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WE AIM TO ENSURE CHAPEL PRECINCT IS
THE PREMIER AREA IN MELBOURNE TO
LIVE, SHOP, PLAY AND VISIT
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This CSPA strategic plan document is a summary of our objectives and planned direction for the next four
years for both our members and the City of Stonnington. This is a working document and guide only for
the CSPA General Manager and Board to then develop 12-month Action Plans and Destination Marketing
activities each financial year.
Image Credit - Chapel Street Rooftop Sunset, Ben Lisson, South Yarra
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WHO WE ARE
Chapel Street Precinct Association (CSPA) is an
independent, not for profit, membership based
Incorporated Association that represents over
2000+ commercial properties and businesses in
the Chapel Precinct. CSPA is governed by
a member elected board who volunteer their time
to steer the direction of one of Melbourne’s most
iconic precincts.
Funds for the activities of CSPA are primarily raised
through a Special Rate collected from commercial
properties, the rate is then provided to CSPA to
market and promote Chapel Precinct.
Our Association’s mission is to enhance the
economic prosperity within the precinct via
market-leading Destination Marketing and events.

CSPA HAS BEEN OPERATING AND SERVING OUR MEMBERS SINCE 1999.
CSPA REPRESENTS THE CHAPEL STREET BUSINESS AND
RETAIL COMMUNITY – OUR MEMBERS ARE BUSINESS OWNERS,
PROPERTY OWNERS AND OPERATORS.
CSPA ADVOCATES ON OUR MEMBERS BEHALF FOR THE COLLECTIVE
BENEFIT AND PROSPERITY OF THE CHAPEL PRECINCT AREA.

The following strategic vision overview will demonstrate our commitment to
act on trader feedback and to make sure that individual traders in all business
categories and sections of Chapel Precinct are heard and have the opportunity
to leverage their own business.

KEY FOCUS FOR 2019:23
- INCREASED MEMBER ENGAGEMENT & COLLABORATION
- GREATER VALUE FOR THE SPECIAL RATE PAYMENT
- FAIRER SPREAD OF SPECIAL RATE FUNDS ACROSS ALL
SUBURBS, BUSINESS CATEGORIES, PLUS DAY AND
NIGHT TRADE
GO TO CHAPELSTREET.COM.AU/SPECIAL-RATE-AREA
OR PAGE 23 TO VIEW MAP

Image Credit - Chapel Street by Night, Grace Petrou Photography, Prahran
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The below stand as at 12 August 2020.

THE TEAM

Executive Chairperson
/President

Justin O’Donnell

Print Express

Secretary

Andrew Szoeke

Studio Legal

Vice President &
Treasurer

Maxwell Gratton

Melbourne Queer Film Festival
(Representing Prahran Market Clinic)

General Board

Melissa Glentis

Dilly Daly
(Representing Forrest Hill Precinct, South Yarra)

General Board

Chris Voyias

Delphi Bank

General Board

Nathan Weidemann

Vision Personal Training

General Board

Lanis Lanigan

Lucky Penny Cafe

General Board

Carlie Lansdown

Soak Bar & Beauty

Associate
Board Member

Jack Hall

Thorne Harbour Health

CSPA Office

Chrissie Maus

General Manager
(CSPA Secretary Delegate Director)

CSPA Office

Michelle Fifi

Marketing Project Manager

CULTURE STARTS AT THE TOP

Our mission is to
attract the best people
possible and ensure that
those who contribute
are truly adding their
own distinct chapter and
authentic flavour to the
captivating story of our
high-profile precinct.

Different points of view encouraged
All opinions valued
An opportunity for your voice to be heard
A high level of respect
A collaborative culture
Zero tolerance of bullying
Respect for all is paramount

If you wish to nominate to be part of the CSPA board or provide feedback please contact
admin@chapelstreet.com.au. Please note all correspondence from members is tabled in
monthly director meetings.

PDF

Click here for the CSPA Board and Roles and Responsibilities.
This document also outlines The Board Code of Conduct.

Please go to CHAPELSTREET.COM.AU/MEMBERS To download this digital plan and access click buttons
Image Credit - Mural, Tom Gerrard, Bailey Nelson, South Yarra
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The Blue Sky Ahead
he following strategic vision overview
will demonstrate our new operations
to act on trader feedback and to make
sure that individual traders in all business
categories and sections of Chapel Precinct are
heard and have the opportunity to leverage
their business.
This document has been prepared to
demonstrate the added value for members and
plans to achieve the economic prosperity of
Chapel Precinct for many years to come.
This ‘future direction’ Chapel Precinct Strategic
Plan sets out our ambitious and passionate
vision to future-proof Chapel Precinct
as a destination and protect its intangible
brand value. This strategic plan represents a
commitment from the CSPA Board of Directors
and Association to deliver on our purpose.
With our Melbourne suburban shopping
centres scene encroaching on our precinct it
would be fair to say every day is a challenge
for our Chapel Street businesses, making our
Destination Marketing even more important
for our shopping and entertainment precinct.
Our marketing will work in two extensive ways.
The first, sales activations, producing an instant
response (short-term). The second, brand
building, creating memories that influence
future behaviour and act to future-proof our
Chapel Street Precinct brand.
Over the next four years, our collaborative
campaigns will aim to deliver cut-through
creative for us to compete with other major
retail players and provide the best possible
return for the people most important to us –
our members.

