity 
of building stock has risen on many 
mainstreets. This is due to a variety 
of factors including, but not limited 
to, economic trends, the changing 
nature of planning, available transport 
options, residential density and 
architectural trends. 

Key questions to consider

 • Has an inventory been taken of the 
building stock, and if so, by whom?

 • What is the form of the building 
stock (e.g. average size, age, 
design, frontage, set-back, depth, 
materials, heights of shop fronts 
and veranda types)?

 • What is the quantity of the 
building stock?

 • Is the total amount of gross lettable 
area known for the precinct?

Local government

Local government plays an 
instrumental role in the built 
form on mainstreets. Many local 
governments have programs in place 
to support growing and sustainable 
mainstreet environments. 

Key questions to consider

Does local government:

 • Maintain a database of all building 
owners and their building 
managers? 

 • Regularly or semi-regularly 
communicate with the building 
owners or managers?

 • Maintain a database of all building 
occupiers?

 • Regularly or semi-regularly 
communicate with the occupiers of 
the buildings?

 • Provide incentives for improving 
the frontages and the general 
appearance of the buildings? 
(e.g. heritage incentive schemes, 
annual awards, rate rebates or 
co-contribution schemes)

 • Impose disincentives such as 
penalties for poorly maintained 
building frontages? (e.g. By-laws 
or fines)

 • Keep abreast of registered leases to 
ascertain the average rental rates?

 • Develop a vision for the precinct, 
and if so, support it with 
a masterplan?

 • Develop long-term goals and 
regularly share them with 
stakeholders?

 • Have a program in place to work 
with stakeholders to influence the 
tenancy mix on the mainstreet?

 • Play a role in investment attraction? 
(for instance, providing a case 
manager to work with property 
owners or developers to identify 
development outcomes that 
are consistent with its vision for 
the precinct)

 • Enable its valuation division to swap 
data with its business and economic 
development division? 

“Mainstreet environments are typically characterised by disparate 

building ownership which is often a barrier to achieving effective 

engagement, collaboration and/or co-creation.”

Venice, Italy
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Public realm (public space)

Local government also plays an 
instrumental role in the public realm 
on mainstreets. 

Key questions to consider

 • Why and how is the public 
realm important?

 • What is the relationship between 
the public realm and built form?

 • Is the public realm audited? If so, 
by whom and how often? 

 • Are the audit results shared with 
the property and retail communities 
to assist in developing a sense of 
place, pride and shared ownership?

 • Has a strategic approach been 
taken toward re-investment into the 
public realm?

 • Has the economic value of good 
design been recognised, articulated 
and shared?

 • Are maintenance regimes in place 
to maximise the useful life of the 
public realm?

Collaboration and 
co-creation – strategic 
partnerships 

Collaboration and co-creation is 
becoming the cornerstone of success 
for mainstreets. With local government 
ideally positioned to play a leading 
role, the benefits of unifying the 
stakeholders are often greater than the 
sum of their parts. 

Key questions to consider

 • Why collaborate and what are 
the benefits?

 • Which stakeholder groups are 
included?

 • What is the most appropriate 
method of collaborating with the 
stakeholder groups?

 • Can local government bring building 
owners together? 

 • What are the desired outcomes?

 • What are the strategies and 
actions?

 • What resources are needed?

 • Are opportunities for the 
co-creation of projects amongst 
stakeholders being explored?

Top: Rundle Street, Adelaide, South Australia 
Middle: Gawler, South Australia 
Bottom: Prospect Road, Prospect, South Australia
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Public and private amenity

Public and private amenity provides 
a range of essential services, which 
are essential to the day-to-day 
functionality of mainstreets. With 
safety as a key consideration, the 
provision of high-quality public 
amenity plays a definitive role 
in attracting people to visit the 
mainstreet environment. 

Key questions to consider

 • Has an inventory been taken, and if 
so, by whom?

 • What is the quantity of on-street 
car parking? Is there a price? Is 
there a clearway at certain times of 
the day?

 • What is the capacity of off-street 
car parking? Is there a price?

 • Is there any collaboration between 
the car parking stakeholders, 
property owners and retailers? (for 
instance, a program to stimulate 
an early evening economy would 
require all three stakeholder groups 
to come together) 

 • What is the availability and 
condition of public toilets?

 • What is the availability, accessibility 
and condition of private toilets?

 • Is free public Wi-Fi available?

 • Are there any water features, public 
fountains and/or drinking fountains?

 • What is the availability of public 
seating, lighting, surfacing, greening 
and urban elements?

Summary 

Greater collaboration amongst 
key stakeholders is imperative for 
mainstreets. Local government, 
building owners, tenants and those 
charged with the responsibility of 
managing the buildings should work 
in greater unity to:

 • Assess and understand the 
current lay of the land on the 
mainstreet by conducting a detailed 
situation audit.

 • Consider and review where current 
market rentals are and whether 
rentals need to be adjusted to retain 
or attract tenants.

 • Unite and collaborate with other 
building owners and stakeholders 
for the greater good and future of 
the mainstreet.

 • Encourage involvement with the 
local trader or precinct group 
or association.

 • Engage a specialist local leasing 
agent when a vacancy arises who 
understands the mainstreet, the 
mix of businesses and how best to 
optimise the tenant mix.

 • Fill vacancies with ‘pop-up’ stores 
or other forms of short-term 
activations which will aid in the 
leasing of the tenancy and keep the 
mainstreet looking active.

 • Seek professional advice on future 
trends and uses, and work towards 
developing a targeted approach for 
future tenants.

Waymouth 
Street, Adelaide, 
South Australia

King William Road, Hyde Park, South Australia
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Maras Group is a South Australian-based, 
privately owned, commercial and retail property 
development and investment group with a strong 
focus on mainstreet investment. 

Commencing in the early 1990s, over three decades, 
the Maras Group has redeveloped a contiguous 
collection of commercial and retail buildings along 
one side of Rundle Street East, one of the City of 
Adelaide’s central mainstreet districts.

This has seen a once-dormant and largely vacant 
collection of buildings, following the relocation of 
the City’s largest fruit and produce market, become 
the City’s primary hub for food, fashion and passive 
entertainment uses. 

The Maras Group worked with all primary 
stakeholders to develop a long-term vision for the 
mainstreet and key to this was the development 
and implementation of a core tenancy mix plan. 
This enabled the mainstreet to develop into a truly 
mixed-use and fully functioning district.

Rundle Street East, which has received significant 
local, national and international recognition and 
accolades over many years, is testament to what can 
happen when building owners and key stakeholders 
work collaboratively and in partnership, for the 
benefit of all.

Key outcomes 

 • Outstanding mix of retail operators

 • Healthy day, evening and night time economy 

 • Strong occupancy rates 

 • Solid tenant demand

 • Upgrade of public realm

 • Improvement of public amenities

 • Enhancement of building façades and shopfronts

 • Considered very safe and secure

Renew Adelaide is a non-profit urban renewal 
project that works to revitalise under used and 
empty buildings and shop fronts with projects that 
benefit the community. 

Renew Adelaide was established in 2010, funded 
primarily by the State Government of South 
Australia, the Adelaide City Council and Renewal SA. 

Renew Adelaide does not provide ongoing, rent free 
spaces rather, they use short-term, non-commercial 
arrangements and work with building owners to 
keep empty spaces active. 

Renew Adelaide’s goal is to provide incubation 
space for young and emerging entrepreneurs, 
encourage foot traffic in urban areas and help create 
vibrant cities – both socially and economically. 

Since its inception, it has worked with its principal 
funders, numerous building owners, the commercial 
property industry, including various property 
managers and leasing agents, to activate vacant 
shops, basements, upper level commercial spaces 
and spaces earmarked for future redevelopment. 

Renew Adelaide has successfully done this 
in Adelaide’s city centre, the inner suburban 
mainstreets in the City of Prospect, Norwood, 
Payneham and St Peters, and also a major project in 
the streets of Port Adelaide, Adelaide’s once-thriving 
harbour side municipality.

