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1. Introduction 

This report has been prepared at the invitation of the Economic Development and Marketing Unit 

within the City of Fremantle. The catalyst for seeking the study is the City of Fremantle Strategic Plan 

2010-2015, which includes a 3 year project to “Develop a Retail Model Plan and implementation 

schedule that identifies appropriate retail development opportunities”. 

A Retail Model Plan was identified as: 

 A vision for the level of retail development that is sustainable given the stated objectives of 

the City of Fremantle Strategic Plan, 2010 - 2015 

 Identifying  locations for development, taking into account linkages to existing retail, 

planned commercial and residential development, other anchors and the historical precinct 

of Fremantle 

 Nominating the preferred location of ‘anchor’ retailers 

 Key principles for effective retail precincts, including management structure and marketing 

 Niche tenancy mix opportunities – point of difference 

 Strategies and timelines for development 

The project was undertaken jointly by David West of Premier Retail Marketing and David Shetliffe of 

DS Consulting during October and November 2010. A telephone survey of a sample of residents of 

Fremantle was undertaken by McGregor Tan Research, as sub-contractors to Premier Retail 

Marketing. 

 

Disclaimer 

This report is provided to the City of Fremantle and must not be used or relied upon in whole or in part by any 

third party. The content of the report is an indicative overview of key opportunities for development of the 

retail sector in Fremantle. No economic assessment has been undertaken on any particular development 

opportunity suggested in the report. The report merely provides a framework within which the City of 

Fremantle may seek to encourage development of the retail sector. 

While due care has been given in preparing the information included here, the work involves judgments which 

may be affected by factors or events which are not capable of precise assessment and has relied on value 

judgments and the accuracy and completeness of information provided by others. Neither DS Consulting, 

Premier Retailing Marketing nor the sponsors of this project accept liability for any loss or damage sustained 

by any other person arising directly or indirectly from or in connection with this report.  
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2. Executive Summary 

The consulting tasks undertaken in order to develop a Retail Model Plan for the Fremantle City 

Centre included a critical observation of the City over a number of days, review of previous and 

current work that has been undertaken, a survey of 330 residents of Fremantle, a post code survey 

of shoppers within Fremantle and a range of stakeholder consultations and workshops. An analysis 

of strengths, weaknesses, opportunities and threats was undertaken to provide a focus on issues 

that need to be addressed and opportunities that presented themselves. 

From this work, a consistent view of retailing in Fremantle emerged. Whilst it had some significant 

strengths, including heritage precincts, tourism attractions, Notre Dame University, cafes and 

restaurants and some excellent and unique retailers, some fundamental shortcomings were 

detracting from the retail performance. 

These shortcomings – challenges – included the physical separation and isolation of the attractions 

and the retail anchors, a weakness in so-called ‘comparison’ store categories, such as fashion, home 

wares, gift wares etc and some serious dead spots where there is little activity. This in turn detracts 

from the enjoyment of walking around Fremantle and also leads to elements of anti-social behaviour 

that further compounds the problem. 

As occurs with most main street shopping precincts, a perceived lack of parking emerged as a 

significant deterrent to people visiting Fremantle to shop when compared with purpose built 

shopping centres. 

Risks were identified in the longer term future of three of the four key retail anchor retailers. It is 

clear that Myer and Woolworths are not trading to their potential and Coles may close, at least 

temporarily, during a planned redevelopment of the Woolstores Shopping Centre in 2016. 

A review of the competitive market place within which Fremantle operates demonstrated the very 

strong competition from Garden City at Booragoon. This was particularly the case for comparison 

shopping categories: although a similar floor area of shops, sales per square metre are considerably 

lower. The telephone survey undertaken also suggested that Cockburn Gateway is also attracting 

shoppers away from Fremantle. 

Claremont is seen by a number of stakeholders as a major threat with Stage 1 now open. However, 

the telephone survey showed only 2-3% of Fremantle residents went there regularly for any retail 

categories at the moment but as the centre increases in size to 30,000 square metres it will attract a 

higher share. 

In order to help frame the development of the retail model plan, some important criteria were 

identified. Firstly the City of Fremantle Strategic Plan 2010 – 2015 contained some clear goals and 

targets that would need to be achieved through the plan, including a target to add 20,000 square 

metres of retail space over the 5 year period. WA State Planning Policy 4.2 “Activity Centres for 

Perth and Peel” sets a proposed hierarchy of activity centres for the Perth metropolitan area. This 

also contains some guidelines as to the level of retailing likely to be found in centres of the current 

activity level of Fremantle. 
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Thirdly, some key principles of retailing were identified that were used to guide the development of 

the retail model plan.  

The broad conclusions of the review undertaken include: 

 There is an opportunity to develop additional retail space in Fremantle 

 To support this, additional commercial and residential development will be required 

 The focus of the development should be around Kings Square, Adelaide Street and Queen 

Street 

 However, there is also a pressing need to introduce an effective town centre management 

structure into Fremantle 

 The report strongly recommends the establishment of a Business Improvement District 

(BID), as found in many main street retail precincts around the world 

 

There is considerable information contained in the report about how a BID can be established 

together with a lot of data that will be useful to the BID Board once it is established. This includes 

substantial information about the current tenancy mix of Fremantle, Garden City and Cockburn 

Gateway. There is also an example of the kind of demographic data that needs to be monitored to 

assist in attracting new retailers to Fremantle. 

The proposal of ING Real Estate Development Australia to include 12,000 square metres of retail 

space in a commercial development on Victoria Quay, close to the Fremantle railway station, is 

considered in the report. Whilst there are clearly considerable benefits for Fremantle contained 

within the proposal, the assessment is that there is a significant risk to the existing retail precinct 

should this level of retailing be developed in this location – at least until retailing in the current 

precinct is significantly strengthened through the implementation of the retail model plan. 

The two diagrams below essentially summarise the proposed retail model plan and the outcome it 

will ultimately deliver.  
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Retail Model Plan – IMPLEMENTATION STAGES 
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3. Background to the Plan 

Like many shipping ports in Australia, Fremantle ran the risk of becoming something of an 

architectural museum, with its heritage declining, when traditional shipping activity changed and 

reduced some years ago. Two significant events have been transformational in the recent history of 

the City. 

Firstly, the America’s Cup was held there in 1987. This resulted in considerable investment in the 

tourism and hospitality sectors. It also provided an unquantifiable increase in the city’s profile, not 

only in Perth, but around Australia and overseas. Thus, according to Tourism WA figures, Fremantle 

is now the second most visited precinct in Perth for interstate and overseas visitors after Perth city 

itself. 

In the early 1990’s Notre Dame University began occupying and restoring many of the heritage 

buildings at the western end of Fremantle, resulting in an area of some of the best restored and 

maintained heritage buildings anywhere. This gives Fremantle a really unique character that is of 

great value, both from a heritage and economic perspective. 

However, like all cities and activity precincts, there is an ongoing need for renewal and revitalisation. 

This has not occurred to a sufficient extent within the city centre of Fremantle, despite many reports 

and calls for action. The Council now believes it needs another injection of life and this is planned to 

come from a combination of retail, residential and commercial development. This need is clearly 

identified in the City of Fremantle Strategic Plan 2010-2015 and is examined in this report. 

Work undertaken so far, either by or under the auspices of the City of Fremantle, has seen the 

identification of an area immediately to the east of Queen Street as being the most likely and 

appropriate site for such development to occur. This view will also be considered in this report. 

However, one of the characteristics of Fremantle is that there is an active railway line that results in 

an access barrier to the north and west of the city centre. This tends to isolate two important 

precincts, Victoria Quay and the fishing boat harbour precinct. A significant retail and commercial 

office development is planned by ING Real Estate for Victoria Quay, adjacent to the Fremantle 

railway station. The development has been opposed by the City of Fremantle. The report examines 

the arguments for and against this proposal from a retail perspective as it obviously significantly 

impacts on any proposed retail development plan. 

Garden City at Booragoon, is the largest retail centre that is within the potential catchment of 

Fremantle. Expansions are planned for this centre and Claremont and around Cockburn Gateway. 

The report takes into account the market pressure exerted on Fremantle by these and other major 

centres. 

There are currently four major, traditional anchor retailers located within Fremantle – Myer, Target, 

Coles and Woolworths. Of these, the location of Myer and Woolworths appears to be somewhat 

isolated from the main activity of the majority of other retailers. This impacts on the way retail 
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should develop – should these stores remain isolated or should additional retail be developed to 

take better advantage of their presence?  . 

The current trading hour regime in WA provides Fremantle with a competitive advantage in that all 

shops are able to trade on Sundays, whereas the majority of the Perth metropolitan area cannot. 

The WA government has recently allowed bulky goods, or home wares retailers to trade on Sundays, 

and all retailers to trade to 9pm on weekdays. This will inevitably result in increased pressure for 

further change. 

These are further factors that are considered in the report. 

Finally, much has been written over the years about how retail and commercial activity might be 

improved in Fremantle. Many of these reports have not been implemented. Therefore this report 

gives high priority to implementation of both business improvement and development strategies so 

that the City of Fremantle is provided with the necessary tools to guide the development and 

sustainability of the retail sector, to capture more market share from the catchment area and to 

provide a high quality of service and amenity to current and future residents and workers. 
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4. The Consulting Task 

Input to the study was derived in a number of ways. 

a) Review of Previous Documentation 

As noted above, many reports have been prepared seeking to address a number of the issues 

affecting the future development of Fremantle – particularly the CBD. Two critical ones for the 

purpose of this study are the City of Fremantle Strategic Plan 2010-2015 and the WA State Planning 

Policy 4.2 “Activity Centres for Perth and Peel”, which sets a proposed Hierarchy of activity centres 

for the Perth metropolitan area. The significance of these documents is discussed later in this report. 

Additional City of Fremantle future strategy documents were obtained from Council’s web-site. 

Other reports and documents noted included:  

 a report dated June 2009 by Asset Research contained the results of a visitor survey 

conducted in May 2009,  

 a SWOT analysis of the tourism sector in Fremantle from the Fremantle Tourism Strategy 

April 2009,  

 East End Urban Renewal (Planning Scheme Amendment No. 38),  

 How Fremantle Compares to Garden City on a Number of Factors,  

 Analysis of Fremantle’s Retail and Commercial Office Situation and Opportunity, 

 Kings Square Revitalisation Concepts, 

 Linking Fremantle City with the Port, 

 City of Fremantle Local Planning Scheme No. 4. 

The consultants were also provided with minutes and presentations relating to the recent work of 

the City of Fremantle’s City Centre Strategic Sites Working Group, which included a great deal of 

significant information and current thinking.  

The above reports provided some clear insights into work that has already been undertaken and 

parameters within which any proposed Retail Model Plan is to be accommodated. 

b) Stakeholder Consultations 

Confidential discussions were held with a number of senior Council staff. Others consulted included 

representatives from the following organisations: 

 Fremantle Ports 

 Fremantle Society 

 Retail Traders Association of WA 

 Property Council of Australia 

 Fremantle Chamber of Commerce 

 EG Funds Management 

 Silverleaf Investments Pty Ltd  

 Saracen Properties Pty Ltd 

 ING Real Estate Development Australia 
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Discussions were also held with a number of retailers both currently trading in Fremantle and 

currently not trading in Fremantle. 

Three workshops were held with a number of key stakeholders in order to help clarify and test the 

emerging conclusions of the study. One was limited to some elected members and key management 

of the City of Fremantle, another comprised members of the City of Fremantle City Centre Strategic 

Sites Working Group and the Economic Development Working Group, whilst the third consisted of 

key property owners and retailers from the Fremantle CBD. 

The consultants express their sincere thanks for the time and input from all those who participated 

in the consultations. 

c) Surveys 

Two separate surveys were conducted to provide insight into the current catchment of the 

Fremantle CBD.  

A telephone survey of 330 residents of Fremantle was undertaken by McGregor Tan Research. The 

survey asked residents where they preferred to shop for certain retail categories within Fremantle, 

the fringe suburbs of Perth or Perth City itself. It also sought information about likes and dislikes of 

Fremantle and what would encourage them to visit and shop more often.  

A postcode survey was undertaken with the assistance of a range of supportive retailers who 

recorded customer’s residential postcode to determine where shoppers and visitors originate from 

including intrastate, interstate and overseas. Over 1000 postcodes were recorded over a 2 week 

period. 

The consultants express their sincere thanks to those retailers who agreed to assist in this survey. 

d) Street Audit 

A full street audit was conducted of all businesses, retailers and offices within the City centre 

precinct. A total of 641 businesses were recorded and categorised during the analysis. A detailed 

comparison was made with those located within the Garden City, and Cockburn Gateway shopping 

centres. The results provide useful insights into the tenancy and business mix within the three 

centres and provide the City of Fremantle with a useful framework for developing an appropriate 

tenancy mix within Fremantle – both utilising existing properties and potential new developments. 

Key points of difference to be included in marketing messages promoting the strengths of the City 

Centre were also identified. 

e) Analysis of Results 

 The results of the above processes were analysed within the context of the City of Fremantle 

Strategic Plan 2010-2015 and the hierarchy of activity centres set out in the WA State Planning Policy 

4.2 “Activity Centres for Perth and Peel”. This ensured that the recommendations conformed with 

the broad objectives set out in these significant documents together with the necessary context of 

the competitive market position of the Fremantle CBD. 

Secondly, a number of key principles of retailing were summarised, against which the results of the 

analysis of the data could be assessed. 
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This is relevant whether consideration is being given to improvement in performance of the existing 

retail stock in Fremantle or whether assessing the potential for an expanded retail offer resulting 

from further investment. Thus, whilst the ‘Retail Model Plan’ may be considered a plan for the 

further development of the retail sector in Fremantle, ensuring effective retail performance is critical 

to achieving the maximum benefit from the suggested investments. 
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5. Criteria for Analysis of Results 

a) Context for the Study 

The City of Fremantle Strategic Plan 2010-2015 includes a number of pointers to strategies and 

goals that, if achieved, would influence retailing in Fremantle. These include: 

 20,000 sqm additional retail space (excl ING) 

 Five major commercial projects 

 Adopting an affordable housing policy 

 Starting a number of projects to increase the residential population 

 Increasing the number of visits to Fremantle across the board 

 Increasing the use of public transport for visits to Fremantle 

 Sustaining and growing arts and culture and preserving the importance of the social capital, 

built heritage and history. 

The Vision for Fremantle outlined in the plan is 

 For Fremantle to be recognised as a unique city of cultural and economic significance and for 

there to be a vibrant, creative and innovative, diverse and sustainable Fremantle 

Retail needs to contribute significantly to this and clues to the structure of retailing in Fremantle 

can be obtained from words such as ‘unique’, ‘vibrant’, ‘creative,’ as well as the more obvious  

‘economic significance’  

The retailing of goods, as opposed to hospitality and services, appears to fall short of many of 

these parameters. This is examined in more detail later in this report. 

The goal of adding a further 20,000 square metres of retail space over the next 5 years is an 

extremely ambitious one. It represents around 3 large discount department stores or 

supermarkets, or up to 200 additional shops with an average area of 100 square metres. 

For this to be achieved a significant retail centre would need to be developed. 

The Centres Hierarchy set out in the WA State Planning Policy 4.2 “Activity Centres for Perth and 

Peel” includes the following points that are relevant to the outcome suggested for a ‘Strategic 

Metropolitan Centre’: 

 A retail offer which includes department stores, discount department stores, 

supermarkets and a “full range of specialty shops” 

 Passenger rail and high frequency bus services 

 Major offices including some State government offices 
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 An indicative service population of 150,000 to 300,000 persons 

 Commercial and residential growth should be optimised through appropriately-scaled 

buildings and higher-density development in walkable catchments of centres. 

 

It is clearly recognised that the above are not ‘requirements’, but are meant to be general guides as 

to what could be expected within such an activity centre. However, if Fremantle has an aspiration to 

be recognised as a ‘Primary Centre’ under the proposed hierarchy – a higher level of activity than a 

‘strategic metropolitan centre’ – then it would seem clear that it needs to retain and add 

significantly to its current retail offer. 

 

b) Some Key Principles of Retailing 

Set out below are a number of principles for successful retailing. As noted above, these provide 

useful insights as to what will be required to ensure retailing in the Fremantle CBD achieves its full 

potential, both in terms of its current capacity and in any further substantial expansion. 

I. Shopping Behaviour 

 Types of customer shopping behaviour that influences the location and mix of retailers and 

provision of customer facilities such as parking 

The retail mix should consider customer shopping patterns and behaviours when responding to 

customer markets and needs. Shopping surveys reveal 3 distinct customer shopping patterns:  

 Convenience shopping – regular weekly visits becoming more frequent for supermarket, 
fresh food shopping and paying bills. Usually within 5 minutes from home, however 
convenience to work is also a factor. A supermarket with easy convenient parking is a basic 
feature of a convenience-shopping offer. 

 Fashion / browse shopping – customers are willing to travel further for this type of 
shopping. Also called comparison shopping whereby customers will visit shopping centres or 
City centres with a large range of stores. Goods purchased include fashion, gifts, jewellery, 
and home wares. Customers enjoy this style of shopping as it is more leisurely. 

 Experiential shoppers – customers will travel much further to have a great day out enjoying 
the total experience that includes coffee, a meal, entertainment such as cinemas and other 
attractions. Trips to Cottesloe, Leederville, Mt Lawley, Bunbury, Rockingham or Hillarys are 
examples of a day out to be enjoyed with family or friends.   

 

II. Factors that encourage successful retail in a city, town or main street location 

 Factors that encourage retail success in street precincts & city centres 

 

 Good pedestrian circulation past retail shop windows. 
 

 Clear sightlines to buildings, shop fronts, windows and signs. 
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 Vehicular traffic passing by shopfronts giving businesses maximum exposure to passing 
customers while providing street movement, activity and vitality. 

 

 Attractors or anchor stores: 
o a cluster of similar stores (e.g. South Terrace Cafes, Market Street fashion)   
o a destination store (e.g. Target, Post Office) 
o a great attraction (e.g. Maritime Museum) 

 

 High quality urban design that enhances the variety of the street environment with a variety 
of paving surfaces, water features, artworks, healthy plants and trees and landscaped 
features to provide a distinct character. 

 

 Management of the public realm to ensure high standards are achieved. A focussed 
approach to cleaning, security, marketing and measuring successful performance. 

 

 Adequate well managed parking including short stay, medium stay and longer term parking 
for staff located further away from priority customer parking. 

 

 Attractive and vibrant shops and cafes on key corner locations that present the precinct as 
an active vital space – cafes / restaurants make good corner stores eg Gino’s, Dome Cafe. 
Active exciting store fronts attract customers while banks, real estate agents, solid glass and 
blank walls are generally not ideal for key corner locations. 

 

 Well maintained buildings present the character of the street coupled with well presented 
shop windows and shopfronts (there are many good heritage examples in Fremantle). Poorly 
maintained buildings reflect poorly on the retailers in them.  

 

 A clean and safe environment where customers can enjoy the experience of shopping in the 
street without feeling intimidated or threatened. Safety is a major priority for customers. For 
example, some areas near Westgate Mall do not feel safe. 

 

 A good quality mix of retail shops and services that attracts customers to the precinct 
complemented by customer facilities such as information offices, baby change rooms and 
toilets. A balanced blend of chain stores and independently owned stores to attract more 
customers. Proactive leasing strategies are required. 

 

 A strong identity and character that is unique to the precinct. The City Centre market 
position could be based on alfresco dining and quirky unique designer stores.  

 

 Access to a range of potential markets: 
o Tourists – international, interstate, regional WA. 
o Accommodation – hotels, apartments, hostels. 
o Residents – locals living in Fremantle and surrounds.  
o Shoppers and short stay visitors. 
o Commuters – train, bus. 
o Students. 

 

Whilst it is clear sections of Fremantle retailing satisfies a number of these factors for success as 

confirmed in the following section of this report and the SWOT analysis, there are a number of 

shortcomings to be found. 
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6. Key Findings 

The Challenge of Fremantle 

Fremantle was established a long time ago and the retail sector has developed in a somewhat 
opportunistic way – ie according to available land and space and the individual development of 
investors. Many of the key tourist attractions have historical origins that were not linked to 
tourism at the time – eg the prison. 

As a consequence there are a number of challenges in developing a retail precinct that is 

cohesive and an attractor for shoppers from near and far. These include: 

 Dispersed and sometimes constrained ownership – ie limited capacity to develop 

 Linear shopping over some distance 

 No real focus – Kings Square offers little of interest 

 A dominant hospitality sector 

 Key retail anchors distant from each other and therefore do not provide mutual support 

 High Street Mall does not work as a successful anchor 

 Other attractors also distant without linkages 

 Many are stronger in the evening or weekends – South Terrace, the Oval, Fishing Boat 

Harbour, Prison, Maritime Museum 

 Fremantle Markets, a significant retail attractor,  only trades 3 days 

In addition, it is clear that three of the major anchor retailers in Fremantle are potentially at risk. 

It is clear that neither Myer nor Woolworths is trading at its potential (desired) capacity. Myer 

has reduced its store from four to two levels and Woolworths is currently isolated from the main 

activity focus of Fremantle. 

There are plans to redevelop the Woolstores Shopping Centre on the corner of Queen and 

Cantonment Street from 2016. This is likely to result in Coles supermarket closing at that time at 

least for some period of time. 

Figure 1 provides an overview of some of these characteristics. 
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Figure 1 Retail and Non – Retail Anchors in Fremantle 

 

Yellow – retail ‘anchor’: Woolstores, Target, Woolworths, High Street Mall, Myer, South Terrace and Markets 

Blue – non- retail ‘anchor’: Railway/Bus Station, Prison, Maritime Museum, Notre Dame University, Esplanade 

Hotel, Oval, Hospital, Fisherman’s Wharf  

The inevitable consequence of these structural characteristics is that there is a lack of concentration 

of activity so necessary for an effective retail precinct further compounded by long walking distances 

with no activity and often little of interest.  

This is clearly a hindrance to effective retail performance when compared to shopping centres with a 

consolidated and clustered retail offer within easy walking distance over multiple levels. Customer 

circulation relies on efficient and frequent public transport, convenient parking or enjoyable walking 

along interesting and high quality streetscapes. 
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Survey Findings 

I. Telephone Survey – Shopping preferences 

A random telephone survey was conducted by McGregor Tan Research Agency of 330 households 
within the surrounding residential areas of Fremantle. Respondents were questioned about their 
preferred shopping locations. The research provides a strong indication of market share attracted by 
each centre or district. The question put is shown above each table and the potential leasing 
opportunity suggested by the results is shown after each table where relevant. 

 
SURVEY RESULTS 

 Where is your main centre for department store or discount department store goods? 

Fremantle City Centre 21% 

Garden City Booragoon 20% 

Phoenix Shopping Centre 15% 

Cockburn Central / Gateway 11% 

Kardinya Shopping Centre 6% 

Fremantle South Woolworths 4% 

Comments: 

Myer, Target, Woolworths (variety section) capture 21% of the customers from the Fremantle 
catchment area. Myer Department store is not using all of the available space in the building and the 
range and depth of products is restricted due to only 2 floors open to customers. Myer Garden City 
has been upgraded recently and will capture more market share in the future. The current 
performance of the major stores places them at risk and this must be addressed in planning and 
negotiating. 

Leasing opportunities: 

The strategic placement of major anchor retail stores within a City centre is critical to the success of 

many smaller specialty stores. Anchor stores operating effectively will attract significant traffic to a 

City centre. Future retail development requires stronger links between Myer and Target, Woolworths 

and any new anchors identified. Establishing a major store in a centre requires bold vision, solid 

finance and a large project. 

 Where is your main centre for fashion or clothing shopping? 

Garden City Booragoon 36% 

Fremantle City Centre 16% 

Cockburn Central / Gateway 9% 

Phoenix Shopping Centre 9% 

Claremont 2% 
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Comments:  

Garden City has 75 fashion related specialty stores compared to Fremantle City Centre with 85 

fashion / accessory stores.  Garden City is preferred by 36% of the catchment area for fashion 

related items versus Fremantle only 16%. It is important to grow the fashion category through the 

addition of independent designers and national chains as a balance.  Fashion stores will perform 

better when supported by full range department and discount department stores. 

