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2Our 4-year priorities are:


21. 
Develop and implement an ongoing business engagement program


22. 
Leverage conference and event delegate market spend


23. 
Develop new ways to include retail and hospitality components in City of Melbourne and other city events


24. 
Promote best practice customer service and integration of technology into the City of Melbourne’s retail and hospitality offering


25. 
Collaborate with businesses on new wi-fi hotspots in the retail core and communicate benefits to businesses


26. 
Administer the small business grants program and business event sponsorship program


27. 
Establish a leadership team of industry representatives to promote the Melbourne Retail and Hospitality Strategy 2013–2017 and advise on implementation


28. 
Identify new retail and hospitality offers for people who work, live and study in the city


29. 
Promote industry innovation, celebrate success stories, reward success and support retention of industry leaders


2Objective 2: Positioning and Activation


2Our 4-year priorities are…


21. 
Encourage businesses to participate in City of Melbourne and other marketing campaigns


22. 
Support the retail and hospitality offer across the municipality


23. 
Promote Melbourne as a pre-eminent investment attraction


24. 
Promote this strategy and its associated achievements through a robust marketing communication plan, and report annually
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2Our 4-year priorities are…


21. 
Assist the sector to constantly evolve by exploring opportunities through the Street Activities Policy for seasonal trading opportunities, pop-ups, startups and short-term trading


22.
Identify opportunities to activate vacant commercial spaces within precincts including Docklands


23.
Inform and support retail planning and development in new growth and urban renewal areas


24.
Promote new retail and hospitality developments


2Objective 4: Sustainability


2Our 4-year priorities are:


21.
Increase sustainable procurement, amenity of waste collection and resource recovery


22.
Support energy efficient practice and a switch to sustainable energy sources


23.
Promote industry success around environmental sustainability, identify new industry ambassadors for environmental sustainability and promote success through City of Melbourne and other channels


24.
Provide Victorian Government assistance to businesses to help reduce waste and environmental impacts


25.
Develop options for improving freight efficiency in the central city


26.
Support the action plan of Food City, the City of Melbourne Food Policy, with particular emphasis on actions that impact on the hospitality industry




Foreword
With thriving retail and hospitality industries, Melbourne continues to evolve as an internationally-renowned culinary and shopping destination. From our quirky boutiques to iconic designer brands, to hole-in-the-wall cafes and world-class fine dining, our city offers a diverse range of shopping and dining experiences.
This Year Four Report is a key action from the Melbourne Retail and Hospitality Strategy 2013-2017, created in partnership by City of Melbourne and Victorian Government. The report highlights our key marketing, events and business initiatives, along with year-on-year growth.
From 2016 to 2017, international visitor spend in the Melbourne region reached $7 billion, while domestic visitor expenditure tipped in at $7.4 billion. Our booming tourism industry is a significant driving force behind this growth. In this same period, we welcomed 12.4 million visitors – an almost 10 per cent increase on the previous year. There was a 17 per cent increase in domestic overnight visitors and an 8.8 per cent increase in international overnight visitors.

At 2.7 per cent, vacancy rates in Melbourne’s central city remained low. We’re proud that nearly 140 international retailers – that’s more than double the 2012 figure – have chosen our city to establish a retail presence. This reflects our position as Australia’s shopping capital.

In 2017, iconic UK brand Debenhams opened their doors in St. Collins Lane, while luxury goods brand Burberry launched their much-anticipated flagship boutique at Emirates House – evidence of Melbourne’s international reputation and retail investment opportunities.

City of Melbourne also supported 12 small businesses, providing over $286,000 worth of grants to innovative companies such as E-stralian, the first company in Australia to offer e-bike leasing; Little Lon Distilling Co, the first craft distillery in the city centre and Chroma Coda’s The Music Room, a collection of virtual instruments. All up, this round of grants is anticipated to generate 82 new jobs, $7.1 million in gross turnover and $2.7 million in equity investment.

City of Melbourne provided almost $500,000 to our seven precinct associations. This funding boosted the development of businesses and improved delivery of key events. We partnered with a range of major shopping centres and retailers to present Melbourne Fashion Week, an event that included support for Vogue American Express Fashion’s Night Out and generated a total economic impact of $8.19 million.
City of Melbourne will continue to work closely with the retail and business community, and the Victorian Government to ensure these industries continue to grow and prosper.

Councillor Susan Riley

Chair, Small Business, Retail and Hospitality Portfolio

Vision
Melbourne will continue to evolve as a vibrant, globally Sought-after retail and hospitality destination, inspiring bold innovations that engage residents, workers and visitors alike.
City of Melbourne Snapshot
Note: The numbers below have been rounded so the listed percentages may differ slightly.
Quick Facts
· 18,829 total businesses (down 0.5%)
Source: City of Melbourne Annual Report 2016-17.
· 455,800 total employment (up 1.2%)
Source: City of Melbourne CLUE 2016 Report.
· 928,000 weekday population including residents (up 2.4%)
Source: City of Melbourne daily population estimates forecast 2004-2036, 2017 update.

· 663,000 weekend population including residents (up 1.9%)
Source: City of Melbourne daily population estimates forecast 2004-2036, 2017 update.

· 159,992 residential population (up 8.1%)
Source: Australian Bureau of Statistics, Region Data Summary, Melbourne City (Local Government Association), Year ending June 2017.
Retail Market Indicators
· 1,550,000 square metres total retail space in the City of Melbourne (2016)

Source: City of Melbourne and Geografia 2016.

· 33.5% of city centre retail tenants specialise in clothing retail

Source: Knight Frank, June 2017.
· Development activity in City of Melbourne:
· 37,400 square metres of retail space under construction (up 3%)
· 104,000 square metres of retail space approved for construction (up 38.5%)
· 2700 hotels and serviced apartment rooms under construction (up 150%)
· 5350 hotels and serviced apartment rooms approved for construction (up 6.4%)
Source: City of Melbourne Development Activity Monitor, May 2017.

· Retail vacancy space in Melbourne Central Business District: 2.7% (up 0.3%)
Source: Knight Frank, June 2017.
· Average Monthly Gross Rent Prices:
· Rental super prime (street frontage on Bourke St Mall), $8000–$10,000 per metre
· Rental prime (street frontage Central Business District). $1500–$5000 per metre
· Rent in Central Business District arcades. $1600 per metre
· Rent in Central Business District shopping centres. $800–$2000 per metre
Source: Knight Frank, June 2017.
Visitors to Melbourne
· An estimated 12.4 million people visited the City of Melbourne during 1 July 2016–30 June 2017 (up 9.5%):
· 4.9 million domestic overnight visitors (up 17%)
· 1.8 million international overnight visitors (up 8.8%). Primarily from China, New Zealand, United Kingdom and USA

· 5.7 million domestic daytrip visitors (up 4.1%)
Source: International and National Visitor Surveys, June 2017, Tourism Research Australia
· An estimated 94.8% of all international overnight visitors to Victoria visited Melbourne in the year ending June 2017.
Source: Victorian Government: Department of Economic Development, Jobs, Transport and Resources, Melbourne Regional Tourism Summary, Year Ending June 2017.

Visitors from China
· 436,000 visitors to the City of Melbourne from China (up 3.8%) - largest contingent of City of Melbourne visitors in 2016-17
Source: International and National Visitor Surveys, June 2017, Tourism Research Australia.

Expenditure in Melbourne 

Visitor expenditure in Melbourne region:

· $7 billion international overnight. Average spend per night for international overnight visitors is $117. Average spend per visitor for international overnight visitors is $2657 (up 10.7%).

· $7.4 billion domestic overnight. Average spend per night for domestic overnight visitors is $313. Average spend per visitor for domestic overnight visitors is $853 (up 12.5%).

Source: International and National Visitor Surveys, June 2017, Tourism Research Australia.

Visitors from China Expenditure in Victoria

Year ending June 2017 (up 16.1%):
· Average spend per night for overnight visitors from China: $146
· $2.6 billion overnight visitors from China expenditure in Victoria
· Average spend per trip for overnight visitors from China: $4547

Source: Victorian Government: Department of Economic Development, Jobs, Transport, and Resources, International Expenditure in Victoria and Regional Victoria, Year Ending June 2017.

International expenditure
· $5.7 billion international expenditure on food and drink in Australia (up 9.1%)
Source: International and National Visitor Surveys, June 2017, Tourism Research Australia.
Retail and Hospitality 

City of Melbourne Municipality (2016):
· $11.2 billion retail and hospitality economic output:
· $3.9 billion retail economic output
· $7.4 billion hospitality economic output
· 2997 hospitality establishments in the City of Melbourne. The hospitality sector provides 46,284 jobs, 10.2% of total employment in the City of Melbourne
· $5.7 billion retail and hospitality gross local product
· $2.1 billion retail gross local product
· $3.5 billion hospitality gross local product
· 2153 retail establishments in the City of Melbourne. The retail trade sector provides 20,380 jobs, 4.5% of total employment in the City of Melbourne.
The retail and hospitality sectors contributed $5.7 billion, 6.1% to City of Melbourne's $92.1 billion economy in 2016. (Gross Local Product or GLP); a 3.5% increase from $5.5 billion in 2015.