Renew Adelaide has worked with many building 
owners to activate spaces that are vacant, and by 
doing so, seek to have the short-term occupiers act 
as a ‘caretaker’ of the space and ‘give it life’ while 
the building owner attempts to lease it long-term.

The Renew Adelaide program has provided 
numerous successful outcomes and has proven 
to be an outstanding initiative for many building 
owners. The organisation continues to attract a 
greater number of building owners who see the 
concept as a tangible way forward in helping to 
activate their vacancies and in attracting long-term 
operators. There are similar programs operating in 
other Australian cities.

Best practice

Rundle Street, Adelaide, South Australia

Remake/Remodel, Commercial Road, Port Adelaide, South Australia
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Best practice governance 
models for mainstreets

Governance is the way in which 
organisations are directed and 
controlled and is the act of providing 
guidance towards success rather than 
waiting for matters to randomly occur. 

Whilst shopping centres have the 
advantage of a single management 
model that allows them to make 
decisions quickly and responsively, 
this is less likely to be the case for a 
mainstreet. A strategic approach to 
governance and management can 
provide mainstreets with a united, 
organised and coordinated approach. 

Outdoor environments, such as 
mainstreets, face many challenges 
not experienced in a controlled 
indoor environment. For example, 
variable weather, alcohol related 

violence, poor building maintenance, 
disparate marketing, transport issues 
and variable parking conditions. An 
effective governance model can 
address these and many other issues, 
including appropriate stakeholders, 
leverage funding, and bring the private 
and public sector closer together.

Strengthening and supporting 
mainstreets and town centres 
requires partnerships to be formed 
between property owners, business 
owners, local governments and 
state governments. An effective 
governance mechanism can maintain 
and grow the economic base of 
streets, cities and towns, provide 
employment opportunities, and 
better prepare communities to meet 
future challenges.

Some of the benefits of effective 
governance model include

 • Increase in visitation to 
street precincts

 • Reduced vacant shops 
and an improved mix of 
quality businesses

 • Increase in sales and 
profitability 

 • Increase in employment and 
job opportunities

 • Improved property values and 
investment attraction

 • More tourists and 
accommodation bookings

 • A quality street environment 

 • Benefits workers and students

 • Benefits local communities

 • Benefits local authorities 
and government

Prospect Road, Prospect, South Australia
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Managing mainstreets is a 
worldwide challenge

The governance and management 
of mainstreets is a topic of growing 
global significance. The National Main 
Street Centre in the United States of 
America (USA) focuses on a four point 
approach that assists mainstreets 
to reach their full potential – 
organisation, promotion, design and 
economic restructuring. 

Organisation and governance is a 
critical starting point as it provides 
the overarching coordinating 
role that brings other disciplines 
together, ensuring all areas are 
given attention together and not in 
isolation. The USA mainstreet model 
often requires ongoing support from 
large numbers of volunteers and 
philanthropic funding. 

Other organisations like the 
International Downtown Association 
(IDA) in the USA and the Association 
of Town Centre Management (ATCM) 
in the United Kingdom (UK) have 
focused on governance and centre 
management for over 30 years. 

These organisations have tried and 
tested many variations of centralised 
management in streets, cities, tourist 
areas, industrial areas, retail precincts 
and office blocks seeking the best 
practice model that works effectively 
for the business and residential 
communities they serve.

Elements for an effective 
governance model

 • Strong proactive leadership

 • Responsible and accountable 
management

 • Stakeholder engagement

 • Decision making ability

 • Coordination

 • Partnerships

 • Sustainable funding and resources 

 • Long-term planning

 • Measurement and results

Who can be involved in the 
governance model? 

Effective governance includes all 
levels of government, business 
chambers, property owners, retailers, 
financial partners, business leaders, 
offices, hospitality providers and the 
local community. A key to success 
is ensuring the decisions about 
spending or using resources are 
made by the contributing members. 
If businesses pay a levy, decisions 
about spending the funds should be 
made by contributors to the fund. 
Stakeholders should be fully informed 
about business plans, budgets and 
objectives through frequent high 
quality communication.

ATCM (UK) definition of centre 
and town management

‘Centre Management is a 
co-ordinated pro-active initiative 
designed to ensure that our town 
and city centres are desirable 
and attractive places. In nearly 
all instances, the initiative is a 
partnership between the public and 
private sectors and brings together 
a wide-range of key interests. Today 
there are some 600 towns and 
cities in the UK that have some 
form of management initiative.’

The difference between 
governance and management

The governance role is one of 
overseeing long-term strategies 
versus the day-to-day management 
and operations involved with the 
implementation of work plans. 

Boards may choose to be 
involved only in an overseeing role 
while allowing the manager or 
management team to implement 
work plans and activities. 

In Auckland, New Zealand, the 
Council has acknowledged that 
often small business districts 
with limited resources require an 
executive committee to provide 
the skill set to achieve practical 
outcomes for their mainstreets. 
The Board of the business district 
can decide the best fit for their 
organisation – oversight or 
practical involvement.

Goodwood Road, Goodwood, South Australia

Rundle Street, Adelaide, 
South Australia
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Governance models bring 
the private and public 
sectors together in a 
beneficial partnership 

Mainstreet governance models 
vary considerably from country to 
country including committees of 
local government, local government 
subsidiaries, semi-autonomous 
authorities, incorporated business 
associations, Business Improvement 
Districts (BIDs), voluntary groups and 
local boards. 

How do these groups gain the 
mandate to manage a mainstreet or 
deliver services? In the case of local 
government subsidiaries and business 
associations, the power to manage 
funds is delegated by the local 
authority. This is in direct contrast to 
a BID, where businesses or property 
owners vote in a formal election to 
provide a management mandate 
to the private limited management 
BID company. 

Property owners and businesses 
are more likely to provide funds for 
the planning and implementation of 
activities if they have meaningful input 
into the process. The governance 
model needs the independence and 
flexibility to respond to the changing 
needs of the business community 
consistent with the agreed business 
plan objectives. 

A very successful strategy which 
commenced in Canada thirty years 
ago, has since been adopted and 
further developed in more than 2,000 
cities, streets and towns across the 
USA, UK, South Africa, Japan and New 
Zealand. In these countries many towns 
and mainstreets have adopted the 
current best practice model sweeping 
across the world – the BID model. 

A BID can be a defined geographical 
area or a group of same category 
businesses (e.g. retailers, tourism 
operators), where the businesses agree 
through a ballot system to pay an 
additional fee to fund improvements 
and deliver services to their 
trading environment. 

The businesses democratically 
vote to create the BID, implement 

plans and pay the levy. Legislation 
is not in place in Australia to 
follow for a ballot, however, local 
governments can take incremental 
steps towards a heightened level of 
business engagement. 

BIDs can deliver a broad scope 
of works and services including 
marketing, street cleaning, security, 
signage, transport, events, tourism 
and even capital works as prioritised 
by the business community. BID funds 
should not be used to deliver local 
government services but can provide 
additional services to the mainstreet 
over and above base local government 
services. A key element of a BID is the 
baseline service agreement whereby 
local government agrees to deliver the 
current level of base services to the 
BID area as a core responsibility. The 
model includes all businesses in the 
benefit area and businesses cannot 
opt out of paying the levy to gain the 
benefits without payment.

Governance examples

Powers are delegated by 
local government

 • Local government committees – 
covered by local government 
procedures, policies and formalities

 • Business associations – usually 
incorporated and limited 
by guarantee

 • Subsidiaries or semi-autonomous 
authorities – Adelaide Central 
Market Authority and Rundle 
Mall Management Authority in 
Adelaide, South Australia, and 
the Queen Victoria Markets in 
Melbourne, Victoria

Business elected BIDs 
(business mandate)

 • Canada, UK, USA, South Africa, 
Japan, Austria and New Zealand 
there are over 2,000 BIDs – 
business or property owners vote

 • San Francisco, USA tourism 
category BID – hotels and tourism 
businesses vote

 • Birmingham, UK retail category  
BID – retailers vote

 • Auckland City Council, New Zealand 
has 46 BIDs – business vote

In Victoria, Australia, 75 mainstreet 
programs within 29 council areas have 

established a levy funding mechanism 
under their Local Government Act. 
Local governments do not need a vote 
to apply the levy but they advertise 
in public notices and seek feedback 
about applying it to an area. Property 
owners pay the levy and through the 
lease, they can often pass it on to 
occupiers of their buildings. 