Fremantle has a strong market niche in the area of youth clothing, surf and street wear. 

Leasing opportunities: 

Fremantle needs to encourage a mix of new and creative designers in the small arcades and lower 

rent areas supported by national fashion stores in the higher traffic/higher rent areas. Creating 

clusters of fashion stores in new development areas along the key linkage streets between anchor 

stores and in quality centres / arcades will improve the performance of stores. A proactive marketing 

and retailer attraction plan is required to bring new fashion stores to the City Centre. 

 Where is your main centre for restaurants / cafes? 

Fremantle City Centre 48% 

Fremantle South 7% 

Cottesloe 4% 

Cockburn Central / Gateway 3% 

Garden City Booragoon 3% 

No regular venue 10% 

Don’t go to restaurants/cafes 13% 

 

Comments: 

Fremantle is clearly a market leader in the restaurant / café sector. The consolidated cluster of cafes 

along South Terrace maximises the heavy passing traffic during the day and night however sight 

must not be lost of the fact that several cafes have closed in isolated locations. City Centres provide 

an authentic and attractive alfresco environment that is not easily duplicated at shopping centres. 

Fremantle should maximise exposure of this category in its marketing messages. 

Leasing opportunities: 

Council can play a proactive role in providing wide footpaths and alfresco dining opportunities for 

retailers. The category is clearly bringing more visitors to Fremantle which benefits the community as 

a whole. Increasing Council outdoor dining fees should be restrained into the future to encourage 

more activity on the streets and in the public realm. 
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 Where is your main centre for home wares / gifts? 

Garden City Booragoon 28% 

Fremantle City Centre 18% 

Cockburn Central / Gateway 10% 

Phoenix Shopping Centre 7% 

Claremont  3% 

Fremantle South 2% 

Karrinyup 2% 

 

Comments: 

Garden City with its traditional shopping centre retail mix has a strong representation of the name 

brands supported by a solid home wares section within the department and discount department 

stores. Fremantle has several quality stores including Home Providore and Eat, Drink, Cook in the 

Mall, however this category could offer more choice.   

Leasing opportunities: 

The home wares category could be developed in the future but it would require the use of some 

larger floor plates. In Adelaide Street near Kathmandu the stores are very large and deep and this 

may suit potential operators in this location. 

 Where is your main centre for fresh food/supermarket shopping? 

Phoenix Shopping Centre 16% 

Cockburn Central / Gateway 12% 

Fremantle City Centre  12% 

Fremantle South Woolworths 11% 

Kardinya Shopping Centre 7% 

South Lakes 5% 

Hilton Growers Market 4% 

Palmyra Supermarket 3% 

Cottesloe 3% 
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Comments: 

Fresh Food / Supermarket shopping is focussed on convenience – good range, easy parking and close 

to home. The shopping preferences are divided amongst a range of supermarkets and food locations 

in and around Fremantle. The Fremantle City centre needs the Coles and Woolworths supermarkets 

to be performing well as anchors. Food retailers are very effective customer attractors as they are 

frequently and regularly visited, creating passing traffic.   

Leasing opportunities: 

There is a growing trend worldwide for organic fresh produce and Fremantle could develop this 

category of retail. Developing a cluster of unique genuine organic fresh food stores would provide an 

authentic niche for Fremantle 7 days a week. A good example of the standards in fresh food exists in 

the new Claremont centre.  

 

 Where is your main centre for services such as banking/post office? 

Fremantle City Centre 20% 

Phoenix Shopping Centre 19% 

Cockburn Central / Gateway 9% 

Kardinya Shopping Centre 8% 

Cottesloe 4% 

Garden City Booragoon 4% 

Hilton Square Shopping Centre 3% 

Palmyra  3% 

Bull Creek 3% 

 

Comments: 

Fremantle has over 150 service providers including travel agents, real estate, lawyers, health, 

medical, doctors, dentists, hairdressers and chemists.  City centres take a very strong role in the 

provision of services for customers. Traditionally doctors, medical and health specialists were 

located primarily in the City but now shopping centres are ensuring a large range of services are 

available to their shopping customers for convenience.   
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Leasing opportunities: 

A leasing strategy could include clustering of primary services into arcades or easily accessed areas of 

the City. It is difficult to market service providers but they are a foundation category for the business 

mix. 

 Where is your main centre for entertainment/cinemas? 

Fremantle City Centre 37% 

Garden City Booragoon 25% 

Fremantle South 6% 

Rockingham 2% 

Don’t look for entertainment / cinemas 13% 

 

Comments: 

Cinemas and Games centres provide the most attractive entertainment venues within the retail mix. 

Collie Street provides Hoyts Cinemas and attractions for teenagers and families and the customers 

are utilising these facilities as indicated with almost 40% market share compared to Garden City with 

25%. 

Leasing opportunities: 

The leasing opportunities exist where retail trends move and City centres do not embrace the change. 

Cinemas are now incorporating ‘Gold Class’ seating and significant upgrades regarding screen size 

and sound technology. Ensuring the local product maintains very high standards will ensure 

continued success. 

 How often do you go into the Fremantle City Centre? 

Daily / most days 9% 

2-3 times per week 16% 

About once a week 19% 

2-3 times a month 21% 

About once a month 13% 

About once every few months 10% 

Once or twice a year 7% 

Less often than once a year 2% 

Never  2% 
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Comments: 

The frequency of visitation question will require regular annual surveys to monitor change. Centres 

can improve their retail performance by increasing the frequency of visit or by increasing the spend 

per visit. Providing quality events and a quality mix of businesses will increase the frequency of visit 

and promotional marketing in key retail periods with engaged retailers will help drive the spend per 

visit. The marketing fund needs to be increased significantly to compete with shopping centres and 

many other attractions available within driving distance. 

Leasing opportunities: 

Improving the tenancy mix through the Retail Model Plan will help property owners select quality 

tenants to meet the needs of the local market and beyond. Duplicating stores in the current mix will 

not attract more customers to the City centre or increase the frequency of visitation. Local retailers, 

regional retailers and interstate retailers should be targeted with a marketing campaign and 

invitation to set up in Fremantle. 

  What is the main reason you go to the Fremantle City Centre? 

Restaurants / cafes 21% 

Fresh Food shopping 13% 

Services, banks, post office 12% 

Entertainment 11% 

Meet friends 9% 

Fashion / clothing shopping 7% 

Home-wares / gifts 2% 

 

Comments: 

Restaurants and cafes provide a significant attractor for Fremantle. The unique offer and mix of 

hospitality businesses and alfresco dining provides the atmosphere that customers want. Fresh food, 

services and entertainment were also frequently mentioned. Fresh food retail is provided by Coles 

and Woolworths plus the Market operators later in the week. 

Leasing opportunities: 

Maintaining and enhancing the café / restaurant offer will be a challenge for the future. The well 

used pedestrian path from the railway station along Market Street/South Terrace to the weekend 

markets provides excellent traffic to the businesses along these streets later in the week. Monitoring 

new retailers and trends in the City of Perth, Melbourne and Sydney to keep the mix of 

cafes/restaurants refreshed and interesting for visitors. A Max Brenner Chocolate Café could be an 

attractive new inclusion in the mix. 
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 What do you like about the Fremantle City Centre? 

Atmosphere 32% 

Location 23% 

Dining 15% 

Shopping 12% 

Entertainment 6% 

Exciting  3% 

Nothing I like about it 13% 

Don’t know 7% 

 

Comments: 

The atmosphere created by authentic buildings, a seaside port and alfresco dining on the sidewalks 

provides a very unique offer for visitors. Potentially retail, commercial and residential 

redevelopment along Queen and Adelaide Streets will revitalise these areas and add to the overall 

City atmosphere and vitality. 

Leasing opportunities: 

Leasing opportunities at the moment are only in quiet arcades and side streets. Future development 

of the main spine areas connected by new and exciting retailers and businesses will provide a range 

of new leasing opportunities. Areas around Kings Square near Myer need a new approach to link 

them into the existing retail and improve the vitality of this central hub area. 

 

 What don’t you like about the Fremantle City Centre? 

Parking 35% 

Safety, poor behaviour, groups loitering  13% 

Lack of atmosphere 7% 

Shopping 4% 

Location 2% 

Nothing I don’t like 26% 
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Comments: 

Like many City Centres parking is perceived as difficult. Finding a convenient car park for a quick visit 

can seem impossible while overstaying often is rewarded with a parking fine. Managing the car 

parking times diligently can be poorly perceived by customers if Council staff are over zealous when 

booking cars. A balance between income generation, efficient use of spaces and customer 

satisfaction is required to prevent deterring visitors. 

Respondents referred to groups of youths, poor and unruly behaviour and feeling unsafe in certain 

areas of the City day and night. Well managed areas require visible resources to be present in the 

streets to provide a proactive approach to these situations and give customers reassurance 

regarding safety. Business Improvement Districts are delivering these types of customer and retailer 

benefits worldwide.     

 

 What would have to change to encourage you to shop there more often? 

More parking 22% 

Wider range of shops 17% 

Better atmosphere 4% 

Less expensive shops 2% 

Don’t know 30% 

 

Comments: 

Customer perception of parking can be dealt with through the provision of short term (30 mins/1 

hour), medium term (2-3 hrs) and long term (5-8 hrs - staff primarily) throughout the City. A balance 

of easily accessed on-grade parking and multi level parking stations supported by good signage and 

way finding will assist customers.    
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II. Postcode Survey 

City Centre retailers collected over 1050 postcodes over a 2 week period to determine a 

customer catchment area. This information can be gathered annually to monitor shifts in the 

catchment area over time and to identify trends. 

Postcode Suburbs % of total collected 

6160 Fremantle 13% 

6163 Bibra Lake, Coolbellup, Hamilton Hill, Hilton, Spearwood 12% 

6162 Beaconsfield, South Fremantle, White Gum Valley 9% 

 Interstate tourists 5% 

 Overseas tourists 5% 

6157 Bicton, Palmyra 4% 

6164 Hammond Park, South Lakes, Yangebup 4% 

6158 East Fremantle 4% 

6156 Attadale, Melville, Willagee 3% 

6012 Mosman Park 3% 

6166 Coogee, Munster 3% 

 Catchment area 65% 

6153 Applecross, Mount Pleasant 2% 

6159 North Fremantle 1% 

 

When a survey is conducted of this nature a cut off point is signified at the 65% mark to highlight 

the key suburbs and postcodes from where a significant number of customers visit the 

Fremantle City Centre frequently. Analysing the data above reveals 28% of the key postcodes 

identified originate from the South, 13% from Fremantle and 13% East, while only 4% originate 

from the North. 10% of visitors identified are Interstate or overseas tourists.   
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Business Audit 

The Fremantle City Centre (ie area bounded by Phillmore Street/Elder Place, Parry Street, Norfolk 

Street and the Sea) was audited to document the mix of businesses, retailers, offices, 

accommodation and vacancies. The table below displays the breakdown of businesses and services 

available to customers. 

Current mix: 

Category Stores % of total 

Services (Health, Hair, Real Estate, Legal, Travel) 154 24.0% 

Food (Retail, Cafes, Restaurants) 127 19.8% 

Offices 101 15.8% 

Fashion (Women’s, Men’s, Youth, Accessories) 88 13.7% 

Leisure (Newsagent, Music, Books)  60 9.4% 

Home wares (Furniture, Electronics, Tabletop) 18 2.8% 

General (Florist, Pets, Adult) 17 2.7% 

Jewellery & gifts 13 2.0% 

Accommodation 11 1.7% 

Majors 7 1.0% 

   

Vacant 45 7.0% 

 641 100% 

 

The vacancy rate of 7% in the City Centre precinct must be maintained or reduced through skilful 

leasing and business development strategies. The successful implementation of leasing strategies 

will improve the mix over time. 

The Fremantle City Centre relies heavily on the level of attraction, competitiveness and market 

position of its service and food retailers to attract customers and satisfy their needs.  
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The business mix of other street precincts were analysed to provide some context and comparative 

statistics. The mix of shops in a street environment often develops over time, and the end results are 

far from ideal.  Shopping centre owners on the other hand have complete control of the tenancy mix 

and they can alter the mix to meet the needs of the local market. 

There is capacity for the Fashion, Jewellery & Gifts, Food Retail and Home wares categories to be 

developed utilising the leasing strategies highlighted in this report.  

 

Demographic Data 

Potential retailers need customer data to support their decision to enter a new market. Statistics 

and trends are monitored by retailers to help them make important decisions about investment in 

new stores and resources. Understanding the growth of a category such as children under 5 would 

be of keen interest to a business like Pumpkin Patch.  

Census data can assist retailers with target markets and product range carried to meet demographic 

trends and increase their chance of success. Council can maintain a central data point for gathering 

research and local area information that can help current businesses and potential businesses to 

locate in the City. 

It is noted that the City of Fremantle has recently acquired the Profile, Atlas and Economy id 

products, which will be of significant help in this task. 

The table below indicates a growing segment of mature people. In addition retailers should be 

aware of the segment of non-english speaking customers when designing in store signage. The large 

segment of lower income families will be attracted to off price promotions and sidewalk sales. One 

third of residents in the area are renting their home and will seek electrical and furniture retailers 

with rental options or interest free options.  
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Fremantle population, demographics and employment data  
2006 Census  

Females 50.4% 

Male 49.6% 

Australian Citizens 18+ 67.9% 

 

Adults 18-64 years 66.7% 

Mature 65+ years 15.7% 

Children 5-17 years 12.5% 

 

Australian birthplace 62.0% 

Overseas born 29.6% 

Mainly English speaking countries 15.0% 

Non – English speaking 14.6% 

 

Couples – no children 42.2% 

Couples with children 36.8% 

One parent families 18.8% 

 

Household income – gross weekly $1000+ 42.6% 

$350-$999  25.4% 

Less than $350 19.6% 

 

House owned 30.2% 

Purchasing 26.5% 

Renting  33.2% 

 

Employed 95.5% 

Unemployed 4.5% 

Source – ABS Statistics 2006 Census / profile ID. 
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Competitor Analysis 

 

Figure 2 shows the relative positions of Fremantle and four of its key competitors for retail market 

share – Claremont, Garden City Booragoon and Cockburn Gateway. All three competitor centres 

have plans for significant expansion. 

What is also evident from Figure 2 is the reality that Fremantle borders the sea and thus has a limit 

on its catchment of up to 50%. Consequently shoppers need to travel a greater average distance to 

reach Fremantle than would be the case if it had a 360 degree catchment as have Garden City and 

Cockburn Gateway. This demonstrates the importance of providing medium to high density 

residential capacity and significant commercial capacity in Fremantle itself.  

Figure 2 Competitive Shopping Centres 

 

 

Figure 3 summarises the relative size of Fremantle, Garden City and Claremont centres. Fremantle 

sales are estimates based on advice from local leasing agents and standard trading figures for 

different store categories. Garden City figures are from published shopping centre data. Claremont 

figures are expected to rise significantly when the new centre opens shortly, although it is unclear 

what impact this will have on existing Fremantle turnover. It is possible the expansion at Claremont 

will make it more difficult for the potential expansion of Fremantle retailing. 
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Figure 3 

 

 

 

 

 

 

 

 

 

 

Further data relating to the Comparative tenancy mix in Fremantle, Garden City and Cockburn 

Gateway is set out in the following table. 

Fremantle Competition Analysis and Comparison 

(The green shading signifies that Fremantle is reasonably strong in terms of number of stores) 

(The blue shading signifies Fremantle is weaker in terms of number of stores) 

 

  Fremantle Garden City Cockburn 

Category Sub category 641 240 128 

     

Major Stores Department Stores 1 2 0 

7 stores Disc Dept Stores 1 1 1 

1% Supermarkets 2 2 2 

 Cinemas 2 1 0 

 Mini Majors 1 0 2 

     

Fashion Accessories 7 8 1 

88 stores Bridal 1 0 0 

14% Childrens 1 5 0 

 Designer 1 0 0 

 Footwear 11 10 4 

 General 14 6 1 

 Jeans 2 2 1 

 Lingerie 0 1 1 

 Mens 5 5 2 

 Sportswear 2 1 0 

 Womens 26 35 10 

 Youth 18 2 4 

     

Food Cafes 32 7 4 

127 stores Confectionery 4 4 0 

20% Convenience 1 0 0 
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 Health 2 1 0 

 Icecream 4 2 0 

 Liquor 4 0 1 

 Pub Bar Club 13 0 1 

 Restaurant 27 1 2 

 Retail 10 7 6 

 Takeaway 30 23 17 

     

General Auto 0 2 1 

17 stores Florist 4 1 1 

3% Second Hand goods 1 0 0 

 Variety 11 1 1 

 South Terrace 
Markets 

1 0 0 

     

Homewares Bathroom 0 2 0 

18 stores Communications 3 11 6 

3% Computers 0 1 1 

 Craft 0 1 0 

 Electrical 1 2 1 

 Electronics 1 1 2 

 Fabric 1 0 0 

 Flooring 0 1 1 

 Furniture 6 0 0 

 General 0 0 1 

 Gifts 3 1 4 

 Kitchenware 0 2 0 

 Manchester 0 1 0 

 Storage 0 0 1 

 Tabletop 3 2 2 

     

Jewellery /  Accessories 0 1 0 

Gifts Costume 0 3 0 

13 stores Gifts 4 1 0 

2% Jeweller 9 9 4 

     

Leisure Adult 1 0 0 

60 stores Bikes 1 0 1 

9% Books 8 4 1 

 Entertainment 8 0 0 

 Galleries/Gifts 13 0 0 

 Gambling 1 0 0 

 Games 2 2 2 

 Hobbies 5 0 0 

 Lotteries 2 3 1 

 Music 3 1 1 

 Newsagent 5 1 1 

 Outdoor 0 0 1 

 Photography 3 0 0 

 Souvenirs 3 0 0 

 Sport 2 0 1 

 Stationery cards 
gifts 

3 5 0 

 Video 0 0 1 
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Services Accounting 1 0 0 

154 stores Alterations 4 2 1 

24% Banks/ATMs 20 13 5 

 Barrister/Lawyer 10 0 1 

 Chemist/pharmacy 8 2 2 

 Community 5 1 1 

 Dental 7 0 1 

 Doctor 2 0 0 

 Dry Clean 1 0 1 

 Education 4 0 0 

 Employment 3 0 0 

 Finance 6 0 1 

 Funeral 1 0 0 

 General 0 0 1 

 Hairdresser 18 7 6 

 Health 10 2 2 

 Health & Beauty 22 16 2 

 Hearing 2 0 0 

 Internet 1 0 0 

 MP 0 0 1 

 Optical 7 4 3 

 Phone repairs 1 0 0 

 Postal 1 1 1 

 Real Estate 9 0 1 

 Shoe repair 3 2 0 

 Taxation 2 0 1 

 Travel 6 3 1 

 Watch Repair 0 2 0 

     

Vacant  45   

  529   

     

General Offices 101   

General Accommodation 11   

     

  641 240 128 

 

The above table provides a quick snapshot of Fremantle’s current strengths (green shading) by 

number of stores per category and the opportunities for additional representation in the tenancy 

mix (blue shading). 

Care needs to be taken with the data, as current data shows that specialty retailers within Garden 

City are achieving some of the highest sales per square metre in the country. While Fremantle may 

have more retailers in a category this does not mean that the stores are achieving more retail sales 

than nearby competitors. 

Fremantle is clearly strong in the services sector, and, whilst many of the categories are not normally 

regarded as retail (eg employment), the data suggests that Fremantle could include services in its 

promotion of retailing. 

In addition, Fremantle has the benefit of accommodation and office categories that the purpose 

built centres do not have. This strengthens the overall offer that Fremantle can make. 
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The vacancy level of 7% for the City Centre is acceptable when compared to other Cities and towns 

around Australia. Given the churn of shops moving in and out of the precinct the vacancy level 

provides opportunities for new businesses to establish however there is a risk of the vacancy level 

increasing if rents increase and sales remain fairly flat during the current economic times. 

 

Analysis of Strengths, Weaknesses, Opportunities and Threats 

An analysis of the apparent Strengths, Weaknesses, Opportunities and threats was undertaken. This 

process helps clarify the way future retail improvement strategies should be framed. The results are 

summarised below. 

Strengths: 

 Major brands present – Myer, Target, Coles, Woolworths 

 Weekend markets an attraction 

 Cafes/restaurants attracting solid market share 

 600+ businesses and offices in CBD precinct 

 Tourists, visitors and day trippers attracted to Fremantle 

 Key events – Blessing of the fleet, Fremantle Festival etc 

 Transport hub 

 Maritime Museum, Prison, Markets, the Port - all attract 

 Preserved heritage buildings  

 Esplanade Hotel conference venue 

 University campuses & associated students and staff 

 Vacancy level at only 7%      

Weaknesses: 

 Performance of the Myer store – 2 levels closed 

 Some vacant arcades 

 Trade area constrained by the sea 

 Access and parking perceived as difficult 

 Poor precinct signage 

 Lacks coherent theme and retail functions 
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 Limited collective marketing of precinct to compete with large centres 

 Tourist and student accommodation choice limited  

 Disparate ownership limits development 

 No integrated retail plan – leasing opportunistic 

 Development constrained by heritage and key site ownership issues 

 Streetscape tidy but lacks interest – eg street art 

Opportunities: 

 Inner city residential and commercial development will assist retail 

 Metropolitan Centres Hierarchy Plan could provide WA Govt support 

 Increase in cruise ship visitation 

 Light rail/rail to south 

 Trend towards organic fresh produce, green energy, recycling 

Threats: 

 Developments at Garden City, Claremont and Cockburn 

 Competition from local convenience centres close by 

 Shop trading hour law changes may reduce leisure activity in Fremantle 

 Myer, Woolworths apparently trading below capacity 

 Closure for redevelopment of the Woolstores Shopping Centre proposed for 2016 

 Downturn in overseas visitors due to security issues and the high $A  

 

Summary of Key Findings 

The findings outlined above give a consistent picture of retailing in Fremantle. Many of the findings 

confirm the perceptions already held, some clarify these and others provide insights into the 

potential for development of retailing in the Fremantle CBD. 

The research revealed that within the mix of retail stores there are some good quality, unique 

businesses that provide a point of difference for Fremantle. The mix is heavily reliant on 

cafes/restaurants and the services sectors. The fashion, home wares and gifts are not strongly 

represented in the mix and this provides future opportunities for leasing. 

Kings Square is not providing a strong central and exciting focal point from a retail point of view. The 

Myer store is under performing as it utilises only 2 floors of the building. Many of the smaller 
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arcades and stores off the main pedestrian areas are not performing well. Garden City is one of the 

best performing shopping centres in Australia and the excellent sales enjoyed by their tenants is 

detrimental to the shops in Fremantle trying to maintain sales. 

The telephone survey clearly reinforced the view that the key attraction of Fremantle is its general 

atmosphere, reinforced by cafes, restaurants and entertainment. The postcode survey indicated that 

10% of people visiting retailers during the period of the survey were interstate or overseas visitors. 

This further confirms the importance of tourism to Fremantle. 

Traditional shop retailing is not the reason people visit Fremantle. However, given there is a high 

level of visitation, particularly on weekends, there is a question as to why the retail sector does not 

attract a larger share of the available market – with the obvious exception of the Fremantle markets. 

The telephone survey highlighted the weakness in comparison shopping – fashion, home wares, 

jewellery etc. Yet the business audit and comparative tenancy mix show Fremantle ranks well 

against its competitors in these sectors on the basis of floor area. The comparison falls away sharply 

when turnover is considered. This raises questions about the viability of these sectors in Fremantle 

as well as the capacity of property owners to obtain viable rentals. 

The majority of people shopping in Fremantle appear to come from the South and the East, mostly 

from relatively close-by suburbs. There are few coming from the north of Perth which suggests that 

the new Claremont Centre may not impact on Fremantle as much as some think – or it and others 

are already draining customers from Fremantle.   