Source: City of Melbourne and Geografia 2016. Gross Local Product is the same general concept as Gross Domestic Product (GDP); it’s a measure of the size of the City of Melbourne economy, taking into account the market value of all final goods produced in the region over a given time period – typically one year. It is the sum of employee compensation, business profits and taxes, minus any subsidies on products and production. There are several ways to estimate Gross Local Product, and the City of Melbourne Economic Profile uses the expenditure method. All values are in current prices, with a base year of 2011.

Christmas retail spending 

Retail turnover (December 2016):
· National: $25.7 billion (up 3.2%)
· Victoria: $6.5 billion (up 3.2%)
Source: Australian Bureau of Statistics Official Retail Turnover Figures, December 2016.
Digital retail market 

Online retail expenditure in Australia for the year ending June 2017:
· $22.7 billion:
· Growth on the previous year: 7.6%

· Victorian percentage of Annual Online Retail Expenditure: 24%

Source: NAB Online Retail Sales Index, June 2017.
Calendar
Overview of key strategic actions and events in 2016-17
July 2016
· City of Melbourne Business Breakfast

· Docklands Winter Fireworks

· Melbourne International Film Festival

· Women in Business Lunch

· Open House Melbourne

· Winter Marketing Campaign

August 2016
· Melbourne Writers Festival

· Melbourne Fashion Week and Vogue Fashion's Night Out

· Small Business Festival

· Melbourne Day

September 2016
· AFL Grand Final week and parade

· Lord Mayor's Commendations 

· Melbourne Fringe Festival

· Melbourne Fashion Week

· Precinct Program Forum
· Applications open: Christmas Marketing Campaign

October 2016
· Melbourne Festival

· Victorian Seniors Festival

· Spring Fling Street Festival

· Applications open: Summer Marketing Campaign

· Diwali at Federation Square

· Carlton Italian Festa

November 2016
· Melbourne Awards

· Melbourne Music Week

· Melbourne Cup Carnival

· Night Noodle Markets

· Precinct Program Forum

· Santa's Grand Arrival

· Christmas Marketing Campaign begins

December 2016
· Christmas Festival

· Myer Christmas windows

· New Years Eve fireworks 

· Victorian Disability Sport and Recreation Festival

· Summer Night Market

January 2017
· Asia TOPA

· Summer Marketing Campaign begins 

· Midsumma Festival

· Australian Open Festival

· Chinese New Year

· Sunset Series

February 2017
· Sustainable Living Festival 

· City of Melbourne Business Breakfast

· Applications open: Business Event Sponsorship Program

· White Night Melbourne

· Asia-Pacific Incentives and Meetings Expo

· Lonsdale Street Festival

· Applications open: Triennial Sponsorship Program

· Applications open: Event Partnership Program

· Summer Marketing Campaign

March 2017
· Applications open: Lord Mayor's Commendations

· Virgin Australia Melbourne Fashion Festival

· Formula 1 Australian Grand Prix

· Moomba Festival

· Applications open: Winter Marketing Campaign 

· Melbourne Food and Wine Festival

· Precinct Program Forum

· City Retail Centre Management Forum

April 2017
· Applications open: Melbourne Music Week

· The World's 50 Best Restaurants Awards

· World Congress on Public Health

· South East Asia Festival

· Melbourne Retail and Hospitality Strategy Year 3 Report 2015-16 launch

· Nominations open: Melbourne Awards

May 2017
· Melbourne Knowledge week

· Applications open: annual arts grants

· First Nations Art Festival

June 2017
· Winter Marketing Campaign begins

· Perfect China Conference

· Docklands Winter Glow

· Docklands Firelight Festival

· Melbourne Good Food & Wine Show

· Precinct Program Forum

· Festival of Steve

Background
The Melbourne Retail and Hospitality Strategy 2013-2017 is a joint initiative of City of Melbourne and the Victorian Government. It is the first combined strategy of its kind and describes the great strengths of both sectors and their importance to Melbourne and Victoria. It sets out the key challenges they face and details how we will work to achieve our vision of Melbourne as a globally sought-after retail and hospitality destination.

The four-year strategy is based on four strategic objectives designed to stimulate the future development of the retail and hospitality sectors:
1. Business development and innovation

2. Positioning and activation

3. Business diversity

4. Environmental sustainability

We have identified more than 40 actions to achieve these objectives.

This report outlines the achievements made against each objective in the fourth year of the strategy, from July 2016 to June 2017.

Shop the City

Retail precincts and businesses banded together to host the biannual Shop the City in Melbourne’s city centre, a mega shopping event involving over 1000 shops across four city blocks, featuring a program of interactive retail activations, promotions and special offers. With special trading hours of 10am–10pm, the event creates a unique showcase of Melbourne’s extensive range of quality retailers.

Debenhams comes to Melbourne

St. Collins Lane added another international retailer to its stable in 2017, with Debenhams launching a flagship store in October. The prestigious British brand opened a spacious two-storey outlet spanning 3600 square metres of floor space, further anchoring St. Collins Lane as a premier destination for international and premium retail brands.

An innovative future
The 2016–17 year represents the final phase of the Melbourne Retail and Hospitality Strategy 2013-2017, and its mission of helping Melbourne's retail and hospitality businesses improve and thrive. As the digital age continues to grow, it is essential to ensure businesses engage with new, emerging technologies to connect with customers.
City of Melbourne and the Victorian Government partnered with YBF Ventures (formerly known as York Butter Factory) to create RetailTech Melbourne - a retail-technology community that aims to bridge the technological gap in retail by bringing together industry experts, technologists and entrepreneurs. The newly formed community organised 33 events, bringing together 1472 people and creating seven retail startups. City of Melbourne and the Victorian Government's continued support of these communities and programs will foster further business development and innovation, establishing Melbourne as a globally recognised retail technology hub for investors, customers and entrepreneurs alike.

We would like to thank the Victorian Government, along with all the collaborators and businesses involved throughout the delivery of the Melbourne Retail and Hospitality Strategy 2013-2017. Their input and dedication was pivotal in achieving the high standards of success laid out in the strategy.
The wide range of businesses that participated in, and engaged with, the strategy were instrumental in its success and facilitated its agile and effective implementation. The achievements of the strategy will continue well beyond its original scope, as we continue to seek and incorporate industry feedback, and to maintain a collaborative and effective approach to supporting both the retail and hospitality sectors.

2016-17 Highlights
Boom time for Melbourne retail and hospitality
As of 2017, the City of Melbourne municipality employs 455,800 people and boasts 928,000 visitors on an average weekday – and as a result, the number of hotel and retail spaces approved for planning has risen. As at May 2017, 5350 hotel and serviced apartment rooms and 104,000 square metres of retail space have received construction approval.

City centre retail space in demand
Retail store vacancy rates in Melbourne’s city centre stayed low during 2016–17, coming in at just 2.7 per cent, below the historical average of 2.9 per cent. The number of international retailers also grew to 137 (as of June 2017), more than doubling the number present five years ago.
Demand for prime city centre retail space continues to be high, with monthly gross rental prices for street frontage in the Bourke Street Mall remaining at $8000–10,000 per square metre.
Startup action plan launched
City of Melbourne's Start Up Action Plan 2017-2021 was created in conjunction with more than 400 stakeholders with the aim of enhancing innovation and entrepreneurial development throughout Melbourne. By focusing on sustainable growth, an inclusive and collaborative culture, places for innovation and adaptive governance, the plan aims to assist existing businesses and support new startups – helping them to start, grow and go global.

Melbourne crowned intelligent community of the year
Melbourne was dubbed 2017 Intelligent Community of the Year by the Intelligent Community Forum, a New York–based think tank comprising over 145 member cities. Melbourne was awarded the honour for its innovative approaches to integrating technology and business, with the forum highlighting Melbourne Knowledge Week and Code Like a Girl as key initiatives.

Burberry Opens in Emirates House

Burberry launched its Melbourne store in November 2017, showcasing its distinctive range of fashion across a sizable two-storey location. Claiming nearly 1000 square metres of prime real estate at Emirates House, Collins Street, the prestigious British brand brings even more international clout to Melbourne’s world-class shopping experience.

Céline coming to Collins Street

Luxury French fashion brand Céline is set to open its first standalone Australian store in Melbourne. Located at 113 Collins Street, the prestigious brand will bring a dose of French fashion to the city centre’s luxury precinct, further promoting Melbourne as a preeminent destination for international retailers.