As many mainstreets have a voluntary 
committee and part-time manager 
with limited resources, Mainstreet 
Australia has been proactively working 
with its members to develop better 
agreements, constitutions and terms 
of funding. 

Geelong, Victoria is a good example 
of a Council working in partnership 
with businesses to focus marketing 
and events on the city centre under 
a committee of council arrangement. 
In Adelaide, South Australia the 
establishment of the Rundle Mall 
Management Authority and the Central 
Market Authority was a step towards 
more independence for these two high 
profile retail precincts.

Internationally, many town centre 
associations have developed a BID 
model with a lifespan of five years 
before a formal renewal ballot process 
is conducted. The registered voters 
(property owners in the USA and 
business owners in the UK) vote 
to give the governance group the 
mandate to operate for the agreed 
term of the BID.

Key challenges facing 
mainstreets, towns and cities

 • Engaging and involving 
the business community as 
active members

 • Raising sustainable funds in a 
fair, transparent manner where 
all businesses contribute

 • Clearly identified priorities

 • Long-term strategies delivered 
through annual business and 
work plans

 • Increasing private investment 
by seeking financial 
commitment from property 
owners and businesses

 • Delivering the priorities that 
stakeholders want
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World’s best practice 

The Mary Portas’ review of UK 
high streets identified that an 
integrated management approach 
was an essential element of good 
governance. The Portas Review (2011) 
recognised that effective town centre 
management had improved cities, 
streets and towns and particularly 
those that had created BIDs. During 
the UK recession, when austerity 
measures were applied to local 
government budgets, the areas 
with BIDs maintained their staff and 
continued delivering their agreed 
business plans, while many public 
sector jobs in town management were 
lost. The UK Government has thrust 
major funding and new attention 
towards the high streets, towns 
and cities since the Portas’ Review. 
The Association of Town and City 
Management is embracing, enhancing 
and expanding BIDs by establishing 
400 new town teams all over the 
UK. In addition, new relationships 
between local governments and 
residents, funding and service delivery 
models, and functions and powers are 
being tested.

In areas where BIDs are in operation, 
property values, pedestrian traffic 
and retail sales have increased, while 
vacancies have reduced. The creation 
of nine pilot BID programs in the UK in 
2003 has now blossomed to 140 BIDs 
across the Country. Now more than 
55,000 UK businesses are paying a 
BID levy investment in their mainstreet. 
The BID groups are investing around 
£155 million in their local areas each 
year. A UK report indicated retail sales 

in BID areas was 4 per cent higher 
than the national average over the past 
five years. With 94 per cent of UK BIDs 
having been renewed for a second 
or third term, the level of business 
engagement has been outstanding. A 
ballot vote in the Heart of London saw 
75 per cent of all businesses vote with 
92 per cent in favour of extending the 
term for another five years. 

Examples

USA

 • The Centre City District in 
Philadelphia is a city wide BID that 
delivers a range of professional 
marketing, business retention and 
attraction strategies and a range 
of services to benefit visitors to 
the City. 

 • San Francisco Tourism Improvement 
District is made up of tourism 
industry representatives and 
manages the financial contributions 
from the hotel, convention and 
leisure industry operators. 

UK

 • The Heart of London Business 
Alliance has recently been endorsed 
to deliver a range of programs 
to 2014 including, managing the 
evening economy and the newly 
upgraded Leicester Square. 

 • Retail Birmingham BID focuses on 
delivering a range of retail projects 
including, high-quality magazines, 
greater business-to-business trade, 
retail awards, seasonal marketing 
campaigns and decorations. 

 • Colmore Business District BID 
in Birmingham is based in 
predominantly an office area.

New Zealand 

 • The Auckland City Council 
developed an ‘Auckland Region 
Business Improvement District 
Policy’ to deliver a partnership 
program with businesses and key 
stakeholders. This resulted in 46 
new BIDs including small streets like 
Mangere Village Bridge (46 shops) 
and large city areas like the Heart of 
the City BID. 

In Australia, mainstreets need to be 
sustainable for the long-term and a 
governance model that includes a 

significant number of businesses is 
critical to achieving this. Professional 
governance and an equitable 
funding source to deliver projects 
and implement plans is an essential 
requirement. Mainstreets can learn 
from the shopping malls that charge 
businesses up to five per cent of 
their base rent to fund a collective 
marketing fund to make group media 
purchases, deliver events and promote 
the centre. These strategies can also 
be applied successfully to mainstreets 
to increase local capacity and make an 
area more competitive. 

Summary 

 • Mainstreets benefit from an 
effective governance structure.

 • Customers enjoy the experience of 
a clean and safe mainstreet.

 • Mainstreets need consistent levels 
of funding to deliver professional 
management, marketing, events, 
economic development and 
streetscape improvements.

 • Shopping centres collect a 
percentage of base rent from their 
retailers to create a marketing fund 
to deliver events, online strategies 
and constant marketing activity.

 • BIDs are proving to be a major 
catalyst for positive change in 
mainstreets, towns and cities across 
the world.

 • BIDs focus on a five year business 
plan that is endorsed by levy payers 
who vote in support of the plan, 
projects and budgets.

 • BIDs successfully engage property 
owners and business owners 
through effective communication, 
democratic ballot and 
professional governance.

 • BIDs can target areas such as 
tourism, the evening economy, retail 
and office workers.

 • Professionally delivered projects 
benefit businesses, offices, services, 
hotels, staff, tourists, students and 
residents with an overall economic 
benefit for the city.

 • Businesses in 94 per cent of existing 
UK BIDs have endorsed continuing 
for another five years.

Coventry Street, Leicester Square, London
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Mainstreets can learn 

from the shopping malls 

that charge businesses 

up to five per cent of 

their base rent to fund a 

collective marketing fund 

to make group media 

purchases, deliver events 

and promote the centre.

Leigh Street, Adelaide, South Australia
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Good planning and design

If strategic planning is ‘doing the right 
thing’ then design is ‘doing things 
right’. After all, design in itself is no 
panacea to a vibrant active mainstreet. 
Rather, it is merely a process that 
ensures such things are given the 
best possible chance to eventuate. 
By way of example, a busy traffic 
congested mainstreet may in no way 
be conducive to a good mainstreet, 
creating environmental, safety and 
accessibility issues.

Design is a tool that ensures the 
physical outcome on the ground is 
the best possible balance of often 
competing forces in a mainstreet. 
It is said design is problem solving. 
Identify the problems and through a 
systematic process, suitable outcomes 
can be ‘designed’.

The three key areas in need of analysis, 
consideration and response can 
generally be divided into the following:

 • Movement

 • Urban Design

 • Environment

Traffic calming

Traffic calming measures, including 
narrowed roads and speed humps 
on roads for the intention of 
slowing down or reducing motor 
vehicle traffic. This improves 
the conditions along the road 
as well as safety for pedestrians 
and cyclists.

Key definitions

Shared space

Shared space which can be 
legally shared by all users with no 
demarcation between users.

Shared zone

Shared zone legal traffic control 
device that provides pedestrians 
and vehicles with equal rights 
and low speed.

If strategic planning is 

‘doing the right thing’ 

then design is ‘doing 

things right’.

Top: A Barcelona laneway, Spain 
Bottom: Moseley Square, Glenelg, South Australia
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Movement

Principle: Match transport to the role 
and function of the street.

Key Objective: Reclaiming the 
street for better frontages and 
retail functions.

Key Outcome: Reduced speed and 
retention of pedestrian activity.

Data Gathering: Understanding the 
transport movement of the street.

Mainstreets are not necessarily 
defined by the physical characteristic 
of low vehicle flows or pedestrian 
exclusive precincts. In reality, the 
street often relies on vehicle flows 
for visibility, commercial delivery and 
waste removal. 