Another explanation is the perception that people are reluctant to ‘cross the river’ to do their 

shopping and that, because of the geography of Perth, there is a relatively low population density 

immediately to the North of Fremantle. 

This analysis is further compounded by Fremantle being on the sea, thus eliminating a significant 

geographic area from its catchment. There is a perception that Fremantle is ‘at the end of the line’. 

The telephone survey also reinforced the perception that access and parking are barriers to people 

travelling to Fremantle for regular shopping. The prospect of light rail to and around Fremantle 

would obviously benefit Fremantle, but experience shows such infrastructure is hard to achieve 

given all the other demands on public infrastructure. 

The population and demographic data has been included mainly as a demonstration of what needs 

to be included in information kits designed to attract new retailers to Fremantle. However, it does 

show that the average income of Fremantle is relatively low, that there is a significant number of 

people from non- English speaking backgrounds and there is an even mix of households without 

children and those with children. 

The SWOT analysis highlights the critical significance of further commercial and residential 

development in Fremantle for retaining the current level of retailing (eg a couple of the major 

retailers would appear not to be trading to capacity and may be at risk), but also for providing the 

incentive for further investment in the sector.  
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7. Strategies for Improvement 

Two key strategies for development have been identified – improved street management and 

development of additional retail space. Putting in place the first of these will result in improvement 

of the current retail offer in Fremantle and is important just for the achievement of that goal. 

However, as noted earlier, it is also critical in ensuring the best outcome from the development of 

additional retail space. Both strategies are integral to Fremantle achieving its goals for retail. 

Strategies for Improved Street Management 

International Experience – The Ingredients for Success 

To provide guidance for the reinvigoration of the Fremantle City Centre, a review was undertaken of 

Australian & New Zealand capital cities and international management organisations in the United 

States and the United Kingdom. Management of the street environment is a critical success factor. 

Direct responsibility and accountability for business improvement requires goal setting and constant 

measurement to achieve results. Customers want higher standards of safety, cleaning, amenity, 

shopping and leisure. Shopping centres are providing these through professional and focussed 

management and City centres must raise their standards to attract customers back. 

“The primary aim of town centre management is to create active partnerships and broad networks to 

develop a healthy and sustainable environment that involves and benefits all of its stakeholders.  The 

town centre is an economic competitive location and the public and private sectors have an equal 

interest in its prosperity – the private sector for reasons of investment and the public sector through 

the need for an environment that all sectors of the community value”. Association of Town Centre 

Management – United Kingdom 

Successful centralised management groups and Main Street revitalisation organisations focus on four 

fundamental areas of precinct business development to achieve successful results.  

The four areas are summarised below:- 

1. Management & Organisation  

 Responsibility and accountability for the street, 

 Promoting a clean and safe environment, 

 Providing strategic direction, 

 Providing a valuable link between Council and stakeholders, 

 Building and encouraging partnerships, 

 Measuring results and outcomes. 

 
2. Marketing & Promotion 

 Communicating with customers, 

 Delivering a consistent message and brand, 

 Building a positive customer perception, 

 Coordinating promotions and events, 
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 Developing sponsorship partners, 

 Gaining positive publicity. 

 

3. Business & Economic Development  

 Improving the business environment, 

 Attracting new business, retaining current business, 

 Building a business community through networking. 

 

4. Urban Design Streetscape 

 Improving the appearance and presentation of the street, 

 Encouraging property owners to improve shop fronts and buildings, 

 Providing advice to Council regarding physical infrastructure projects, 

 Maintain a ‘wish list’ of future projects and priorities. 

 

Many cities around the world have identified professional management as the key area that should 

have been copied from the shopping centres when seeking to improve and boost the performance 

of City centres. Fremantle should adopt these tried and tested management strategies.   

World’s best practice management strategies are now being delivered through the creation of 

Business Improvement Districts or BIDs. 

 Business Improvement Districts (BIDs)     

 

A BID is based on a clearly defined geographical area where the majority of businesses and 

property owners in this area have voted positively to invest collectively in local 

improvements to improve their trading environment and attract more customers and 

business. 

 

Business rate payers decide which new or expanded services are required to improve their 

business district funded by a special rate levy. All funds raised are spent within the defined 

BID area. All services provided are over and above Council services being provided by 

general rates. 

 

There are over 1700 BIDs working all over the world in countries such as Canada, Japan, 

United States, South Africa, New Zealand and the United Kingdom. BIDs have been credited 

with reversing the decline of many towns and City centres due to competition or lack of 

investment (see numerous web-sites on BID programs). 

 

The BID program is so successful that over 95% are successfully renewed through a business 

vote after a 3 or 5 year operating period. 
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BIDs can provide a range of projects as nominated and prioritised by businesses including: 

Additional cleaning, on street security patrols, crime reduction, retail marketing, 

tourist marketing, additional events, Christmas lights, façade improvements, signage, 

physical streetscapes and street ambassadors. 

 

 Useful examples – overseas / locally 

 

Overseas federal governments have legislated to allow the establishment of privately 

managed BID companies with a Board of Directors. The funding arrangement allows Local 

Government to collect the levy through their rate base and transfer public funds to the BID 

company with an annual guarantee of supply. 

 

The key to success of the management company is the lack of political influence regarding 

the expenditure of the funds according to voting members wishes. The long term planning 

and delivery of projects does not rely on election periods that can disrupt momentum and 

consistency. 

 

The UK system of government has many synergies with the Australian system and there are 

over 125 BIDs working in the UK presently. 

 

Excellent examples exist with varied priorities according to their location: 

 

United Kingdom 

The New West End – Regent, Oxford, Bond streets – retail marketing, tourism, safety 

The Heart of London – Leicester Square – night economy, safety, cleaning 

Bristol – physical works, marketing, business development 

Retail Birmingham – retail marketing, business development 

Essential Edinburgh – marketing, tourism 

 

USA 

City Center District Philadelphia 

Third Street Promenade Santa Monica 

 

New Zealand 

Manukau New Zealand (over 10 BIDs in one Council area) – excellent policies 

 (see Appendix IV and V from web site:  

http://www.manukau.govt.nz/EN/Economy/Pages/Businessimprovementdistricts.aspx ) 

 

Australia 

Rundle Mall Management Authority (a subsidiary of Council – similar to a BID) 

Wollongong NSW – an excellent example of good governance processes 

http://www.manukau.govt.nz/EN/Economy/Pages/Businessimprovementdistricts.aspx
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Central Geelong – very similar features to a BID 

Gosford NSW – a smaller version of a BID 

  

 Steps to Implement a BID 

 

1. Establish a steering group with business leaders  

2. Secure some seed funding to provide for a project manager to maintain focus 

3. Council is a partner and facilitator not a leader in this process 

4. Decide on a BID area – (too small is ineffective and burdensome for small businesses 

and too big is hard to manage in stage one – 500 to 600 businesses is manageable) 

5. Identify management structure and resources required 

6. Establish the accuracy of the Council rate database for all communications 

throughout the process and later for applying the levy. Visit all premises physically 

and mail out details to all owners and business occupiers to confirm who will vote. 

7. Distribute communications clearly explaining the principle and benefits of a BID to 

all stakeholders – ‘The BID Proposal’ 

8. Conduct meetings/workshops with stakeholders to gather information. 

9. Conduct a business survey of all businesses / owners within the defined BID area to 

ascertain the needs and priorities of stakeholders. The Business Plan for the BID 

must respond to these needs to ensure ongoing support. 

10. Council to develop a policy for supporting the introduction of the BID.  

11. The Steering Group and Council to develop an agreement about the guaranteed 

level of services that will be maintained when the BID commences. 

12. A draft ‘BID Business Plan & Budget’ and supporting documentation should clearly 

articulate how the BID will work, what services will be delivered, the benefits and 

measurable outcomes, how funding will be achieved to deliver the nominated 

services, support from key businesses. Good examples include BID4BURY, City 

Centre BID Dublin, Torquay UK BID and Taunton BID (see web-sites).  

13. Conduct workshops and business meetings to promote the benefits of the BID - 

communicate, consult, engage, involve 

14. Establish performance monitoring KPIs and methods 

15. Campaign for the positive vote by businesses 
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Informative websites include: 

UKBIDS www.ukbids.org/ 

British Bids www.britishbids.info/ 

Scottish Bids www.bids-scotland.com/ 

  

Development of Additional Retail Space 

Challenges to be Addressed 

As already noted, there are many characteristics of Fremantle that provide challenges for 

ensuring a really effective retail precinct. These include: 

 The anchor facilities in Fremantle do not act collectively. They are like islands without 

bridges between them. This includes both retail and non-retail anchors. They are 

generally too far apart from each other or they are not strong enough to attract 

sufficient activity for success. Additionally, some are strong at different times – on 

weekends or evenings. Therefore, in considering further development of retail space, 

attention must be paid to ensuring there are reinforced linkages between these anchors 

and the activity levels are increased between them. 

 The existing tenancy mix shows weakness in fashion, home wares, and gift ware – the 

classic sectors for comparison shopping. Thus future development must ensure this 

balance is addressed. 

 Fremantle is not perceived as a retail precinct, but one for cafes and entertainment. 

Whilst the development of a Business Improvement District and consequent 

improvement in the promotion of Fremantle will go some way towards overcoming this 

perception, future development must have a focus on quality retailers - local or national 

- to help overcome this perception. 

 If a new start in planning retail in Fremantle were possible, an ideal location for the 

focus of development would be on the corner of Market and High Streets (see Figure 4). 

This is the natural centre of the existing retail precinct. However, this area is clearly not 

available for development and thus any significant development is likely to result in a 

shift in the natural centre of retailing. Given the opportunities available for 

redevelopment in the core inner East precinct, Kings Square is likely to become the 

centre. 

 Fremantle Council owns some key sites in the relevant precinct of Fremantle. These are 

outlined in Figure 5 and include in particular the Queensgate building and car park, the 

adjacent Spicer site (currently vacant), the City Administration building and the Point 

Street properties, for which expressions of interest have been called to develop the site 

opposite Woolworths in Adelaide Street. If Council wishes to be an active participant in  
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the development of additional retail space, it is well placed as the owner of some of the 

more significant sites potentially in the mix for development.  

 

Figure 4 ‘Ideal’ Centre – Not Available 

 

Figure 5 City of Fremantle Property Ownership 

 

 Kings Square, potentially the focus of activity in the city, and the streets to the east, 

south and west – ie Queen Street, Newman Court and William Street – lack significant 

activity, with most pedestrian traffic moving from the High Street Mall along Adelaide 

Street to Queen Street. 

 Pedestrian traffic from the railway station and adjacent bus depot moves up Market 

Street to either South Terrace or into High Street. Those that head directly to South 

Terrace tend to by-pass the main retail precinct.  
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 The City of Fremantle Strategic Plan 2010-2015 has a target of 20,000 sq metres of retail 

space over the next 5 years. As already noted, this is an ambitious target and will require 

some active stimulation to make it occur – particularly in the current economic climate 

where obtaining capital expenditure funding from the banks at rates that make property 

developments viable for investors is difficult. 

 Nevertheless, if Fremantle is to maintain its status as a ‘Strategic Metropolitan Centre’ 

under the WA Government’s Activity Centres Hierarchy, let alone aspire to be a ‘Primary 

Centre’, it will need to retain the major retailers currently present and may need to add 

substantially to the existing offer. 

 One of the benefits main street retailing has over purpose built, enclosed shopping 

centres is the opportunity for interesting streetscapes. This can be achieved by street 

trees and landscaping, and through street art. Whilst the streets of Fremantle are clean 

and well maintained, they lack points of interest. Fremantle has a reputation as a centre 

for the arts, therefore street art would seem to be a particularly appropriate concept to 

embrace. An excellent example of how street art can be a significant point of attraction 

is the brass pigs in Rundle Mall in Adelaide.  

Pigs in Rundle Mall, Adelaide 

 

 One of the strengths of a shopping centre is the availability of large marketing funds 

derived from a marketing levy on all businesses. The Fremantle special rate levy raises 

$270,000 but this is inadequate when compared to marketing funds used by shopping 

centres over $1.5 - $2.0 million. A Business Improvement District levy would address this 

situation. 
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Key Opportunities for Development 

Considerable work has been undertaken by the City of Fremantle City Centre Strategic Sites 

Working Group in identifying potential sites for development within the CBD of Fremantle. This 

group has identified a number of sites within the inner East core of Fremantle – essentially 

around Kings Square and East of Queen Street. This makes good sense and is supported. 

As already identified, the Myer, the Queensgate building and car park, Spicer and Council office 

sites offer potential for major retail development for all or in part 

Adelaide Street provides the natural flow of activity from High Street Mall to the East. It 

currently has a number of quality retail outlets close to Queen Street. Woolworths and 

associated specialty shops are further down the street and the proposed Point Street 

development is opposite Woolworths. There are a number of other sites along the street that 

provide the opportunity for redevelopment if the current owners could be induced to redevelop 

or sell their properties to someone with the capacity to do so. There is also a 10 storey 

residential building between Queen Street and Woolworths. Finally, the street has a median 

strip containing trees. 

All of this leads to the conclusion that Adelaide Street has the potential to be a great boulevard. 

Mixed commercial and residential development with retail on the ground floor would provide 

the best outcome for the retail sector – residents for weekend and evening shopping and 

commercial for weekday shopping. 

An interesting boulevard 

 

Whilst it is acknowledged that building height is a sensitive issue within the Fremantle 

community, it is recommended that the development along Adelaide Street be as intense as 

possible. This is consistent with the observation made earlier in this report that one of the 

potential limitations to the effectiveness of retailing in Fremantle is its one-sided catchment 

caused by its location alongside the sea. To offset this, there needs to be higher density 

residential and commercial activity close to the CBD. 

Adelaide Street would be further supported by the proposed rezoning of Fremantle East 

(Planning Scheme Amendment No 38), the eventual redevelopment of the heritage listed 
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Woolstores building in Cantonment Street and the proposed redevelopment of the Woolstores 

Shopping Centre on the corner of Queen and Cantonment Street. 

Extensive landscape gardening along the medium strip in Adelaide Street would complete the 

image of a strong and vibrant boulevard, capable of transforming first impressions of the City. 

The above developments would bring Kings Square into focus, in particular the lack of activity 

through the Square and on three of the four streets around it. 

The report ‘Kings Square, Revitalisation Concepts’, prepared by the United Design Centre in 2006 

and updated in 2007 provides many ideas for revitalising the Square. Some of these are 

consistent with suggestions for the Myer, Queensgate and Council Administration buildings 

outlined above. A number of other suggestions are worthy of implementation, including 

providing ‘barrow’ or ‘kiosk’ stores on the edges of the square and an interactive water feature 

in which children can play. The photos below show examples of what could be developed. 

Kiosk Stalls and Water Display 

 

 

Critical to the development of this precinct is activation of William Street, which is currently 

quite a ‘dead spot’. Should the Council administration building be modified, activation along 

William Street must be an important consideration. 
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ING Proposed Development 

A significant retail and commercial development is currently proposed by ING Real Estate 

Development Australia for Victoria Quay, adjacent to the Fremantle Railway Station. This has 

planning approval from the WA Planning Commission but has been deferred as a result of the 

recent global financial crisis. 

The proposal includes 12,400 square metres of retail space and therefore must be considered in 

the context of any proposed retail development plan. Overall the project is valued at $300 

million and incorporates 14,400 square metres of A grade office space and 885 car parks. 

This clearly provides a substantial investment for Fremantle and adding the proposed amount of 

commercial office accommodation would, when fully occupied, bring significant additional 

employment and, therefore, shoppers to Fremantle. It would provide a significant boost to 

available car parking in Fremantle, seen from the telephone survey results, above, as a major 

barrier to local residents shopping in Fremantle. 

The question is whether the additional retail space would enhance or detract from retailing in 

the Fremantle CBD. 

Many shopping centres have been built away from traditional street shopping precincts in places 

around Australia and elsewhere. Inevitably they have dragged retail activity away from the high 

street environment, even if only a short distance from the traditional precinct. This has usually 

occurred because land is not available, or at least perceived not to be available, within the high 

street area. 

Thus, the issue here is whether the Victoria Quay proposed retail development will be an 

integral part of CBD retailing and therefore add value to it, or whether it is located far enough 

away such that it effectively becomes a competitor to the existing retail precinct. 

In terms of distance alone, it is probably at the margin in terms of being a part of Fremantle or a 

competitor. However, to be an effective complement to existing retail, two critical things would 

need to be in place. 

Firstly, there would need to be an effective linkage for pedestrians to move easily and freely 

between Victoria Quay and the existing precincts. Two factors would, at least currently, appear 

to work against such linkage. Firstly, the fact people would have to cross over a railway line may 

prove a barrier and, notwithstanding the proposed redevelopment and orientation of Phillmore 

Street, face a difficult pedestrian environment across the bus depot to Queen Street and Kings 

Square. Secondly, the gap from the railway station to Queen Street retailing caused by the 

vacant Gas and Coke site and the likely redevelopment of the Woolstores Shopping Centre in 

2016 will not assist. 

 It can be argued that people currently move from the railway and bus stations to the Fremantle 

CBD and that the proposed development is virtually the same distance from the CBD. However, 

people currently do not have a choice about which way they go, and it is more speculative as to 
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whether those parking their cars to go shopping would be inclined to walk up to the existing 

retail precinct – particularly if there are cafes overlooking the water within the Victoria Quay 

precinct thus obviating the potential desire to visit the cafes in South Terrace. 

The second requirement to make the development a complement to existing retail in Fremantle 

would be that this retailing is strong and therefore provides a clear incentive for shoppers who 

visit the Victoria Quay site also to visit the rest of Fremantle. 

Currently, as noted earlier in this report, this is not the case and there is, therefore, the potential 

for existing retailers to transfer to the new and strong centre, further exacerbating the potential 

‘split’ between Victoria Quay retailing and Fremantle high street retailing. 

All of the above considerations are speculative and cannot be proven one way or the other. 

However, it is considered that the risk of a fragmentation of retailing is such as to warrant 

extreme caution about the effect of the proposal – at least until the strength of retailing in the 

CBD is achieved and the linkage between Victoria Quay and the CBD is able to be really effected 

through appropriate development of the Gas and Coke site and the Woolstores Shopping centre 

has undergone its proposed development. 

Redevelopment of the Myer/Queensgate sites into a strong retail precinct would also be helpful 

in that it would provide a traditional ‘barbell’ structure of two strong precincts pulling traffic 

between them. This would, in turn, result in strong retailing inevitably developing along Queen 

Street – a clear part of the development of retailing in Fremantle. 

In essence, therefore, the question of the effect of the proposed retail development comes 

down to one of timing and, from the above analysis it is considered that retailing in the 

traditional CBD precinct should precede major retail development on Victoria Quay. If a 

commercial development on Victoria Quay without significant retail were to be viable, then 

clearly this would be a positive for retailing in Fremantle.  

An Ultimate Vision for Fremantle - the Retail Model Plan 

The key strategy for developing the retail offer in Fremantle, taking into account current 

ownership and development plans that are currently being considered, is set out below in 

approximate order of priority: 

 Redevelop Myer together with Queensgate, Spicer, and possibly the Council administration 

office. This should include expanding the library, a destination in its own right. The 

development should have a strong retail component capable of making the precinct a retail 

destination. It should be supported by strong car parking thus making it a shopping centre 

within the Fremantle CBD. Council’s ownership of four of the key sites in this precinct 

(Queensgate building, car park, administration office and the Spicer site) provides it with a 

unique opportunity to activate the proposal. It is understood the owner of the Myer building 

is keen to undertake a redevelopment of the site.  

 An example of a shopping centre incorporating a town hall and civic offices can be found in 

the Adelaide inner suburb of Norwood. Council administration offices extend from the 

original Town Hall (heritage listed) to space above the recently developed Norwood Place 
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shopping centre. Council has a community title for the 1,000 sqm of office space and also 

owns the air space to allow for future expansion. The next stage will be to incorporate the 

Norwood library within the complex. There is a rooftop car park above the shopping centre 

with access via a Council owned two level car park at the rear of the complex.  

Norwod Town Hall – Integrated with Shopping Centre 
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 Ensure good retailing and car parking is incorporated in the proposed redevelopment of the 

Point Street sites. This can provide support for Woolworths and act as a catalyst for further 

development along Adelaide Street, thus avoiding the potential isolation of this area from 

the rest of Fremantle. 

 Examine opportunities to redevelop ANL House on the corner of Queen and Adelaide 

Streets. This is potentially a key site for retail given that it is close to the potentially 

redeveloped Queensgate centre and is, along with Target, a gateway to the Adelaide Street 

East precinct.  

 Strongly encourage development of the Gas & Coke site. Whilst this currently provides 

useful and convenient car parking, it creates a barrier between the transport hub around the 

railway station and the rest of Fremantle. Retailing should be provided on the ground floor 

with an attractive entrance visible from the railway station. 

 Influence the proposed redevelopment of the Woolstores Shopping Centre such that quality 

retailing is incorporated within the new site. Like the Gas and Coke site, it should have 

strong visual appeal from both Queen Street and the railway station. 

 Encourage quality retailing along Queen Street to ensure an effective linkage between the 

Gas and Coke and Woolstores shopping Centre and the redeveloped Myer precinct. 

 Encourage mixed use development (as intense as possible) along Adelaide Street to create 

an ‘entrance boulevard’ to Fremantle as described above. 

 Once the above is complete, support retail development if proposed on the Victoria Quay 

site adjacent to the railway station. 

 In all of the above developments, strong emphasis should be given to comparison shopping 

categories – ie fashion, gifts, homewares etc 

 Find every opportunity for easy access car parking in all of the proposed developments 

Figure 6 gives an overview of the outcome at the conclusion of the above development plan. It 

shows the key anchors or destination points as an oval shape and the linkages as yellow lines. 
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Figure 6 ultimate Retail Destination Points and Linkages  
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A complementary strategy is to ensure somewhat unique retailing concepts are included in the 

tenancy mix. This would be designed to provide a point of difference from the traditional retail 

mix found within stand alone enclosed shopping centres such as Booragoon, Claremont and 

Cockburn. These should reflect the character of Fremantle. 

Such tenancies could include: 

• Unique fashion and designers 

• Art stores (including indigenous) 

• WA made products 

• Organic products 

There are many examples around Australia where retail precincts have been very successful in 

positioning themselves as distinctive. They have been successful without the traditional 

anchor/specialty store model. Some examples include: 

 Hahndorf SA 

 Semaphore Road SA 

 Brunswick Vic 

 Richmond Road Vic 

 Chapel Street Vic (high fashion) 

 Salamanca Tas 
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There are already examples within Fremantle of a unique offer being successful. These include: 

 East & West Furniture,  

 Brooker Furniture, 

 Monk Photography, 

 Creative Art Gallery, 

 Home Providore,  

 Gino’s,  

 Ame Bel,  

 Bodkins Boots,  

 Fremantle Markets  
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8. Key Strategies for Implementation  

It is suggested that there are two complementary strategies required to implement the retail model 

plan. One is a leasing strategy to ensure the best tenancy mix is obtained. The second is a 

development strategy to implement the development plan outlined in the previous section. 

a) Opportunities To Improve The Retail Mix In Fremantle 

 

Potential businesses OPPORTUNITIES 

Local current Fremantle retailers  increase in size in current location 
 increase in size in a NEW location 
 relocate to a better location 
 relocate to a cluster of same category 

businesses 
 open a second store with the same product 

or a niche range of products 
Perth & surrounds retailers i.e. Perth CBD 

retailers, Northbridge, Leederville, Hillarys, 

Booragoon 

 open a new location in Fremantle with a 
cluster of category stores 

 open a new store in a selected independent 
location 

Regional Western Australian retailers i.e. 