Christmas shopping spree
Australians embraced the Christmas cheer in 2016, spending $25.7 billion for December – a 3.2 per cent growth on the previous year. Victoria joined the festivities, spending $6.5 billion to register a 3.2 per cent boost from 2015; with growth coming from cafes, restaurants and takeaway food services (8 per cent), clothing, footwear and personal accessories (6.1 per cent), other retailing (4 per cent) and supermarket and grocery stores (2.2 per cent).

Digital shopping on the rise
The NAB Online Retail Sales Index estimated that $22.7 billion was spent on the Australian online retail market in July 2016 – June 2017, a growth of 7.6 per cent on the previous year. Victoria recorded the largest annual growth for online retail at a state level, coming in at 10.8 per cent – resulting in Victoria's online retail spend representing 24 per cent of the national total.
Uncovering a new market
Visitors to the City of Melbourne from China reached 436,000 in 2016–17, up from 420,000 in 2015–16, an increase of 3.8 per cent. Events like Shop the City made the most of this increase, funneling business to Melbourne's flagship stores and hidden retail laneways by using the Chinese social media platform WeChat.
Metro tunnel gets underway
Preliminary works commenced on the Metro Tunnel Project, which received planning approval in 2016-17, and affected areas of the city continue to be supported by City of Melbourne. As well as creating more than 7000 jobs during the construction works, the completed tunnel will let 39,000 more passengers travel during peak periods, will bring train access to key employment, education, and urban renewal areas, and is forecast to increase Victoria’s gross state product by at least $7 billion.
Van Gogh brings in the crowds
The National Gallery of Victoria's ‘Van Gogh and the Seasons’ exhibition was an overwhelming success – and the most popular exhibition in the gallery's 156-year history. Over 460,000 art enthusiasts entered the gallery's doors, including 103,342 from interstate and 17,456 from overseas - generating $56 million for the Victorian economy.

Melbourne Music Week
City of Melbourne's 2016 edition of Melbourne Music Week presented a whopping 110 events in 40 locations across the city, from the iconic State Library Victoria and the steps of Parliament House to the Melbourne Cricket Ground’s player change rooms. With 240 artists featured, including Shihad, The Drones and Sébastien Tellier, the festival hit an attendance of 51,000 and an economic impact of $2.6 million.

Carlton Connect

Inspired by global examples of innovation districts such as MIT’s Kendall Square Initiative and Imperial College London’s White City Campus, the University of Melbourne is developing the Carlton Connect Initiative. Created on the former Royal Women’s Hospital site, the initiative is set to be Australia’s leading innovation precinct – a hub for industry, researchers, government and the community to collaborate on major societal challenges.

Melbourne Fashion Week
Melbourne Fashion Week 2016 partnered with a variety of retail and fashion companies – including Vogue Australia, David Jones, MECCA and Kevin Murphy – to deliver more than 200 event's across Melbourne's city centre. Owned and delivered by City of Melbourne, Melbourne Fashion Week featured retail pop-ups, fashion shows and workshops that attracted over 65,000 visitors across the week.

Moomba Festival

Australia's largest free community festival continued its popularity in 2017, with an estimated 1.3 million people attending over four days to see family-friendly events such as the parade, Birdman Rally and Moomba Masters water skiing competition. With 87 per cent of attendees coming from outside the city, and spending an average of $38.59 per person on retail and hospitality while attending, Moomba remains a bright spot on the calendar for Melbourne’s inner-city traders. 

The World's 50 Best Restaurants awards
In April 2017, Melbourne hosted the prestigious World’s 50 Best Restaurants awards, with over 850 guests gathering at the Royal Exhibition Building to see the accolades presented live, while others watched a live feed of the ceremony streamed at Federation Square, alongside food trucks, live music and comedy. To cap off a great day for local hospitality, two Victorian restaurants made the global top 50, with Attica coming in at 32 and Brae at 44.

Record crowds for Melbourne Food and Wine Festival
The 25th anniversary of the Melbourne Food and Wine Festival was its biggest to date, hosting over 200,000 visitors with an enticing program of more than 280 events. Popular happenings included the famous Chinatown ‘duck crawl’ and the House of Food & Wine – a laneway featuring a curated wine bar, upstairs gallery and a myriad of chefs. The centrepiece of the festival was its flagship masterclass series, bringing together eight chefs from the world's 50 best restaurants in a series of talks and seminars. 

Year 4 Objective Highlights
The fourth and final year of the Melbourne Retail and Hospitality Strategy 2013–2017 saw City of Melbourne and the Victorian Government cement and build on the initiatives of earlier years, setting the scene for the city’s continued growth.

Objective 1: Business Development and Innovation
Business Engagement Program
Business Breakfast Series

City of Melbourne's Business Breakfast Series and Retail Centre Management Forums played a key role in engaging local retail and hospitality operations, with sessions in November and February engaging more than 150 local businesses.
Other business engagement

Further engagement was driven by regular precinct association forums, which included detailed business planning, and briefings on leveraging City of Melbourne opportunities. Targeted consultation with small businesses and special business-to-business events were also supported.

Conferences and events
International conferences and partnerships
International conferences throughout the year provided a boom to Melbourne's retail and hospitality sectors. A partnership with the Melbourne Convention Bureau delivered 193 events, bringing over 60,000 delegates to the region and contributing an estimated $254 million in economic benefits. 

Incorporating retail and hospitality into city events

City events

A plethora of City of Melbourne events in 2016–17 incorporated retail and hospitality businesses, including the Vogue American Express Fashion’s Night Out, Melbourne Knowledge Week, Raising the Bar and the Melbourne International Film Festival.

Support programs

City of Melbourne's Triennial Sponsorship Program supported 15 major events to the value of $1,683,826, while the Events Partnership Program sponsored 56 community events with $810,755 of grants.

Boosting retail and hospitality with technology 

New social media platform

The groundwork was laid for launching a City of Melbourne account with WeChat, the largest social media platform in China with an audience of almost 1 billion people.
Social media cut-through

What’s On Melbourne's social media presence grew dramatically in 2016–17, with its Facebook audience increasing by 28.5 per cent, Twitter followers growing by 71 per cent, and Instagram followers expanding by a massive 246 per cent.

Creating a retail technology community
City of Melbourne partnered with the Victorian Government and YBF Ventures to establish RetailTech Melbourne, a retail-technology community that hosts events aimed at establishing Melbourne as a globally recognised retail-technology hub. So far the initiative has had a hand in the creation of seven retail-tech startups.

Business funding, small business grants and event sponsorship

Business grants

Over the past decade, City of Melbourne has provided $8 million in grants to more than 360 businesses, leading to a $70.9 million economic turnover and more than 900 new jobs.
Small Business Grants Program

In 2016-17 City of Melbourne's Small Business Grants Program provided 12 businesses with $286,000 in funding, which is expected to generate 82 new jobs, $7.1 million in gross turnover and $2.7 million in equity investment.

Event sponsorship

The 2016–17 period saw $2.6 million allocated to supporting business-related events throughout the city, with the funding dispersed across City of Melbourne's Triennial Sponsorship Program, Business Events Sponsorship Program and Event Partnership Program.

Identifying new retail and hospitality offers

New programs and experiences
New retail and hospitality experiences were created through a number of events, including the Emerging Designer Market and the Creative Collective Exhibition during Melbourne Fashion Week, along with Shop the City and an elf-themed Christmas activation program.

Bartender of the Year

Melbourne's hospitality industry was honoured once again during the 2017 Bartender of the Year awards, with awards bestowed on three City of Melbourne establishments: Embla, Whisky & Alement and Boilermaker House.

Promoting industry and brand innovation
Victorian Tourism Awards
The Victorian Tourism Awards 2016 were supported through an industry funding partnership with the Victoria Tourism Industry Council, with City of Melbourne sponsoring two specific award categories: ‘Specialised Tourism Services’ and ‘Business Event Venues’.

Other industry events

A number of events and conferences were held to celebrate business innovation and industry leadership in 2016–17, including the Small Business Festival and Business Breakfast Series.

Lord Mayor’s Commendations Program
City of Melbourne's Lord Mayor's Commendations program added 37 recipients in 2017, and new initiatives were introduced to increase the value of the program by adding a networking function, a session on sustainability in small business and a breakfast with the Lord Mayor.

Objective 2: Positioning and Activation
Encouraging businesses to participate in City of Melbourne marketing campaigns
Marketing campaigns
Taking an increased focus on social media and digital platforms, City of Melbourne achieved strong results with its Christmas, summer and winter marketing campaigns, with a large increase in participating businesses.

Precinct support program
City of Melbourne provided almost $500,000 in financial support to the seven precinct associations to assist with the development of businesses and improved delivery of key events.

Queen Victoria Market trader support

With Queen Victoria Market embarking on a five-year renewal plan, an $8 million support program has been developed by City of Melbourne to ensure the market’s traders are able to continue to operate and innovate during the ongoing works. This funding will deliver tailored business support and mentoring, along with financial assistance where the impact of the renewal work cannot be mitigated.