Windsor and Prahran hold more races and
religions comparative to the Big Apple. It is now
more important than ever that CSPA integrates
diversity into all elements across our not for
profit organisation.
The future for collaboration and successful
outcomes involves all elements of diversity
and this will play a large part of our association’s
culture and activity for the new strategic plan
period. The CSPA will also capitalise on the
increased direct flights arriving into Melbourne
airport from *China and India, to maximise our
members return on investment.
In addition to maximising return on investment
for our members through our Destination
Marketing, we will represent the interests of our
major stakeholders by liaising with Councillors
and City of Stonnington on issues that matter for
our local family. For Chapel Street’s voice to be
heard, some new calculated risks will be taken,
and our brand will be experienced in some
seriously unexpected places. It is important to
remember, marketing that appears effective
in the short-term can lose you money in the
long-term. To even have a chance of changing
lifestyle habits, you need big numbers of
people to see what you’re doing. Our powerful
commercial media partnerships provide this
leverage for the CSPA.
Last year, free media value rocketed past $5.1M
and potentially bringing back a new look Chapel
Street Festival in 2020 is not only listening to
our member feedback, but a way to attract
national and international tourists. Our events
and marketing need to stand out in an extremely
cluttered retail market, all the while spending
the least amount of money possible.

*It is important to note that Chapel Precinct is a
more diverse community than that of New York
City. The Melbourne suburbs of South Yarra,

*Bernard Salt (July 2017) (Migrants make a cosmopolitan country - Cultural Diversity Data)
Image Credit - Chapel Street by Night, Grace Petrou Photography, Prahran
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Heading into our exciting future, careful
management of the precinct’s Destination
Marketing during the construction phases of
major projects is a key focus and the drive of the
Shop Local message. ‘Support Funds’ have been
added to the budget to proactively assist members
during these periods. Further information on how
these support funds will be rolled out is given later
in this document.
There are many exciting opportunities for CSPA
moving forward. Cato Square and Capitol Grand
are just two examples providing a huge benefit
to CSPA to host high profile events and draw
hundreds of new and old shoppers into the
precinct. We also have some exciting digital
plans that will not only capitalise on consumer
trends but also provide more value and
opportunity than ever before for our members.
Our digital endeavours will work to compliment
the Chapel Precinct shopper experience and
leverage smartphone technologies to market
to shoppers while they are on the street or
nearby.
CSPA will continue to be nimble, to match
rapidly changing lifestyle habits and most
importantly continue to question the way
we approach our marketing campaigns in
conjunction with our members. All major
stakeholders will be more involved and we
have an open-door policy for all that wish to be
involved and add value.

We expect Amazon to gain further traction in
Australia with a huge marketing push and we
predict this will only accelerate in 2020 and 2021.
We also predict the direction of service and
experience within shops will begin to increase.
The CSPA members who can deliver retail
specialisation, rather than generalisation, will
be the ultimate winners. Retail collaborations
and strategic partnerships will be the go-to for
cut-through reward.
Finally, if you have seen our marketing
campaigns, you’d be sure to have an opinion
on them and they usually spark a lot of debate
(that being half the insight). We encourage you
to jump onto chapelstreet.com.au to have a
look at our tactics. We welcome your feedback
on our bold and ambitious marketing campaigns
to ensure the long-term sustainability of our
cultural hub.
There is so much blue sky ahead.

Chrissie Maus GAICD
CSPA General Manager | Events & Marketing
Director

We are confident the future for marketing is
adopting a futurist mindset and being brave
in predicting possible trends. It is important to
note that writing a four-year marketing plan is
somewhat looking into a crystal ball as the likes
of Netflix and Uber Eats were not in the market
just a few years ago. However the CSPA board
understand that we are in a very different time,
one where marketing innovation, a collaborative
culture and an adjusted risk appetite is
paramount to future-proof Chapel Precinct.

Image Credit - Tusk High Bar, Windsor
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HOW DO YOU GET INVOLVED?
We invite you to visit our member page to fill out the e-form to become a member of the CSPA
and learn more about Destination Marketing for our iconic precinct.
CSPA would also like to take the opportunity to meet with you to collaborate on events and
marketing ideas. Please contact admin@chapelstreet.com.au to set up a time to innovate with us.

SUBSCRIBE ON OUR MEMBER SITE TO HEAR THE LATEST ON NEWS
AND EVENTS FROM CSPA.
The CSPA work closely with the Prahran Police to ensure our members have a chance to
provide valuable feedback and hear about new safety initiatives. Each year the CSPA organises
a member forum with the Prahran Police to facilitate important community safety discussions.
Please note these events will be listed on the CSPA member site. Head to the below link to
register for the next police forum.

The CSPA is looking for passionate sub-committee (area champions)
representatives for South Yarra, Prahran and Windsor. This does not
require as much time as being on the CSPA board but means once
a quarter you may be called on to provide updates pertaining the
economic climate in your specific suburb, or to provide feedback on
potential future events and campaigns in your area.
Our sub-committee members will be those who would proactively
liaise with members in their area and be their collective voice.

GO TO CHAPELSTREET.COM.AU/MEMBERS
TELL US YOUR IDEAS & FEEDBACK ANYTIME

Image Credit - #dogsofchapelstreet, Getty Images, South Yarra
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Opportunities for member promotion
SOCIAL MEDIA

MAKE SURE WE ARE FOLLOWING YOU!

Please cross-check we are following your Chapel Precinct business on the @chapelprecinct
Instagram page. We have over 27,000 followers and our page receives over 1,000 visits per week.
Please private message (PM) us on Instagram to add you and also allow us to regram your images.
As the CSPA has over 2000+ members, it is important to observe the
following parameters when sending potential social posts/or digital
content uploads. For images with text overlay, the only place we can use
these is on our street digital billboards.