Geraldton, Kalgoorlie, Esperance, Busselton, 

Bunbury, Joondalup, Rockingham 

 open a new location in Fremantle with a 
cluster of category stores 

 open a new store in a selected independent 
location 

Australian retailers i.e. South Australia, 

Melbourne, Sydney, Brisbane, Cairns, Darwin 

 open a new location in Fremantle with a 
cluster of category stores 

 open a new store in a selected independent 
location 

Overseas retailers – Malaysia, Hong Kong, 

Singapore, China, Taiwan, New Zealand, South 

Africa, India 

 open a new location in Fremantle with a 
cluster of category stores 

 open a new store in a selected independent 
location 

 

* It is important to develop a strong niche cluster of retailers that don’t go directly head to head 

with Garden City, Perth CBD or other regional centres. Fremantle has a unique opportunity to 

develop precincts of quirky one off independent businesses with the power to attract customers and 

visitors from Perth and further away. Developing the organic, artistic and authentic retailers within 

the Fremantle City Centre will provide a base for future growth. 

The tenancy mix will continue to evolve according to market forces, but if a proactive approach is 

adopted with definite leasing and tenancy mix goals in mind, better results can be achieved.  

A business recruitment and attraction program should be developed, including a package of 

information with demographic information, pedestrian counts, traffic volume, marketing and 

Chamber of Commerce assistance. 
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The retention of current businesses through training programs and solid marketing to attract more 

customers and visitors is also critical. 

Some physical changes to the environment coupled with a strategic plan to develop the retail offer 

will deliver positive results for Fremantle City. 

The development of the Fremantle Model Plan has identified opportunities and potential categories 

to be enhanced. The next step is to work closely with the property owners, and leasing agents to 

gain the support required implementing the plan. An important task is to convince new retailers that 

Fremantle City Centre is changing and there are big opportunities becoming available.   

Retail development tools include a Leasing Opportunities Brochure to assist with marketing the 

precinct and potential opportunities. The presentation of research data including customer 

demographics, income, family status etc helps the retailers make a favourable decision to locate in 

the City Centre. The same data should be available on a Leasing Opportunities website promoting 

Fremantle City Centre as a key location with growth opportunities. A good example of a website with 

these characteristics is the Orion Town Centre Brisbane -  www.orionspringfield.com.au/leasing .  

KEY LEASING STRATEGIES 

 Establish a Retail Development planning group for Fremantle to: 

 target selected retailers to invite and encourage them to come 

 provide valuable feedback to Council to provide excellent 
opportunities for successful trade 

 be proactive to counteract any shops leaving or closing 
 

 Involve Property Owners in the retail plan with regular meetings and communication. 
 

 Involve Leasing Agents in the plan by providing useful traffic counts, pedestrian counts, new 
retail opportunities and expiring leases. Development on Strategic Sites will provide 
numerous new opportunities. 

 

 Generate positive marketing and publicity communication about the Fremantle City Centre 
and its future development and advancement. 

 

 Demonstrate leadership through public investment and facilitation of private investment 
through the use and development of key sites along Adelaide Street and Queen Street.   

 

 Develop and maintain a vacancy opportunity list with square metre details, Property Owner 
and desired business use information easily accessible to leasing agents and enquiring 
businesses. 

 

 Create a Leasing Opportunities brochure, website, promotional CD and advertising to 
encourage new businesses into the Fremantle City Centre. 

 

 Utilise Fremantle Leasing Agents’ skills to target, seek out and approach the desired 
businesses.  One or two key destination stores could attract more stores to follow. This may 
require a fee to retain a Leasing Agent to deliver for the group. 

http://www.orionspringfield.com.au/leasing
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Create a NEW Strategic Leasing Kit for Fremantle 

 

Several Australian Councils and Real Estate Agents worked together to create very useful leasing kits 

to assist Property Owners, Leasing Agents, Council staff, Business Associations and prospective 

businesses. Several of the publications are available with permission of the relevant Councils listed 

below. 

Retailers will set up where the risk is minimised and the chance of success is high.  

Council can facilitate the retail plan process and assist new businesses to understand conditions 

from research gathered. Improvements in the retail mix can take time and will never be perfect, 

however working towards a plan is better than just hoping for a good result. Retailers are always 

looking for new opportunities to grow and the retail plan will always need the injection of new 

businesses into the mix. 

Marketing the opportunities and pursuing targeted businesses requires energy and organization but 

will eventually deliver results. Property owners and leasing agents need to be committed to this 

function because it will ultimately improve their investment through improved rental and higher 

property values.  

Important elements of the leasing strategy include: 

I. A Retail Model Plan 

II. A Leasing Sub-Committee 

III. A Communication Plan 

IV. Money to fund initiatives and promotional material 

The recommended documents provide a full list of useful contacts to help businesses establish 

themselves including Government and Council departments for small business, Business Association 

contacts, Business Enterprise Centres, Business Licensing, ABS statistics contacts, the Australian Tax 

Office and Leasing Agents. 
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The check list covers the roles and responsibilities of Real Estate/Leasing Agents, Landlords, Retailers 

and Council, What to look for in a retailer, Legal Rights and Obligations, Council Regulations, Shop 

design, Insurance and Valuations. 

Valuable resources:  

‘Strategic Leasing Kit for Retail Shopping Strips’ 

The City of Monash, Kingston, Glen Eira (Victoria) should be acknowledged for developing the 

‘Strategic Leasing Kit for Retail Shopping Strips’. 

‘Leasing Checklist’ 

The City of Unley (South Australia) developed a ‘Leasing Checklist’ using the ‘Strategic Leasing Kit’ 

as a basis.  The Leasing Checklist is available on the City of Unley website.   

‘Commercial leasing Resource for Retail Premises’ 

Business Porirua and Bayleys Realty (New Zealand) have also developed a Commercial Leasing 

Resource Guide. 

Listing of vacant premises (needs Property Owner assistance) 

It is important to provide information to potential businesses about available shops and potential 

uses of those shops.  

The available retail and commercial space list should contain: 

 Address of the vacancy 

 Type of premises – shop / office etc 

 Parking available 

 Approximate size in square metres 

 Upstairs space available 

 Neighbouring stores 

 Possible uses i.e. gift store, fashion, jewellery 

 Positive features of the location i.e. – passing pedestrians, next to a key store 

 Annual rent plus outgoings 

 Agent contact details 
 

Performance measures       

 Vacancy rates within the City Centre precinct 

 The % of retailers with an increase in business over last year – by survey 

 Pedestrian counts in the precinct key locations (3 monthly, 6 monthly or annually) 

 $m of new investment coming into the City Centre 

 The number of new businesses starting up 

 The number of employees working in retail stores 

 The number of new applications received by Council and approved 
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b) Implementing the Retail Model Plan 

This report will not, in itself, realise the development strategy outlined above. There are at least 

three potential strategies to provide the catalyst for development to take place in the way 

envisaged. 

Firstly, designated officers within the Fremantle Council could undertake the role of liaising with 

property owners, retailers and developers. They would do this in close consultation with any BID 

board or committee that may be in place. 

This has the advantage of potentially achieving the outcome without additional cost to Council. 

There would need to be one designated manager made responsible for this and he or she would 

need to be senior enough to carry the credibility of full Council and be capable of communicating 

effectively with commercially driven developers and retailers. 

Potential downsides of this approach include the possibility of a conflict between Council’s role in 

planning approval and facilitating development, the reality that senior managers have many 

responsibilities such that they may not be able to provide the concentrated focus required on 

occasions to overcome potential hurdles to planned developments and the fact that Council staff do 

not necessarily have the commercial credibility to act as effective project catalysts. 

A second approach is to establish some form of redevelopment authority. Whilst such a body would 

not have the power and resources of, say, the East Perth Redevelopment Authority, it would be 

provided with seed capital funds to build land banks to facilitate land consolidation and to manage 

the City of Fremantle’s interest in potential development sites.  

The potential downside of such an approach is finding the right people to be involved who have the 

knowledge and skills required, but do not have any potential conflict of interest with possible 

developments. It may also require the City of Fremantle to provide capital funds to an independent 

party, something it may be reluctant to do. 

A possible halfway house between these two concepts is for Council to engage an external project 

facilitator with knowledge, experience and credibility to engage with the necessary stakeholders, 

identify opportunities, to assist the City of Fremantle, if necessary to build appropriate land banks 

and to ensure the retail model plan is implemented. 

Such an arrangement can be relatively low cost, ensures flexibility in time commitments such that a 

full focus can be applied at critical times in the development of particular projects and provides a 

capacity to liaise effectively across the various areas of Council’s management. 

Whichever approach is adopted, one of the above or some other, it is critical that some 

organisational responsibility be assigned to follow through on the vision set out in this report. 

Establishing relevant and achievable time frames for the development program outlined in this 

report is circumspect at best. There are many factors that will come into play including whether 

landowners will want to develop or sell their property, availability of bank finance (which is currently 

very difficult and expensive), exiting leasing arrangements for particular sites, general economic 
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conditions, the real economic feasibility of particular projects (which obviously includes cost of 

acquiring land), planning approval processes plus many other uncertainties. 

Having made these points, it is clear there are some timelines that are already apparent that set 

some parameters for the overall plan. 

The owners of the Myer site are keen to implement a redevelopment within the next 6 to 12 

months. Council is currently calling for expressions of interest in regard to the Point Street sites. The 

owners of the Woolstores Shopping Centre plan to redevelop that site in 2016. The redevelopment 

of the Fort Knox building is currently underway and the owner of the Woolstore building in 

Cantonment Street is apparently keen to redevelop that site if agreement can be reached with 

Council over heritage issues. 

This, in itself is an impressive list of proposed and current developments. It is also encouraging to 

note that ING has seen viability in providing 12,000 square metres of retail space in Fremantle. 

Given the extent of what is proposed and is currently being actively considered, it is not 

unreasonable to anticipate full development of the retail model plan as outlined above (pp 43 and 

44) to occur within 8 to 10 years, although it could be over a shorter time frame if all the cards fell 

into place and the economy remains strong. A lot will depend on whether the initial developments 

(the Myer, Queensgate development and the Point Street development) are successful. 
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9. Summary of Recommendations – Action Plan 

The core of the recommendations contained in this report – the ‘Retail Model Plan’ - is set out in 

Figure 7 below. It summarises  

 the actions recommended council take in the short term       

 the structures that it is suggested be put in place 

 the priorities for additional development project 

 a broad time line for action (clearly more speculative for later years) and  

 the necessary interaction between the development program and the Board of the Business 

Improvement District. 

In essence establishing a BID will require the following: 

 Create a Business Steering Group to develop aspects of the BID Business Plan and BID 
Project. 

 

 Create seed funding for a BID Project and the employment of a BID Project Manager to work 
with the Steering Group to develop the BID. Seek grants from Government business 
agencies, Council and private investors. 
 

 Commence the development of a Council policy for the development of a BID. The policy 
must cover funding, governance and implementation. 

o Wollongong City Centre has developed some best practice governance policies. 
(contact Paul Fanning City Manager) 

o Manukau City Council NZ has developed a range of policies to cover the introduction 
of small and large BIDs. The Council has amalgamated recently with Auckland City 
Council. 

 

 The BID Management can utilise the Leasing Strategies contained in this report however in 
the short term the Council and Business owners could create some of the marketing 
material to target new retailers. Attracting new retailers can be a slow process that may take 
3-5 years to target, approach and set up a desired business. A supporting strategy could 
include paying a retainer and commission to a leasing agent to seek and secure desirable 
businesses identified.  

 
The recommendation is that the first priorities for development are the Myer, Queensgate, Spicer 
and City Administration sites along with the Point Street sites. These developments will define the 
core for new commercial, residential and retail developments in Fremantle. A number of further 
projects, as summarised can follow, whilst the redevelopment of Adelaide Street should be an 
ongoing process. 
 
The leasing strategy should give high priority to comparison shopping categories – ie fashion, home 
wares, gift ware etc, together with unique character stores around organic food, arts and special 
designer concepts. The objective must be to build on Fremantle’s current strengths (eg cafes, 
restaurants, heritage buildings, tourism destinations, the Notre Dame University, the wharves etc). 
 
Other recommendations contained in the report include: 
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 Activation of Kings Square 
 

 Introduction of good street landscaping, particularly along Adelaide Street 
 

 Establishment of street art, including some that encourages people to interact with the 
items 

 

 Effective management of access and parking – including signage, short, medium and long 
term categories and a balance between control/revenue raising and customer friendliness. 

 

 Actively pursue the introduction of light rail into Fremantle in a way that helps integrate 
the various attractions of the City. 
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Figure 7  

Retail Model Plan 
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Appendix I 

FREMANTLE BUSINESS MIX - NOVEMBER 2010     

Hoyts Cinemas Collie Street Hoyts Majors Cinemas 

Hoyts Cinemas William Street Car Park building Majors Cinemas 

Target Queen Street   Majors DDS 

Myer Department Store William Street 
Queensgate 
Complex Majors Department Store 

Coles Cantonment St 
Woolstores 
Centre Majors Supermarket 

Woolworths Adelaide Street Adelaide Centre Majors Supermarket 

Best & Less William Street   Mini Major Health & Beauty 

Bead Post Market Street  Fashion Accessories 

Bead World William Street Car Park building Fashion Accessories 

Beads & Bangles 
Henderson 
Street Car Park building Fashion Accessories 

Canterbury Spectator Sport South Terrace  Fashion Accessories 

Diva High St Mall Atwell Arcade Fashion Accessories 

Dreske Somoff Leather Bags Cantonment St Atwell Arcade Fashion Accessories 

Hemp Co High St Mall  Fashion Accessories 

Claire De Lune Bridal 
Packenham 
Street  Fashion Bridal 

Eco Kids High St Mall Atwell Arcade Fashion Children 

Antipodium 
Packenham 
Street  Fashion Designers 

Betts Shoes Market Street  Fashion Footwear 

Birkenstock Shoes Marine Terrace  Fashion Footwear 

Bob's Footwear/Apparel Market Street  Fashion Footwear 

Bodkins Bootery High Street  Fashion Footwear 

KS1 Footwear Collie Street  Fashion Footwear 

KS2 Footwear Market Street  Fashion Footwear 

KS5 Footwear Collie Street  Fashion Footwear 

Mi Life Market Street  Fashion Footwear 

Paul Carroll Shoes Queen Street  Fashion Footwear 

Spendless Shoes Cantonment St 
Woolstores 
Centre Fashion Footwear 

UGG Footwear High Street  Fashion Footwear 

Between the Flags Bathers Market Street  Fashion General 

Broken Doll Fashion Cantonment St Atwell Arcade Fashion General 

Carnage Clothing 
Paddy Troy 
Mall Piazza Fashion General 

Castle Camelot 
Paddy Troy 
Mall Piazza Fashion General 

Get Lucky Clothing 
Paddy Troy 
Mall Fremantle Malls Fashion General 

Jalfreezi Fashion 
Paddy Troy 
Mall Piazza Fashion General 

Joynt Venture Clothing 
Paddy Troy 
Mall Fremantle Malls Fashion General 

LA Clothing High Street  Fashion General 

Margaret River Hemp Shop 
High Street 
East  Fashion General 

Mountain Designs William Street 
Queensgate 
Complex Fashion General 

Out of the Closet Fashion High St Mall Manning Arcade Fashion General 

Purely Australian Clothing South Terrace  Fashion General 

Shock & Oar Fashion William Street  Fashion General 
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Sushi Travel Clothing  High Street  Fashion General 

Victus Delictus Fashion 
Paddy Troy 
Mall Piazza Fashion General 

Jeanswest High St Mall  Fashion Jeans 

Just Jeans Cantonment St 
Woolstores 
Centre Fashion Jeans 

Bousefield Menswear High Street  Fashion Mens 

Ferrari Formalwear Adelaide Street  Fashion Mens 

Murray Smiths Fashion Queen Street  Fashion Mens 

Terrace Mens Fashion Market Street  Fashion Mens 

Warren Menswear Market Street  Fashion Mens 

Ame Bel Fashion High Street  Fashion Womens 

Ashe Womens Fashion High Street  Fashion Womens 

Billie & Rose Market Street  Fashion Womens 

Casa Rialto Fashion High Street  Fashion Womens 

Cinja Fashion 
Paddy Troy 
Mall Fremantle Malls Fashion Womens 

Hipnosis Fashion Market Street  Fashion Womens 

Hustle Fashion High Street  Fashion Womens 

Icon Fashion Market Street  Fashion Womens 

Keke Boutique Essex Street  Fashion Womens 

KK Clothing Cantonment St 
Woolstores 
Centre Fashion Womens 

Lemon Fashion Market Street  Fashion Womens 

Lick Clothing/Gifts Market Street  Fashion Womens 

Lora Boutique Collie Street  Fashion Womens 

Mabu Fashion High Street  Fashion Womens 

Market Transit Street Fashion Market Street  Fashion Womens 

Millers Fashion High Street  Fashion Womens 

Mini Marche Fashion Market Street  Fashion Womens 

Morrisons Fashion Market Street  Fashion Womens 

Noni B Cantonment St 
Woolstores 
Centre Fashion Womens 

Purple Design (upstairs) Market Street  Fashion Womens 

Rockmans Cantonment St 
Woolstores 
Centre Fashion Womens 

Rush Mens/Womens Market Street  Fashion Womens 

She Seldom Blushes Cantonment St Atwell Arcade Fashion Womens 

Soul Sisters Fashion Market Street  Fashion Womens 

Sussan High St Mall  Fashion Womens 

Zanerobe Men/Womens Market Street  Fashion Womens 

City Beach High St Mall  Fashion Youth 

Cotton On Adelaide Street  Fashion Youth 

Fluid Fashion High Street  Fashion Youth 

Gym Kids Sport Essex Street  Fashion youth 

Jay Jays High St Mall  Fashion Youth 

Krazy Teez Market Street  Fashion Youth 

Maribu Clothing 
High Street 
East  Fashion Youth 

Mikara Youth Clothing Cantonment St Atwell Arcade Fashion Youth 

New T Tshirts Market Street  Fashion Youth 

Off the Wall Fashion Market Street  Fashion Youth 

Oz made T Shirts Market Street  Fashion Youth 

Red Tiger Fashion Market Street  Fashion Youth 

SOS Surf Gear Adelaide Street  Fashion Youth 

The Butcher Shop Point Street  Fashion Youth 
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Valley Girl Adelaide Street  Fashion Youth 

Vidlers Surfwear Market Street  Fashion Youth 

Wear 2 Outlet Fashion 
Henderson 
Street  Fashion Youth 

Pongee Fashion Queen Street Highgate Court Fashion Youth 

Bakehouse Café South Terrace  Food Café 

Bennys Bar Café South Terrace  Food Café 

Blink Café High Street  Food Café 

Breaks Café High Street  Food Café 

Café 55 High Street  Food Café 

Café on High High Street  Food Café 

Culleys Tearooms High St Mall Atwell Arcade Food Café 

Dome South Terrace  Food Café 

Fidels Café Essex Street  Food Café 

Ginos Café South Terrace  Food Café 

Gloria Jeans Adelaide Street  Food Café 

Green Bean Café William Street 
Queensgate 
Complex Food Café 

Gypsy Tapas House Café Queen Street Highgate Court Food Café 

Hans Asian Café Collie Street Hoyts Food Café 

Healthy Byte Café William Street  Food Café 

Hush Café Market Street  Food Café 

Il Cibo Café Market Street  Food Café 

Internet Café William Street Fremantle Malls Food Café 

Internet Lounge 
Bannister 
Street  Food Café 

Juicy Beetroot Café 
High Street 
East  Food Café 

L2 Eat Café 
High Street 
East Tum Tum Lane Food Café 

La Dodo Café 
Paddy Troy 
Mall Piazza Food Café 

La Tropicana Café 
High Street 
East  Food Café 

Lans Café Cantonment St  Food Café 

Maria's on the Terrace South Terrace  Food Café 

Merchant Tea South Terrace  Food Café 

Mistral Café Adelaide Street  Food Café 

Moore & Moore Café Henry Street  Food Café 

Oceans Sushi Café Cantonment St 
Woolstores 
Centre Food Café 

Pasta Addiction Café Mouat Street  Food Café 

Simons Fusion Café South Terrace  Food Café 

The Mill Bakehouse Café Norfolk Street  Food Café 

Jaynes Addiction Belgian Chocolate Market Street  Food Confectionery 

Lolly Shop 
Paddy Troy 
Mall Fremantle Malls Food Confectionery 

Lollys Cantonment St Atwell Arcade Food Confectionery 

San Churro Chocolatier Market Street  Food Confectionery 

Western Union Convenience Adelaide Street  Food Convenience 

Stay Healthy Health Food Cantonment St 
Woolstores 
Centre Food Health 

Vitamin Centre Adelaide Street Adelaide Centre Food Health 

All Natural Gelare 
Paddy Troy 
Mall Fremantle Malls Food Icecream 

Baskin & Robbins Mews Road  Food Icecream 
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Cold Rock Collie Street Hoyts Food Icecream 

The Shake Shack 
Paddy Troy 
Mall Fremantle Malls Food Icecream 

Fremantle Bottle Shop 
High Street 
East  Food Liquor 

Fremantle Cellars Adelaide Street Adelaide Centre Food Liquor 

Liquorland Cantonment St 
Woolstores 
Centre Food Liquor 

Newport Bottle Shop Market Street  Food Liquor 

Little Creatures Micro Brewery Mews Road  Food pub/club/bar 

Port Mill B&B Essex Street  Food pub/club/bar 

Sweetlips Mews Road  Food pub/club/bar 

Whisper Wine Bar Essex Street  Food pub/club/bar 

Anchor Hotel South Terrace  Food pub/club/bar 

The Esplanade Hotel Marine Terrace  Food pub/club/bar 

The Orient Bar High Street  Food pub/club/bar 

East End Bar / Lounge 
High Street 
East  Food pub/club/bar 

Fremantle Club Inc 
Bannister 
Street  Food pub/club/bar 

Hogs Bar 
High Street 
East  Food pub/club/bar 

Rosie O'Gradys William Street  Food pub/club/bar 

Tijuana Club South Terrace  Food pub/club/bar 

Monk Brewery South Terrace  Food pub/club/bar 

Asian Grill or vacant? Norfolk Street  Food Restaurant 

Bengal Indian Restaurant Phillmore St  Food Restaurant 

Char Char Bull Restaurant Mews Road  Food Restaurant 

Chogajip Korean Restaurant Essex Street  Food Restaurant 

Cicerellos Fish Restaurant Mews Road  Food Restaurant 

Fiorantina Restaurant Market Street  Food Restaurant 

Fortosa Restaurant Market Street  Food Restaurant 

Gates to India (upstairs) 
Paddy Troy 
Mall Piazza Food Restaurant 

Great Mellie French Restaurant High Street  Food Restaurant 

Istanbul Turkish Restaurant Essex Street  Food Restaurant 

Joe's Fish Shack Seafood Mews Road  Food Restaurant 

Korean Restaurant Point Street  Food Restaurant 

La Porchetta Collie Street Hoyts Food Restaurant 

Marachino Restaurant Collie Street  Food Restaurant 

Mexican Kitchen South Terrace  Food Restaurant 

Mussel Bar Restaurant Mews Road  Food Restaurant 

Next Door Restaurant South Terrace  Food Restaurant 

Noel Restaurant Point Street  Food Restaurant 

Outback Jacks Bar & Grill Essex Street  Food Restaurant 

Sala Thai Restaurant Norfolk Street  Food Restaurant 

Sandrino Restaurant Market Street  Food Restaurant 

The Essex Seafood Restaurant Essex Street  Food Restaurant 

The View Restaurant Mews Road  Food Restaurant 

Vivicenti Tea House Point Street  Food Restaurant 

Zapatas Mexican Restaurant (upstairs) 
Paddy Troy 
Mall Piazza Food Restaurant 

Maya Indian Lounge Bar Market Street  Food Restaurant 
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Capris Restaurant South Terrace  Food Restaurant  