A mainstreet will often emerge on 
an arterial road and the removal of 
the casual observation provided by 
passing traffic can negatively impact 
the visibility and vibrancy of a street. 

The purpose of a people movement 
strategy is therefore to sustain and 
increase low-stress pedestrian and 
bicyclist activity within the precinct 
whilst maintaining the functional role 
and amenity of the street and building 
a sense of place.

Every element in the urban 
environment has an associated 
meaning as it relates to human activity. 
Over time, concentrations or ‘nodes’ 
of activity become associated with 
spaces and they evolve into places. 
These places then gradually become 

linked through the process of urban 
organisation. Effective linkages 
facilitates the simplified movement of 
people between places, and whether 
established or not, the number and 
types of links between nodes is often 
incredibly large (Salingaros, 1998). 
However, as they do not always 
coincide directly with established and 
major thoroughfares, such as a city’s 
laneways, they can become neglected. 
Abandonment can bring with it a 
reduction in the perceived sense of 
safety and ultimately low usage.

It has been emphasised that visual and 
appealing connections are necessary 
for orientation and way finding, as well 
as creating a coherent, legible and 
pleasing picture of the urban setting 
(Lynch, 1960).

Around 80 per cent of cities are 
made up of streets that constitute 
the majority of their public space. 
Most buildings front onto streets and 
as a result most urban activity and 
identity is fostered within the urban 
street network.

Through improving physical 
connections, the public urban 
environment can support sustained 
activity, equity and participation while 
also supporting public health and 
quality environments (Ståhl, Gunilla 
Carlsson and Iwarsson, 2008). An 
understanding of the overarching 
goal to realign the traffic priority of 
some linkages between precincts, 
from car toward walking and cycling is 
fundamental to encouraging sustained 
intra-city movement. 

Pedestrians can be a 
priority on streets

According to the Heart Foundation of 
South Australia (2011), active transport 
has been shown to

 • Increase retail rental values

 • Increase sale prices of nearby 
homes

 • Significantly increase pedestrian 
and cyclist activity

 • Generate more business and 
stimulate the local economy

 • Revitalise ‘drive-through’ districts 
into lively places that people want 
to visit

 • Encourage people to spend time 
outside of their homes

 • Reduce noise level

 • Create attractive and more 
popular places for Adelaide and 
South Australia

“What begins as undifferentiated space becomes place 
as we get to know it better and endow it with value … if 
we think of space as that which allows movement, then 
place is pause; each pause in movement makes it possible 
for location to be turned into place.” (Tuan, 1977)

International studies have shown 
that pedestrians spend more 
than people arriving by car. 
Comparisons of spending habits 
by transport mode in Canada 
and New Zealand revealed that 
pedestrians spent up to six-times 
more than people arriving by car. 
According to the United Kingdom 
Pedestrian Pound Study in London 
town centres in 2011, walkers spent 
£147 more per month than those 
travelling by car.

Semaphore Road, Semaphore, 
South Australia

Semaphore Road, Semaphore, South Australia
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Method Desired Outcome Best Practice Example

Temporary
Event road closures Generate activity, establish vision

Playstreets, United States of America 
ahealthieramerica.org/play-streets

Regular street closures Behavioural change
Sunday streets and 
Ciclovia Bogatá, Columbia

Reduced 
vehicle speed

See traffic calming solutions

Road paint and 
texturising

Low-cost and reversible
Lang-Baumann, various (of particular 
note Street Painting #7 2013) Bank Street, 
Adelaide, South Australia

Chameleon road/
reversible road

Sierichstraße, Hamburg, Germany

Restricted traffic 
movement

Leigh Street, Adelaide, South Australia

Lane closure 
(one way)

Shared use zone
Elliot, Fort, Federal and Queen Streets, 
Auckland, New Zealand and Peel Street, 
Adelaide, South Australia

Road paving Passeig de St. Joan, Barcelona,

Permanent Road closure 
(restricting traffic 
to pedestrian only)

Facilitates pedestrian priority 
low-stress, pedestrian movement, 
enhanced sense of place

Broadway and Times Square, 
New York City, New York

Lane closure (one 
way and a separate 
bicycle lane)

Improve amenity, increased activity, 
increased people movement and 
increased desirability and sense of 
place of a street

Bourke Street, Surry Hills, Sydney

Methods: TRANSPORT/MOVEMENT

Barcelona bike lane, Spain La Rambla Barcelona, Spain
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Urban Design

Principle: Increase pedestrian amenity 
and develop an authentic identity.

Key Objective: Recognise the unique 
characteristics of the place.

Key Outcome: Improved pedestrian 
amenity and identity.

Data Gathering: Surveys, vox pop, 
social media.

Mainstreets are more than just a 
street, they are in effect an openly 
shared public space providing a range 
of benefits to the local and wider 
community. A mainstreet’s physical 
and virtual appearance can have 
significant impact on its ability to bring 
value to those communities. When 
contemplating a mainstreet a number 
of factors need to be investigated, 
considered and where necessary, 
addressed. This is the process of design.

The following (albeit not exhaustive) 
elements need careful analysis, 
consideration and response:

 • Views and vistas along mainstreets 
to landmarks and other major 
features beyond.

 • Lighting, both natural and 
artificial, lighting levels and 
colour temperature.

 • Materials, finishes, textures and 
colours of buildings, street furniture, 
hardscape and softscape.

 • Landscaping (hardscape and 
softscape), both decorative, practical 
(e.g. shade) and productive (edible).

 • Art (public, installation and 
performance, both ephemeral 
and permanent).

 • Architecture (built form).

 • Interiors (what good is a mainstreet 
if spaces behind façades are not 
effectively activated).

 • Heritage, culture and history.

 • Activation, both passive and active.

 • Amenities (public facilities).

 • Street furniture.

 • Maintenance.

The urban design of mainstreets 
can move beyond physical 
interventions and influence social and 
behavioural outcomes. 

Examples

Public art strategies that are in parallel 
with governance provisions:

 • Public art that is integrated 
and responds to the identity of 
the place.

 • Public art that does not hinder 
sight lines or impinge on 
pedestrian accessibility.

Improved landscape amenity:

 • A place to sit for free vs. an 
obligation to pay for a seat.

 • Soft landscape that considers 
local climate, for instance, water 
sensitive design that is hardy, low 
maintenance and durable. 

 • Public lighting that enhances 
the architectural character of 
the mainstreet.

Open space that:

 • Promotes temporary activation 
(e.g. pop-up markets, temporary 
gallery space and gathering places).

 • Back street rooms and piazza 
spaces can provide permeability into 
adjacent precincts and side streets.

 • Air quality, noise, daylight, artificial 
lighting, wind and scent. Some 
environmental qualities are a 
characteristic, for instance live 
music and rights of use and some 
can be an obstacle to future 
development, for instance wind. 

Retaining pedestrian scale and 
layering of supporting density and 
scale of built form:

 • Overhanging canopies and eaves 
provide pedestrian protection from 
extreme weather and provide a civic 
scale and sense of enclosure that is 
comfortable for pedestrians.

 • Additional population density 
can be provided by increased 
building height, however should 
not overwhelm the street. Planning 
should promote generous setbacks 
above street level.

 • Variation and contrast in built form 
can promote diversity.

 • Careful development of heritage 
elements assists in maintaining 
authenticity and a sense of pride 
and history.

Clearly these are but a few simple 
examples and the curating of a 
mainstreet is a crucial determinant 
of its long-term success.

Method Desired Outcome Best Practice Example

Temporary/
reversible

‘Soft’ road closures Generate activity, establish vision Broadway, NYC

Road paint/texturising Low-cost, reversible Bank Street, Adelaide

Parklet Community engagement
San Francisco, CA Community Parklet: 
sfpavementtoparks.sfplanning.org/

Kerb realignment Reduced transport velocities

Landscaping (e.g. 
paving, planting, lighting 
and street furniture)

Increased pedestrian amenity

Planning regulation
Protection of identified 
characteristics

Adelaide City Council Development Plan

Permanent Road closure See traffic calming solutions

Methods: URBAN DESIGN
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Splash Adelaide
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Environment

Principle: Provide environmental 
amenity.