INSTAGRAM

IMPORTANT INFORMATION FOR POTENTIAL
SOCIAL POSTS/OR DIGITAL CONTENT UPLOADS
Please observe the parameters below:
1. As our socials are planned in advance, please give no less than seven days notice. Images
with text are not only penalised by Instagram but serve no purpose on our website for Search
Engine Optimisation (SEO).
2. Please supply high-resolution clean images (no text overlay on the graphic) (watermark
being the only exception).
3. Please send through a short blurb/text explain. This must include details on the product,
sale timings, what makes the place/product special etc.
4. Note that images are subject to approval as the content must stand out and be loved and
shared by our large digital audiences.
5. Please send all requests through to – admin@chapelstreet.com.au

DIGITAL BOARD REPORT DATA
report

Click to view CSPA’s latest digital marketing board report and to view
the data results of the recent digital content activity.

DIGITAL BILLBOARDS ON CHAPEL
CSPA has two digital poster boards and we sell two-week slots for a heavily reduced cost for
our members.
All new members receive two free weeks of promotion on our digital billboards.
Click here for their locations and more information.

YOUTUBE
Click to subscribe to CSPA’s YouTube channel and keep up to date with

YOUTUBE

our latest digital marketing content.

CODE OF CONDUCT
Our members conduct, contribution and their individual prosperity
all contribute to the success of our iconic precinct. The CSPA has
adopted a zero tolerance on disrespectful behaviour. It is important
to understand CSPA has the right to revoke membership at any time
(via a board majority vote). Members must adhere to the Code of
Conduct and not in any way bring the CSPA brand into disrepute.

DOWNLOAD

Image Credit - Mural, @guidovanhelten, Melbourne Polytechnic Campus, Prahran
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PAST ACHIEVEMENTS
FOR MORE INFORMATION ON OUR MAJOR ACTIVITIES & ACHIEVEMENTS, PLEASE
REFER TO THE BELOW ANNUAL REPORT WHICH DETAILS SOME OF OUR AWARDNOMINATED DESTINATION MARKETING INITIATIVES.

HIGHLIGHTS 2016:17
- With a total revenue from our members through the Special Rate of
$1,025,093 we gained in excess of $5.1 million in free press.
- Launched the Chapel Street Parking website (to debunk the longheld view that there was never anywhere to park on Chapel Street).
- $100,000 Life Upgrade on Chapel (six week radio campaign with
KIIS101.1, promoting the diversity of businesses in the precinct). This
major promotion was heard by over half a million people.
- PROVOCARÉ drew in excess of 8,000 people into the precinct and
gained in excess of $3M in free media.
- Sony Record’s highest selling artist for 2017 - singer Rag’n’Bone Man
performed at the Bromley Grand Ballroom to an exclusive guest list of
150 people. This major event showcased the live music pillar for the
Chapel Precinct and gained five weeks of hype and national TV & radio
airtime - seen and heard by over a million people Australia wide.
- Gained attention from Australia’s marketing world, with the association
being named a finalist in five national prestigious award categories.

ANNUAL REPORT 2016:17

HIGHLIGHTS 2017:18
- Our second year of PROVOCARÉ, saw nearly 17,000 people attend
events (up 70% on previous year).
- For the first time in many years, CSPA was also successful in securing private
sponsorship, as well as local and state government funding for projects.
- Launched members page (easy way for traders to consume information
in their own time).
- Provided free EcoCaddy transport to visitors around the precinct over
Christmas.
- Refreshed Artists Lane prior to Spencer Tunick event. Tourist
attraction promotion (to drive additional foot traffic). The Chapel
Precinct answer to Hosier Lane.
- All new members began to receive two weeks free of charge
marketing on the two digital billboards on Chapel Street.
- Named by Australia’s leading professional marketing association
(AMI) as a national finalist in their coveted not-for-profit award
category.
- CSPA’s General Manager named AMI’s National Future Leader of The
Year 2018.
- Global press exposure around the Spencer Tunick nude art
installations, highlighting Chapel Precinct to the world (e.g. CNN, BBC).

ANNUAL REPORT 2017:18
Image Credit - Rebel Blue Cocktail, Windsor
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OPERATIONS

WE WILL BE GUIDED BY OUR MEMBERS
Before Action Plans are submitted each year to City of Stonnington, the CSPA will conduct a
trader forum (focus group) to discuss and provide members the opportunity to give suggestions
and feedback. We will be guided by our members and listen to all feedback. The Destination
Marketing year plan will be formulated to make sure as many members as possible are leveraged
and mentioned (a better spread of day and night trader promotion). For example, the CSPA
Christmas activity for 2018 mentioned 55 different businesses. Our door is open and we aim to
meet as many members as possible.
The opportunity to be a guest at the Board Meetings will become an option and we will also set
up sub-committee/area representatives for each new sub-section. This is an opportunity for
more members to be involved, not just the Board.

THE UNiQUE

WHAT IS THE WIN FOR
CHAPEL PRECINCT?

Standing apart from the mega-malls and telling the story of the precinct that’s unlike anywhere
else in the world. Embracing our diverse community and celebrating the difference between
being a follower and setting a trend.
We’re dedicated to working alongside the business community and promoting Chapel Precinct
as an unmatched destination through bold, unforgettable marketing and events. We proudly
celebrate our Chapel uniqueness wherever possible.