Fremantle Fresh Poultry Cantonment St 
Woolstores 
Centre Food Retail 

Fresh Produce Fruit Veg Cantonment St 
Woolstores 
Centre Food Retail 

Kakulas Sister Grocer Market Street  Food Retail 

Lucky 7 Convenience Essex Street  Food Retail 

Mini Mart  Essex Street  Food Retail 

Nippon Food Supplies Collie Street  Food Retail 

Pure & Natural High St Mall  Food Retail 

Sterrett Meats Cantonment St 
Woolstores 
Centre Food Retail 

Tally Ho Chinese Mini Mart Cantonment St  Food Retail 

Thai Supermarket 
High Street 
East  Food Retail 

Alibaba Kebabs South Terrace  Food Takeaway 

Boost  South Terrace  Food Takeaway 

Chooks Fish n Chips Queen Street Target  Food Takeaway 

Croissant Express South Terrace  Food Takeaway 

Dolce Vita Pizza South Terrace  Food Takeaway 

Ecco Pasta & Pizza Market Street  Food Takeaway 

Eden Deli Adelaide Street Westgate Mall Food Takeaway 

Fresh and Tasty 
Paddy Troy 
Mall Fremantle Malls Food Takeaway 

Hungry Jacks South Terrace  Food Takeaway 

Kailis Fish Market Mews Road  Food Takeaway 

Merino Key Takeaway Cantonment St 
Woolstores 
Centre Food Takeaway 

Muffin Break Cantonment St 
Woolstores 
Centre Food Takeaway 

Nicks Shishkebabs South Terrace  Food Takeaway 
Old Shanghai Food Court (8 small 
operators) 

Henderson 
Street  Food Takeaway 

Oriental Noodle House 
High Street 
East  Food Takeaway 

Ottoman Kebab House 
Paddy Troy 
Mall Fremantle Malls Food Takeaway 

Piccolo Café Deli High Street  Food Takeaway 

Pierres Kitchen Crepes 
Paddy Troy 
Mall Fremantle Malls Food Takeaway 

Pizza Bellaroma South Terrace  Food Takeaway 

Pizza on High High Street  Food Takeaway 

Pure & Natural Queen Street Target  Food Takeaway 

Rice Sushi train Collie Street Hoyts Food Takeaway 

Soho Burgers South Terrace  Food Takeaway 

Spoon Icecream South Terrace  Food Takeaway 

Subway Market Street  Food Takeaway 

Sushi   High St Mall  Food Takeaway 

Sushi & Sandwich Bar Queen Street Target  Food Takeaway 

Thai Food takeaway William Street Car Park building Food Takeaway 

Villa Roma Pizzeria High Street  Food Takeaway 

Wendys Cantonment St 
Woolstores 
Centre Food Takeaway 

Adelaide House apartments Point Street  General Accommodation 

Backpackers 
Packenham 
Street  General Accommodation 

Bannister Apartments Bannister  General Accommodation 
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Street 

Club Suite Apartments 
High Street 
East  General Accommodation 

Fire Station Backpackers Phillmore St  General Accommodation 

Flinders Lane accomm Adelaide Street  General Accommodation 

Harbourside Apartments Phillmore St  General Accommodation 

Henty Apartments 
Packenham 
Street  General Accommodation 

Nomads Backpackers High Street  General Accommodation 

Packenham Apartments 
Packenham 
Street  General Accommodation 

Pirates Backpackers Essex Street  General Accommodation 

Planet Ark Cantonment St  General Charity 

RSL Clubrooms High Street  General Community 

Ann Margaret Florist William Street Car Park building General Florist 

Petals Florist 
High Street 
East  General Florist 

Sweet Floral Essex Street  General Florist 

Westgate Florist Point Street Westgate Mall General Florist 

East West African Shop 
High Street 
East  General Gifts 

South Terrace Markets South Terrace  General Markets 

Cash Converters William Street Fremantle Malls General Pawn shop 

Dockside Signs Market Street 
Wesley Way 
Arcade General Signage 

Anglicare Shop 
High Street 
East  General Variety 

Babylon Second Hand Cantonment St  General Variety 

Flying Tea Pots 
Paddy Troy 
Mall Piazza General Variety 

Good Sammy  
High Street 
East High St Arcade General Variety 

Mills Imports Adelaide Street  General Variety 

Pickled Fairy 
Paddy Troy 
Mall Piazza General Variety 

Price Savers High St Mall  General Variety 

Red Dot Adelaide Street  General Variety 

Vinnies Shop 
High Street 
East  General Variety 

Wesley Thrift Shop Market Street 
Wesley Way 
Arcade General Variety 

Fonezone Cantonment St 
Woolstores 
Centre Homewares Communications 

Living Digital Optus William Street 
Queensgate 
Complex Homewares Communications 

Vodaphone High St Mall  Homewares Communications 

Singer Sewing Machines Adelaide Street Westgate Mall Homewares Electrical 

Dick Smith Electronics Adelaide Street Westgate Mall Homewares Electronics 

Yarns on Collie Fabrics Collie Street  Homewares Fabrics 

Brooker Furniture High Street  Homewares Furniture 

East West Furniture Adelaide Street Westgate Mall Homewares Furniture 

Jarrah Fine Art Furniture High Street  Homewares Furniture 

Kartique Furniture High Street  Homewares Furniture 

Port Jarrah Furniture High Street  Homewares Furniture 

The Pine Shop 
Henderson 
Street  Homewares Furniture 

Amaize Homewares South Terrace  Homewares Gifts 

Homeart Cantonment St Woolstores Homewares Gifts 
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Centre 

Oxfam Queen Street  Homewares Gifts 

Eat Drink Cook High St Mall  Homewares Tabletop 

Home Providore 1 Market Street  Homewares Tabletop 

Home Providore 2 Market Street  Homewares Tabletop 

Eros Jewellery / Clothing Market Street  Jewellery / gifts Jewellery 

Arc of Joan Gifts 
Paddy Troy 
Mall Piazza Jewellery/Gifts Gifts 

Gemworld Opals William Street Car Park building Jewellery/Gifts Gifts 

Molitatar Classic Gifts Cantonment St  Jewellery/Gifts Gifts 

Qtease Gifts Cantonment St 
Woolstores 
Centre Jewellery/Gifts Gifts 

30 High St Jeweller High Street  Jewellery/Gifts Jewellery 

Creation Jewellers High St Mall  Jewellery/Gifts Jewellery 

Domani Jewellers (upstairs) Adelaide Street  Jewellery/Gifts Jewellery 

Fremantle Opals Market Street 
Wesley Way 
Arcade Jewellery/Gifts Jewellery 

Hoops of Steel 
Paddy Troy 
Mall Fremantle Malls Jewellery/Gifts Jewellery 

Kailis Australian Pearls Collie Street  Jewellery/Gifts Jewellery 

Quirici Jewellery 
Paddy Troy 
Mall Fremantle Malls Jewellery/Gifts Jewellery 

Zamels Cantonment St 
Woolstores 
Centre Jewellery/Gifts Jewellery 

Adult Shop High Street  Leisure Adult 

2nd Hand Bookshop High Street  Leisure Books 

Co-op Book Shop Henry Street  Leisure books 

Dymocks Books / ABC Shop High St Mall  Leisure Books 

Elizabeth Second Hand Books High St Mall  Leisure Books 

Elizabeth Second Hand Books South Terrace  Leisure Books 

New Edition Books High Street  Leisure Books 

Penny Bannister Books 
High Street 
East  Leisure Books 

St Johns Books Queen Street Highgate Court Leisure books 

Buffalo Club High Street  Leisure Entertainment 

Deckchair Theatre 
High Street 
East  Leisure Entertainment 

Essex St pool & Snooker Essex Street  Leisure Entertainment 

Harbour Theatre Adelaide Street  Leisure Entertainment 

Hoyts Cinemas William Street 
Queensgate 
Complex Leisure Entertainment 

Luna Cinemas on SX Essex Street  Leisure Entertainment 

Qzar Fun Parlor Essex Street  Leisure Entertainment 

Timezone South Terrace  Leisure Entertainment 

Asia Style Art High Street  Leisure Gallery/Gifts 

Creative Aboriginal Art High Street  Leisure Gallery/Gifts 

Didgeridoo Breath Market Street  Leisure Gallery/Gifts 

Finishing Touches Pictures High Street  Leisure Gallery/Gifts 

Japingka Indigenous Art High Street  Leisure Gallery/Gifts 

Mirenda Fine Art High Street  Leisure Gallery/Gifts 

Monk Photos Art High Street  Leisure Gallery/Gifts 

Moore & Moore Henry Street  Leisure Gallery/Gifts 

PS Art Studio 
Packenham 
Street  Leisure Gallery/Gifts 

Red Canvas Art High Street  Leisure Gallery/Gifts 

Secret Door Gallery High Street  Leisure Gallery/Gifts 
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Stunned Emu Design South Terrace  Leisure Gallery/Gifts 

True Blue Art High Street  Leisure Gallery/Gifts 

TAB Player Collie Street  Leisure Gambling 

Blue Buddha High St Mall Manning Arcade Leisure Gifts 

Empire High St Mall Manning Arcade Leisure Gifts 

Souvenirs Adelaide Street  Leisure Gifts 

Chart & Map Shop Collie Street  Leisure Hobbies 

EB Games Cantonment St 
Woolstores 
Centre Leisure Hobbies 

Fleet Cycles Adelaide Street  Leisure Hobbies 

Fremantle Model Cars Cantonment St Atwell Arcade Leisure Hobbies 

Games Workshop 
Paddy Troy 
Mall Fremantle Malls Leisure Hobbies 

Jackson Drawing Supplies Point Street Westgate Mall Leisure Hobbies 

Momentum Skate Boards Point Street  Leisure Hobbies 

Sterling & Currency 
Paddy Troy 
Mall Fremantle Malls Leisure Hobbies 

Flutters Lottery Queen Street Target  Leisure Lotteries 

Reeds Lottery Tobacco Market Street  Leisure Lotteries 

Junction Records 
Paddy Troy 
Mall Fremantle Malls Leisure Music 

LA Forum Music Cantonment St Westgate Mall Leisure Music 

Record Minder High Street  Leisure Music 

Lucky Terrace News South Terrace  Leisure Newsagent 

Newsagency Cantonment St 
Woolstores 
Centre Leisure Newsagent 

Newspower Newsagent Adelaide Street Adelaide Centre Leisure Newsagent 

Parkside Newsagency Adelaide Street  Leisure Newsagent 

Shepherds Newsagency High St Mall  Leisure Newsagent 

Port Stationery High Street  Leisure Office Supplies 

Camera House Market Street  Leisure Photography 

Viva Photography Cantonment St  Leisure Photography 

White Tulip Photography 
Packenham 
Street  Leisure Photos 

Freo Souvenirs Market Street  Leisure Souvenirs 

Oz Souvenirs Gifts High St Mall  Leisure Souvenirs 

Dolphin Dive Market Street  Leisure Sport 

Katmandu Adelaide Street  Leisure Sport Wear 

Europa Sport Market Street  Leisure Sports 

Armstrong Architects High Street  Office  

Integrity Staffing (upstairs) 
Paddy Troy 
Mall Fremantle Malls Office  

Access Housing (upstairs) Adelaide Street Adelaide Centre Office  

Accountants Australia 
High Street 
East  Office  

Architectura 
High Street 
East  Office  

Atlas Profilax Adelaide Street Woodsons Arcade Office  

Avis Cars Queen Street Car Park building Office  

Beyond Fringe management Adelaide Street 
Flinders 
apartments Office  

Brian Horticulture Adelaide Street 
Flinders 
apartments Office  

Bruyn Design Phillmore St  Office  

Cade Accounting Adelaide Street Woodsons Arcade Office  

Caporn & Young Agent Adelaide Street 
Flinders 
apartments Office  
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CDM Communications 
Paddy Troy 
Mall Fremantle Malls Office  

Chamber of Commerce Phillmore St  Office  

Child Protection Office Adelaide Street  Office  

Citizens Advice Bureau Queen Street Car Park building Office  

City of Fremantle Rangers 
Henderson 
Street Car Park building Office  

Community Care Offices William Street 
Queensgate 
Complex Office  

Creative Minds Phillmore St  Office  

Critical Components Adelaide Street Woodsons Arcade Office  

Customs House Phillmore St  Office  

Design Agency Adelaide Street Woodsons Arcade Office  

Flinders Lane Physiotherapy Adelaide Street 
Flinders 
apartments Office  

Forest Ment Office Adelaide Street  Office  

Hair Free Adelaide Street Woodsons Arcade Office  

Harvey Beef Office 
Packenham 
Street  Office  

Holistic Health Adelaide Street 
Flinders 
apartments Office  

Housing Assoc (upstairs) 
Paddy Troy 
Mall Fremantle Malls Office  

Jujitsu Adelaide Street Woodsons Arcade Office  

K Line Australia 
Bannister 
Street  Office  

Mortgage Choice Adelaide Street 
Flinders 
apartments Office  

Office   Collie Street  Office  

Pak n Send Cantonment St  Office  

Port City Real Estate Adelaide Street Woodsons Arcade Office  

Professional Management 
Paddy Troy 
Mall Fremantle Malls Office  

Reco Industrial Design Phillmore St  Office  

Redken Office Adelaide Street 
Flinders 
apartments Office  

Resource Centre William Street 
Queensgate 
Complex Office  

Richear SeaFoods Wholesale 
Bannister 
Street  Office  

Roelink Office (upstairs) Market Street 
Wesley Way 
Arcade Office  

S&P Life Skills 
Packenham 
Street  Office  

SAL Shipping Lines 
Bannister 
Street  Office  

Scottish House Phillmore St  Office  

Speech Pathologist Adelaide Street 
Flinders 
apartments Office  

Sungrid Energy Specialists 
Bannister 
Street  Office  

Torres Troubleshooter (upstairs) 
Paddy Troy 
Mall Fremantle Malls Office  

Urban Desk/Printline High Street  Office  

WA Vascular Adelaide Street Woodsons Arcade Office  

Waterfront Marine Services 
Packenham 
Street  Office  

Wesley Assist Office Queen Street Car Park building Office  

Western Australia Bait supply 
Packenham 
Street  Office  
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Wilkey Office (upstairs) 
Paddy Troy 
Mall Fremantle Malls Office  

Williams Devonport Collie Street  Office  

Woods Architects  
Henderson 
Street Car Park building Office  

Aberfield Consultants 
Paddy Troy 
Mall Piazza Office  

Anglican Office Queen Street Office Block Office  

Asian Shipping Services Norfolk Street  Office  

Australian Offshore Solutions Nairn Street  Office  

Australian Wool Exchange Norfolk Street  Office  

Breastscreen WA Queen Street  Office  

Bullocks freightmaster 
Paddy Troy 
Mall Fremantle Malls Office  

Centre Manager Piazza 
Paddy Troy 
Mall Piazza Office  

Chris Hoppen Design 
Bannister 
Street  Office  

Community First Offices Queen Street  Office  

Counselling Centre  Henry Street  Office  

CREM Engineers Marine Terrace  Office  

Dinglebird Environmental Queen Street Office Block Office  

Earth House Design Queen Street Office Block Office  

Employment Plus Queen Street Office Block Office  

EMRGNC Body Mind Speech 
Paddy Troy 
Mall Fremantle Malls Office  

Endeavour Marine Marine Terrace  Office  

Engineers Offices Marine Terrace  Office  

Fremantle Bailiff 
Paddy Troy 
Mall Fremantle Malls Office  

Fremantle Technology (upstairs) 
Paddy Troy 
Mall Piazza Office  

Germanisher Lloyd Ports Queen Street Office Block Office  

Hardrodt Transport Services Norfolk Street  Office  

Human Resources Essex Street  Office  

Integrity Staffing High Street  Office  

John Ethridge Strata Services Norfolk Street  Office  

Marine House Essex Street  Office  

Marine Surveys Queen Street Office Block Office  

Maritime Offices Museum High Street  Office  

Mel Stewart Work Dynamics 
Paddy Troy 
Mall Fremantle Malls Office  

Meropolis Admin 
Paddy Troy 
Mall Piazza Office  

MYR Consulting High Street  Office  

Nick's Place Admin 
Paddy Troy 
Mall Piazza Office  

Norfolk Counselling Norfolk Street  Office  

People Alive (upstairs) 
Paddy Troy 
Mall Piazza Office  

Primary Securities Ltd Nairn Street  Office  

Ronco Consulting Marine Terrace  Office  

Southside Personnel High Street  Office  

Space Agency Architects High Street  Office  
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St Johns   Henry Street  Office  

The Mystic Rose 
Paddy Troy 
Mall Fremantle Malls Office  

TJ Morris  Norfolk Street  Office  

Urban Design Office Norfolk Street  Office  

Verve Creative 
Bannister 
Street  Office  

WA Apprentices Queen Street  Office  

Walls Pty Ltd Norfolk Street  Office  

Wetsuit Central Nairn Street  Office  

Francis Jones Accounting 
High Street 
East  Services Accounting 

Alterations Point Street Westgate Mall Services Alterations 

Looksmart Alterations Cantonment St 
Woolstores 
Centre Services Alterations 

Tailor (upstairs) High St Mall  Services Alterations 

Vince Petrucci Tailor Point Street Westgate Mall Services Alterations 

ATM Market Street  Services Bank ATM 

ANZ ATM Cantonment St 
Woolstores 
Centre Services Banking 

ANZ Bank Queen Street  Services Banking 

Bank ATM South Terrace  Services Banking 

Bank of Qld Queen Street  Services Banking 

Bank of Qld ATM Cantonment St 
Woolstores 
Centre Services Banking 

Bankwest Queen Street  Services Banking 

Bendigo Bank Adelaide Street  Services Banking 

Cashcard ATM Cantonment St 
Woolstores 
Centre Services Banking 

Commonwealth Queen Street  Services Banking 

NAB ATM Collie Street  Services Banking 

NAB Bank High Street  Services Banking 

Police & Nurses Credit Union Cantonment St 
Woolstores 
Centre Services Banking 

St George Bank Adelaide Street  Services Banking 

Suncorp ATM Cantonment St 
Woolstores 
Centre Services Banking 

United Banking Queen Street  Services Banking 

Westpac Adelaide Street  Services Banking 

Westpac Queen Street  Services Banking 

Westpac ATM Cantonment St 
Woolstores 
Centre Services Banking 

Westpac ATM Queen Street Target  Services Banking 

Inet Internet Market Street 
Wesley Way 
Arcade Services Communication 

Allwell Christian House Queen Street  Services Community 

Counselling Relationships 
High Street 
East  Services Community 

Wesley Mission Office Market Street 
Wesley Way 
Arcade Services Community 

Apple Dental Queen Street Office Block Services Dental 

Banksia Dental Care Market Street 
Wesley Way 
Arcade Services Dental 

Dental surgery upstairs Market Street  Services Dental 

Dr Anthony  Queen Street Office Block Services Dental 

Fremantle Dentures (upstairs) Cantonment St Atwell Arcade Services Dental 

Fremantle Orthodontist High Street  Services Dental 
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East 

Dentist Patrick Galgan Adelaide Street  Services dentist 

Doctor Ryan (upstairs) 
Paddy Troy 
Mall Fremantle Malls Services Doctor 

Practitioner (upstairs) 
Paddy Troy 
Mall Fremantle Malls Services Doctor 

Dry Cleaner Adelaide Street Westgate Mall Services Dry Cleaning 

Academy of Fashion High Street  Services Education 

Notre Dame Uni High Street  Services Education 

Quinlans Hospitality Training High Street  Services Education 

Zhongao Institute (upstairs) 
Paddy Troy 
Mall Fremantle Malls Services Education 

Contract Labour (upstairs) 
Paddy Troy 
Mall Fremantle Malls Services Employment 

PVS Workfind Nairn Street  Services Employment 

Case Management Queen Street Highgate Court Services Employment 

Credipack Manager (upstairs)  
Paddy Troy 
Mall Fremantle Malls Services Finance 

GE Money Adelaide Street  Services Finance 

Money Gram Exchange South Terrace  Services Finance 

Police & Nurses Credit Union William Street Fremantle Malls Services Finance 

The Loans Shop & Café Marine Terrace  Services Finance 

Total Choice Loans Norfolk Street  Services Finance 

Prosser Scott Funerals Adelaide Street  Services funerals 

Amore Hair Market Street 
Wesley Way 
Arcade Services Hairdresser 

Aveda Hair & Beauty Cantonment St Atwell Arcade Services Hairdresser 

Dees African Hair Salon 
High Street 
East  Services Hairdresser 

Envy Mens Hair Market Street  Services Hairdresser 

Fooh Bar Hair High Street  Services Hairdresser 

Gerry Mens Hair Point Street Westgate Mall Services Hairdresser 

Grace International Hair William Street 
Queensgate 
Complex Services Hairdresser 

Hair Therapy Adelaide Street Adelaide Centre Services Hairdresser 

James Hair Studio 
Paddy Troy 
Mall Piazza Services Hairdresser 

Mahogany Exclusive Hair 
Paddy Troy 
Mall Fremantle Malls Services Hairdresser 

Martin & Marias Hair Adelaide Street  Services Hairdresser 

Norm Wrightsons Hair William Street  Services Hairdresser 

Salon Express Hair 
High Street 
East  Services Hairdresser 

Silvertons Hair 
Paddy Troy 
Mall Fremantle Malls Services Hairdresser 

The Shearing Shed 
Paddy Troy 
Mall Fremantle Malls Services Hairdresser 

Unique Hair & Beauty High Street  Services Hairdresser 

Volona Hair Cantonment St 
Woolstores 
Centre Services Hairdresser 

Grace International Hair Queen Street  Services Hairdresser 

AB Physio Norfolk Street  Services Health 

Acupuncture & Remedial Massage 
Packenham 
Street  Services Health 

Acupuncture (upstairs) 
Paddy Troy 
Mall Fremantle Malls Services Health 

Massage Shop Cantonment St 
Woolstores 
Centre Services Health 
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Perth Pathology 
High Street 
East  Services Health 

Sena Therapies 
High Street 
East  Services Health 

Traditional Chinese Medicine 
High Street 
East  Services Health 

Vital Body Massage William Street  Services Health 

HBF Health  High Street  Services Health   

Beauty Sense 
High Street 
East  Services Health & Beauty 

Body Nutrition Centre High St Mall Manning Arcade Services Health & Beauty 

Chinese Massage Cantonment St  Services Health & Beauty 

Cleos Beauty & Fashion William Street  Services Health & Beauty 

Day Spa Point Street  Services Health & Beauty 

Five Stars Tattoos High St Mall Manning Arcade Services Health & Beauty 

Forever Waxing & Beauty William Street Fremantle Malls Services Health & Beauty 

Jenny Craig (upstairs) Adelaide Street Adelaide Centre Services Health & Beauty 

Keturah Spa Beauty Adelaide Street  Services Health & Beauty 

Lee Massage Market Street  Services Health & Beauty 

Me More Beauty Clinic Norfolk Street  Services Health & Beauty 

Nail Art Cantonment St 
Woolstores 
Centre Services Health & Beauty 

Price Attack Cantonment St 
Woolstores 
Centre Services Health & Beauty 

Remedial Massage (upstairs) High Street  Services Health & Beauty 

Remedy Skin Care High Street  Services Health & Beauty 

Satori Spa Skincare Cantonment St Atwell Arcade Services Health & Beauty 

Scene Salon Hair Nails Collie Street  Services Health & Beauty 

Tai Chi Fitness Cantonment St  Services Health & Beauty 

Tattoo Shop Cantonment St  Services Health & Beauty 

The Skin Gym Essex Street  Services Health & Beauty 

Visage Health & Beauty Cliff Street  Services Health & Beauty 

Waxing / Beauty (upstairs) 
Paddy Troy 
Mall Fremantle Malls Services Health & Beauty 