Key Objective: A comfortable and 
inviting space. 

Key Outcome: Improved air quality 
and lighting, reasonable noise levels 
at occupied areas and control 
of ‘as received noise’ by nearby 
sensitive receptors.

Data Gathering: Physical measurement 
against performance standards. 

A good mainstreet environmental 
amenity cannot happen by accident. 
For people to enjoy a mainstreet the 
amenity of the space is important. 
Good environmental amenity is 
characterised by a local environment, 
which provides 

 • Sun shade and conversely sun 
exposure during winter

 • Reduced wind speed and 
‘urban canyons’ 

 • Reduced vehicle and 
background noise 

 • Liveliness in terms of eating and 
entertainment venues without 
excessive noise to adjoining spaces 

 • Appropriate mix of noise 
sources and sensitive usage 
such as residences with in-built 
noise attenuation 

 • Micro-climate temperature control

Many of the environmental amenity 
characteristics are very much linked 
with the urban design. To achieve 
performance standards, environmental 
amenity must be developed iteratively 
and collaboratively. 

Method Desired Outcome Best Practice Example

Temporary/
reversible

Removable solid 
shade devices

Reduce temperature and sun control, 
reduce noise levels

Vine covered streets to provide shade 
during summer

Reduced traffic speed Lower road traffic noise levels See traffic calming solutions

Permanent Planning regulation
Acoustic design for new noise sources 
or new noise sensitive developments

Adelaide City Council Development Plan

Road closure
Reduce noise levels from 
vehicle movement 

See traffic calming solutions

Trees and plantings Reduce effect of wind at a local level Street tree planting

Solid or glazed 
overhang and 
canopies 

Reduce noise transmission to upper 
level residential areas. Provide sun 
and rain protection

Perth and ‘The Parade’ Norwood

Methods: ENVIRONMENT

Rundle Street, Adelaide, South Australia
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Making pedestrians a priority on streets

PRIORITY

highest

pedestrian

bicyclist

transit

single 
occupancy 

vehicle

COST

lowest

infrastructure

movement 
efficiency

highest

lowest
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Space or place?

A ‘place’ is a large or small geographic 
area or physical location that is 
somehow clearly defined. There may 
be obvious physical boundaries to 
a place (for example a piazza), or 
the boundary may consist of some 
commonality or density of experience 
(for example a concentration of a 
particular type of use). 

While a ‘space’ shares the attribute 
of a clearly defined boundary, what 
elevates it to the status of ‘place’ is the 
element of emotional attachment. 

A place has value for the people who 
use it; it offers a human experience. 

Every place has a combination of 
economic, environmental, social, 
cultural and physical attributes, and 
the relative presence and importance 
of each type of attribute will vary. For 
mainstreets, the economic attributes 
(such as business mix and reputation) 
are primary, closely supported by the 
physical attributes of the street and 
then by the activities of the street that 
provide it with a social dimension.

A mainstreet is a place that is defined 
both by the physical boundaries of the 

street (predominant land use) and by 
the social, economic and cultural uses 
of the street. It is the different uses, 
activities and physical characteristics 
of individual streets that give each 
mainstreet a unique identity. 

Within Adelaide, South Australia, 
Gouger Street has a different identity 
to Norwood Parade which is due to 
the retail mix, physical characteristics 
and the demographics of the users 
of each street. The wider precinct 
in which any street is located also 
influences its sense of place and 
unique characteristics.

A place has value 

for the people who 

use it: it offers a 

human experience. 

Place

Environmental Social CulturalEconomic Physical

King William Road, Hyde Park, South Australia

Adelaide City Council’s Place Capital Index
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What is placemaking?

Placemaking is a method for 
improving spaces and engaging 
communities in a specific geographic 
area. Whether the place is large or 
small, the placemaking approach 
considers its current attributes, 
history, connections, surrounds, 
characteristics and potential, and 
the aspirations of its visitors and the 
community. Placemaking enhances 
places with activities that generate 
greater attraction and attachment, 
thus creating what is known as ‘place 
capital’. Placemaking has been proven 
to attract visitors, extend average stay 
and increase return visits. Accordingly, 
the benefits can be both social 
and economic. 

Placemaking involves listening to 
and asking questions of the people 
who live, work and play in a place. 
It is about discovering their needs, 
feelings and aspirations of what they 
would like to see and experience in the 
place. When applied to mainstreets, 
placemaking is about considering the 
mainstreet as a whole, defining its 
best features and working together 
to create a place where people will 
readily spend their time and money. 

Principles of placemaking – 
placemaking framework

People who use a place know it best

To build the best mainstreet, it is 
important to engage with a wide 
variety of users and those with an 
interest in the place to develop a 
shared vision. This forms an integral 
part of the stakeholder engagement 
process as mainstreet users include 
customers, nearby residents, tenants, 
property owners, travellers and 
businesses. This is about harnessing 
user expertise and experience and 
beginning to discern the particular 
‘value’ of the place to those who use 
it. This is also integral to developing a 
strategic plan for a mainstreet.

Design is not the only factor

Physical features such as drinking 
fountains, seating, shade, bins, 
trees, public amenities and their 
spatial relationship to each other are 
important, but so is the experience 
of the place (the people, activity, 
conviviality, sensory experience and 
sense of being welcome in the place).

Cultivate partners who contribute 
ideas, resources and clout

To effect enhancements to mainstreets, 
advocates and collaborators are 
needed to help identify the causes, 
propose solutions and work together 
to deliver better outcomes.

Pay attention to how the place is 
actually used

Usage patterns are central to 
developing any mainstreet’s appeal to 
customers and businesses, ensuring 
community support for activities 
and determining the look and feel 
of the mainstreet. 

Key questions to consider

 • Why is your mainstreet more 
desirable for business relative to 
another mainstreet? 

 • Why do people come to 
your mainstreet? 

 • What do they do when they 
are there? 

 • What factors influence them 
to stay?

Define a vision addressing the 
character, activities, uses and value 
of the place

Involve users of the mainstreet in 
defining what the place is and what 
it could become. The users include, 
customers, nearby residents, tenants 
and property owners. What is it about 
the mainstreet that its users value 
most? What should be retained? What 
needs to be enhanced? What is no 
longer needed or desirable? These 
questions become instrumental in 
informing the vision. 

Look for simple measures and 
test ideas 

To start, undertake small 
enhancements to the mainstreet. 
These may include a piece of public 
art, some greening elements, a few 
benches, a market or a program of 
small events over a few weeks. Stage 
something relatively inexpensive on a 
trial basis just to gauge the response 
from the community, businesses and 
customers. ‘Trial and test’ is a low risk 
approach. Get together with others, 
share resources and see what works 
together. Being overly prescriptive can 
thwart innovation.

Manage the place with a flexible 
structure that recognises different 
uses at different times

Having done the research and 
defined a plan of action, now is the 
time to be flexible and reflective on 
the implementation. Be prepared 
to change things that are not 
working and do more of the things 
that are. Never lose sight of the 
community. Their inspiration is critical 
for the successful curation of the 
mainstreet over time.

Project for Public Spaces 

NYC, would say “start with 

the petunias”

Hindley Street, 
Adelaide, 
South Australia

Prospect Road, Prospect, South Australia
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What does this mean 
for mainstreets?

A place offers an experience. If it 
is a unique experience the street 
will be more sustainable as a 
location for thriving businesses and 
healthy communities. 

Applying a placemaking framework 
to a mainstreet is all about harnessing 
and capitalising on what is great about 
the mainstreet already, as well as 
evolving what it offers over time. 

Recommended framework

The following is a simple framework 
for applying placemaking to the 
development and enhancement 
of mainstreets. 

1. Explore the current value and the 
desired identity with the users of 
the street (e.g. businesses, property 
owners, customers, window 
shoppers and nearby residents).