Supporting city retailers and hospitality
Emerging retail talent showcased
A continued partnership with Emporium Melbourne saw City of Melbourne support a number of events, both in-store and city-wide – including the Little Bourke Street Runway, staged as part of the opening of Melbourne Fashion Week.

Shop the City
Retail precincts partnered to celebrate the May 2017 Shop the City event, a 12-hour shopping extravaganza that featured 300 promotions across 1000 stores – all bolstered by a promotional campaign using WeChat, the most popular social media platform in China.

MUJI Expands

MUJI’s Emporium Melbourne store has undergone a substantial renovation, expanding into an extra 500 square metres of retail space – an upgrade that has allowed the company to showcase a whole new range of MUJI products curated especially for the Australian market.

Local festivities

Numerous cultural events and festivals were supported across the city’s precincts, many of them showcasing diverse histories and cuisines. These included the Tet Festival, the Lonsdale Street Greek Festival, Chinatown Night Market, the Festival of Retail Ideas, the Queen Victoria Night Market and the Myer Christmas Windows. 

Promoting Melbourne
Analysing investment opportunities for Melbourne

City of Melbourne partnered with the Victorian Government (including the London Victorian Government Business Office) to analyse investment opportunities to attract international brands and investment to Melbourne.

Retail Week coming to Melbourne

City of Melbourne and the Victorian Government partnered to secure Melbourne as host city for the upcoming 2018 Retail Week. The premier event will attract the sector's experts and innovators to facilitate discussion around the future of retail - showcasing Melbourne as Australia's premier destination for retail and investment.

Promoting this strategy

Launch of the Year 3 report card
The Melbourne Retail and Hospitality Strategy Year 3 Report 2015–16 was launched in April 2017, announced jointly by the Lord Mayor and the Honorable Wade Noonan, Minister for Industry and Employment.

Objective 3: Business Diversity
Promoting seasonal trading, pop-ups and startups
Food trucks project

With the success of City of Melbourne's food truck trial from previous years, 16 food trucks were chosen from a field of more than 500 applicants to become permanent additions to Melbourne’s gastronomic scene.

Engaging the Docklands space
Docklands Community Forum meetings
City of Melbourne continued to coordinate bi-monthly Docklands Community Forum meetings bringing together City of Melbourne, Development Victoria, the Docklands community and other key stakeholders to discuss and engage the broader community on issues and business opportunities in Docklands.

Promoting new retail and hospitality developments
Council of Textile & Fashion Industry of Australia pop-up

City of Melbourne supported the Council of Textile & Fashion Industry of Australia to stage a two-week pop-up, operating in Emporium Melbourne and St. Collins Lane, showcasing emerging Australian fashion labels.

Objective 4: Sustainability
Increasing sustainability, waste collection and recycling
GreenMoney Rewards program

The GreenMoney rewards program continued to grow, increasing its number of business reward partners from 88 to 94, and directly creating $237,491 in local business revenue.
Love your Laneway program

City of Melbourne's Love Your Laneway Program continued to help hospitality businesses improve their laneways. Mornane Place, Staughton Alley, Brown Alley and Heape Court all received renovations and improvements, designed to increase laneway useability and appeal.

Supporting energy efficient practices
CitySwitch program

Continued to implement the City Switch program to develop a low-cost, zero-carbon partnership with the electricity sector. Throughout 2016-17, City of Melbourne worked with 156 office-based program participants in Melbourne to deliver 477 sustainable actions.

Business education and networking

KPMG partnered with City of Melbourne to deliver the ‘Power Presentations’ series, allowing businesses to share their sustainability success stories with each other.

Boosting Business Productivity

Sustainability Victoria’s $6.1 million Boosting Business Productivity program supported local businesses to adopt sustainability practices and become more efficient.

Promote successes around environmental sustainability
Community waste reduction

City of Melbourne produced a series of cooking demonstrations at the 2017 Sustainable Living Festival, designed to promote waste reduction and sustainable cooking methods. The demonstrations used produce from local traders at the Queen Victoria Market, highlighting Melbourne's high quality produce.

Green Your Laneway nears completion

City of Melbourne's Green Your Laneway program continues to be implemented, with construction almost finalised in Meyers Place, Guildford Lane, Coromandel Place and Katherine Place. Upon completion the laneways will be equipped with a variety of plants and trees designed to make them a sustainable feature of the city.

Improving freight efficiency
Managing Melbourne's freight network
City of Melbourne continued to work with the Victorian Government to improve Melbourne's Urban Freight deliveries. Actions to achieve this included the continued financial support of Cargone Couriers - through City of Melbourne's Small Business Grants Program.
Supporting the City of Melbourne Food Policy
Local Food Launchpad Program

The Local Food Launchpad Program got underway in 2016, supporting 11 sustainability-related projects by providing information sessions, mentors and other resources, along with the opportunity to present at a pitch night in front of potential funders.

Sustainable Living Festival

City of Melbourne delivered the Melbourne Town Hall Veggie Patch and Grow Show lunchtime talks as a part of the 2017 Sustainable Living Festival, encouraging attendees to grow their own herbs and vegetables at home.

SecondBite
SecondBite is a not-for-profit organisation that works with over 1200 organisations and community food programs, helping to redistribute usable food that would otherwise end up in landfill. Taking food donated by farmers, wholesalers, supermarkets, food retailers and events, SecondBite redistributes it free of charge to community food programs that support people in need. Last year alone they rescued and redistributed 11 million kilograms of food nationally – enough to provide 22 million meals.

Consumer Insights Snapshot
City of Melbourne conducts research to understand consumer behaviours and perceptions of the city. This research guides our strategic approach in working with both consumers and city businesses.

Christmas period
· 59% of Melburnians spent more than $100 during their Christmas trip compared with 41% in 2015.
· 63% of Melburnians claimed they spent over $251 on presents during the Christmas period.
· 64% of Melburnians did their Christmas shopping in the city during December.
· Workers in the city were more likely to consider the Central Business District to be the best place to go for shopping (51%) and dining (61%).
Source: Colmar Brunton: City of Melbourne 2016 Christmas Campaign Research.
Winter period
· 71% of all Melburnians would consider City of Melbourne destinations for leisure trips.
· City workers engaged in 50% more shopping and dining expeditions in the winter period compared to leisure visitors on average.
· $384 is the average amount spent by city workers on their last leisure trip to the Central Business District:
· Shopping - on average city workers spent $104 on shopping
· Dining - on average city workers spent $100 on meals and drink
· Leisure visitors spent more on shopping than any other activity during their last leisure trip to the Central Business District:

· Shopping – on average leisure visitors spent $91 on shopping
· Dining – on average leisure visitors spent $71 on meals and drink
Source: Whereto Research: 2017 Winter Campaign Quantitative Research Report.
Objective 1: Business Development and Innovation
Work with the retail and hospitality sectors to encourage collaboration, promote innovation and improve local and Victorian Government business support systems.

Our 4-year priorities are:
1. 
Develop and implement an ongoing business engagement program

In 2016–17 we:
· Hosted a Retail Centre Management Forum in November 2016 on helping retailers capitalise on the increase of visitors to Melbourne, with talks focused on the increasing number of visitors from China, and strategies retailers could employ to engage visitors and promote their businesses. Keynote speakers included Benjamin Sun, managing director of Think China; and Nicholas Henderson, a director at Asialink Business.

Status: Ongoing

Over the next year we will:
Continue to engage retail and hospitality businesses through a variety of events and forums over the coming years.

· Engaged more than 150 businesses on the topic of 'capitalising on the local economy' at the February 2017 Business Breakfast, involving critical analysis and discussion on economic improvement and Future Melbourne 2026. Keynote speakers included representatives from Deloitte and EY Sweeney, along with Equiem's founding CEO Gabrielle McMillan.

Status: Ongoing

Over the next year we will:
Continue to engage retail and hospitality businesses through a variety of programs and initiatives to improve industry knowledge and growth capabilities.

· Engaged major shopping centres and retailers across City of Melbourne precinct groups to encourage them to take part in Vogue American Express Fashion’s Night Out, staged as part of Melbourne Fashion Week 2016.
Status: Ongoing

Over the next year we will:
Continue to partner with Vogue American Express Fashion’s Night Out to showcase retail opportunities and engage visitors throughout Melbourne Fashion Week.

· Facilitated quarterly precinct meetings, engaging businesses on how they can benefit from 
City of Melbourne campaigns, events and initiatives.

Status: Ongoing

Over the next year we will:
Continue to hold quarterly precinct meetings and engage with businesses on making the most of City of Melbourne initiatives.

· Supported a variety of events through the Event Partnership Program, including consumer-oriented events such as Festival of Steve and multicultural festivals like the Lygon Street Italian Festa, Chinese New Year and the Lonsdale Street Greek Festival.

Status: Ongoing

Over the next year we will:
Continue to support and fund various consumer-related and multicultural festivals located throughout City of Melbourne precincts.