CSPA OBJECTIVES
We strive to maximise the return on every dollar spent of our members funds
We understand that when our members prosper it benefits the entire precinct
We will deliver meaningful engagement with trader & consumers to facilitate beneficial outcomes
We are proud of our street and work relentlessly to support long-lasting economic prosperity
We are not afraid to try cutting edge and best practice marketing strategies to benefit and promote
the precinct and our members
We are authentic about our Precinct’s challenges but are positive about our future
We acknowledge that the passion and knowledge of our board, staff and members drive our success
We know CSPA is a membership organisation whose members have entrusted to us custody and
stewardship of an amazing precinct
We will conduct our operations in a way that fosters trust, inspires members, engages customers
and enhances the reputation of Chapel Precinct
Image Credit - Ben Simmons Mural, @lynchmelbourne, Windsor
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Events & POTENTIAL Partnerships
Snapshot 2019:23

CSPA is a highly valued brand to media partners and clients. The CSPA team is planning to
capitalise on high profile sporting and cross-media partnerships/sponsorship opportunities.
During this special rate period, we will aim to secure additional private sponsorship revenue
from corporate partners to further enhance the value to our members.

CSPA will align with the biggest brands and plan iconically Melbourne partnerships
to deliver our purpose. Some of the clients we may align with are shown below.
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FUTURE DIGITAL FOCUS
To enhance the Chapel Precinct shopper experience, the CSPA is exploring
new digital opportunities to lead the way in this space. We also see our digital
developments providing significantly increased membership value.
Huge shifts in the retail market in 2018 have served their purpose in defining our
years ahead. We predict retailers should expect to see a 20 per cent growth in
online sales over the coming year, with 65 per cent of those transactions being done
on smartphones. We also predict the businesses that will be able to use online to
compliment their in-store offering (or shopper experience) will be the ultimate winners.
Artificial intelligence (AI) will gain momentum over the next four years and will
certainly begin its penetration into back-end retail processes. Machine learning
may be an increasing element of retail network investment. Customisation and
personalisation will also gain momentum.
The perception of digital marketers is that focused targeting and direct response
marketing is the way to go. If you want to grow in the crowded online digi-world,
reaching out to new customers is vital. Emotional advertising in online categories will
be more efficient than rational advertising.

www.chapelstreet.com.au
www.chapelstreetparking.com.au
A combined average web traffic per month = 19,199 page views
The average amount of time users spend viewing a specified page
(blog or listicle) = 4.36 minutes
OUR INSTAGRAM PAGE
@chapelprecinct
28,013 followers
OUR FACEBOOK PAGE
@chapelstreetprecinct

17,299 followers

Social data as of March 2019

The CSPA will potentially deliver trade digital podcasts & webinars to upskill
members in a variety of business areas (like social media) and topics that
would provide value to our traders in this climate. We understand that it is hard
for our traders to get to events at nights or weekends, so these podcasts will be
available to download for convenience from chapelstreet.com.au/members.

Image Credit - Mural, @bradeastman, Grey Street, South Yarra
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THE FUTURE DIRECTION OF CSPA BRANDING

SUB-PRECINCTS (SOUTH YARRA, WINDSOR & PRAHRAN)
Our vision for the next four years is to make sure the annual budget is shared
across all three suburbs in an even manner and the brands of these three different
suburbs are reflected. An example of this is that a Windsor event or promotion
would have a more street/urban feel to it and be focused just on businesses in
that area. Please note, each of the areas will be given their own hashtag and their
own committee to oversee that specific area.
On our digital platforms, the powerful mother pages (with the large followings) will
be used, however clear sections on the CSPA website will be used to distinguish
the three main subsidiary suburb brands. Events and partnerships will be
considered to match the brand in each of the three different sub-precincts.
CSPA will execute market leading tactics and tell lots of people about them - on
the biggest platforms possible (Australia wide). We won’t create loads of content
and then put small amounts of media behind them. It’s important to remember
populism isn’t a bad thing, it’s exactly what CSPA should be aiming for. CSPA will
make sure our brand is known by many and comes to mind easily.

“Finding new ways to reinforce
or build existing assets through
imaginative repetition is where
our focus should be to build
strong resilient brands”
(Waters 2018)

CONSUMER FACING - This potential new CHAPEL VIP brand can be used for
higher-end prizes and also as a way to create additional exclusivity for our prize
winners. *For example, people who sign up to be a Chapel VIP will get access to
competitions, offers, member sales and rewards before everyone else. To win a
prize as a Chapel VIP means you will win a prize that can only be dreamed of for
anyone around the world.
TRADE FACING - To add further value to the special rate this CHAPEL VIP brand
has also been created to drive discounts and offers for CSPA members only.
Members rewarding other members of our VIP community.
*This brand may not be used until the last two years of the new special rate period.

Image Credit - Love & Lewis Building, Prahran
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THE FUTURE DIRECTION OF CSPA BRANDING
SUB-PRECINCTS (CONTINUED)

The current branding of the Chapel Precinct will stay the same for the new special
rate period, however a new layer into the marketing has been created with the
launch of Chapel Premium. If events or marketing tactics are targeted in areas that
are more suited to this new higher end brand logo style (like South Yarra or Capitol
Grand) this new logo will be utilised.
Media buying will carefully consider the different suburbs in our precinct and
the different brand feel of each. It is important to understand a branding focused
campaign, may mean a tactic may not be as efficient, but the brand will remain
strong so in the long-term effectiveness is secure for the Chapel Precinct.

*The feedback we received from
members was that the current
branding did not suit high-end
offerings/street sections, so the
Chapel Premium brand was
developed to make sure the
brand feel is more appropriate
for certain traders.