2. Agree and establish a 
governance mechanism to 
guide implementation.

3. Work together to create and agree 
on a vision for where the street 
could head.

4. Agree on a number of 
worthwhile outcomes.

5. Agree on strategies to realise 
those outcomes – what might you 
‘trial and test’.

6. Take the necessary actions. 

7. Work throughout the process with 
partners and place users.

8. Celebrate joint achievements, reflect 
and learn and keep evolving.

Note: Each step in the suggested framework 
above is relevant to strategic planning processes 
discussed earlier in this guide.

Relationship of 
placemaking to strategic 
planning and governance

Applying a placemaking approach to 
strategic planning and governance 
processes can also add value to 
mainstreet environments. The visioning 
process required for successful 
placemaking is also central to 
strategic planning. Agreeing on the 
most appropriate governance model, 
especially if it involves a Business 
Improvement District model, is likely to 
be more effective with early and broad 
buy-in from key stakeholders. The 
engagement aspects of the suggested 
placemaking framework can involve 
mainstreet users in determining the 
strategy or business plan, ensuring 
they are well informed about the finer 
details and well positioned to advocate 
it to others.

Great places leave clues!

A great mainstreet is one that 
people return to again and again and 
recommend to others.

The Mainstreet is both accessible 
and affordable:

 • Customers can physically get 
there, move around comfortably 
and engage with the experiences 
on offer.

 • Businesses can afford to do 
business in the mainstreet, 
occupancy costs are affordable 
and there are suitable 
tenancies available.

The Mainstreet is seen as a desirable 
place to go to or to do business: 

 • For customers there is a diversity of 
offering. This might be a business 
mix that provides an ‘extended 
offer’ (for example, it is possible 
to have a haircut, buy a shirt and 
meet a friend for lunch) or it may be 
diversity within a single focus such 
as restaurants and cafés.

 • Businesses want to establish in your 
mainstreet. This may be because 
there is a complementary business 
mix or because the mainstreet has 
a reputation for being attractive, 
safe and interesting. It may also 
be because the mainstreet is seen 
as having a flexible governance 
structure and positive attitude that 
supports productivity and business 
growth. It may be known for 
supporting entrepreneurial activity, 
diversity and innovation.

The mainstreet has a reputation for 
being comfortable and safe and is 
attractive or appealing through the 
visual amenity:

 • The mainstreet offers the physical 
attributes that shape its visual 
appeal (trees, public realm 
infrastructure) as well as those 
that make a place look and feel 
safe (other people around, lighting, 
lines of sight).

 • For businesses, incidences of 
property related crime are low.

Valencia, Spain
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Best practice 

The Hutt Street Outdoor 
Reading Room

The Hutt Street district forms an 
important part of the South East 
corner of the City of Adelaide, South 
Australia. Adelaide City Council (ACC), 
in partnership with local residents 
and the Hutt Street Centre launched 
‘The Outdoor Reading Room’ on Hutt 
Street to celebrate Library Lovers 
Week 2013. 

The Hutt Street Centre is a frontline 
agency for homeless and vulnerable 
people, providing services such as 
access to doctors, healthy lunch and 
breakfast, learning programs, an art 
room, access to computers and much 
more. Situated in the heart of a vibrant 
mainstreet, ACC partnered with the 
centre to produce recycled book 
artwork designed to create a unique, 
artistic and inviting element to this 

public space. People could read a book 
or download an eBook, have a coffee, 
use the free Wi-Fi and enjoy this 
pop-up space over the summer.

As a measure of its success, this 
project involved community 
partnerships and an inclusive 
approach. Initially, the project came 
through conversations with a local 
resident in the South East of the City. 
Being on the ground and listening 
to the valuable insights of the local 
community is crucial. ACC encouraged 
the participation of a range of 
community members – residents, 
welfare recipients, local businesses and 
welfare service providers. Partnerships 
were established with the Hutt Street 
Centre and the Hutt Street Library in a 
collaborative approach.

Summary

What will make a practical difference?

 • Place-led approaches provide 
people with reasons to visit as well 
as reasons to stay. 

 • Tenancies can be permanent, 
semi-permanent and temporary – 
achieving a compelling retail and 
tenancy mix is equally important. 

 • Exploit your natural advantages – 
or create one!

 • Enhance emotional attachment 
so that customers will return and 
recommend the place to others.

 • Recognise and enhance the 
differences between places (define 
and make the most of what 
they are, especially what is most 
authentic about the place).

 • Extend the experience and bundle 
different experiences together using 
targeted leasing or trialling and 
testing new ideas and combinations 
through the use of vacancies.

 • Always look to increase the value 
of the place to the place users. 
In the context of a mainstreet, 
this is about ongoing attention to 
business mix, physical environment 
and complementary activities. 
This will keep the place fresh and 
relevant and assist in retaining and 
building the customer base and 
the desirability of the street as a 
business location.

Turin, ItalyHutt Street, Adelaide, South Australia

Hutt Street, Adelaide, South Australia
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Placemaking, 
where to 
begin?

People, 
activity, 
conviviality, 
hospitality

Sensory experiences 
from food smells 
to dappled light, 
moving water 
and trees

Balance safe, secure 
and attractiveness 
with grungier places

Comfort, verandas, 
umbrellas, food, 
coffee, wine and 
creating intimacy

Balance the ‘old’ 
and the ‘new’; how 
do the heritage 
elements sit 
alongside the 
newer elements

Public amenities; 
drinking fountains, 
public art, things to 
do for children and 
young people

How can you 
offer an element 
of change and 
surprise? (consider 
closing streets and 
neighbouring lanes 
occasionally)

Music, art 
and magic
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THE DIGITAL 
ECONOMY

DIGITAL TRENDS

THE CITY OF UNLEY CASE STUDY (ADELAIDE, SOUTH AUSTRALIA)

SUMMARY
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Digital trends

The digital age has had a number 
of flow-on effects for business and 
consumer behaviour. 

The ease for consumers to research 
products and services, direct from the 
supplier or via peer review or social 
referral, has significantly increased as a 
result of the digital revolution. Similarly, 
digital engagement, for example 
using the internet to tap in to global 
markets, has significantly altered 
the marketplace.

Today mainstreet businesses are not 
only in competition with other local 
regions, they are up against a truly 
global marketplace.

The use of mobile devices to research 
and transact is a growing global 
trend. In the United States of America, 
research by eMarketer indicated that 
commerce sales via smartphones and 
tablets were up 81 per cent in 2012 to 
$25 billion, or 11 per cent of total retail 
ecommerce sales for that year. In 2013, 
they estimate sales taking place on 
smartphones, tablets and other mobile 
devices to be up an additional 57 per 
cent to $38 billion. This is expected to 
double again by 2016.

In 2012, South Australian based 
innovation agency, Fusion, partnered 
with local marketing research 
specialist, Intuito to compile the 
Our Digital State, a report on South 
Australia’s connectivity, online 
spending habits, use of mobile devices 
and social media. (see Figure 2, page 41)

The Australian Yellow Social Media 
report issued in May 2013 also reported 
25 per cent of survey responses 
indicated the reason for using social 
media was to follow or find out about 
particular brands or businesses. This 
increased from 22 per cent in 2012 and 
15 per cent in 2011.

In terms of more recent online 
purchasing trends in Australia, the 
National Australia Bank’s Online Retail 
Sales Index report, states that in the 
year to September 2013 Australia’s 
online retail spending totalled 
$14 billion. In the twelve months to 
August 2013, this amount is equivalent 
to 6 per cent of the traditional ‘bricks 
and mortar’ retail sector (excluding 
cafés, restaurants and takeaway food).

These trends are now being reflected 
in changes to mainstreet occupancy 
rates and tenant mix, both regarded 
as tangible measures of a region’s 
economic wellbeing. 

Commercial property consultants, CBRE Australia stated in a 2011 media release: 

“Many Australian retailers have been much slower to invest in an online shopping 
experience, meaning that they are well behind some of their overseas counterparts. 
Although online shopping accounts for a small proportion of retailing (around 
4 per cent), this figure is growing. This means that Australian retailers will have to 
seriously consider how they are able to offer an online product at a competitive 
price and how this is integrated with their current store format.”