· Delivered four seasonal event forums and 14 familiarisation sessions, designed to support local businesses by helping City of Melbourne staff and tourism volunteers encourage visitors to do more during their stay in the city. Businesses and precincts involved included DFO South Wharf, Melbourne Central, Target Centre Melbourne, Collins Street precinct, Chinatown precinct, Yarra's Edge precinct, the sporting precinct and Docklands.

Status: Ongoing

Over the next year we will:
Continue to deliver an ongoing program of forums and familiarisation sessions.
Docklands’ New Shopping District

District Docklands held its official launch weekend in November 2017 to celebrate the completion of the $150 million redevelopment and rebranding of Harbour Town. The Docklands’ revitalised shopping district features a suite of stores that includes H&M, Cotton On and General Pants Co.  District Docklands combines family friendly entertainment, an artist’s market and food trucks with a thoroughly modern shopping experience.

2. 
Leverage conference and event delegate market spend

In 2016–17 we:
· Brought 193 events to the city through a continued funding partnership with Melbourne Convention Bureau, delivering an estimated economic contribution of $254 million and bringing 60,000 delegates to the region. Flagship events included the International Congress of Immunology, the World Congress on Public Health and the International Biotechnology Symposium.

Status: Ongoing

Over the next year we will:
Continue to develop conference bids in partnership with Melbourne Convention Bureau.
· 
Negotiated a one-year funding agreement for 2017–18 with Melbourne Convention Bureau.

Status: Ongoing

· Provided 19,920 visitor guides to 25 events at the Melbourne Convention and Exhibition Centre, promoting Melbourne as a business destination and encouraging delegates to explore the city's retail and hospitality offerings.

Status: Ongoing

Over the next year we will:
· Work with the Melbourne Convention and Exhibition Centre during its expansion to promote Melbourne as a business event destination.

· Support City of Melbourne business event delegates with information about the city’s retail and hospitality offerings.

· 
Sponsored the 25th anniversary Asia-Pacific Incentives and Meetings Expo (AIME), with the Melbourne stand providing networking opportunities for more than 3,700 visitors from around the world.

Status: Ongoing

Over the next year we will:
Sponsor AIME 2018 as part of the 2017–18 funding agreement with the Melbourne Convention Bureau.

· Provided City of Melbourne welcome desks at a number of events, offering visitor information and promoting local retailers.

Status: Ongoing

Over the next year we will:
Continue to support large international conferences with visitor desk activations.

· Hosted over 120 delegates from the International Dragon Awards, providing them with a series of bespoke walking tours through Melbourne's retail centres.

Status: Complete

· Collaborated with Creative Victoria in exploring opportunities to support Hong Kong’s Business of Design Week in 2018, for which Melbourne has been chosen as a partner city.

Status: Ongoing

Over the next year we will:
Continue to explore ways to support Business of Design Week 2018.

Largest Conference Won for Melbourne

Melbourne has won its largest-ever international conference, securing the Lions Clubs International Convention 2024, forecasted to deliver a state-wide economic contribution of $84.4 million. With 13,000 delegates and 550 jobs projected for the event, the convention is bound to be a significant boon for the local retail and hospitality industry.
3. 
Develop new ways to include retail and hospitality components in City of Melbourne and other city events

In 2016–17 we:
· Supported the Melbourne International Film Festival and their partnership with Blackhearts & Sparrows wine specialists, who set up shop inside the iconic Forum Theatre as the official festival bar.

Status: Complete
Over the next year we will:
Continue engaging with local retail and hospitality businesses to incorporate them into City of Melbourne strategies and events.

· Continued to support new retail experiences in partnership with Vogue Australia, for their Vogue American Express Fashion’s Night Out – an event that engaged major shopping centres and retailers throughout the city. Despite being reduced to one night, the event’s economic impact increased slightly compared to the 2015 weekend event.

Status: Ongoing
Over the next year we will:
· Continue to build support for the next Vogue American Express Fashion's Night out, engaging local retailers and expanding industry participation in the event.
· Provide marketing support to local retailers during Melbourne Fashion Week using promotional pods placed throughout Docklands, Chinatown, Collins Street and Bourke Street Mall.
· 
Led a number of music events, including Music Mondays in Collins Square, a program of Friday lunchtime music at the World Trade Centre, and the Her Sound, Her Story exhibition at Emporium Melbourne as part of Melbourne Music Week 2016.

Status: Ongoing

Over the next year we will:
Continue to align music opportunities with Melbourne’s retail, hospitality and business initiatives.

· Delivered Melbourne’s first Raising the Bar in 2016, presenting 20 talks in 11 bars on one night. 
Over 1000 people attended the free event, which promoted the city’s vibrant hospitality offering and directly supported the participating businesses.

Status: Ongoing
Over the next year we will:
Continue to use the Raising the Bar event to promote the city’s hospitality offering.
· Supported Melbourne Knowledge Week 2017, with over 13,000 people attending more than 90 events. Subjects included urban design, health, food and technology, and included a panel discussion on ‘the future of retail’, produced by a City of Melbourne partnership with ISPT, the Collective Social Intelligence and RetailTech Melbourne. The week was supported by 57 event partners, including a number of local hospitality and retail businesses.

Status: Ongoing

Over the next year we will:
· Continue to support future iterations of Melbourne Knowledge Week.

· Continue to create partnerships and events that explore the future of Melbourne’s retail and hospitality.
· Established a Docklands Chamber of Commerce–led stakeholder briefing to facilitate business, event and marketing opportunities with Dockland's businesses.
Status: Ongoing

Over the next year we will:
Continue this initiative and help create opportunities for Docklands businesses.

· Supported 15 major events through the Triennial Sponsorship Program, to the value of $1,683,826.
· Funded 56 community events through the Events Partnership Program, to the tune of $810,755.

Status: Complete

Over the next year we will:
· Continue administering the Triennial Sponsorship Program over 2017–2021, supporting 14 major events to the value of $1,683,826 each year.

· Continue supporting a wide variety of community events through the Events Partnership Program to the value of $845,014.

· Supported initiatives (through City of Melbourne’s triennial arts grant program) at some of Melbourne’s premier festivals that gave attendees discounts on food, wine and car parking. Participants included the Melbourne Symphony Orchestra, Melbourne International Film Festival, Melbourne Queer Film Festival, Melbourne Festival, Melbourne International Comedy Festival and the Australian Centre for Contemporary Art.

Status: Ongoing

Over the next year we will:
Continue to support initiatives that help attract attendees to Melbourne’s arts events, and seek new opportunities to connect the arts with businesses.

Brunetti Expands to

Flinders Lane Brunetti launched their new Flinders Lane store in November 2017, in a spacious venue capable of providing coffee drinking and dining for up to 300 people at a time. Featuring a custom pizza oven, a Campari bar and a menu designed by executive chef Simon Moss (of Sapore and Wildfire Sydney). Brunetti's new spot is set to deliver another particularly Melbourne experience.
4. 
Promote best practice customer service and integration of technology into the City of Melbourne’s retail and hospitality offering

In 2016–17 we:
· Improved the experience on the What’s On website for both businesses and visitors, ensuring it continues to profile the City of Melbourne as a premier leisure destination.

· Rebranded the ‘That’s Melbourne’ social media channels to align with the What’s On website.

· 
Continued encouraging people to share their Melbourne moments using the #melbmoment hashtag. To date it has been used more than 62,000 times.

Status: Ongoing

Over the next year we will:
· Continue to improve the What's On digital experience, and to enhance the customer experience for both businesses and visitors.

· Increase engagement and promote the authentic Melbourne experience through curated user-generated content.

· 
Recruited an official city reporter for the What’s On Melbourne social channels through a high-profile competition on Nova FM. The winner, Cristina Laria, reported on key Melbourne events, businesses and activations during 2017 through radio advertising, social media and video posts on the What's On Melbourne social channels.

Status: Ongoing

Over the next year we will:
Create content and cultivate influencers to promote Melbourne’s fashion, retail and hospitality businesses.

· 
Improved the design and functionality of the What's On website’s social media aggregator, boosting businesses’ social media profiles and providing direct links to their What's On listings.

· Decommissioned the #inmelbcity hashtag for businesses, and encouraged them to adopt #melbmoment to showcase city offerings and increase consumer engagement.

Status: Complete
Over the next year we will:
Continue to improve the What’s On website’s functionality and usability.

· Expanded the What's On social media channels significantly:

· Facebook audience grew by 69,000 users (28.5 per cent increase).
· Twitter audience grew by 119,000 users (71 per cent increase).
· Instagram audience grew by 36,000 users (246 per cent increase).
Status: Ongoing

Over the next year we will:
Continue to improve City of Melbourne’s social media reach, to encourage visitors and promote the city’s assets.