OUR BRANDING WILL BE USED IN TWO WAYS
CLOSE TO HOME - VIA A CLEAR LOCAL STRATEGY
This will cover demographic areas no more than 5km out of Chapel Precinct.
CSPA will use SHOP LOCAL creatives to deliver the message and branding
close to home via traditional methods.
TO OUR VISITORS - VIA A TARGETED TOURIST STRATEGY
Visitor initiatives will focus on the increasing Chinese and Indian population.
These campaigns will be well-targeted and developed with an understanding of
what these cultures are inspired by. WeChat and Destination Melbourne may be
engaged to deliver these campaigns.
We understand that brand building is a long-term task involving conditioning
consumers through repeated exposure. A strong focus will be given to marketing
tactics delivering disruption for differentiation. Many purchase decisions are
not a sudden or complete change in one’s beliefs. Changing consumer habits
and attracting them back into Chapel Precinct will come as a result of repeated
conditioning over time and being consistent with our brand. This requires broad
reach media and key brand partnerships.
CSPA will take care in making sure the day-night split of activity is balanced. This will
be monitored by the GM and presented in post-campaign reports that will be housed
on our member’s site.

Image Credit - West Elm, South Yarra
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OUR COMMUNITY
THE LIFESTYLE HERE IN OUR CHAPEL PRECINCT COMMUNITY
IS ONE THAT IS HIGHLY SOUGHT AFTER GIVEN OUR BOOMING
PROJECTED POPULATION GROWTH.

We predict that the Chapel Precinct’s tough economic climate has blue sky ahead. The
increased vacancy rate is being exaggerated by the media and the CSPA has seen record
numbers of new businesses opening in the last quarter. The business mix is changing to
reflect the global trends, mainly in the fashion business sector. New technology will evolve
our community quicker than most would predict, given that the likes of driverless cars are
now being prototyped in our backyard by RACV.
Collaborative leadership from the CSPA in this retail transitional phase will help show
resilience and continue to celebrate and focus on the blue sky. When it comes to
collaboration, business confidence in the CSPA has been identified as needing improvement
and this feedback has been taken as a great opportunity with a whole new approach being
adopted for greater member engagement.
It is projected that by 2031, Forrest Hill Precinct will accommodate 2500 dwellings, office
space of 22,000 square metres and over 9000 square metres of retail. The precinct is
currently undergoing substantial change with some $2 billion of Capital Improved Value
based on current development built and planning permits approved. Thus, it is most
important for the CSPA to focus close to home and really TARGET LOCAL for our campaigns.

OUR MEMBERSHIP COMMUNITY HAS A
COMBINED FOLLOWING OF OVER 20 MILLION
SOCIAL MEDIA FOLLOWERS.
IN 2016/17, THE TOTAL TOURISM AND HOSPITALITY SALES IN CITY OF
STONNINGTON WAS $2,458M, THE TOTAL VALUE ADDED WAS $1,355M.
AUSTRALIAN STATISTICS REVEAL MELBOURNE IS ON TRACK TO TAKE
OVER FROM SYDNEY AS AUSTRALIA’S LARGEST CITY BY 2028.

*Decisions for this plan and our community were made and changes implemented taking
into account Stonnington Economy ID data and the Stonnington member survey data.

Image Credit - Hawker Hall, Windsor
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DEMOGRAPHIC DATA
THE BOOMING LOCAL HOUSING MARKET WILL BE CAPITALISED ON, WITH A GREATER FOCUS
ON LOCAL RESIDENT DISPOSABLE INCOMES, IN THIS FUTURE STRATEGIC PLAN PERIOD.

Crawford & Kaye Chapel Precinct Daytime Shopper Research
•
•
•
•
•
•
•
•

•

•
•

Slightly more female shoppers (54%) compared with male shoppers (46%).
Over half the shoppers shopped in Chapel Street at least weekly. 39% of shoppers shopped in the
precinct two or more times a week.
Shoppers were slightly more likely to shop in Chapel Street on a weekend day than a week day.
Shoppers were most likely to be in Chapel Street for between 30 minutes and two hours.
Slightly more local shoppers than visitors.
Majority of shoppers from the local and surrounding area reside in Prahran or South Yarra.
Visitors were most likely to be from interstate, the south eastern suburbs or inner-city suburbs.
Shoppers were most likely to walk to Chapel Street; 42% of shoppers walked. One in four shoppers said
they were in Chapel Street to walk through, including to or from work or public transport, or browse. This
was the most common reason people were in Chapel Street, followed closely by shopping for fashion,
then to go to a cafe, restaurant or bar.
The most common purchase while in the precinct was from a café, restaurant or bar; 38% of shoppers
made such a purchase. The next most frequent purchase was fashion retail; 29% of shoppers purchased
fashion items. The third most frequent purchase was groceries; 19% of shoppers purchased groceries.
The average spend per purchasing shopper was $89.
The most recalled advertising was signage; 21% of shoppers had seen advertising signs for the Chapel
Street Precinct.