Australian Hearing Cantonment St  Services Hearing 

Hearing Life Cantonment St  Services Hearing 

Chris Williams Lawyers 
High Street 
East  Services Lawyer 

Frichot & Frichot Barristers Norfolk Street  Services Lawyer 

Hayter & Co Lawyers William Street 
Queensgate 
Complex Services Lawyer 

Ian Farquahar Barristers Nairn Street  Services Lawyer 

Julienne Penny Barrister 
Bannister 
Street  Services Lawyer 

Julienne Penny Barrister (upstairs) Adelaide Street  Services lawyer 

Purvis Lawyers Market Street 
Wesley Way 
Arcade Services Lawyer 

Rando Solicitors 
Paddy Troy 
Mall Fremantle Malls Services Lawyer 

Fremantle Legal (upstairs) Adelaide Street  Services legal 

Legal Aid William Street 
Queensgate 
Complex Services legal 

Medicare Adelaide Street  Services Medical 

Abernethy Owens Optometrist Point Street Westgate Mall Services Optical 

Budget Eyewear William Street  Services Optical 

David Shanahan Optometrist Market Street  Services Optical 

Foreyes Optical High Street  Services Optical 
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East 

Just Spectacles Market Street  Services Optical 

OPSM Cantonment St 
Woolstores 
Centre Services Optical 

Specsavers High St Mall  Services Optical 

Central Pharmacy Cantonment St  Services Pharmacy 

Chemmart Cantonment St 
Woolstores 
Centre Services Pharmacy 

Discount Chemist Adelaide Street Westgate Mall Services Pharmacy 

Fremantle Pharmacy Adelaide Street Adelaide Centre Services Pharmacy 

Friendlies Chemist Adelaide Street  Services Pharmacy 

Greg's Discount Chemist 
High Street 
East  Services Pharmacy 

Pharmacy 
Paddy Troy 
Mall Fremantle Malls Services Pharmacy 

Priceline Adelaide Street  Services Pharmacy 

Phone Repairs 
Paddy Troy 
Mall Fremantle Malls Services Phone 

Australia Post Market Street  Services Post Office 

Burwood Property (upstairs) Market Street  Services Real Estate 

Fremantle Property Services (upstairs) William Street  Services Real Estate 

Harcourts Real Estate William Street 
Queensgate 
Complex Services Real Estate 

John & Marie O'Neill Property 
High Street 
East  Services Real Estate 

LJ Hooker Real Estate Market Street  Services Real Estate 

O'Byrne Real Estate 
Packenham 
Street  Services Real Estate 

Professionals William Street Fremantle Malls Services Real Estate 

Raine & Horne Real Estate 
High Street 
East  Services Real Estate 

Real Estate Broker High Street  Services Real Estate 

Prestige Shoe Repairs Queen Street  Services Shoe Repair 

Cobbler Shoes Cantonment St 
Woolstores 
Centre Services Shoe Repairs 

Shoe repairs Cantonment St Atwell Arcade Services Shoe repairs 

H&R Block Queen Street  Services taxation 

ITP Tax Queen Street  Services taxation 

Astro Travel Market Street 
Wesley Way 
Arcade Services Travel 

Cruise & Travel High Street  Services Travel 

Flight Centre William Street 
Queensgate 
Complex Services Travel 

STA Travel Market Street  Services Travel 

Student Flights Market Street 
Wesley Way 
Arcade Services Travel 

Travel Office High St Mall  Services Travel 

Vacant  Adelaide Street  vacant Office 

Vacant Adelaide Street 
Flinders 
Apartments vacant Office 

Vacant (upstairs) 
Paddy Troy 
Mall Fremantle Malls Vacant Offices 

Vacant Adelaide Street  Vacant  

Vacant Adelaide Street  Vacant  

Vacant Adelaide Street  Vacant  

Vacant Adelaide Street  Vacant  

Vacant Cantonment St Atwell Arcade Vacant  

Vacant Cantonment St  Vacant  
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Vacant 
Paddy Troy 
Mall Fremantle Malls Vacant  

Vacant 
Paddy Troy 
Mall Fremantle Malls Vacant  

Vacant 
Paddy Troy 
Mall Fremantle Malls Vacant  

Vacant 
Paddy Troy 
Mall Fremantle Malls Vacant  

Vacant  Adelaide Street  Vacant  

Vacant 
Bannister 
Street  Vacant  

Vacant Cantonment St 
Woolstores 
Centre Vacant  

Vacant Collie Street  Vacant  

Vacant Collie Street  Vacant  

Vacant High St Mall  Vacant  

Vacant High Street  vacant  

Vacant High Street  vacant  

Vacant High Street  vacant  

Vacant High Street  vacant  

Vacant High Street  vacant  

Vacant 
High Street 
East  vacant  

Vacant Market Street 
Wesley Way 
Arcade vacant  

Vacant Market Street 
Wesley Way 
Arcade Vacant  

Vacant Market Street 
Wesley Way 
Arcade Vacant  

Vacant 
Paddy Troy 
Mall Fremantle Malls Vacant  

Vacant 
Paddy Troy 
Mall Fremantle Malls Vacant  

Vacant Point Street Westgate Mall Vacant  

Vacant Point Street  Vacant  

Vacant Queen Street Car Park building Vacant  

Vacant Queen Street  Vacant  

Vacant Queen Street  Vacant  

Vacant Queen Street  Vacant  

Vacant Queen Street  Vacant  

Vacant William Street 
Queensgate 
Complex Vacant  

Vacant William Street  Vacant  

Vacant  
Paddy Troy 
Mall Fremantle Malls Vacant  

Vacant   Market Street  Vacant  

Vacant (ex Dome) Mews Road  Vacant  

Vacant (ex wagamama) Mews Road  Vacant  

Vacant (hotel) Market Street  Vacant  

Vacant (upstairs) 
Paddy Troy 
Mall Fremantle Malls Vacant  

Vacant Marine Terrace  vacant  
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Appendix II 

 

GARDEN CITY retailers     

Alphabetical list Category Sub-category 
3 kiosk Homewares Communications 
3G phones Homewares Communications 
ABC Shop Leisure Books 
Adairs Homewares Manchester 
Allphones Homewares Communications 
Amano Gelato Food Icecream 

Angus & Coote Jewellery/Costume/Gifts Jewellery 
ANZ ATM Services Banking 
Aroma Café Food Café 
Athletes Foot Fashion Footwear 
Australia Post Services Post 
Australian Geographic Leisure Books 
B Store Fashion Footwear 
Baines Homewares Bathroom 
Bakers Delight Food Retail 
Bank of Qld ATM Services Banking 
Bankwest   Services Banking 

Bankwest ATM Services Banking 
Bardot Fashion Womens 
BBQ Noodle Bar Food Takeaway 
Bed Bath N Table Homewares Bathroom 
Betts Fashion Footwear 
Betts Kids Fashion Childrens 
Big Dippers Food Takeaway 
Blue Illusion Fashion Womens 
Blue Spirit Jewellery Jewellery/Costume/Gifts Costume 
Body & Soul Fashion Womens 
Body Shop Services Health & Beauty 

Boost Juice Food Takeaway 
Bras N Things Fashion Womens 
Bright Eyes Fashion Accessories 
Brown Sugar Fashion Womens 
Cards Galore Leisure Cards 
Citibank Services Banking 
City Beach Surf Fashion General 
Clinique Services Health & Beauty 
Cobbler Extra Services Shoe Repairs 
Cobbler Plus Services Shoe Repairs 
Coffee Club Food Café 
Coles Major Supermarket 
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Colorado Fashion General 

Commonwealth ATM Services Banking 
Community Info Centre Services Community 
Cotton On   Fashion General 
Cotton On Body Fashion Womens 
Cotton on Kids Fashion Childrens 
Country Road Fashion Womens 
Crabtree & Evelyn Health & Beauty Beauty 
Crazy Johns Homewares Communications 
Crepe Café Food Café 
Croissant Express Food Takeaway 
Cue Fashion Womens 

Darrel Lea Food Confectionery 
David Jones Department Stores  

Davilia Mens Hair Services Hairdresser 
Dick Smith Electronics Homewares Electronics 
Diva Fashion Accessories 
Dome Food Café 
Dotti Fashion Womens 
Dreamy Donuts Food Takeaway 
Dusk Homewares Gifts 
Dymocks Leisure Books 
Early Learning Centre Leisure Books 

EB Games Leisure Entertainment 
Edo Teppan Food Takeaway 
Equip Fashion Accessories 
Esprit Fashion Womens 
Events Fashion Womens 
Exclusive Butcher Food Retail 
Fantasy Nails Services Health & Beauty 
Flight Centre Services Travel 
Flower  Fashion Womens 
Flowers in the Garden General Florist 
Fone Zone Homewares Communications 

Footlocker Fashion Footwear 
Forever New Fashion Womens 
Fresh Skin Services Health & Beauty 
Fresh Today Food Retail 
Funky Kids Fashion Childrens 
Gamesworld Leisure Entertainment 
Garden City News Leisure Newsagent 
Gazman Fashion Mens 
GC Lottery Centre Leisure Lotteries 
Glitterati Jewellery/Costume/Gifts Costume 
Gloria Jeans Food Café 

Godfreys Homewares Electrical 
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Gumboots Fashion Childrens 

Hairworks Services Hairdresser 
Harvey World Travel Services Travel 
HBF Health Services Health   
Health Point Massage Services Health & Beauty 
Healthy Life Food Health 
Hobbs Fashion Footwear 
House Homewares Tabletop 
Hoyts Cinemas Leisure Entertainment 
HSBC   Services Banking 
HSBC ATM Services Banking 
Infini Jewellery/Costume/Gifts Jewellery 

Inglot Services Health & Beauty 
Intagible Fashion Womens 
Jacqui E Fashion Womens 
Jamaica Blue Food Café 
Jay Jays Fashion Youth 
Jeanswest Fashion Jeans 
Jesters Food Takeaway 
John Walker Chocolate Food Confectionery 
JTs Ladies Mens Hair Services Hairdresser 
Just Cuts Services Hairdresser 
Just Jeans Fashion Jeans 

Just Spectacles Services Optical 

K Mart DDS Major 
Discount Dept 
Store 

Kebab Co Food Takeaway 
KFC Food Takeaway 
Kikki K Leisure Stationery Gifts 
King of Knives Homewares Kitchenware 
Kmart Auto Bay General  Auto 
Kmart DDS Discount Dept St  

Kookai Fashion Womens 
Laubman & Pank Services Optical 

Lenards Food Retail 
Liquorland Food Retail 
Live Fashion Youth 
Looksmart Alterations Services Alterations 
Looksmart Express Services Alterations 
Lorna Jane Fashion Womens 
Lush Services Health & Beauty 
Luxe Aveda Services Health & Beauty 
Maggie T Fashion Womens 
Magnolia Silver Jewellery/Costume/Gifts Costume 
Manadrin Wok Food Takeaway 
Matchbox Homewares Kitchenware 
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Maurice Meade Services Health & Beauty 

Maya Masala Food Takeaway 
Mazzuchellis Jewellery/Costume/Gifts Jewellery 
Mc Donalds Food Takeaway 
Medibank Private Services Health 
Michael Hill Jewellery/Costume/Gifts Jewellery 
Miss Maud Pastry Shop Food Takeaway 
Miss Maud Restaurant Food Restaurant 
More! Fashion Womens 
Morrison Fashion Womens 
Mother & Me Fashion Womens 
Mountain Designs Fashion General 

Muffin Break Food Takeaway 
Myer  Department Stores  

Myer  Major Department Store 
Napoleon Perdis Services Health & Beauty 
National Bank ATM Services Banking 
Noni B Fashion Womens 
Novo Shoes Fashion Footwear 
NZ Natural Food Takeaway 
OPSM Services Optical 
Optus World Homewares Communications 
Oroton Fashion Accessories 

Perfume Connection Services Health & Beauty 
Peter Alexander Fashion Womens 
Picnic Fashion Womens 
Placecol Services Health & Beauty 
Platinum Menswear Fashion Mens 
Portmans Fashion Womens 
Prescriptions Plus Services Pharmacy 
Prestige Sheepskin Fashion General 
Price Attack Services Hairdresser 
Priceline Services Health & Beauty 
Professionail Services Health & Beauty 

Prouds Jeweller Jewellery/Costume/Gifts Jewellery 
Pumpkin Patch Fashion Childrens 
Pumpkins Café Food Café 
Pure & Natural Food Takeaway 
Rainbow Rugs Homewares Flooring 
Rebel Sport Fashion Sportswear 
Red Rooster Food Takeaway 
Rediteller ATM Services Banking 
Reject Shop General  Variety 
Renos Hair Care Services Hairdresser 
Riot Art & Craft Homewares Craft 

Rivers Fashion Footwear 
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Roads Fashion Womens 

Roc Candy Food Confectionery 
Roger David Fashion Mens 
Rosendorf Diamond Jewellery/Costume/Gifts Jewellery 
Saba Fashion Womens 
Sanity Leisure Music 
Sarpinos Food Retail 
Sarpinos Food Takeaway 
Seafood Secrets Food Retail 
Secrets Shhh Jewellery/Costume/Gifts Accessories 
Shampoo Shop Services Hairdresser 
Shaver Shop Homewares Electrical 

Shiki Inn Food Takeaway 
Silver Sponge Carwash General  Auto 
Skytec Homewares Computers 
Smiggle Leisure Stationery Gifts 
Solstice Fashion Accessories 
Specsavers Services Optical 
Spendless Shoes Fashion Footwear 
Sportsgirl Fashion Womens 
St George Bank ATM Services Banking 
STA Travel Services Travel 
Strandbags Fashion Accessories 

Subway Food Takeaway 
Sumo Salad Food Takeaway 
Sunglass Hut Fashion Accessories 
Sunglass Hut (kiosk) Fashion Accessories 
Sussan Fashion Womens 
Suzanne Grae Fashion Womens 
Swarovski Jewellery  & Gifts Gifts 
Swarovski Jewellery/Costume/Gifts Gifts 
T 2 Food Confectionery 
T Life Telstra Homewares Communications 
T Squared Leisure Stationery Gifts 

Tarocash Fashion Mens 
Telechoice Homewares Communications 
Telstra Kiosk Homewares Communications 
Temt Fashion Womens 
The Lottery Centre Leisure Lotteries 
The Lucky Lottery Centre Leisure Lotteries 
Thomas Sabo Jewellery/Costume/Gifts Jewellery 
Tick Tock Services Watch Repairs 
Travelex Services Banking 
Triumph Fashion Womens 
Utopia Food Takeaway 

Verity Jewellers Jewellery/Costume/Gifts Jewellery 
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  Veronika Maine Fashion Womens 

Victoria Station Fashion Lingerie 
Vie Health & Beauty Beauty 
Villians Fashion Womens 
Virgin Mobile Homewares Communications 
Vodaphone Homewares Communications 
Watchworks Services Watch Repairs 
Waves Fashion General 
Wendys Food Icecream 
Westpac ATM Services Banking 
Wheel & Barrow Homewares Homewares 
Wild Cards & Gifts Leisure Stationery Gifts 

Witchery Fashion Womens 
Wittner Fashion Footwear 
Wizard Warehouse 
Pharmacy Services Pharmacy 
Woolworths Major Supermarket 
YD Menswear Fashion Mens 
Zamels Jewellery/Costume/Gifts Jewellery 
Zu Fashion Footwear 
Zushi Bento Food Takeaway 
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Appendix III 

 

Cockburn Gateway Shopping Centre Masterlist  
Alphabetical   
3 Mobile Homewares Communications 
AFL Store Leisure Sport 
Allphones Homewares Communications 
Allsorts Gifts Homewares Gifts 
Amano Gelato Food Takeaway 
Amcal Services Chemist 
Asian Mini Mart Food Retail 
Australia Post Services Postal 
Autograph Fashion Womens 
Baines Homewares Homewares Tabletop 
Bakers Delight Food Retail 
Bank Qld Services Bank 
Bankwest Services Bank 
Belein Skincare Services Health & Beauty 
Best & Less Mini Major Fashion 
Betts Fashion Footwear 
Big W Major DDS 
Bloom Central Florist General  Florist 
Boost Food Takeaway 
BP Service Station General  Auto 
Bras n Things Fashion Lingerie 
Bright Eyes Services Optical 
Caffissimo Food Café 
Carpet Choice Homewares Flooring 
Checkers Services Hairdresser 
Chinese Canton Food Takeaway 
Collins Books Leisure Books 
Commonwealth Bank Services Bank 
Cotton On Fashion Womens 
Crazy Johns Homewares Communications 
Croissant Express Food Takeaway 
Crossroads Fashion Womens 
Curves Services Health   
Dick Smith Homewares Electronics 
Donut King Food Takeaway 
Dry Cleaner Services Dry Clean 
Eagle Boys Food Takeaway 
EB Games Leisure Games 
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Ed Harry Fashion Mens 
Facet jewellers Jewellery/gifts Jeweller 
Fatal MX Fashion Youth 
Fixit Multi Service Services General 
Flight Centre Services Travel 
Francis Logan MLA Services MP 
Frankii Fashion Youth 
Game Leisure Games 
Gateway Dental Services Dental 
Gateway Fish & Chips Food Takeaway 
Gateway Fresh Food Retail 
Gentle Nails Services Health & Beauty 
Gloria Jeans Food Café 
Godfreys Electrical Homewares Electrical 
Gregs Discount Chemist Services Chemist 
H & R Block Services Tax 
Hairhouse Warehouse Services Hairdresser 
HBF Services Finance 
Head Studio Services Hairdresser 
Healthy Life Food Retail 
House Homewares Tabletop 
Howards Storage Homewares Storage 
Imagine Homewares Homewares Gifts 
JB Hifi Homewares Electronics 
Jeanswest Fashion Jeans 
Jim Kidd sports Fashion Youth 
Just Cuts Services Hairdresser 
Just Spectacles Services Optical 
Katies Fashion Womens 
Lakes Bikes Leisure Bikes 
Lenards Food Retail 
Library Services Community 
Looksmart Alterations Services Alterations 
Malone's Meats Food Retail 
Man to Man Fashion Mens 
Massage Point Services Health 
Maya Masala Restaurant Food Restaurant 
Mc Donalds Food Takeaway 
Michachinos Food Café 
Michael Hill Jewellery/gifts Jeweller 
Michels Food Café 
Mikazuki Sushi Food Takeaway 
Millers Fashion Womens 
Miss Maud Food Restaurant 
Motif Fashion Fashion Womens 
Muffin Break Food Takeaway 
National Bank Services Bank 
Newsagency Leisure Newsagent 
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NewsXPress Lottery Leisure Lotteries 
Noni B Fashion Womens 
Novo Shoes Fashion Footwear 
OPSM Services Optical 
Optus Homewares Communications 
Oven Delights Food Takeaway 
Payless Shoes Fashion Footwear 
Poolmart Leisure Pools 
Pots n More Homewares Gifts 
Pretzos Food Takeaway 
Price Attack Services Hairdresser 
Prouds Jeweller Jewellery/gifts Jeweller 
Raine & Horne Services Real Estate 
Rattigan & Assoc Services Barrister 
Red Dot Mini Mart Mini Major Variety 
Red Rooster Food Takeaway 
Rockmans Fashion Womens 
Salvation Army General  Variety 
Sanity Leisure Music 
Sarpinos Pizza Food Takeaway 
Shiels Jewellery/gifts Jeweller 
Skytec Homewares Computers 
Solver Paints Homewares General 
Sox n More Fashion General 
Spendless Shoes Fashion Footwear 
Strandbags Fashion Accessories 
Subway Food Takeaway 
Suga Suga Boutique Fashion Womens 
Suno Salad Food Takeaway 
Supa IGA Major Supermarket 
Surfs Up Fashion Youth 
Suzanne Grae Fashion Womens 
Telstra Shop Homewares Communications 
The Gate Bar & Bistro Food pub / bar /club 
The Kebab Co Food Takeaway 
Things Homewares Homewares Gifts 
Video Ezy Leisure Video 
Vodaphone Homewares Communications 
Volona & Assoc Services Hairdresser 
Westpac Bank Services Bank 
Woolworths Major Supermarket 
Woolworths Liquor Food Liquor 
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Appendix IV 

 

 

 Manukau City Council  
Business Improvement Districts (BIDs) Policy  
2009  
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1 Introduction  
This Policy is intended as an operational document to assist those responsible for establishing and 
running Business Improvement Districts (BIDs). An associated document, called the BIDs Policy 

Guide, can be read together with this Policy. In general, whereas this Policy focuses on explaining 
what should be done, the Guide explains why it should be done, and provides background 

information on complex aspects of the Policy.  

1.1 Name and Purpose  
The name of this policy is the Manukau City Council Business Improvement Districts Policy, or 

BIDs Policy.  

It is intended to be a practical aid for those responsible for implementing the Manukau City Town 
Centre Strategy (2004) and developing and managing Business Improvement Districts within 

Manukau City.  

1.2 Description  
In some sense, this policy is best understood as a series of decisions around the ideal structure 

and functioning of Business Improvement Districts. A look through the international literature in 
this field will quickly confirm that these issues are complicated. Ideally, the policy should be 

equitable, simple to understand and operate, while being sensitive to a range of diverse local 
needs. In practice these three objectives often conflict resulting in a need for some compromise. 

The mix of decisions presented in this policy is based on international and national best practice 

as well as on consultation with local stakeholders.  
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2 Overview  

2.1 Definitions  

 

Act  

Local Government (Rating) Act 2002  

Business Improvement District (BID)  

A designated urban (or rural) area, approved by Council, which acts collectively through an 

association to spend targeted rates and other funds for the end purpose of enhancing the 
economic vitality of the area.  

Previously Council has described BIDs as “Town Centres”, “Business Precincts”, “areas of benefit”, 

“targeted rating areas”, or “Mainstreets”.  

BID Association (BIDA)  

A body incorporated under the Incorporated Societies Act (1908) responsible for the 
administration and management of a BID.  

BIDAs may choose to call themselves Town Centre Associations, Business Precinct Associations, 

Business Associations, Mainstreet Programmes, or some other locally relevant name.  

BID Management Committee (BIDMC)  

Every BID is managed by a BID Management Committee. The Committee consists of elected BID 
members, appointed Council members, and associate members (see section 5.2.3).  

BID Manager  

A person employed or contracted by the BIDA to administer and coordinate activities within the 
BID.  

BIDA Member  

A member of a BIDA is a Commercial Property or Business owner, who is listed on the register of 
voters in the BID, and who then takes the additional step of formally joining the BIDA.  
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BID Proponent  

A person or group acting to establish a BID, such as local Business Association or a Property 
Owners‟ collective.  

Business Owner  

An owner of a business that is a tenant in, and permanently operates from, commercial property 
within the BID.  

Council  

Manukau City Council  

Mandate  

The level of community support required to (re)initiate alter, or terminate a BID. In general the 
minimum mandate is defined to be as 51 % in favour (for more detail, see section 4.9.4)  

Owners  

A collective term for Business Owners and Property Owners.  

Owners‟ List  

The original list of Owners from which the Voters‟ Register is created.  

Poll  

A poll is a ballot of registered voters. Polls are used for four purposes as per this policy 

(establishment, expansion, disestablishment or re-establishment of a BID)  

Property Owner  

An owner of a rateable commercial property located within the BID.  

Rateable Business  

A legal entity that attracts liability for rates. It may be either an entire rating unit on its own (such 

as a separately owned shop), or a separately used part of a larger rating unit (such as business 
within an office block).  

Registered Voter  

An individual who is listed on the local BIDA register of voters, and who is therefore able to vote 
in local BID polls  
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Targeted Rate  

A rate levied on property owners for special projects, as specified in sections 16 – 18 of the Act.  

Voter Register  

A list of all eligible individual voters maintained by the BIDA.  
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3 Considering a BID  
Discussions to explore the possibility to establish a BID may be initiated at any time by any 
interested party. Evidence must be sought that there is sufficient support among BID proponents 

to sustain a prolonged and comparatively demanding project.  
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4 Establishing a BID  

4.1 Determining BID Boundaries  
An initial project for BID proponents is to finalise the boundaries of the prospective BID in 

consultation with Council.  

4.1.1 Initial Consultation  

Council will supply a map of the surrounding business area, with a proposed boundary indicated.  