· Assessed social media platforms in an effort to find the best way to attract larger international audiences and promote local businesses. As a result City of Melbourne plans to join WeChat, the  largest social media platform in China, with an audience of almost 1 billion people.
Status: Ongoing

Over the next year we will:
Develop City of Melbourne’s WeChat account to promote the city and attract more international visitors.

· Made regular presentations to the Docklands Chamber of Commerce member meetings on City of Melbourne marketing opportunities.

· Educated businesses on creating better social media content through precinct association meetings.

Status: Ongoing

Over the next year we will:
· Boost destination marketing to encourage people to visit the city for events, arts, leisure, conferences, hospitality and shopping.

· Continue to educate businesses about City of Melbourne digital marketing opportunities using precinct meetings and business events.

· Created a pilot business activation called Winter Glow for the 2017 Docklands winter campaign. The activation included 14 events that profiled Docklands businesses, driving an increase of website traffic and social media activity for 43 per cent of the participating businesses.

Status: Ongoing

Over the next year we will:
Continue to improve the business activation model for city workers in the Docklands area for the 2018 summer and winter campaigns.

· Presented digital marketing and social media advice to various precinct associations (including Docklands, North Melbourne, West Melbourne and Collins Street) on improving consumer communications and leveraging City of Melbourne's digital marketing resources.

Over the next year we will:
Continue to provide digital marketing and social media advice to local businesses, to improve their efficiency and customer engagement.

QT Hotel Melbourne

Perfectly groomed and immaculately accessorised, QT Melbourne shimmers within the high-end fashion district of Australia’s most creatively charged city offering a new way to experience a design-led hotel. The hotel’s hallmark is a series of innovative food and drink experiences, including The Cake Shop at entry level, signature restaurant Pascale Bar & Grill, Tanto Japanese knife store, and The Rooftop at QT overlooking Melbourne’s city skyline.

Victorian Premier's Design Awards

The Victorian Premier's design awards continued in 2016, celebrating innovative design in construction, architecture, communication and services. Sustainability and waste reduction were the order of the day, with awards being claimed by designs for virtual gardens, hyper-absorbent sustainable towels and ethical consumer spending apps. 
5. 
Collaborate with businesses on new wi-fi hotspots in the retail core and communicate benefits to businesses

· Concluded the deployment of the free wi-fi project in March 2017, delivered by the Victorian Government in partnership with City of Melbourne.

Status: Complete

6. 
Administer the small business grants program and business event sponsorship program

· Funded 12 small businesses with over $286,000 worth of grants, including E-stralian, the first company in Australia to offer e-bike novated leasing; Little Lon Distilling Co, the first craft distillery in the heart of the city centre; and Chroma Coda’s The Music Room, a collection of virtual instruments for use in virtual reality. This round of grants is anticipated to generate 82 new jobs, $7.1 million in gross turnover and $2.7 million in equity investment.

Status: Ongoing

Over the next year we will:
Continue to help businesses start, grow and prosper through the Small Business Grants Program.

· Administered a round of City of Melbourne's Business Event Sponsorship Program, allocating $100,000 in sponsorship to 22 events, including RACI Centenary Congress, Global Ideas Forum, ICTC Mainstreet conference and International Inner Wheel Convention.

Status: Ongoing

Over the next year we will:
Continue to implement the Business Event Sponsorship Program.

· Supported all sponsored events by providing them with City of Melbourne social media handles and encouraging them to list their events on What's On.

Status: Ongoing

Over the next year we will:
Promote and support business development opportunities for grant recipients through events, marketing, strategic collaborations and partnerships.

· Commenced a re-evaluation of City of Melbourne’s social enterprise funding approach, which will incorporate improvement opportunities identified in the 2015 Pitch for Good program.
Status: Reprioritised

7. 
Establish a leadership team of industry representatives to promote the Melbourne Retail and Hospitality Strategy 2013–2017 and advise on implementation
· Meet the changing needs of business and Council by engaging with the retail and hospitality sectors through partnerships, collaborations and strategic projects.

Status: Reprioritised

Over the next year we will:
Meet the changing needs of business and Council by engaging with the sector through partnerships and collaborations on strategic projects.
8. 
Identify new retail and hospitality offers for people who work, live and study in the city

· 
Actioned a partnership between City of Melbourne and the Victorian Government to analyse changes in Melbourne's retail and hospitality sectors, seeking to better understanding customer experiences, discover barriers and triggers for retail and hospitality engagement, and recommend areas for sector improvement.

Status: Ongoing

Over the next year we will:
Continue to analyse retail and hospitality sectors in the City of Melbourne through a variety of open data platforms. Continued updates of Census of Land Use and Employment (CLUE) and Development Activity Monitor (DAM) data will help local businesses better understand the barriers and successes that surround the municipality and facilitate continued growth.

· Supported the Shop the City campaign – a series of shopping events in the city centre that promote extended trading hours of 10am-10pm, encompassing over 1000 shops across three city blocks. The 2016 Christmas event saw foot traffic increase by 50 per cent in Emporium Melbourne (compared to the average Wednesday), while the May 2017 event created a foot traffic increase of 9.2 per cent over the average Wednesday, with the event's online promotion registering over 57,000 views on WeChat.

Status: Complete

Over the next year we will:
Continue to support the Shop the City campaign and engage with local retailers, visitors, precinct associations and the Retail Collective.

· Supported activations that offered new retail and hospitality experiences, including the Emerging Designer Market (running for eight days and engaging over 50 designers) and the Creative Collective Exhibition, both launched on the opening night of Melbourne Fashion Week 2016 – an event that saw 65,000 people attending and had a total economic impact of $8.19 million.

Status: Ongoing

Over the next year we will:
· Continue to work with retailers and precinct groups for Vogue American Express Fashion's Night Out and other programming areas to increase patronage and spend.

· Produce a fashion pop-up program as part of Melbourne Fashion Week, aimed at bringing small and emerging retailers onto the streets.

Code Like a Girl

Code Like a Girl is a Melbourne-born social enterprise out to debug the gender gap in the technology industry, by running a program of workshops and events in major cities around Australia to both support those in the industry and inspire new generations of girls to learn to code.

9. 
Promote industry innovation, celebrate success stories, reward success and support retention of industry leaders

In 2016–17 we:
· Gave financial support to the Victorian Tourism Awards 2016 through a partnership with the Victoria Tourism Industry Council, sponsoring the award categories of ‘Specialised Tourism Services’ and ‘Business Event Venues’.

Status: Ongoing

Over the next year we will:
Continue to fund the Victorian Tourism Awards during the next year’s award campaign.

· Established Melbourne's first retail-technology community, RetailTech Melbourne, through a partnership between City of Melbourne, Victorian Government and YBF Ventures. RetailTech Melbourne hosted 33 events between August 2016 and May 2017, bringing together more than 1472 people and leading to the creation of seven retail-tech startups aimed at innovating retail technology.

Status: Complete

Over the next year we will:
Continue to support sector initiatives and communities in improving the technological, marketing and logistical capacities of retail and hospitality businesses within the municipality.

· Supported the Lord Mayor’s Commendations program, adding 37 recipients in 2017, and introducing new initiatives to increase the value of the program for existing recipients. These included a networking function, a session on sustainability in small business and a breakfast with the Lord Mayor.

· Reworked the marketing strategies for the Lord Mayor’s Commendations program, including the creation of a targeted campaign for the Chinese community.

Status: Ongoing

Over the next year we will:
Aim to increase support for the Lord Mayor’s Commendations program recipients, both existing and new.

· 
Provided financial support to Melbourne Fashion Week, Melbourne Music Week and the Melbourne Food and Wine Festival.

Status: Ongoing

Over the next year we will:
Continue to support ongoing City of Melbourne events.

· Supported the Small Business Festival in August 2016, which featured more than 450 free or low-cost events providing information and support for small business owners, managers and aspiring business developers across Melbourne and Victoria.

Status: Ongoing

Over the next year we will:
Continue to engage with the Victorian Government and Small Business Festival, and to support networking and information opportunities for the retail and hospitality sectors.

eCommerce Pitch Night

RetailTech Melbourne and Startup Victoria partnered to deliver an eCommerce pitch night, encouraging retail startups to showcase their ideas on using technology to innovate in the retail industry. Held at Kensington Collective, the event attracted more than 400 attendees, and awarded $150,000 worth of prizes in the form of startup consultations, business mentoring, networking events, business credit and collaboration opportunities with venture capital companies.

Objective 2: Positioning and Activation
Work with the retail and hospitality sector to find new ways to attract people to the city, enhance the customer experience and position the city as a compelling destination for new international and local investment.

Our 4-year priorities are…
1. 
Encourage businesses to participate in City of Melbourne and other marketing campaigns

· 
Oversaw a sizable increase in the number of businesses participating in City of Melbourne’s seasonal campaigns:

· The 2016 Christmas campaign featured 447 participating businesses (a 31 per cent increase over the previous year).
· The 2017 summer campaign had 403 participating businesses (a 64 per cent increase over the previous year).
· The 2017 winter campaign saw 600 businesses participating (a 16 per cent increase over the previous year).
Status: Ongoing

Over the next year we will:
· Continue to find ways to encourage businesses’ involvement in seasonal marketing campaigns and activations.