Crawford & Kaye Chapel Precinct Evening Research
•
•
•
•
•
•
•
•
•
•
•
•
•

Bars and restaurants were the most frequented venues in Chapel Street in the evening.
37% of survey respondents spent the most time at bars; 33% at restaurants and 21% at nightclubs.
Over half of all people surveyed (54%) said they visit Chapel Street at least once a week in the evening,
more likely two to four times a week.
Eight out of every ten people said they visit Chapel Street at least once a month.
Based on what customers said they expected to spend that evening in Chapel Street, the average
spend per person was $113.
People were most likely to spend 2 to 4 hours in the Chapel Street Precinct during their evening visit;
half of all respondents said they would be there for 2 to 4 hours.
44% of survey respondents were local or from a surrounding suburb and 56% were visitors to the area
59% of the evening customers interviewed were male and 41% female.
Nine out of every ten survey respondents said they were employed; full-time, part-time or casual, or
self-employed. 59% of survey respondents said they were full time employed.
Survey respondents were most likely to state their annual income as $50,000 to $75,000 (23% of
respondents), or $75,000 to $100,000 (20% of respondents).
People were most likely to leave Chapel Street by Uber.
The average satisfaction rating for Chapel Street as an entertainment precinct was 4.4 out of 5.
The average satisfaction rating for safety in Chapel Street was 4 out of 5.
*Data above from 2016 on street study

Image Credit - Golden Gai Restaurant, Windsor
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STRENGTHS
An active and engaged local community that loves Chapel Street

PRECINCT S.W.O.T.

Historic intangible brand recognition – Internationally recognised brand
Home of Bespoke and Unique Retail offerings
Growing night time economy

Opportunities

Well serviced by all modes of public transport

New Prahran High School Opening

Extensive accommodation options within the precinct

Capitol Grand and Jam Factory redevelopment

Destination for tourism and visitation – recognised by Tourism bodies as a
‘Tourist’ destination

Aloft Hotel opening

Artistic and music mecca in Melbourne (street art, live music etc) – a live
music and art destination
Significant growth in residential and commercial developments increasing
both the residential and employee population in the precinct.

More strongly leverage Chapel Street as a renowned International
Visitor destination to the Asian and tourism Market
Opportunities to influence the shopping habits of the new
residential population in Chapel Street precinct
Engage with the construction projects to incentivise the

Iconic Greville Street

construction workers to spend in the precinct

Capitol Grand opening – high end retail choosing Chapel Precinct

Celebrate and promote the renowned Chapel Street Lifestyle –
why would you live and shop anywhere else.

Cato Square Urban Parkland and Carpark opening
Free on street and off street parking
Close Proximity to the City – increased residential population who work in the
city but play in Chapel Street
Exceptional business mix servicing regular shopping needs to provide the
ultimate shopping experience. Servicing all ages and demographics.
Numerous renowned hard top centres within the one precinct – 670 Chapel,
Prahran Central, Prahran Market, Como etc.
Renowned restaurants and eateries plus the new Windsor dining precinct.

Well established and funded Business Association (CSPA) with
large audience social media following and digital platform
supporting the precinct businesses with marketing and promotion.
Chapel Precinct is constantly recognised by all major media –
further leverage these opportunities.
Secure state government body (Metro Trains, Yarra Trams,
Parks Victoria etc) and tourism body (Visit Victoria, Destination
Melbourne, Port of Melbourne Cruise Industry) partnership
opportunities.

24 hour economy - something is open at all hours of the day and night.
Increased in community accessing precinct via foot or bike (sustainable future)

Weaknesses
Increased homelessness
Aging property facade appearance, street infrastructure and pavements
Vandalism and property damage
Traffic congestion

Threats
Increasing vehicle congestion from developments and
increased residential population
Global retail trends/online shopping
Interest Rate increases – discretionary spend reduction
Continuing rent increases
Increase in popularity of enclosed major centres such as Chadstone

‘Hard to Park’ customer perception

Less footfall due to services like Uber Eats and Deliveroo –
decrease in incidental spending by walking to get your meal.

Increase in major construction projects - causing access, parking and
construction vehicles issues

Outdated Chapel Street reputation that does not reflect the
current Chapel Street

Increasing vacancies in parts of the precinct

Increase in retail staff costs resulting in higher use of casual
employees and decreasing quality of customer experience

Decline in floorspace needs in retail sectors – fashion, footwear, homewares etc.
High Commercial rent area causing businesses to close or move elsewhere
chasing lower rents.
Possible loss of identity as business mix changes

Construction
Decreasing and degrading business mix
Increase in Crime and anti social behaviour

Unlike a shopping centre, CSPA can influence but not control the variety of businesses coming into our precinct. It is about working with and influencing
landlords and Real Estate agents to choose tenants that improve and add to the vibrant commercial mix of the Chapel Street Precinct, CSPA will engage
with landlords, real estate agents on this topic and also work in partnership with Stonnington Council on their vacancy initiatives.
Image Credit - Mural, @resio_, Artists Lane, Windsor
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2019:23 BUDGET OVERVIEW
BUDGET
($)
PLUS GST

BUDGET
($)
PLUS GST

BREAKDOWN

2019-2020
(YEAR ONE)

2020-2021
(YEAR TWO)

MARKETING & EVENTS

$505,000.00

43.30%

$576,190.00

48.40%

DIGITAL MARKETING

$370,000.00

31.90%

$323,000.00

27.10%

OPERATIONS

$289,000.00

24.80%

$291,000.00

24.40%

TOTAL

$1,164,000.00

$1,190,190.00

SPECIAL RATE BUDGET =

$1,164,000.00

$1,190,190.00

DRAFT CSPA STRATEGIC PLAN
BUDGET OVERVIEW

RATE CAP INCREASE
EACH YEAR OF 2.25%

This budget will be responsive to the Chapel Precinct retail climate. CSPA will run campaigns in response
to market pressure and trends in the precinct always making sure customers are engaged.