In Australia, 66% of 

retailers believe that 

international online 

retailers have impacted 

their sales. Of this group, 

37% believe they have 

had a large or very 

large impact.

Barcelona, Spain
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The City Of Unley 
Case Study (Adelaide, 
South Australia) 

The City of Unley provides a best 
practice example of how to implement 
a regional mainstreet focused digital 
economy strategy.

The City of Unley mainstreet precincts 
(which includes Unley Road, King 
William Road, Goodwood Road, Glen 
Osmond Road and Highgate Village) 
embarked on this journey in 2012 
under the guidance and coordination 
of the City of Unley’s Economic 
Development Unit.

The City of Unley has approximately 
1,200 businesses on its mainstreets, all 
demonstrating varying levels of digital 
marketing activity and depending 
on the sector, varying levels of 
digital vulnerability. 

Goods and service businesses make 
up Unley’s mainstreets and are the key 
economic drivers of the region. They 
are the lifeblood of the community and 
the basis of the cosmopolitan village 
lifestyle Unley is renowned for. 

In mid-2011, The City of Unley 
investigated developing a unique 

mainstreet focused digital economy 
strategy. This was in response to 
research indicating the future impacts 
that online shopping was predicted 
to have on traditional bricks and 
mortar stores and concerning trends in 
commercial vacancy rates.

Expert advice was sought to guide The 
City of Unley through the development 
and implementation of a strategy. This 
approach resulted in a staged action 
plan consisting of various elements 
ranging from training through to 
improving digital infrastructure and 
accessibility across the region for 
residents and visitors.

As with many other inner metropolitan 
areas, The City of Unley strongly 
supports the ‘shop local’ ethos to 
strengthen the local economy and 
acknowledges small to medium 
size businesses as the foundation 
of its economy. Its strategy aimed 
to support its business community 
to transition and succeed through 
opportunities presented by emerging 
technologies. At the same time, there 
was also an imperative to educate the 
community of the benefits created 
from the planned rollout of the 
National Broadband Network.

How can the digital economy apply to a mainstreet?

The key objective of a mainstreet authority or group is to foster, 
build and enhance the vibrancy of its local business community.

The rapid uptake and use of 
social media (Facebook, Twitter, 
LinkedIn, Pinterest, Instagram, 
Google+, to name a few) has 
demonstrated the power of user 
review and customer experience. 
Customers can immediately 
post and share their shopping 
experiences and product 
reviews in real-time. This is a 
very powerful endorsement 
for positive experiences and 
equally damaging for negative 
or poor experiences. Mainstreet 
businesses need to be aware of 
what is being said about them 
and respond in a timely and 
appropriate manner.

Figure 1: Historical vacancy rates. Source; CBRE July 2013

Splash Adelaide
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Training, support and education

Mainstreet business operators and 
owners are often busy focusing on 
delivering the core product and 
service that resulted in their initial 
and ongoing success. The first step 
of implementing a successful digital 
strategy is increasing digital awareness 
and education amongst bricks and 
mortar businesses.

Capacity building amongst the 
local businesses in the mainstreet, 
combined with local collaboration to 
increase the scale of a region’s overall 
digital activity, is enhanced by internet 
search engines. When all businesses 
are connecting, cross promoting and 
working together, the search engine 
outcomes will be optimised and 
considerably more effective than if 
operating as a solo business.

This is only achievable if participation 
is voluntary, of a high-level and 
committed for the medium to long 
term. Providing low cost or subsidised 
training opportunities and access to 
resources for the local businesses is 
an important first step toward the 
implementation of a successful digital 
strategy. This group of businesses 
can evolve to become the champions 
of the project. Early adopters are 
important, as they have a propensity 
to share the benefits of their digital 
learning’s and successes with their 
neighbouring businesses.

Bricks and mortar businesses also 
need to be aware how their current 
business model can adapt to benefit 
from the digital economy. This is a 
critical step to protect the vibrancy 
of the mainstreet. Having an online 
presence to complement and 

supplement the shop front will ensure 
businesses remain competitive in a 
global marketplace as online stores 
typically have lower overheads and 
direct channels to the market.

Evidence suggests that the digital 
economy is also influencing the 
physical layout, size and traditional 
requirements of mainstreet stores. 
There appears to be an emerging 
trend toward lesser square metres 
required for stock display and greater 
need for interactive space which caters 
for enhanced customer experience 
and technological advancements. As 
stores become increasingly experience 
focused, shop layouts and fit outs will 
continue to evolve accordingly.

Brand and marketing

Similar to a strategic marketing 
plan, an effective digital strategy 
must consider the key requirements 
of the target audience namely; 
demographics, the best approach to 
reach the market and how to achieve a 
sustainable competitive advantage.

The foundation of the Unley Mainstreet 
Digital Economy Strategy was 
developing a relevant regional brand 
supported by an integrated digital 
platform. Unley’s regional brand was 
created, ‘Find Your Everything – Unley 
Precincts’ (FYE). 

The implementation of this strategy 
was not so much a fight back from 
mainstreet businesses against online 
retail, but rather, a strategic approach 
focused on leveraging off the available 
technologies that larger companies 
are using to level the playing field for 
unique, independent businesses in 
the region. 

The FYE brand reflects the 
diversity of offerings across the five 
Unley precincts and the website 
(www.findyoureverything.com.au) 
is based on the unique shopping 
and dining experiences available. 
This initiative was launched at a 
major community event to increase 
community awareness and promote 
the brand and the website was 
designed to ‘overlay’ the individual 
digital activities of each of the 
five mainstreet associations in 
Unley, as well as the activities of 
individual businesses.

Targets were set in relation to the 
number of businesses to be included in 
the campaign, website traffic and ‘click 
throughs’ from the website, and social 
media posts to individual business 
websites and social media accounts. 
The website and brand is supported 
by an online marketing campaign as 
well as traditional advertising mediums 
such as print, banners and pavement 
decals. All traditional mediums 
used included quick response (QR) 
codes to track which mediums 
were most effective for maximum 
consumer accessibility. 

Visitors to the website and social 
media platforms are encouraged 
to subscribe to receive regular 
communications on new businesses, 
activities and the latest offerings 
as well as chances to win prizes. 
This approach is building a local 
community of followers and loyalty to 
the region. Key aspects of the project’s 
success have been the measurement 
and reporting on results, the use of 
engaging content and collaboration 
with the business community.

King William Road, Hyde Park, South Australia

K
e
n

 Z
h

a
n

g
, T

w
in

sta
r fo

r S
p

la
sh

 A
d

e
la

id
e

39



Measurement

Key measures for the success of The 
Unley Mainstreet Digital Economy 
Strategy were:

 • Website statistics (visits, unique 
visitors and click through rates)

 • Facebook diagnostics and other 
levels of social media activity 
and chatter

 • Feedback from local businesses 
regarding increases in business 
activity experience (e.g. enquiries 
and sales)

 • Reporting back to stakeholders

In addition to these measures, 
pedestrian traffic counters were 
purchased by The City of Unley 
to be rotated around various 
mainstreet locations. This allowed 
for benchmarking of foot traffic in 
the future rather than relying on 
anecdotal observations.

Digital infrastructure

Having a digital economy strategy 
in place will better position 
mainstreet communities to maximise 
opportunities that will arise from 
the implementation of the National 
Broadband Network. Digital 
infrastructure is the backbone of 
services. Another objective of

The City of Unley’s campaign was 
to demonstrate to the business 
community how they would benefit 
from improved connectivity and the 
increasing importance of effective 
digital marketing. 

Earlier regional adopters of free 
high-speed public Wi-Fi networks 
gained a competitive advantage 
over other competing shopping 
areas by providing a more seamless 
shopping experience. It also allowed 
for the collection of customer data 
from the free Wi-Fi registration 
process. To remain competitive, 
Provision of high-speed free Wi-Fi 
will become a must have if shopping 
precincts and meeting places are to 
remain competitive.

