
Place Making inPlace Making in 
Central Melbourne



Place MakingPlace Making 
can happencan happen 
anywhereanywhere…



If t t ithIf you start with 
PEOPLE and 
PLACE, you 
get PEOPLE 
and PLACE…
If you start with y
cars, you get 
carscars…
And if you start 
with design youwith design, you 
get design

PPS St Christopher’s Place, London



Melbourne’s Renaissance 

1984 1990s 2000s
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Village Well’s role in the revitalisation 
of Melbourne
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A Place Making Journey – City of Melbourne 

Victoria Market
Organic section

Flinders Lane
Laneway festival

Domain 
Interchange g

Deli refurbishment
Victoria Street

F Shed
Food Hall

y
Place brand

Communications strategy

Interchange

Gaslight Nightmarket

Melbourne CentralMelbourne Central 
Place Making 
Masterplan
Sustainability

Federation Square
Fed Wharf

Harbour Street Trading 

Laneway activation

Esplanade, 
Docklands

Strategy

Yarra Vision 2025 Fringe FestivalYarra Vision 2025 Fringe Festival
‘Backyard’



Place Making as the glue…
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Our Model

the story of the landthe story of the landthe story of the land

key themeskey themes
global trendsglobal trends community valuescommunity values

key themes
global trends community values

place essenceplace essence

global trendsglobal trends community valuescommunity values

place essence

global trends community values

peoplepeople placeplace productproduct programprogram planetplanetpeople place product program planet

activating the essenceactivating the essenceactivating the essence



Flinders Quarter: Laneway activation strategy
Precinct marketing and improvement plan

‘Flinders Quarter embraces diversity, 
community and individual creativity –
a local village within the city”a local village within the city

5 Ps Objectives:
place: develop signage and infrastructure as artworksplace: develop signage and infrastructure as artworks
planet: green the precinct with more planting at ground and above
product: support new business start upsproduct: support new business start ups
program: encourage tourism through self guided walking trails
people: develop relationships with community cultural groupsp p y g p



Flinders Quarter: Laneway activation strategy
Example Recommendations:
- Signage as artworksSignage as artworks
- Youth graffiti art precinct - cultural icon
- Individuality, identity and diversity as key to retail plan

Village Well concept

The graffiti precinct The café precinctThe designed signage The graffiti precinct The café precinctThe designed signage



Degraves

B f (1987) Aft (2005)Before (1987) After (2005)

Images courtesy of City of Melbourne



Flinders Quarter: Laneway activation strategy
Precinct marketing and improvement plan

Critical success factors:
• Placing the community/ culture spirit as a key driverPlacing the community/ culture spirit as a key driver
• Establishing a community-owned management structure
• Engaging local artists and entrepreneurs in the decision making
• Listening to consumer demand for more authentic and intimate• Listening to consumer demand for more authentic and intimate 

places to socialise
• Facilitating micro business development

F i f t lt d t il di ti ti i• Fusion of art, culture and retail as a distinction experience











Night Market: event plan and activation
- Detailed retail mix
- Retailer training programRetailer training program
- Logo and branding

The night market logo Tourist destination Unique traders





Melbourne Central: Place Making Strategy
Collaborative design process, reconnecting to the city grid
Place Making recommendations – retail mix and offerPlace Making recommendations – retail mix and offer

• Turned the ‘box’ 
inside-out

• Influenced by• Influenced by 
Melbourne’s 
Laneways

• Influenced by town
Menzies lane, eat street

Influenced by town 
centre principles





Melbourne Central: 
innovative thinking, process and champions

• Created the first Place Making Masterplang p
for a city retail centre

• Created an ‘innovators circle’ including edge 
retailers in retail design sustainabilityretailers in retail, design, sustainability

• Created an artist’s think tank
• Development Manager as Place Leader and 

t l tcatalyst
• Village Well created a community 

partnership model to foster civic 
entrepreneurship e.g., City Learning Centre

• Ongoing Place Management & activation 
e.g., Patrick Blanc living wall, fashion g g
incubator, artists exhibitions



Patrick Blanc living wall



City of Melbourne Street Trading Review 
Stakeholder engagement and best practice research

New Place Positioning:New Place Positioning:
“Where the streets of the world are in one place”
This statement reflects Melbourne’s future positioning as a 
liveable and global city with the most beautiful active safeliveable and global city with the most beautiful, active, safe 
and culturally expressive streets in the world. 

New Place Essence 
“Street Trading in Melbourne offers a true taste of local 
distinctiveness with its spontaneous, colourful and vibrant 
street traders. Melbourne’s diverse cultures are represented p
everywhere on the street through its culinary delights, 
bespoke art and crafts, and entertaining buskers - allowing 
people to savour and experience the pulsating and creative 
shades of Melbourne”.





200 Victoria Street



200 Victoria Street





Grant Street, Southbank: Public realm arts precinct, p
Stakeholder - visioning workshop
Community engagement - open visioning and charette workshops

Southbank Community Engagement



Grant Street, Southbank: Public realm arts precinct
E l R d tiExample Recommendations:
- Art that is functional as play area, seating etc
- A playful landscape

Urban wetland water capture and recycling- Urban wetland water capture and recycling
- Food producing garden and kitchen

Stephanie Alexander KitchenStephanie Alexander Kitchen

Grant Street: Principles of Place

I i ti L dInspiration Landscape 



Harbour Esplanade, Docklands: Place Making guidelines
Pl A dit SWOT l i d t i t h i l itPlace Audit - SWOT analysis, pedestrian movement, physical amenity
Creative Visioning and Internal Design Team Workshop
Design Analysises g a ys s
Stakeholder Workshop Facilitation

Place Making Design Workshop with VicUrban, BKK Architects and TCL Landscape Architects



Ross House: the community in action
S lf d fi b ildi l d i i M lb ff iSelf-managed five-storey building located in inner Melbourne offering 
tenancy and resources to a diverse range of self-help and small 
community groups

Ross House has the capacity to house over 60 
organisations and offers office space at below 
market rates. An even larger number of groups 
use the building's other facilities, such as meeting 
rooms, mail boxes, photocopiers and fax 
machines.