Monitoring and Evaluation
Marketing and events will be evaluated against clear activity KPI’s and objectives will be ratified by the
CSPA board for each key marketing period or event.
A Budget V Actual will be shown to the CSPA directors monthly and the question of ‘member value’
always closely monitored. Tools like Economy ID will be used to ensure consistent data reports and
transparency.
YOU CAN REQUEST ANY POST-CAMPAIGN REPORT BY GOING TO CHAPELSTREET.COM.AU/MEMBERS/
Image Credit - Robot Mural, @phlegm_art, Pran Central, Prahran

18

DRAFT ACTION PLAN (2019:20)
This action plan will be responsive to the Chapel Precinct retail climate. CSPA will run campaigns in response to market
pressure and trends.
The below marketing calendar also only shows a small selection of the potential planned activity as a guide for our members.

MONTH 2019

JULY

AUGUST

SEPTEMBER

OCTOBER

NOVEMBER

DECEMBER

DRAFT MAJOR
ACTIVITY

IZETT ST
CARPARK
MARKETING

WECHAT
CAMPAIGN

PARTNERSHIP
EVENT
(EXAMPLE - NBL)

CATO SQUARE
ACTIVATIONS

SPRING
MARKETING

XMAS MAJOR
PROMO

PARTNERSHIP
ACTIVITY

CROSS
PROMOTIONAL
ACTIVITY

PRAHRAN
MARKET
X PROMO

DATING APP
PARTNERSHIP/
DATE NIGHT ON
CHAPEL
MARKETING

XMAS MAJOR
PROMO
(TO START LAST
WEEK OF NOV)

XMAS EVENT/
ACTIVATION

CHAPEL STREET
APP (SCOPE)

TRADE
ENGAGEMENT

GREVILLE
STREET DIGITAL
DIRECTORY

SPRING RACES/
POLO FOCUS
BLOG

CATO SQUARE
MINI EVENT

PRE-PROMO JAN ACTIVITY

EXAMPLE
DIGITAL
MARKETING

WINTER
FASHION TIPS
(BLOG)

NEW TO
CHAPEL BLOG
(HIGHLIGHT NEW
BUSINESSES)

FATHER’S DAY
FOCUS BLOG/
THE BARBER
TRAIL (LISTICLE)

CHAPEL
INSTITUTIONS
(BUSINESSES
30+ YEARS)
(LISTICLE)

BEST ROOFTOPS/
BEER GARDENS/
WORK & FAMILY
XMAS PARTY
VENUES (LISTICLE)

WHERE TO
PARTY ON NYE
(LISTICLE) /
NEW YEARS
RESOLUTIONS
(HEALTH & FITNESS
LISTICLE)

MONTH 2020

JANUARY

FEBRUARY

MARCH

APRIL

MAY

JUNE

DRAFT MAJOR
ACTIVITY

CATO SQUARE
EVENT
ACTIVATION
ACTIVITY

VALENTINES DAY
MAJOR PROMO

GREAT
WEEKEND SALE
MARKETING

BEST OF CHAPEL
(WINNERS
ANNOUNCED)

TELEVISION
COMMERCIAL
(TVC)

X PROMO CHAPEL VIP

SUMMER
ACTIVATION/S

NEW TO CHAPEL
(MARKETING
HIGHLIGHT NEW
BUSINESSES)

BEST OF CHAPEL
(LOCAL HEROES)
(ACTIVITY RUNS
ALL MONTH)

EASTER - MAJOR
PROMO

NEW CHAPEL
VIDEO CONTENT
(HIGHLIGHT
HIDDEN GEMS)

TEASE
MARKETING CHAPEL STREET
FESTIVAL
(EVENT - OCT
2020) (TBC)

AUST DAY
EVENTS
(LISTICLE)

CHINESE
NEW YEAR
(HIGHLIGHT
EVENTS BLOG)

COMEDY
FESTIVAL VAMFF - MQFF
(BLOGS)

BRUNCH ON
CHAPEL
(LISTICLE)

BEST SPOTS FOR
A POST-DINNER
DRINK (LISTICLE)

CHAPEL’S BEST
INDEPENDENT &
UNIQUE
BOUTIQUES
(LISTICLE)

EXAMPLE
DIGITAL
MARKETING

Image Credit - Hanging Sneakers, Duke Street, Windsor Lane
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MAJOR CONSTRUCTION
METRO TUNNEL
Construction is underway on the $11billion Metro Tunnel which will untangle the City Loop so more trains can
run (more often) across Melbourne. This includes significant work taking place in South Yarra - the location of
the future eastern tunnel entrance. This project will bring both challenges and opportunities for CSPA traders
in the streets close to the construction site.
The CSPA is working closely with the Metro Tunnel business engagement team to monitor the impact on
local traders.
Any businesses who are experiencing significant disruption or have questions regarding the project can
contact the Metro Tunnel team via the 24/7 customer information line 1800 105 105. For regular updates
regarding construction work taking place in South Yarra, members are encouraged to sign up to receive
Metro Tunnel work notices at https://metrotunnel.vic.gov.au/construction/works

CAPITOL GRAND
- Capitol Grand will house three levels of luxury retail, matched by a suitably sophisticated collection of 76 residences.
- Will be the tallest landmark building outside of the Melbourne CBD.
- Will feature a 25m lap pool and infinity pool overlooking the beauty of Melbourne.
- Capitol Grand will house five full-floor penthouses each featuring uninterrupted 360-degree views of Melbourne.

PRAHRAN SQUARE (NEW URBAN PARKLAND)
- A $65+ million transformation.
- Largest public parkland outside the CBD.
- Over 500 spaces of underground car parking (an increase of 100 spaces from prior carpark).
- When completed late 2019, Cato Square will create much needed open space for CSPA events and activations.