BID proponents will discuss the proposed boundaries with key stakeholders within (and 
potentially outside) the suggested area. Such stakeholders might include, for example, owners of 

large or central businesses, Government or Council agencies within the proposed BID, or 

interested community groups. A well advertised public meeting could be used as the method of 
communication.  

Following such consultation, BID proponents will discuss their preferences with Council.  

4.1.2 Malls  

Malls and shops within malls are not covered under this policy, and as such will not become liable 

for the Targeted Rate, unless agreement is reached to the contrary. Council will determine 
whether a particular collection of shops qualifies as a mall for the purpose of this policy.  

4.1.3 Private Residents  

Private (non-business) residents are not covered under this policy, and as such will not become 
liable for the Targeted Rate. Council will determine whether a particular property qualifies as a 

private residence for the purpose of this policy.  

4.1.4 Final Determination  

Ideally, Council will allow BID proponents to determine prospective boundaries. However, should 

Council and BID proponents disagree Council‟s decision is binding, as only Council can strike a 
rate.  
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4.2 Paying for BID Establishment  
Having established the boundaries and consequent approximate number of Owners in the 
potential BID, BID proponents may apply to Council for a seeding grant intended to cover the 

cost of establishment. Council must approve all expenses.  

4.3 Registering Voters  
The second major project for BID proponents is to compile a list of Owners within the agreed 

boundaries of the BID. This list is then filtered to create the Voter Register.  

4.3.1 Developing a List of Owners  

Council will supply the BID proponents with a list of Property Owners. Business Owners will be 

identified by the BID proponents through the use of a BID street survey, or other appropriate 
means. These two lists will be combined to create the Owners‟ list.  

4.3.2 Creating the Voter Register  

BID proponents must next make contact with every Owner on the Owners list, in order to 

determine who will be registered as a voter on the final Voter Register.  

If the Owner is an individual, that person should be registered as the voter unless s/he nominates 
someone else to act on his/her behalf. All future communication from the BID proponents or the 

eventual BIDA must be addressed to that nominated individual, unless the Owner subsequently 
communicates a desire to nominate a different representative to the BIDA.  

If the Owner is not an individual, the BID proponents must communicate with the senior 
management of that body (typically a company or trust) and request the name of a nominated 

representative to register as a voter. In both cases outlined above, a nominated representative 

can be either a specified person, or a specified position (such as “Store Manager” or “Chief 
Librarian”).  

Based on the principle of “one person – one vote”, where an individual or organisation appears 
multiple times on the Owners‟ list (because they own a number of properties or businesses in the 

BID) that person or group may only nominate one name for the register, no matter how many 

businesses or properties are owned. This person is  
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expected to vote on behalf of all business or properties owned by that individual or group.  
Voter information should include  

Name  
Contact Details  

o Mailing address  

o E-mail address  

o Telephone numbers  

 

Voters‟ preferred method of communication. Note that e-mail lists are a fast and virtually free method 
of communicating with groups and individuals.  

4.3.3 Non-eligible Business Owners  

The following Business Owners are not considered eligible to register in a BID Voter Register:  
Business Owners who operate their businesses from residentially rated property within the BID.  

Business Owners who give a business address which is a commercial property within the BID, but 
who do not physically run their businesses from that address (for example businesses who use their 

accountant‟s address, or business who have mail delivered to a relative or friend running a business 

within the BID).  
 

Business Owners who lease, rent or hire a very small area of commercial property within the BID, 
who do not permanently run their businesses from that address, and who appear to have taken on 

the liability primarily in order to gain BID membership and voting rights.  

4.4 Developing Strategic and Business Plans  
Council will provide assistance with the creation of a strategic and business plan for each BID that 

takes account of the particular requirements of the BID.  

There is no limit or restriction on the activities that BID proponents can propose the BID should 
undertake other than to avoid duplicating services already provided by Council through the 

general rate.  
However, as the strategic and business plans will be important documents for convincing voters 

to support the proposed BID, it is strongly recommended that these documents  
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reflect a representative view of the needs of the BID. Similarly, as the BIDA will need to work 

effectively with Council, Council‟s recommendations in regard to appropriate objectives should be 

given appropriate consideration (e.g., Manukau Town Centre Strategy 2004).  

4.5 Creating the Budget  
One of the outcomes of the planning process is a detailed budget that translates the BID‟s 

objectives into financial requirements. These requirements in turn should be used to determine 
the overall level of the Targeted Rate. Again, Council should provide assistance as required, and 

oversight of the final budget to ensure it conforms to accepted financial best practice.  

4.6 Choosing a Rating Method  
Schedule Three of the Act allows for Targeted Rates to be struck on a number of very different 

bases. This policy permits BID proponents to choose between two of these different methods for 
determining the rate liability of Owners.  

4.6.1 Method 1: Proportional Value Method  

This method is traditionally used by Council. Here, targeted rates are calculated either on the 
basis of the rateable value of the area of land on which a property is located, or of the capital 

value of the business. Every rating unit then attracts a liability to pay a percentage of its rated 
value, typically between 0.5 and 2 cents for each dollar of rateable value.  

This method is preferable where Owners owning or renting more valuable areas of land or 

businesses will gain significantly more from the actions of the BID than Owners with less valuable 
areas of land or businesses. For example, security patrols will spend far longer patrolling a large 

industrial site than watching over the takeaway bar next door. In this case it seems reasonable 
for the factory to pay proportionally more for such services.  

Council subsidies and grants are only available when the total Targeted Rate per year per 
Rateable Business amounts to at least $250, or the total Targeted Rated for the BID amounts to 

at least $125,000. Consequently, BID proponents using the Proportional Value method should 

request council to calculate a rate such that the average amount of  
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liable rate per Rateable Business within the BID remains above $250 pa, or the total Targeted 

Rate for the BID remains above $125,000 pa.  

4.6.2 Method 2: Flat Rate Method  

While the Proportional Value Method is traditional and simple to administer, land or capital value 

is often unrelated or even negatively related to the actual value of services to be gained by 
belonging to a BID. Graffiti removal services for example may be used far more by properties in 

poorly lit back areas than by shops in brightly lit busy main streets, while a large warehouse will 

benefit far less from a Santa Parade than a tiny café.  
BID proponents may decide that there is little difference between size of the businesses or 

the likely benefits accruing from BID membership. Alternatively they may decide that the idea 
of a Targeted Rate would be easier to „sell‟ to voters if the amount was known in advance, and 

equal for all. In such cases BID proponents may request that Council calculate a flat rate for 

every Rateable Business within their BID. To do this Council and BID proponents will calculate the 
total required BID budget, and divide it by the number of Rateable Businesses within the 

Boundaries of the BID, as per Factor 7 of s(18) of the Act.  
Here again, a minimum flat rate of either $250 for each Rateable Business, or of $125,000 for the 

BID, is required before Council grants and subsidies become available. BID proponents are of 
course free to ask Council to determine a higher level of flat rate per Rateable Business if their 

strategic and business plan justifies this, and they believe Owners would be prepared to pay this.  

4.7 Council Grants and Subsidies  
The total budget available to a BID usually consists of two components; A Council Grant funded 

by the Targeted Rate and an Annual Council Subsidy. In addition, Micro BIDs (with 80 or fewer 

Rateable Businesses) may have to share resources (a BID manager).  
BID proponents can determine the minimum total budget available to them for the first year of 

operation by using the following formula:  
No. of Rateable Businesses x Targeted Rate + Council Subsidy, where  
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“No of Rateable Businesses” is the number of Rateable Businesses that are contained within the BID 
boundaries (see section 4.1);  

the “Targeted Rate” is $250 per annum (subject to section 4.6)  
 

the “Council Subsidy” is a flat rate of $30,000 per annum.  

4.8 Preparing to Incorporate as a Society  
Concurrently with the steps described above, BID proponents should prepare the paperwork 

required to register the eventual BID Association as an Incorporated Society. Council will not 

strike a rate without evidence that the BIDA has incorporated, and the process can take some 
time to arrange. To this end, a draft constitution should be organised for the consideration and 

ratification of Members at the initial Annual General Meeting. A template constitution that 
supplements the Policy is available from Council.  

4.9 Holding an Establishment Poll  

 
Having completed the steps outlined in sections 4.1 to 4.8 above, the final step in the establishment 
phase is to hold an Establishment Poll.  

The following steps are required for an establishment poll to be considered valid.  

4.9.1 Choosing dates for the Poll  

All BID Polls are run as postal ballots. The period between mail out of the ballot papers, and 

close-off for return of ballots should be 2 weeks.  
Given this two week Poll period, it is recommended an Establishment Poll should not be held later 

than the last two weeks of September. This is because BID applications for a Targeted Rate, 
based on a successful Poll, must be received by Council before the close off of the Annual 

Planning process which begins in late October. Applications that miss the Annual Plan may have 

to wait a year for approval.  
As running a Poll requires the practical support of Council Officers and an independent election 

monitoring service (see below), a date for the Poll must be selected that suits all parties 
contributing to the administration and management of the Poll.  
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4.9.2 Informing Voters  

BID Proponents must inform all Registered Voters of the upcoming poll and ensure voters are 

aware of the main issues to be decided. Such issues include, but are not limited to  

The boundaries of the proposed BID  
The suggested funding model to be applied  

The approximate rate to be levied  
The objectives of the BID Strategic and Business Plans.  

The identities of the principal BID proponents  
To achieve these aims, BID proponents must  

Mail a voting paper, return envelope and information sheet to all Registered Voters 14 days prior the 

official close of the Poll.  
Hold at least one information meeting open to all interested parties, immediately before the mail-out 

of postal ballots.  
 

Place at least two advertisements in local newspapers advertising a meeting, at least one week apart 

and a minimum of three days prior the meeting.  

4.9.3 Sending out the Ballots  

Council will recommend an independent election monitoring service to BID proponents. BID 
proponents will contact the approved organisation as soon as the Voter Register has been 

finalised to enable the monitoring service to begin preparing for the Poll. Material prepared for 

the Poll will include  
A copy of the Register of Voters.  

A copy of an information sheet outlining the BID proposal.  
A copy of a Ballot form approved by the election monitoring service.  

A copy of a membership application form of the proposed BIDA.  

The monitoring service will send out an envelope including the information sheet, the Ballot form, 
the membership application form and a prepaid return envelope. Any requests for replacement 

ballots should be directed to the monitoring service.  

4.9.4 Checking the Mandate  

A BID Poll will always require a minimum of 51% of returned Ballot papers to be in favour of any 

proposition put to a Poll (BID Polls include Establishment, Expansion,  
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Disestablishment and Re-establishment Polls), independent of the percentage of total votes 

returned.  

4.9.5 Confirming the Result  

The monitoring service will receive, count and verify all returned Ballot papers. It will then report 

the result of the Poll to the BID proponents and the Council.  
Proxy and Absentee Voting. Proxy voting is not permitted during BID Polls. Registered voters 

who will be absent from their registered addresses during the two weeks of the Poll should 

indicate a forwarding address to the BID proponents to pass on to the election monitoring service 
to use.  

Non-registered eligible voters. Ideally, BID proponents should attempt to ensure all eligible 
voters in a BID area are registered. In practice this is not always easy, particularly in larger areas. 

In the event that an individual believes he or she is entitled to vote, but does not appear on the 

register of voters used by the election monitoring service, the service shall determine the status 
of the individual and whether a ballot should be issued.  
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5 Operating a BID  
Following the announcement of a successful Establishment Poll, BID proponents must next begin 
the work of developing the Association membership base, and preparing for the first AGM of the 

new BID Association.  

5.1 Developing the Association Membership Base  

5.1.1 Membership Rights and Responsibilities  

Membership of the BIDA entitles the individual member to  
Attend and vote at all Annual General Meetings  

Attend all meetings of the BIDA Management Committee (but not vote)  

Stand for election to the BIDA Management Committee (Associate Members cannot be elected).  
Receive regular communications about BID activities  

Receive notification of upcoming meetings and agenda items  
Membership of a BID requires agreement to abide by the Association‟s constitution, and follow all 

rules. Further, to ensure Targeted Rates are spent exclusively on BID projects, Association 

Members may be charged a small membership fee to belong to the Association. This should be 
used to cover administrative costs such as mail-outs and venue hire for meetings.  

5.1.2 Turning Voters into Members.  

While Registered Voters are always allowed to vote in BID Polls, they have to apply to become 

members of their BIDA. Application must be made to the BID proponents (before the first AGM), 

or to the secretary of the BIDA (after the initial AGM). Registered Voters who submit a completed 
application form must be granted membership as a right.  

Blank Association membership application forms should be sent out with the Voting Ballot Papers, 
with instructions on where and who to return them to. Initially these will be returned to the BID 

proponents who will begin the development of an Association membership list.  
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Blank membership forms should also be readily available from the BID proponents. Where 

possible, an electronic version should be made available on the internet, either on a site 

maintained by a BID proponent or interested party, or on an area of the Council‟s Website.  
Blank membership forms should also be available at the initial AGM to allow Registered Voters 

who want to sign up on the spot to be able to vote on motions at the meeting.  

5.2 Holding the First AGM  

5.2.1 Notification  

Following a successful Establishment Poll the BID proponents must promptly notify Registered 
Voters of  

o the date and place of the initial AGM of the BIDA.  

their opportunity to nominate individuals to the BIDA Management Committee, and how to do 

this  

their opportunity to study the proposed BIDA constitution  
their opportunity to study the proposed BIDA strategic and business plan  

the name and contact details of the Council Officer who will receive all nominations.  
Registered Voters could be notified by placing one or two newspaper advertisements in local 

papers, or by placing photocopied notices in Community Notice boards, and in the windows and 

notice boards of interested shops and offices. Where the Register of Voters includes email 
information, a group email could be sent out.  

5.2.2 Timing  

The AGM should be held at least two weeks after the Poll, to allow for nominations for the 

election of officers, and consideration of the draft constitution and draft strategic and business 

plans.  

5.2.3 Nominations for Election of Officers to the BIDA Management Committee  

Nominations can be made for positions on the BIDA Management Committee either for simple 
membership or for the chair. Nominations must be made in writing, signed by two  
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BIDA members, and the nominee themselves. These should be mailed, faxed or handed to the 

Council Officer identified in publicity about the AGM. Nominations will close 24 hours before the 

scheduled time of the Annual General Meeting.  

5.2.4 Key Activities in the AGM  

5.2.4.1 Election of Officers  

The AGM will be chaired initially by the Council Officer assigned to the BID. S/he will begin by 

reading out nominations and calling for a vote in favour in each case.  
Three members must be elected (a Chair, a Secretary and a Treasurer). All elected members 

have full voting rights on the committee.  

Once a Committee Chair has been selected, the Council Officer will hand over the remainder of 
the meeting to his/her control.  

Once members have been elected to the Committee they may, in discussion with the Appointed 
Committee members (see below), appoint up to three additional members to serve on the 

committee. These additional members may be (but don‟t have to be) determined by election. All 

such appointed members have full voting rights on the committee.  

5.2.4.2 Introduction of Appointed Committee Members  

Council has the right to appoint up to three people to the Committee  
A City Councillor and a Community Board Member (both with voting rights), and  

 
A Council Officer with responsibilities for the BID (without voting rights, except on financial matters 

when neither Councillor nor Community Board Member are present at a Management Committee 
meeting)  

The roles of the Councillor/Community Board member are to provide assistance with, and 

overview of, BID activities, particularly programme and budget development. In addition they 
provide information on Council, its processes and structures and provide a link between the BID 

and Council. The role of the Council Officer is to assist the BID achieve its goals, and to be 
available as a point of contact within Council on a day to day basis.  

The Chair should introduce these people and explain their role to members  
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5.2.4.3 Introduction of Associate (Committee) Members  

Non-rated members of the community may be invited to become Associate Members of the BIDA. 

Where appropriate, an annual membership subscription can be determined by Committee, and 
Associate Members may be required to pay this subscription.  

Associate Members may be allowed to join the Committee if accepted by a majority vote of the 
Management Committee. Their position is usually a purely advisory or liaison role entailing no 

voting rights. Such persons might, for example, include a community constable, religious leader, 

school principal or other local stakeholder. However, the Management Committee may decide, by 
majority vote, to confer full voting rights on up to two Associate Committee Members.  

The Chair should introduce these people and explain their role to members  

5.2.4.4 Ratification of key documents and decisions  

Having elected and confirmed the Committee Members in their positions, the AGM should move 
to a discussion and ratification of the documents and decisions made by the BID Proponents, in 

particular, the draft BIDA constitution, the draft strategic and business plans and the draft 

budget. Formal acceptance of these documents and any amendments are subject to the majority 
vote of the assembled BIDA members.  

5.3 Incorporating as a Society  
Following the initial AGM, the BID secretary should, as soon as possible, register the approved 
BIDA constitution with the Registrar of Incorporated Societies. This process can take some time, 

which is why it is important for the BID proponents to do as much of the preliminary work before 
the Poll as possible.  

Where a BID has misjudged the amount of time required to finalise incorporation, and is at risk of 
missing the close-off for the Annual Plan as a result, Council will accept evidence of application to 

incorporate, so long as confirmation is forwarded to the Council Officer responsible for the BID as 

soon as it is available.  
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5.4 Applying to Council for a Targeted Rate  
Once confirmation of incorporation has been received from the Registrar, the BIDA can move to 
apply to Council for a Targeted Rate in its area. To be successful in its application, the BIDA must 

present the following information to Council.  
Evidence of a mandate (report from election monitoring agency)  

Evidence of incorporation (Registrar of Incorporated Societies)  
The agreed BID boundaries (Council)  

The ratified budget (AGM Minutes)  

The ratified business plan (AGM Minutes)  

5.5 Signing the BID Contract  
Once Council has approved the application for a Targeted Rate, and before any funds can be 

released, a BID Contract must be signed by the Chair and Treasurer of the BIDA, and returned to 
Council. From this point the Council will begin releasing funds to the BIDA on a quarterly basis.  

The purpose of the BID Contract is to ensure that BIDA and Council clearly understand each 
others‟ responsibilities, including the required standards around  

Planning and Budgeting  

Accounting and handling of public funds  
Meeting procedures  

Human Resource Management  
In addition, the BID contract specifies remedies when either Council or BIDA does not abide by 

the terms of the contract.  

5.6 Hiring a BID Manager  
Once the council has released funds to the BIDA, it will be necessary to hire a BID manager. This 

position should be full- or part-time as determined by the BID Management Committee. 
Templates for contracts, person specifications, job descriptions and performance management 

and potential Key Performance Indicators for this position are available from Council.  
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5.7 Day-to-day Operating  

5.7.1 Managing a BID  

5.7.1.1 Committee Meetings  

The BIDA management committee must meet at least 10 times per year. A quorum for the 
transaction of business shall be any three voting members of the Committee.  

Absentee voting is permitted on specific motions listed in BIDA meeting agendas, when the 
absentee voter clearly identifies the issue(s) to be voted on, and his or her preference, in a 

signed letter to the Chair, well in advance of the meeting.  

5.7.1.2 Annual General Meetings  

BIDA AGMs must be held annually, around the anniversary of the initial AGM.  

5.7.1.3 Manager’s Activities  

On a day to day basis the BID manager should liaise with BID Management Committee members, 

BIDA members, and Council staff as appropriate. The BID Manager may take on the role of 
Secretary of the Management Committee but cannot, even in this capacity, vote on any BIDA 

matters.  
It is important for the BIDA to be seen to be acting quickly to achieve some of the short term 

operational objectives outlined in the first business plan. At the same time, there is a need to 
ensure adequate levels of management control are being exercised. To this end, it is expected 

that each BID Management Committee will develop a set of operational, project-related and 

strategic Key Performance Indicators. Practical assistance and templates are available from 
Council.  

5.7.2 Quality Management  

5.7.2.1 Management Education  

Early in the establishment of the BIDA, Management Committee members and the Manager may 
ask, or be required to, attend a BID Management training course held or recommended by 

Council. In addition, where there are significant skills deficits within the committee, the 

committee may apply to Council for a BID Educational Grant to enable  
 

20  



104 
 

Copyright DS Consulting & Premier Retail Marketing 
November 2010 

 

 

committee members to attend recommended course(s) on accounting, meeting protocol, 

budgeting, planning or other management processes.  

5.7.2.2 Programme Benchmarks and Key Performance Indicators (KPIs)  

To enable objective evaluation of BID projects, each BIDA will be expected to establish a number 

of benchmarks rated to their strategic and business plan objectives. These benchmarks will 
provide baseline measures against which progress can be objectively measured. Useful 

Benchmarks include, but are not limited to,  
Targeted Rate Payers‟ Survey  

Total Retail sales  

Pedestrian activity  
Local employment rates  

Business longevity  
Commercial rents  

Vacancy rates  
Public Transport operations  

Reported crime rates  

Street cleanliness surveys  
Graffiti removal costs  

Shopper/visitor satisfaction surveys  
Council may hold or collect information that can be used to establish effective benchmarks. 

Benchmarks should be monitored and reported on.  

In addition to establishing Programme Benchmarks, BIDAs should develop Key Performance 
Indicators for BID management processes. Examples of such management KPIs include, but are 

not limited to,  
Members attendance at meeting  

Frequency of communication with members  
Production and circulation of minutes  

5.7.3 Budgets  

BID Management Committees are responsible for preparing annual budgets. Budgets may be 
increased up to 5% per annum without requiring a Rate Alteration Poll (see below) to be held.  

In addition to the Targeted Rate, Management Committees may raise funds through other 
mechanisms. In particular, Management Committee may decide to levy a  
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subscription on all members, in order to ensure Targeted Rate Funds are reserved exclusively for 

programme objectives, while administrative expenses are covered by other funds.  

5.8 Altering, Disestablishing or Re-establishing the Targeted Rate  
The Targeted Rate that funds a BID can be significantly altered, disestablished or re-established 

by use of a Poll of Registered Voters.  

5.8.1 Targeted Rate Payers‟ Survey  

A Targeted Rate Payers‟ survey (which shall be conducted at least every two years) will be aimed 

at establishing and tracking the level of support for the BIDA. Council will carry the financial cost 
of the survey, but the BIDA may be required to contribute other resources that are at its disposal 

(e.g., BIDA Manager‟s time). Where results of the survey are exceptionally or consistently poor, 

Council may initiate a disestablishment poll.  

5.8.2 Rate Alteration Poll  

At any time the BIDA may decide to increase or decrease the Targeted Rate by more than 5% 
(Budgets may be increased or decreased up to 5% per annum with simple majority vote in favour 

at a BIDA AGM). BIDAs wishing to significantly alter the Targeted Rate must run a Rate Alteration 

Poll, following the procedures required for the Establishment Poll. Once again, where a mandate 
is shown, the BIDA must then apply to Council to increase or decrease the Rate. Council may 

refuse to alter the Rate, but must explain its refusal at a BIDA Special Meeting called to discuss 
the refusal.  

5.8.3 Disestablishment Poll  

In exceptional circumstances Council may initiate and arrange a Disestablishment Poll. Such 
circumstances might involve evidence of serious or ongoing mismanagement of Targeted Rate 

funds, a significant conflict arising among members of the BID Association or Management 
Committee, exceptionally or consistently poor results of a Targeted Rate Payers‟ survey, or a 

serious conflict arising between the BIDA and the Council itself. Where a Disestablishment Poll 

indicates support for the continuance of the Targeted Rate, Council should attempt to resolve the 
issue using other means, where at all possible.  
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Any unspent Targeted Rate funds remaining in the Association accounts must be returned to 

Council within one month of the failed poll and after all creditors have been paid. If the BIDA 

accounts are in arrears at the time the Poll is held, Council will assume the debts of the BIDA. 
Where these arrears are significant, council may strike a rate on the BID for a limited period, 

sufficient to cover the costs of recovery of monies owed.  
It should be noted that Council does not need a Disestablishment Poll to stop striking a Targeted 

Rate. The Disestablishment Poll is simply a mechanism for Council to assess Owners attitudes to 

the BID Association and the Targeted Rate before making any final decision.  