· Develop a framework to support businesses by leveraging existing marketing opportunities.

· Develop new metrics to measure City of Melbourne’s marketing support for businesses.

· Assisted in the proactive promotion and activation of retail-relevant precinct strips within the municipality.
Status: Ongoing

Over the next year we will:
Continue to assist in the proactive promotion and activation of retail-relevant precinct strips within the municipality.
· Continued to work with the precinct association groups and individual associations, supporting their initiatives and encouraging them to use City of Melbourne’s marketing opportunities.
Status: Ongoing

Over the next year we will:
Continue to support the initiatives of precinct association groups, and to keep them informed about seasonal campaigns and marketing opportunities.

· Led the development of an $8 million package dedicated to supporting market businesses throughout the Queen Victoria Market Precinct Renewal. The package will provide a support program and fund to help traders operate, develop and innovate their businesses, and financial assistance where the impact of renewal work cannot be mitigated.

Status: Ongoing

Over the next year we will:
Continue to support traders at the Queen Victoria Market throughout the precinct’s renewal period.
· Began development on a print and digital campaign to improve the marketing of Melbourne’s city retailers.

Status: Ongoing

Over the next year we will:
Produce a print and digital campaign promoting Melbourne’s city retailers.

· 
Promoted multiple precinct trader association initiatives, including Festival of Steve, Collins Street Christmas Windows, City Precinct Christmas Shopping Night, North Melbourne Spring Fling and the Chinatown Night Market.

· 
Provided up to $500,000 financial support to seven precinct associations located in the City of Melbourne, who represent individual traders and independent small businesses within the municipality.

Status: Complete
Over the next year we will:
Continue to work with precinct associations to support their events, initiatives and activities.

Blackhearts & Sparrows Officially MIFFed

For its 65th year, the Melbourne International Film Festival teamed up with specialty Melbourne wine shop Blackhearts & Sparrows to run the festival’s official bar – transforming the Forum Theatre into a wine and food lounge, complete with a program of piano music. The Blackhearts Club operated over the full three weeks of the festival’s run, exposing filmgoers from Melbourne and beyond to the region’s local produce and curated entertainment from a bygone era.

2. 
Support the retail and hospitality offer across the municipality

· Continued the partnership with Emporium Melbourne, collaborating on a number of in-store and citywide activations, along with another iteration of the Little Bourke Street Runway, an event opening Melbourne Fashion Week 2016. The event garnered a slight increase in attendance on the previous year – a significant achievement considering it was reduced from a two-day event to one night only.

Status: Ongoing

Over the next year we will:
Continue engaging with Emporium Melbourne, as well as achieving broader retail and hospitality support.

· Supported a series of cultural events and activities at the Queen Victoria Market through the Triennial Sponsorship Program, including the Chinese New Year Festival.

· Promoted multiple cultural events throughout the city including the Tet Festival, Lonsdale Street Greek Festival, Chinatown Night Market and the Myer Christmas windows.

Status: Ongoing

Over the next year we will:
· Continue to work with Events Partnership Program and Triennial Sponsorship Program partners to promote Queen Victoria Market as a priority venue.

· Continue to promote cultural events throughout Melbourne’s diverse precincts.

3. 
Promote Melbourne as a pre-eminent investment attraction

· Facilitated the redevelopment of Melbourne Park, with the Victorian Government pledging over $270 million towards the third stage of the project to help create future jobs and business opportunities.

Status: Ongoing

Over the next year we will:
Continue to facilitate the redevelopment of Melbourne Park.

· Continued to improve Melbourne’s public transport system with an $879.5 million investment from the Victorian Government dedicated to increasing train frequency and reliability. These improved transport options are also anticipated to increase traffic to the city.

Status: Ongoing

Over the next year we will:
Continue to invest in and improve Melbourne’s public transport system.

· Analysed investment opportunities to attract target international brands and investment to Melbourne, conducted as a cooperative effort between City of Melbourne and the Victorian Government (including the London Victorian Government Business Office).

Status: Ongoing

Over the next year we will:
Collaborate with the Victorian Government to analyse potential opportunities to attract international brands and investment to Melbourne.

· Secured Retail Week to be held in Melbourne for the first time, through a partnership between City of Melbourne and the Victorian Government. The premier event, to be held in 2018, will attract the sector's experts and innovators to facilitate discussion around the future of retail, showcasing Melbourne as Australia's premier destination for retail and investment.

Status: Complete

Over the next year we will:
Continue to engage with premier conferences and events to consider Melbourne as a host city and pre-eminent investment attraction.

Gourmet Traveller Australian Hotel Guide Awards

Melbourne’s hotels fared well at Gourmet Traveller’s annual awards, with the Grand Hyatt winning Best Breakfast, and newcomer QT Melbourne awarded Large Hotel of the Year, along with Best Bar for its stunning rooftop cocktail terrace.

4. 
Promote this strategy and its associated achievements through a robust marketing communication plan, and report annually
· Released the Melbourne Retail and Hospitality Strategy Year 3 Report 2015–16 in April 2017. The launch was jointly announced by Wade Noonan, Minister for Industry and Employment, together with the Lord Mayor. The launch and report received extensive media coverage across TV (channels 7, 9, 10), print (Herald Sun, The Age, Canberra Times), radio (3AW, SEN Melbourne) and online (Herald Sun, The Australian Financial Review, Sydney Morning Herald).

Status: Complete

· Created the Startup Action Plan 2017–21 in conjunction with more than 400 stakeholders, aimed at enhancing the innovation and entrepreneurial development of businesses throughout Melbourne. The plan aims to help businesses better use City of Melbourne resources, and to support a creative startup environment that helps businesses to thrive.

Status: Ongoing

Over the next year we will:
Continue to implement the directions and objectives of the Startup Action Plan 2017–21.
Melbourne International Coffee Expo

Hosting over 120 exhibitors, the Melbourne International Coffee Expo is the largest specialty coffee event in the entire Asia-Pacific, with almost 10,000 cafe owners and industry specialists travelling to the Melbourne Show Grounds for the three-day event in 2017.

Objective 3: Business Diversity
Ensure that the city’s retail and hospitality offer remains diverse, authentic and is continually evolving.

Our 4-year priorities are…
1. 
Assist the sector to constantly evolve by exploring opportunities through the Street Activities Policy for seasonal trading opportunities, pop-ups, startups and short-term trading

· Delivered a variety of new street activities throughout the year through the seasonal street trading program.

Status: Ongoing

Over the next year we will:
Continue to engage with small businesses and seasonal traders to support initiatives that promote business diversity and sustainability.

· Implemented the food truck plan, with 16 trucks chosen to participate from 500 applicants. Chosen with an eye to providing healthy food options and a commitment to sustainable practices, the food trucks provide a range of culinary styles, ranging from acai-themed meals, burgers, pizza, yum cha and Indian. The trucks are also linked to nine local businesses, helping to promote hospitality in the area.

Status: Ongoing

Over the next year we will:
· Continue to engage with precincts featuring food trucks to improve business viability and marketing.

· Consider incorporating a healthy food program into the food truck program to improve the delivery of healthy food options and knowledge throughout Melbourne.
· 
Activated laneways and businesses as part of Melbourne Food and Wine festival 2017 with the House of Food & Wine event, located in and around the 1000 Pound Bend bar. The 10-day event included sit-down meals and wine tastings designed to link in with hospitality businesses throughout Melbourne's laneways.

Status: Complete
Over the next year we will:
Continue to engage retail and hospitality industries to use laneways and vacant spaces to promote new and emerging businesses.

2.
Identify opportunities to activate vacant commercial spaces within precincts including Docklands

· The Docklands Spaces agreement, which concluded in 2016, was not renewed due to an increased injection of businesses vitality and presence in Docklands throughout the financial year. The decreased vacancy rate eliminated the need to continue the previous agreement.

Status: Complete
Over the next year we will:
· Continue to support and engage the Docklands precinct through our business support and marketing channels.

· Support future promotions designed to increase awareness of Docklands precinct consumer relevant strips and locations, such as District Docklands and Spencer Street Outlet.

· Continued to coordinate bi-monthly Docklands Community Forum meetings bringing together City of Melbourne, Development Victoria, the Docklands community and other key stakeholders to discuss and engage the broader community on issues and business opportunities in Docklands.
Status: Ongoing
Over the next year we will:
· Help develop marketing campaigns through the stakeholder network to drive visitation to Docklands, along with other local precincts.

· Continue to be involved in the Docklands Community Forum as a platform for understanding challenges and opportunities in Docklands.