ALOFT
- Starwood Hotels & Resorts has signed a management agreement with Spotlight Holdings Group
to develop a 176-room Aloft hotel in South Yarra.
- The Aloft development will include retail shops, first-floor commercial offices, conference facilities and 90
residential apartments.
- Will feature a rooftop pool, bar, and restaurant.

JAM FACTORY REDEVELOPMENT
- The City of Stonnington has approved Jam Factory’s 15-storey redevelopment.
- The Urban Developer quoting this as a $500 million project.
- The proposal includes a mix of office, retail, entertainment spaces and a garden terrace rooftop.
- Restaurants and shops will be on the lower levels, filling pedestrian laneways connected to a central plaza
that will wrap around the heritage chimney.
- Up to 5000 workers will be housed across 50,000 square metres of office space.
- Proposed completion is 2020.
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WHAT DO WE MEAN BY ‘DISRUPTION SUPPORT’?
All marketing executed during the new special rate period will not only deliver the CSPA vision but clearly
address some of the precinct’s economic challenges caused by construction and development work
(causing disruption to trade) in the precinct. The newly established support funds are an example of CSPA
listening to our member feedback.
These funds are a budgeted resource set aside for businesses impacted by surrounding developments.

MARKETING ACTIVITY TO HELP LIMIT DEVELOPMENT IMPACT

KEY DESIRED OUTCOMES
A strong call to action campaign to drive consumers to support the impacted Chapel Precinct during this trying time
Drive awareness of the impact on local traders
Highlight Chapel Precinct unique traders and offerings around impacted areas
Pro-actively drive Facebook and Instagram social media engagement with excitement of what is to come
(once development is completed, plus the surrounding businesses)
Drive the emotive message of how construction can impact small business and encourage support to
businesses who have been feeling the pressure

EXAMPLE 1 - VIDEO (CUT-THROUGH DIGITAL CONTENT)
Emotive video content explaining the real impact to local small business traders and driving a clear
#shoplocal call to action. The CSPA will liaise with businesses prior to discuss and collaborate on what
bespoke support would best suit.

EXAMPLE 2 - SMALL ON-SITE ACTIVATIONS (WITH HIGH PROFILE PARTNER FOR MASS CONSUMER REACH)
Small event activations in the impacted area to drive awareness of businesses still open and their unique offering.

EXAMPLE 3 - SHOP LOCAL MARKETING (LOOK AFTER YOUR FAVOURITES)
Reminding consumers to support businesses during this time and drive home the #shoplocal message.

EXAMPLE 4 - ADDITIONAL DIRECTIONAL SIGNAGE
Increase the amount of accurate and clearly positioned signage prior to construction commencing to
further reduce the interference to the flow of traffic.
CSPA will also explore opportunities to potentially help negotiate rent increases/terms, engage consultant
experts in different fields to upskill members and support their business growth.

Image Credit - Space Mural, @camscale & @mike.makatron, Barry Street, South Yarra
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MEMBER TESTIMONIALS

(A SMALL SELECTION OF)

“Your organisation is one of the draw cards for me
to Prahran, I am so excited to be part of a business
community that seems to get it.”
- Elle-May Michael, in.cube8r gallery (Director)

“A fantastic response from new and old customers
saying they heard about us on the radio ... full credit
to the guys at Chapel Street Precinct and Gold FM
for supporting small local business too.”
- Warwick Brown, Greville Records (owner)

“We really appreciate the support of Chapel Street
Precinct Association boosting our profile to the
street.”
- Lyndal Guterres, Betty’s Burgers & Concrete Co.
(National Marketing Manager)

“We LOVED being a part of 12 Days of Xmas
Campaign 2018 – exposure like this to us is
priceless. Much appreciated.”
- Ibrahim Mustafa, Chapel Off Chapel
(Marketing & Producer Liaison Officer)

“Such a thrill for B&P to be a part of the GOLD 104.3
promo in association with Chapel Street Precinct,
we enjoyed the engagement with contestants and
received great feedback from our listeners
who are customers.”
- Darren Purchese, Burch & Purchese (owner)

“Just congratulating you on a job well done for CSPA.
You clearly know how to run a large event and
motivate people. It went very well at our end.”
- Sergeant, Prahran Police

“The Emerson was really grateful for the awesome
event for the launch of the festival with The Presets.
It was very well received, we were busy on a usual
quieter night. KIIS and CSPA were awesome to deal
with. We had a lot of new people come to the venue,
they enjoyed it.”
- John Curtin, The Emerson (owner)

“The Facebook and Instagram pages are far more
representative of Chapel Street and the work CSPA
has done for this area has just been amazing.”
- Caz Mee, The Nomad Society (owner)

Image Credit - Mural, @conrad_bizjak, Artists Lane, Windsor
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SPECIAL RATE MAP 2019:23

The State of Victoria does not warrant the accuracy or completeness of information in this publication and any person
using or relying upon such information does so on the basis that the State of Victoria shall bear no responsibility or
liability whatsoever for any errors, faults, defects or omissions in the information.
No Guarantee or warranty is given as to the accuracy or completeness of the details shown on this map. The City of
Stonnington shall not be liable in any way for loss of any kind including, damages, costs, interest, loss of profits arising
from error, inaccuracy, incompleteness of this information.

Date printed: 17/ 01/ 2019
Scale: 1:8000
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CHAPEL STREET PRECINCT
ASSOCIATION INC.
Office 2 / 27 Izett Street
Prahran Vic 3181
A.B.N. : 78 173 645 469
P: 03 9529 6331
www.chapelstreet.com.au
www.chapelstreetparking.com.au
CLICK HERE TO VIEW THE CSPA RULES OF ASSOCIATION
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