5.8.4 Re-establishment Poll  

Where a Disestablishment Poll has been won, the BIDA must wait two years before seeking 
support to re-establish a mandate. A Re-establishment Poll follows the same requirements as an 

Establishment Poll. Where a Re-establishment Poll is lost, no further Re-establishment Polls can 

be run within four years of the failed poll.  

5.8.5 Alteration of BID boundaries  

A BIDA may wish to alter the BID boundaries set at the time of the Establishment Poll. Specific 
reasons for altering the Boundaries include:  

5.8.5.1 BID expansion  

 
A BIDA may wish to expand the BID to include an area of neighbouring businesses such as an 
adjoining street originally left out of the BID. The proposed expansion must be first endorsed by a 

majority vote in favour at a Special Meeting of BIDA members. Second, the BIDA must apply to 

Council for a list of Property Owners in the new area, conduct a street survey of Business Owners, 
develop a Voter Register for the area, and arrange for a Poll to be conducted in that area only. 

Required return rates and votes in favour are the same as for all other Polls (see section 4.9.4).  

5.9 Resolving Disputes  

5.9.1 Resolving Disputes between Council and BIDA  
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Any decisions whether or not to strike a Targeted Rate, the amount of that rate, the boundaries 

of the area subject to the rate, and whether or not to establish, disestablish, reduce or extend the 

BID are within the discretion of Council to make as part of its annual funding and rating decision-
making process.  

Any other disputes between BIDA and Council will be settled in accordance with the following 
procedure (see Figure 1 for a graphic representation):  

Having exhausted normal means of resolving a dispute or difference (by engaging in process of 

good faith negotiation and information exchange), either party may give written notice specifying 
the nature of the dispute and its intention to refer such dispute or difference to mediation. If a 

request to mediate is made then the party making the request will invite the chairperson of the 
New Zealand Chapter of Lawyers Engaged in Alternative Dispute Resolution (“LEADR”) to appoint 

a mediator to enable the parties to settle the dispute. All discussions in the mediation will be 
without prejudice and will not be referred to in any later proceedings. The parties will bear their 

own costs in the mediation and will equally share the mediator‟s costs.  

If the dispute is not resolved within 30 days after appointment of a mediator by LEADR, any party 
may then invoke the following provisions:  

The dispute will be referred to arbitration by a sole arbitrator in accordance with the 
Arbitration Act 1996.  

The award in the arbitration will be final and binding on the parties.  

 
Figure 1. Dispute resolution process between Council and BIDA  

(N = No resolution, Y = resolution).  
 

 
Y Manukau City Council BIDA Mediation Arbitration NegotiationN N YY 
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5.9.2 Resolving Disputes between Owners or their nominated representatives and BIDA  

Disputes between Owners or their nominated representatives (ONR) and the BIDA will be settled 

in accordance with the following procedure (see Figure 2 for a graphic representation):  

1. Unless matters can be resolved quickly and informally, ONR are obliged to bring their concerns 
to the attention of the BIDA Management Committee in writing. An initial written response is 

required within 7 working days, outlining the manner and the time frame in which the 
concerns will be addressed.  

2. Having exhausted reasonable means of resolving a dispute or difference under (1), OR may bring 
their concerns to the attention of Council in writing. Council may be able to address the concerns 

internally via policy driven or political processes. Alternatively, Council will contact the BIDA 

Management Committee to discuss the concerns, and, if required, to negotiate a process of 
resolution. Council will advise OR in writing within 10 working days, outlining the manner and the 

time frame in which the concerns will be addressed.  
3. Having exhausted reasonable means of resolving the dispute or difference under (2), Council may 

give written notice to both OR and BIDA, specifying the nature of the dispute and its intention to 

refer such dispute or difference to mediation. Council will invite the chairperson for the time being of 
the New Zealand Chapter of Lawyers Engaged in Alternative Dispute Resolution (“LEADR”) to appoint 

a mediator to enable the parties to settle the dispute. All discussions in the mediation will be without 
prejudice and will not be referred to in any later proceedings. The parties will bear their own costs in 

the mediation and will equally share the mediator‟s costs.  

If the dispute is not resolved within a further 30 days after appointment of a mediator by 
LEADR, any party may then invoke the following provisions:  

The dispute will be referred to arbitration by a sole arbitrator in accordance with the 
Arbitration Act 1996.  

The award in the arbitration will be final and binding on the parties.  
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Figure 2. Dispute resolution process between Owners or their nominated representatives and BIDA. 

(N = No resolution, Y = resolution). Owner or nominated representative BIDA MediationArbitration 

Manukau City Council Negotiation Policy or Political Solution Negotiation BIDA N NN N YYYYY  
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Welcome to the Manukau City Council (MCC) Policy on Business Improvement Districts 
(BIDs). The following Guide should be read together with the BIDs Policy (2005) itself. 
While the Policy is intended to enable you to establish and run a BID, you may be curious to 
learn why some of the decisions shaping the Policy were made. This Guide is intended to 
background some of the issues and explain the recommendations that were put to Council on 
these issues. Reading this Guide should help you gain an understanding of some of the more 
complex and controversial aspects of running a BID. Note that this Guide is structured as a 
series of sections, each with a distinct number. These section numbers in the Guide link 
explanations to the relevant section in the Policy. 
12 March 2009 
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1 Introduction 
1.1 Name and Purpose 
There has been considerable confusion, internationally, nationally and within Council as to an 
appropriate and functional name for initiatives to improve the economic, social and cultural 
vitality of defined areas within cities. Variously, such areas have been called Town Centres, 
Mainstreets, Business Precincts, Neighborhoods, Improvement Districts, and others. At 
present, the guiding strategy document is known as the Manukau Town Centre Strategy 
(2004). The latest draft policy (2004) is headed “Special Mainstreet Rating Policy (2004)” 
while current operational documents refer to “Town Centres and Business Precincts” and the 
“Targeted Rates Policy”. Further, the Strategy document makes explicit mention of rural 
settlements, such as Clevedon or Beachlands, but no mention of industrial areas, such as 
Mahunga Drive or Greenmount - East Tamaki. 
It is difficult to find a single succinct term that appropriately describes all areas identified by 
Council that could benefit from this policy. At present, council appears to be favouring the 
name “Manukau City Council Town Centres and Business Precincts Targeted Rates Policy” for 
this document. This phrase is neither sufficiently descriptive (e.g., of rural settlements) nor 
easily used. 
The best solution to this common problem appears to be to use the term Business 
Improvement District (BID) – an internationally accepted term. The consequent policy 
would be known as the “Manukau City Council Business Improvement District Policy” or BIDs 
Policy. 

1.2 Description 
By comparison with other cities, the BIDs identified by Manukau City are remarkably diverse. 
Of particular note, they range in size from 30 to more than 1500 businesses, and from rural 
hamlets to historic villages to major industrial zones. In addition, potential BIDs may be 
dominated by a mall, neighboring a mall, or be unaffected by malls. 
Ideally, a policy is simple and easy to use. However, given the considerable diversity amongst 
the BIDs there needs to be a degree of flexibility and consequent complexity, while 
maintaining or achieving equity. As far as possible, the Policy endeavours to achieve the best 
balance between these conflicting demands. 
12 March 2009 
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2 Overview 
2.1 Definitions 
All terms used in this Guide (such as “Owner”) are as defined in the Policy. 
12 March 2009 
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3 Considering a BID 
It is important that Council funds are invested wisely as Council does not have sufficient 
funds to support the initiation of BIDs in all areas simultaneously. For this reason it is 
important that attempts to initiate a BID are considered carefully. Managing a BID over a 
period of years requires considerable and enduring commitment from local Owners. It is 
important that the Targeted Rate is not struck in an area where there is insufficient 
commitment to maintain it. Because of these concerns applications for a Targeted Rate will 
not necessarily be supported by Council. 
Evidence of commitment and leadership from a significant body of Owners is necessary (even 
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more so when Council initiates discussions). This can be demonstrated either by a significant 
number of attendees coming to an initial meeting indicating support for a targeted rate, or by 
the presentation to Council staff of a relevant petition signed by a reasonable number of 
Owners. 
12 March 2009 
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4 Establishing a BID 
4.1 Determining BID Boundaries 
4.1.1 Initial Consultation 
A thorough consultation process during this period is critical to the ultimate success of the 
BID. Boundaries must not be drawn simply for convenience. Serious consideration of the 
goals of a BID should help determine its geographic layout. Keep in mind that all businesses 
located within the boundary must receive demonstrable benefits. 

4.1.2 Malls 
The most complex problem to resolve for a prospective BID may be whether to include or 
exclude a local shopping mall from its boundaries. Malls play a significant role in many BID 
areas identified by Council and the complexities of this issue should not be underestimated. 

4.1.2.1 The problems 
A review of international best practice literature and local consultation with mall managers 
confirmed that mall managers are generally very opposed to having their shops included 
within a BID. This is because many if not all of the services a BID could supply to mall shops 
are perceived to be already supplied by mall management. In addition, an argument can be 
made that the central purpose of a BID is to attract shoppers back into main streets, away 
from the very shopping mall that is asked to fund it. In addition, where the number of shops 
within the mall represents a significant number of the total number of shops within the BID, 
there is the possibility that mall shops block vote against he establishment of a BID and 
effectively scuttle the effort. Should this happen, a further attempt to initiate a BID may not 
be feasible for some years. Finally, mall-based shops may have very different priorities from 
other shops in terms of the services they require from a BID. Such differences may be 
difficult to reconcile and lead to ongoing conflict among members. Given this context, the 
present policy specifically excludes malls from becoming liable for the Targeted Rate unless 
agreement is reached to the contrary. 
Why should a mall agree to become part of a target rated BID? A counter argument to the 
above can be made that general improvement of the business district is of at least some 
benefit to malls, bringing in new customers from outside the area. Consequently, it might be 
reasonable to expect a mall to contribute to some extent. Second, excluding malls may create 
other practical issues. For example, removing the mall may alter the geographic sense of 
12 March 2009 
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“space” underpinning many successful BIDs. Third, mall management and mall shops may 
well perceive the advantage of becoming part of a well-functioning BID in terms of 
marketing, lobbying, etc. Finally, it can be argued that malls are an integral part of the local 
business community as well and as such have a responsibility to take part in efforts to 
improve the local socio-economic environment, which in turn will have positive impacts on 
their own bottom line. 

4.1.2.2 The Solutions 
Given the diversity of BIDs and malls within Manukau City, it is unwise to be overly 
prescriptive in recommending a course of action to any individual BID. Some mall managers 
may in fact prove very supportive of their local BID. Where a mall is small, or is well 
integrated with a surrounding or adjacent shopping area, or does not supply a sufficient 
range of services to its tenants, it is possible mall shops might be comparatively more 
interested in belonging to a BID. Including the mall within the BID by agreement should 
therefore be relatively straight forward. Outside of this scenario, it appears there are two 
remaining options: 
4.1.2.2.1 Exclusion 
This option makes sense if the mall is geographically distinct from the BID, and/or mall 
management provides for most of the services the BID is intending to offer, and/or mall 
management and mall shops are strongly opposed to inclusion. 
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4.1.2.2.2 Cooperation 
While preferring to remain outside the BID, a mall may nonetheless be willing to cooperate 
with the BID on joint projects such as security, marketing (such as organizing events) or 
streetscape improvement projects. Over time, it may be possible to develop a synergistic and 
mutually beneficial ongoing relationship between the BID and its mall without the need for 
the mall to be rated. 
4.1.2.2.3 Malls: Summary 
At present, BID proponents may indicate a preference for Exclusion, Cooperation or Inclusion 
of malls (where the latter needs to be supported by mall management and/or mall shops). 
Council reserves the right to make the final decision. 
12 March 2009 
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4.1.3 Private Residents 
No comment. 

4.1.4 Final Determination 
Final determination of the BID boundary, setting the level of the Targeted Rate as well as 
actually collecting the Targeted Rate is Council’s responsibility. Since this is the case, Council 
must also have the right to make the final decisions in these areas. Having said that, all 
efforts should be made to arrive at these decisions in a consultative and cooperative manner. 

4.2 Paying for BID Establishment 
No comment. 

4.3 Registering Voters 
For a discussion of different methods to evaluate Owner support see section 4.9. 
A review of international literature suggests that there is an ongoing debate around who 
should be permitted to vote in BID polls. Of note, the BIDs (England) Regulations 2004 
expressly and controversially exclude Property Owners from voting. By comparison, many US 
states exclude Business Owners. Including both is an approach that balances practicality and 
equity. 
A more contentious issue is the question of voting rights and how they should be determined. 
It is common practice to apportion votes on the basis of ratable value or the number of 
businesses or properties owned within the BID. However, this approach would appear to give 
greater voting power to large organizations, or those who own multiple businesses. This 
approach is considered potentially unjust as a few large companies could out-vote a 
significant majority of small businesses. For this reason this policy is based on the concept of 
one owner – one vote. This approach was popular with the consulted stakeholders and is in 
line with New Zealand’s cultural norms. 

4.3.1 Developing a List of Owners 
No comment. 
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4.3.2 Creating the Voter Register 
No comment. 

4.3.3 Non-eligible Business Owners 
Experiences of other BIDs within NZ have shown that the eligibility to vote needs to be very 
clearly defined. This section is intended to fulfil this function. Disputes relating to eligibility 
will in the first instance be resolved by Council. Council may or may not direct the disputing 
parties to subject the dispute to some or all of the disputes resolution procedures outlined in 
section 5.9. 

4.4 Developing Strategic and Business Plans 
From a practical perspective, it is important that Council offer BID proponents a reasonable 
level of support to prepare their strategic and business plans, as this activity will be unfamiliar 
to many. Process related advice for business and strategic plans to assist with this process is 
available from Council. 

4.5 Creating the Budget 
No comment. 

4.6 Choosing a Rating Method 
This policy recognises the diverse nature and size of potential BIDs within Manukau, and 
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consequently allows BID proponents to choose among two different methods. Each of the 
methods represents a different level of trade-off between ease of administration and fairness. 

4.6.1 Method 1: Proportional Value 
The Proportional Value Method works in much the same way as the general rate in that it 
uses proportion of land and/or property value to calculate the rate. Where businesses enjoy 
the advantages of BID activities in proportion to land and/or property value, this system is 
fair. For example in an industrial area, a large factory would pay a higher Targeted Rate than 
the take-away shop in the same street, since the benefit accruing to the factory in terms of 
(for example) security would be proportionally greater as well. 
12 March 2009 
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4.6.2 Method 2: Flat Rate 
The Flat Rate Method is by far the easiest to calculate and administer. It will be fair in BIDs 
where all businesses are perceived as essentially similar. Together with an appropriate Grant 
and Subsidy (see section 4.7) this may well be the ideal method for some of Manukau’s 
smallest Town Centres or Rural Settlements. 

4.7 Council Grants and Subsidies 
Internationally, BIDs tend to be rather large organizations, with hundreds, and sometimes 
thousands of members. One BID in New York for example raises over US$15 million dollars a 
year and employs hundreds of people. Indeed most of the literature describing and 
promoting BIDs assumes they are large and well resourced. 
By comparison many proposed Manukau BIDs are tiny, with some including just a few dozen 
Rateable Businesses. The consequent lack of local expertise and resources is a concern given 
the heavy administrative, accounting and compliance demands placed on all BIDs, regardless 
of size. 
International experience and local consultation suggest that to succeed, a BID must be able 
to employ someone to manage the day to day running of activities and projects, even if only 
a part-time manager. Again, to be effective, that person must have both operating funds, and 
basic office equipment. Given these requirements, a minimum total BID budget of $50,000 
per annum is suggested. 
Given that the expected Targeted Rate for many Rateable Businesses will be close to the 
established minimum ($250.00), it is easy to see that BIDs with less than 200 Rateable 
Businesses will not be able to meet this proposed minimum budget of $50,000 pa. Yet 
Council has identified a number of BIDs with far fewer than this number of Rateable 
Businesses. 
Three options originally presented themselves as solutions to this problem. Proposed BIDs 
with fewer than 200 Rateable Businesses could be either ignored, managed directly by 
Council appointed staff, or given additional funds to enable them to operate effectively. After 
some community consultation, it was decided the third option (additional funding) was likely 
to be most effective and, in the long term, more cost effective than the other options. 
12 March 2009 
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In place of the successful, albeit relatively complex, funding scheme that was in place 
between 2005 and 2008, Council has opted to provide a flat rate subsidy to all BIDs of $ 
30,000 per annum as of 2009. 
This means that only Micro BIDs with fewer than 80 Rateable Businesses will face a potential 
funding shortfall. These BIDs may address the shortfall by sharing resources (e.g., a BID 
manager), or by securing additional funding streams. In addition, Council may be able to 
occasionally provide extra funding. 

4.8 Preparing to Incorporate as a Society 
No comment. 

4.9 Holding an Establishment Poll 
In principle there are three feasible and widely used methods of evaluating the support 
among a population for the establishment of a BID. There are advantages and disadvantages 
associated with each of the methods, trading off low cost and ease of administration against 
degree of democracy. 
The Annual Plan Method 
This is the cheapest, least formal and arguably least democratic method of the three. It 
consists of a relatively informal evaluation of Owners’ support followed by the inclusion of a 
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proposal to strike the targeted rate into Council’s Annual Plan. The assumption here is that 
Council would only include the proposal into the Annual Plan if there is solid evidence that 
there is good support from the (business) community, and if there is a functioning, motivated 
and committed team of people keen to drive the project. In this method, Owners’ formal 
chance to have their say comes in the form of the opportunity to object to the proposed BID 
during the normal Annual Plan Process. 
The Petition Method 
This is the middle method, both in terms of cost and quality of democratic process. It is 
identical to the Annual Plan Method, except for the method of evaluating support. In this 
method BID proponents must attempt to collect a certain number of Owners’ signatures 
expressing support for the proposed BID. 
The Method of Choice: Polling 
This is the most democratic but also the most expensive method in terms of evaluating 
Owners’ support. It requires BID proponents to send out a ballot paper asking each Owner to 
12 March 2009 
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vote for or against the proposed BID. As it happens, this is the most widely established and 
accepted method both internationally as well as nationally. In addition, it is this method that 
received the almost unanimous support of the consulted Stakeholder Groups. Not 
surprisingly, the individuals and groups who were most convinced of the usefulness of BIDs 
(incidentally, these were also the most experienced in these matters) would also accept, and 
occasionally even favour, the Annual Plan method. Having said that, the advantage of the 
polling method in terms of almost uniformly expressed support as well as from a best practice 
perspective is very clear. 
Keeping in mind that any proposal to establish a BID that is supported via the polling method 
is still subject to approval via Council’s Annual Plan process, the entire establishment process 
is rigorously democratic and transparent, allowing for plenty of community consultation. 

4.9.1 Choosing dates for the Poll 
No comment. 

4.9.2 Informing Voters 
No comment. 

4.9.3 Sending out the Ballots 
No comment. 

4.9.4 Checking the Mandate 
Since the method of choice for evaluating Owners’ support is to be the Polling Method, two 
important parameters needed to be established. 
First, a decision needed to be made around acceptable return rates of ballot papers, i.e., 
what is the required percentage of ballot papers that need to be returned before the poll is 
declared valid? For example, a poll where only 10% of the ballot papers are returned may 
arguably not be terribly reassuring, even if a majority of the returned ballot papers are in 
favour of establishing a BID. 
As it turns out there is no clearly correct or even universally accepted answer to these two 
questions. However, local feedback and best practice indicates that the required return rate 
12 March 2009 
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should be around 40%. Incidentally one of the first such programmes established in New 
Zealand in Wanganui required an incredible 95% return rate. Even more incredibly this high 
return rate was also achieved and the Wanganui BID programme is reportedly as fit and 
healthy now as it was then. 
Having said that, it is accepted that well-functioning BIDs are internationally recognised as 
being able to make positive contributions to economic and social development. Various 
strategic documents prepared by council (e.g., Tomorrow’s Manukau, Manukau City Town 
Centres Strategy 2004) recognise this potential and are very supportive of fostering local 
business initiatives in this direction. Consequently it makes sense to facilitate the 
establishment of BIDs to a maximum degree without negatively impacting on the Owners’ 
right to be heard. It is also important to realise that the requirement for a minimum return 
rate exceeds even the requirements of a general election in NZ, which has no minimum 
return rate! 
All things considered, and in line with general election practices in NZ it was decided that no 
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minimum required return rate should be imposed. However, it was also recognised that it is 
of critical importance that the election process itself is beyond reproach and that every Owner 
does get a chance to register his/her preference. Importantly, if a mandate to establish a BID 
is achieved via the polling process, opponents still have the opportunity to make submissions 
to Council’s Annual Plan. 
Second, a decision needed to be made around acceptable “votes in favour”, i.e., what is the 
required percentage of returned ballot papers that need to be in favour for the BID to be 
established? The opinions and evidence surrounding this decision were much clearer. 
Although there were some exceptions, most consulted individuals and groups expressed a 
preference for a 51 % majority. 

4.9.5 Confirming the Result 
No comment. 
12 March 2009 
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5 Operating a BID 
5.1 Developing the Association Membership Base 
No comment. 

5.2 Holding the First AGM 
No comment. 

5.3 Incorporating as a Society 
No comment. 

5.4 Applying to Council for a Targeted Rate 
Provided that all necessary evidence has been supplied, the chance of a successful 
application is maximised. However, it is important to keep in mind that the proposal is still 
subject to Council’s acceptance and to approval via the Annual Plan process. 

5.5 Signing the BID Contract 
No comment. 

5.6 Hiring a BID Manager 
Decisions around recruiting, selecting and hiring an appropriate manager for the BID have far 
reaching impact. The right person, managed appropriately, will enable the BID to succeed 
and thrive. In contrast, choosing the wrong person, or setting up inappropriate contractual 
and administrative arrangements can have a severely negative impact on BID performance 
and potential. It is important that BIDA Committee Members follow best practice guidelines in 
both structuring the job and in finding and hiring the right person for the job. 
Please contact Council for more information and set of best practice guidelines before making 
these important decisions. 
12 March 2009 
17 

5.7 Day to Day Operating 
5.7.1 Managing a BID 
5.7.1.1 Committee Meetings 
No comment. 

5.7.1.2 Annual General Meetings 
No comment. 

5.7.1.3 Manager’s Activities 
The Manager’s activities should be structured and prioritised around achieving a series of Key 
Performance Indicators. These job-relevant “KPIs” must be derived from the overall 
programme KPIs – see section 5.7.2.2. 

5.7.2 Quality Management 
5.7.2.1 Management Education 
No comment. 

5.7.2.2 Programme Benchmarks and Key Performance Indicators (KPIs) 
The development of good Programme KPI’s is an activity that flows directly from the strategic 
and business plans of a BID. For example, assume that one of the objectives of a strategic 
plan is “to improve security”. A related business plan objective for the year may then be “to 
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implement regular patrols” or “to install a closed circuit video surveillance system”. A 
programme related (strategic) KPI might then be “Reported Crime Rates” or “perceived 
security” by Owners and clients. A programme related (business) KPI might then be 
“frequency of regular patrols” or “installation and operation of surveillance system”. Going 
further down the chain, a related personal KPI for the BID manager might be “obtaining best 
value for technology video surveillance system” or “developing cost effective and reliable 
patrol service”. 
Council will provide assistance with regard to developing KPIs that are appropriate for your 
particular BID. Assistance may take the form of expertise and experience as well as providing 
documents that outline the process of KPI and performance review development. 
12 March 2009 
18 

5.8 Altering, Disestablishing or Re-establishing the Targeted Rate 
No comment. 

5.9 Resolving Disputes 
Experience shows that a solid and affordable disputes resolution process is at the sharp end 
of every smoothly functioning public organisation. The process is not intended to replace 
reasonable and good-faith negotiation. Rather it is built around it, and encourages individuals 
to resolve their differences with the least amount of effort, aggravation and expense. In 
those cases where mutual understanding and agreement is difficult to achieve through 
normal means of communication, it provides for mediation, and, if that is also not successful, 
for arbitration. 

 

 

 

 

 

 

 

 

 