This increased connectivity will 
boost local businesses output 
and resident capacity. Every day, 
more business meetings (often 
home-based businesses) are taking 
place in local mainstreet cafés and 
restaurants. These meetings are set 
to become more popular as access 
to high-speed video streaming and/
or high definition conferencing 
facilities become available. Improved 
mobile connectivity will increase a 
region’s productivity.

Summary 

This section of the Guide only 
scrapes the surface of key elements 
to consider for a mainstreet-focused 
approach to the digital economy. To 
truly maximise the opportunities of 
the digital economy, there are a series 
of consecutive steps that mainstreet 
communities need to consider. 

The training element prepares a 
community for the regional marketing 
element. This leads on to other logical 
components, including provision of an 
ecommerce platform or purchasing 
gateway, integration of customer 
loyalty and reward programs, 
developing supportive home-based 
business and organisation teleworking 
policies and investment attraction 
(by website development and actively 
targeting digital economy businesses 
to the region). 

Most importantly, mainstreet-focused 
digital economy strategies need to be 
flexible and fluid to be able to adapt 
and change to the rapidly evolving 
digital environment.The Parade, Norwood, South Australia

Grote Street, 
Adelaide, 
South Australia
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Figure 2: Used with permission from Fusion, download the full report at Fusion.com.au/ourdigitalstate

FUSION is a South Australia based innovation agency that connects people with brands
and is passionate about creating experiences people love. fusion.com.au 

INTUITO is a specialist marketing research firm located in Adelaide providing custom 
marketing research solutions for finance, education, packaged goods, business to 
business, local government, government, retail and not for profit sectors.

OUR 
DIGITAL 
STATE
2012

Frustrated with a lack of local marketplace insights, Fusion 
collaborated with research firm Intuito to gain a valuable local 
perspective into what, how, when and why South Australians 
are going online. OUR DIGITAL STATE reports on the 
connectedness of metro and regional South Australians, the 
devices they use, their internet behaviour as well as their social 
media and purchasing habits.

DOWNLOAD THE ENTIRE OUR DIGITAL STATE REPORT FOR FREE FROM

FUSION.COM.AU/OURDIGITALSTATE
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FUSION is a South Australia based innovation agency that connects people with brands
and is passionate about creating experiences people love. fusion.com.au 

INTUITO is a specialist marketing research firm located in Adelaide providing custom 
marketing research solutions for finance, education, packaged goods, business to 
business, local government, government, retail and not for profit sectors.

OUR 
DIGITAL 
STATE
2012

Frustrated with a lack of local marketplace insights, Fusion 
collaborated with research firm Intuito to gain a valuable local 
perspective into what, how, when and why South Australians 
are going online. OUR DIGITAL STATE reports on the 
connectedness of metro and regional South Australians, the 
devices they use, their internet behaviour as well as their social 
media and purchasing habits.

DOWNLOAD THE ENTIRE OUR DIGITAL STATE REPORT FOR FREE FROM

FUSION.COM.AU/OURDIGITALSTATE
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of South Australians
have internet access.

82% 70%70%
are online for at least
one hour every day.

The heaviest users are 
18–40 years old, single, 
professionally employed 
and high-earners.

South Australians are 
significantly more likely 
to state the internet as 
a preferred source of
information.

Metro South Australians love 
their email and social media on 
the go, whilst regional users are
more likely to watch and share
video content on their phones. 

STAY INFORMED

48%
SHARE CONTENT

70%
SOCIALISE

95%
PLAY GAMES

18%
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of South Australians
regularly shop online.

55%
have been doing so
for more than a year.

FACEBOOK
is the dominant social 
media platform.
96% of South Australian social media users
are friends with the blue juggernaut, eclipsing
use of YouTube (27%), Twitter (18%) and 
LinkedIn (16%). This behaviour is on par with
the rest of the nation.
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Strategic Planning

Crafting and Executing Strategy:  
The Quest for Competitive Advantage 
Thompson, Strickland and Gamble, 2007

Landlords and Building Owners

www.marasgroup.com.au

www.rundlestreeteast.com.au

www.renewadelaide.com.au

Governance Structures

UK BIDs: www.ukbids.org

United Kingdom (UK), BID: www.britishbids.info

Scotland, BID: www.bids-scotland.com

New Zealand, Auckland Council, BID Policy: 
www.aucklandcouncil.govt.nz/EN/planspolicies/bidpolicy/
pages/home.aspx

New York City, United State of America (USA), BID: 
www.nyc.gov/html/sbs/html/neighborhood/bid.shtml

San Francisco (USA) Tourism BIDs: www.sftid.com

Philadelphia Centre, City District, (USA): 
www.centercityphila.org

Heart of London (UK): www.heartoflondonbid.co.uk

New West End Company London (UK): 
www.newwestend.com

Colmore Office District Birmingham (UK): 
www.colmorebusinessdistrict.com

Birmingham (UK), Retail BID: 
www.shoppinginbirmingham.com/rb

Good Planning and Design

Good for Busine$$: the benefits of making streets more 
walking and cycling friendly, 
Heart Foundation South Australia 2011, Australia 

The Image of the City, The Technology Press and the Harvard 
University Press, Cambridge, Massachusetts, Lynch K, 1960

Theory of the Urban Web, 
Journal of Urban Design, vol. 3, no. 1, Salingaros, N 1998

Let’s go for a walk! Identification and prioritisation of 
accessibility and safety measures involving elderly people 
in a residential area, European Journal of Ageing, vol. 5, no. 
3, Ståhl, A, Gunilla Carlsson, P and Iwarsson, S 2008, Tuan, 
Y 1977, Space and Place: The perspective of experience, 
University of Minnesota Press, Minneapolis

Placemaking Framework

Collaborative Governance Isn’t Good PR: 
twyfords.com.au/news-and-media/our-blog/collaborative-
governance-isnt-good-pr

MIT Places in the Making: 
dusp.mit.edu/sites/all/files/attachments/project/mit-dusp-
places-in-the-making.pdf

McKinsey and Company How to Make a City Great: 
www.mckinsey.com/insights/urbanization/how_to_make_a_
city_great

Re-thinking Engagement in Cities Ending the 
Professional/Citizen Divide: 
cityminded.org/rethinking-engagement-cities-ending-
professional-vs-citizen-divide-9818

www.adelaidecitycouncil.com/council/placemaking-strategy

Additional resources 

Project for Public Spaces: www.pps.org

Future of Places: www.futureofplaces.com

Dr Katherine Loflin: www.loflinconsultingsolutions.com

Soul of the Community: www.soulofthecommunity.org

Placeleaders Association: www.placeleaders.com

www.mainstreetsa.com.au 

www.mainstreetaustralia.org.au

The Digital Economy

US Commerce Roundup January 2013, eMarketer: 
www.akamai.com

Retail in Australia: It’s time to embrace the digital future, 
Communications Report, September 2012, ACMA, 
Experian Marketing Services

Yellow Social Media Report, May 2013

National Australia Bank Sales Index for September 2013 
(released November 2013): 
business.nab.com.au/tag/online-retail-sales-index

CBRE Press Release, 27 July 2011

Our Digital State: www.fusion.com.au/ourdigitalstate

Figure 2 provided by Fusion/Intuito

www.findyoureverything.com.au

Broadband Economies – Creating the Community of the 
21st Century, Bell, John Jung and Zacharilla, the Intelligent 
Community Forum 2008: www.intelligentcommunity.org

Further reading 

Connecting the Dots…and getting more out of the digital 
revolution, Sheridan, Acumen Media Pty ltd, January 2012

Digital Impact – The Two Secrets to Online Marketing Success, 
Mayar and Ramsey, John Wiley and Sons Inc, Hoboken, 
New Jersey 2011

Marketing in the Round – How to develop an Integrated 
Marketing Campaign in the Digital Era, Dietrich and Livingston, 
2012, Published by QUE, Indianapolis, Indiana 46240, 
United State of America

REFERENCES AND RESOURCES

MAINSTREETS: A Best Practice Guide
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