3.
Inform and support retail planning and development in new growth and urban renewal areas
· Made plans to support Queen Victoria Market at the World Union of Wholesale Markets Congress in October 2017, providing a stronger understanding of the renewal program in a global context.
Status: Complete
4.
Promote new retail and hospitality developments
· Supported the Council of Textile & Fashion Industries of Australia through a two-week pop-up shop that operated in Emporium Melbourne and St. Collins Lane in May 2017. Themed as ‘curated Melbourne’, the project highlighted some of Australia’s freshest emerging labels, alternating fashion brands each week, and incorporated workshops hosted by industry professionals.

Status: Complete
Over the next year we will:
Continue to engage with retail and hospitality groups to promote the development of emerging businesses and pop-ups.

· Supported the first phase of construction on the Metro Tunnel Project in 2017, following an extensive assessment and consultation process. This stage involved a number of network enhancement projects and service relocations to prepare for major construction works, and included extensive engagement with residents and businesses to keep them informed about the project.

Status: Ongoing
Over the next year we will:
Continue to work with the Melbourne Metro Rail Authority and its contractors to support the successful delivery of the Metro Tunnel Project.

STREAT

From the outside, STREAT looks like another series of Melbourne cafes – but it’s actually a clever social enterprise, helping young people who’ve fallen through the cracks. By offering training, support and work experience in the hospitality industry, STREAT helps vulnerable young Australians train and re-engage with society, while doing real work with real customers. Since their inception STREAT has assisted over 900 vulnerable young Australians, provided 60,000 hours of support and training and supported seven social enterprises. Based at three central city centre locations, the organisation already has plans to expand.

Objective 4: Sustainability
Strengthen Melbourne’s sustainability credentials by promoting the benefits of environmental sustainability, and linking businesses to new initiatives and key sustainability projects.

Our 4-year priorities are:
1.
Increase sustainable procurement, amenity of waste collection and resource recovery

· Continued to support the GreenMoney rewards program, which increased its number of business reward partners from 88 to 94, and directly created $237,491 in local business revenue, with 8,212 vouchers redeemed – an average of 42 per week.
Status: Ongoing
Over the next year we will:
Continue to expand the number of GreenMoney business reward partners, and to broaden the program to include more participants.

· Continued to implement the Love Your Laneway program throughout 2016–17 with a number of initiatives:

· Two small grants funding a food waste processor and catenary lighting in Mornane Place.

· Improvements to Staughton Alley, including filling several potholes, installing a bluestone block to prevent antisocial behaviour, and implementing better graffiti management.

· Ongoing lighting and landscape improvements to Brown Alley.

· Repaired bluestone pitchers in Heape Court, and installed larger recycling bins to consolidate cardboard collection and reduce truck loading times.

Status: Ongoing
Over the next year we will:
· Work with businesses in Turners Alley and Equitable Place to make sustainable and visual improvements to their laneways.

· Review the Chinatown precinct and their Love your Laneway Program to assess improvements that can be made over the coming years.

· Engage with Melbourne Innovation Districts and City North to review laneways in their precinct and potentially implement renewable and sustainable lighting alternatives.

· Implement a planned upgrade of the bluestone surfaces at Oliver Lane in 2017–18 as a part of the Streetscape Improvement Program.

2.
Support energy efficient practice and a switch to sustainable energy sources

· Continued to support the CitySwitch program in developing a low-cost, zero-carbon electricity partnership.

· Worked with 156 participating office-based businesses to deliver 477 sustainability initiatives, from waste and water saving programs to educational drives.

· Delivered, in partnership with KPMG, a ‘Power Presentations’ series where businesses shared their sustainability success stories and City of Melbourne showcased a number of sustainability initiatives.

Status: Ongoing
Over the next year we will:
· Deliver Deliver a low-cost, carbon-neutral electricity product to Melbourne’s residents and businesses.

· Continue to support and monitor office-based business through CitySwitch to help create environmental improvements and increase the information resources available.

· Support businesses in targeting net zero energy consumption goals.

· Extended the GreenMoney platform to include city workers, piloting it with five business participants from the CitySwitch program, and activating 300 new GreenMoney accounts.

Status: Ongoing
Over the next year we will:
Continue to look at collaboration opportunities between sustainability initiatives and retail and hospitality businesses within the municipality.

· Piloted an engagement program to better connect with mid-tier building owners that had been resistant to sustainability initiatives, and collected new insights to improve relationships and sustainability in the sector.

Status: Complete
3.
Promote industry success around environmental sustainability, identify new industry ambassadors for environmental sustainability and promote success through City of Melbourne and other channels

· Produced the Love Food Hate Waste cooking demonstrations as a part of the Sustainable Living Festival 2017. The demonstrations used produce from traders at the Queen Victoria Market and included advice on food storage, reducing food waste at home and getting creative with produce.

Status: Complete
Over the next year we will:
Continue work within the organisation to profile sustainable businesses throughout the city.

· Promoted sustainable fashion retailer, Kuwaii, as part of the 2017 winter campaign, using them as part of the key imagery for the campaign.

· Promoted a number of local businesses with sustainable focuses through a digital map guide.

Status: Ongoing
Over the next year we will:
Continue to profile sustainable businesses as part of the city’s seasonal campaigns and brand campaigns.
· Continued to implement the Green Your Laneway program. With construction almost finalised in the four pilot laneways, evaluation is underway focusing on the perceptions of local businesses affected by the initiative.

Status: Ongoing
Over the next year we will:
· Continue evaluating the pilot Green Your Laneway locations.

· Consider adding more laneways and pedestrian spaces to the project, with preliminary investigations commencing in 2017–18.

4.
Provide Victorian Government assistance to businesses to help reduce waste and environmental impacts
· Supported local businesses through the $6.1 million Boosting Business Productivity program operated by Sustainability Victoria, helping them to become more efficient and adopt sustainable practices.

Status: Ongoing
Over the next year we will:
Continue to support businesses to become more efficient and sustainable.
5.
Develop options for improving freight efficiency in the central city
· Provided input into the development of the Victorian Government’s freight planning.

· Provided input into the Travel Demand Management Strategy for the Metro Tunnel Project, to manage impacts on freight deliveries to businesses in areas affected by Metro works.

Status: Ongoing
Over the next year we will:
· Continue to work with internal and external partners to implement the Last Kilometre Freight Plan.

· Continue to provide input into the Victorian Government’s freight planning.

· Support research into demand for freight consolidation centres for offices and businesses in the central city, to gain a better understanding of industry demand and better manage Melbourne’s urban freight deliveries.

· Continued to provide Cargone Couriers with a small business grant to aid their provision of last kilometre freight services to local businesses.

Status: Ongoing
Over the next year we will:
Consider the continued use of small business grants to support the Last Kilometre Freight Plan.
6.
Support the action plan of Food City, the City of Melbourne Food Policy, with particular emphasis on actions that impact on the hospitality industry
· Supported the launch of the Local Food Launchpad 2016 program, delivered in conjunction with the Doing Something Good social enterprise and the Open Food Network charity. The program supported 11 projects, each of which provided information sessions, mentors and other resources, before being given the opportunity to present at a pitch night in front of potential funders and project partners.

Status: Ongoing
Over the next year we will:
Develop and plan for the delivery of the next Local Food Launchpad program in 2018.

· Delivered the Melbourne Town Hall Veggie Patch and Grow Show lunchtime talks as part of the Sustainable Living Festival in February 2017. The Grow Show talks discussed small-scale gardening and encouraged attendees to grow their own herbs and vegetables at home.

Status: Ongoing
Over the next year we will:
Continue to utilise the Melbourne Town Hall Veggie Patch for the Sustainable Living Festival 2018.

· Created the Melbourne Renewable Energy Project, a scheme that will see the City of Melbourne sourcing all of its electricity from a new renewable energy development to be built in 2018: the Crowlands wind farm, located near Ararat in Western Victoria.

· The project involves 14 customers committing to purchase 88 GWh of renewable electricity per year from the new development, thereby reducing greenhouse gas by 96,800 tonnes.

· The wind farm will create 140 jobs throughout its construction, and the electricity it creates will be supplied to the grid and sold to customers through retail supply contracts.

Status: Ongoing
Over the next year we will:
Engage with other large energy customers in Melbourne to share lessons from the group purchasing project, enabling others to replicate the approach.

· Developed plans for a pop-up park on Elizabeth Street, to provide a dynamic space for pedestrians over summer months, featuring artificial turf, trees, new lighting, planter boxes and moveable furniture.

Status: Ongoing
Over the next year we will:
Continue to develop and construct a permanent park and plaza on the eastern side of Elizabeth Street in 2019, to improve foot traffic and attract visitors.
Market Forces Wins Melbourne Award

For its commitment to sustainability, community organisation Market Forces was chosen for a 2016 Melbourne Award. Focusing on engaging businesses to help them become more sustainable and environmentally responsible, Market Forces’ campaigns have seen billions of dollars divested or withheld from businesses engaging in unsustainable practices.