By providing a stable environment and cheap 
resources, Ross House aims to reduce the 
insecurities and financial pressures that so ofteninsecurities and financial pressures that so often 
hamper the activities of small community 
organisations



Place Making Learnings

A Place Making Journey
Place Making Learnings

• Participatory/collaborativeParticipatory/collaborative 
engagement and ownership

• ‘Small is beautiful’ – small wins 
( l ti ti )  Passion(place activation)

• Community-owned place Vision, 
Essence and Principles

 Passion
 Focus
 Creativity

• Have allies/leaders 
(and support them)

A d d d i th

y
 Persistence
 Humour

• Agreed and owned process is the 
key to good governance

• Do it with style and beautyy y

• Celebrate and reward

• Put People and Place first and the 
rest will come



www villagewell orgwww.villagewell.org



12 Steps top
Place 

A ti tiActivation



Have a compellingHave a compelling 
VISION, STORY and ,

PLAN

• Activation and leasing plans
• Community asset mapping



Marysville Urban Design FrameworkMarysville Urban Design Framework
Authentic and Sensitive Engagement

RespectRespect

Understanding

Naming the important issues – What really mattersNaming the important issues What really matters

Articulating the Spirit of Place





Street ActivationStreet Activation
Create opportunities for 
CONNECTION, chance 
encounters, and PLAY

• Street trading and 
activation plans



Create places for people:
the art of peoplethe art of people-

watching, sitting and g, g
celebrating



Fringe Backyard: Street Festivalg y



Mariana Hardwick: Sparta Place



Something happeningSomething happening 
all the time…

EVENTS, rituals, celebration



Exemplarp
Fed Square, 
Melbourne



Exemplarp
Flinders Lane, 

Melbourne



St Jerome’s 
Laneway Festival



FORM Laneways Activation, Perthy ,

CCharles Landry’s challenge:
1 concept,
10 big ideas,10 big ideas,
100 small ideas in
1000 days



TRADERS become 
Place ActivatorsPlace Activators…

cluster, connect and 
relocalise



Engaging Retailers & Small Business
“A Re localisation Approach” th b fA Re-localisation Approach” – the bones for success

Cultural/Arts/Festivals/ Urban 

Individual ‘mom & pop’ 
Operators

Visual Merchandising 
& Retail Design

Celebration/Rituals Design/Parking/Traffic

Operators & Retail Design

Zero Waste –
Green Business/ 

E

Business 
Planning

Economy

Financial – Special 
Rates (own funding base) tail Mgt

Customer 
Service/Operations/Re

tail Mgt

Sustainable 
Retail Village gg

Leadership & 
Governance (trader 

association)

Clustering &
Retail Mix

Size & scale – Lots of association)
small and medium 

anchors

Place Branding &Patient capital

Incubation

Place Branding & 
Marketing

Patient capital



 Inspire
 Have a hook – ‘there’s 

something in it for me’
 Business

Engaging
Retailers &  Business 

Development
 See the bigger picture

Retailers & 
Small Businesses

 Ownership and pride
 Speak their language
 M k it l t Make it relevant
 Use a marketing edge



Journal Café 
Cit LibCity Library



Little India: Precinct branding
i t b di- precinct branding

- wayfinding signage
- cultural tours 

Unique traders

Before

Unique traders

After



Have a HEART that sings



R Hill T C tRouse Hill Town Centre

Images courtesy of GPT



A Place to restA Place to rest, 
CONTEMPLATE and 

nothing to do



Create scales of 
INTIMACYINTIMACY



MANAGE manageMANAGE, manage, 
manage!g

Connect the stakeholders and have the right 
person to manage the place and plan



Town Centre Ownership and Management and Models

Centralised Ownership Model
Hybrid Model (physical form) – InstitutionalHybrid Model (physical form) Institutional 
Hybrid Model (ownership) 
Traditional Town Centre Model (multiple ownership, mainstreet 

d l)model) 
BID – Business Improvement Districts 
Community Ownership Model y p
Small Neighbourhood Centres 



Create BEAUTYCreate BEAUTY
Art, greenery and going green



GreenstreetsGreenstreets



Place Branding

1 Engage the community

Place Branding

1. Engage the community
2. Create a place story and 

place essenceplace essence
3. Connect to the local meaning 

pointspoints
4. Collaborate with local artists
5 Celebrate and promote our5. Celebrate and promote our 

place story



Sydney Road, Brunswick: Shopping Precinct
B d d l t f i t id tifi tiBrand development for precinct identification

Sydney Road precinct logo design

Banner 
application of 

logo designogo des g
Graphic banners unify the street



Box Hill: Business marketing plan
- precinct branding
- marketing and communications
- wayfinding signage
- public art opportunities

Themed postcards

Gateway entry statement

Themed postcards

Precinct bannersec c ba e s



Have a makeover withHave a makeover with 
businesses/retailers and 

the mainstreet



Shopfront Improvement
Kenny’s Gourmet 

p p

Kitchen, Epping (NSW)



Shopfront Improvement
Zest Cafe,

p p

Lane Cove



• Sell a compelling story
• Partnership andPartnership and 

collaboration with 
stakeholders

• Ask for commitment 
and set clear goals

Making it happen:

• Connect people’s 
imagination and spirit 
t th tto the story

• Connect people to 
their purpose and joytheir purpose and joy

• Celebrate and reward



www villagewell orgwww.villagewell.org


