2018
STRATEGIC
PLAN

EXECUTIVE
SUMMARY

Dandenong Market Pty Ltd
is a wholly owned subsidiary
entity of the City of Greater
Dandenong. This, its second
strategic plan, builds on its
2013 Strategic Plan and work
undertaken by the Board over
the last 5 years.
It outlines the aspirations for the Market over the next
5 years and provides a framework for delivering those
aspirations.
Development of the plan included input from Key
Stakeholders, Councillors, Council officers and
Market traders as well as directors and managers
of the Company. The findings of the Company’s
annual customer intercept survey, lapsed shopper
survey and recent focus groups were also used to
inform the plan.
This plan is to be read in conjunction with the
Company’s business plans and project implementation
plans, which provide more detail in relation to each of
the initiatives planned.
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INTRODUCTION

Located at the centre of Australia’s most culturally diverse
municipality, Dandenong Market is the second oldest and second
largest of only five municipal markets in Melbourne, and the last
genuine example of Melbourne’s traditional working markets.
Dandenong Market has been a constant for the local
community: first opening its doors in 1866, the Market
has been the cornerstone of bustling community life
for 151 years. Dandenong Market is a meeting place,
a place of employment and economic contribution,
and a place of community celebration.
Dandenong Market draws visitors from across
Melbourne’s south east and nearby Gippsland with its
unique appeal as a rich and vibrant shopping hub with
a strong multicultural and fresh food focus. Home to
200 family-owned businesses, Dandenong Market offers
a broad range of fruits, vegetables, meat, fish, poultry,
nuts and spices, plants and flowers and general goods
such as clothing, toys, accessories, collectibles and gifts.
Increasingly, world street food, barista-made coffee and
lifestyle shopping are central to the Dandenong Market
experience.
The Market’s appeal is its authenticity, variety and
value-for-money, with traders operating on high volumes
and low margins. This year the Market enjoyed visitation
of 5.3 million; an indication that it remains an important
local institution.
Current Market trading days and hours are:
TUESDAY

7am – 4pm (GM: 8am – 4pm)

FRIDAY

7am – 5pm (GM: 8am – 4pm)

SATURDAY
SUNDAY

4

7am – 4pm (GM: 8am – 4pm)
10am – 3pm (doors open 9am)

DANDENONG MARKET Strategic Plan 2018

The Market was substantially renovated in 2010; when a
$26 million investment by the City of Greater Dandenong
(CGD) saw the Market extensively remodelled and
expanded over several years.
Dandenong Market was corporatised in 2012 when
Dandenong Market Pty Ltd (the Company), a wholly
owned subsidiary entity of the CGD was formed.
Dandenong Market is now managed exclusively by
the Company and its independent Board.
The Board is responsible for the strategic direction and
governance of the Market as well as oversight of its daily
operation. CGD has charged the Board with managing the
Market as a commercial enterprise that provides a sound
rate of return on Council’s investment.
CGD also has an expectation that as the custodian
of a public asset, the Company will support the local
community and encourage and nurture new and emerging
businesses. This raises many unique challenges and, at
times, requires the Company to balance its commercial
and social responsibilities.
Retail trading conditions, both locally and globally, continue
to be challenging. With the rise of on-line shopping and
digital technologies, the Market faces a changing retail
landscape; made more challenging by a changing local
demographic and the current economic climate.

TO THRIVE,
THE MARKET MUST:
Grow its catchment beyond
the local area to become a
destination of significance
for the whole of south
eastern Melbourne;
Create new non-traditional
revenue streams that allow
reinvestment in the Market;
Respond to the changing
needs of shoppers and
remain relevant for future
generations.
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OVERVIEW
INCLUDING
SUMMARY OF
PROGRESS SINCE
INCEPTION

Since Dandenong Market Pty
Ltd was established in 2012,
it has made considerable
progress in delivering the
vision and strategic goals
agreed at the time.
The agreed vision for Dandenong Market was of

“a traditional and iconic market
place where families want to visit,
traders want to sell, shoppers want
to experience and where the
community comes together. ”
Five strategic pillars were agreed to guide the
realisation of this vision. These were for the Market to:

»» Be a market that appeals to all.
»» Retain a traditional market vibe.
»» Be an iconic destination.
»» Be innovative and sustainable.
»» Drive a thriving market economy.
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Much has been accomplished since 2012 in
line with the vision and accompanying pillars.

KEY ACHIEVEMENTS
INCLUDE:
14% increase in customer visitations
(in the five years from 2012 to 2017);
19% growth in the Market’s revenue;
5% annual increase in financial
return to CGD;
Introduction of Sunday trading
(now the busiest trading day by
hour and which now enjoys the
highest median spend);
Rebranding of Dandenong Market,
including new signage and
marketing collateral;
Increased marketing and promotion
of the Market;
Growth of the World Fare;
The successful introduction of a
community and cultural festivals
and events program;

The Company has exciting aspirations for the
Market. Central to the Company’s plans are
building an iconic market place that reflects the
cultural diversity of its community, responds to
the changing needs of its customers in innovative
ways and provides a solid foundation upon which
CGD can build the surrounding precinct. However,
realising these aspirations will present challenges
requiring decisive, strategic management and productive
partnerships with all stakeholders, especially Market
traders and CGD.
Scope to increase trader rents is limited and full
utilisation of all rentable space is critical as is the
need to source revenue from non-traditional sources.
Investment is needed in both hard and soft infrastructure.
When the Market was refurbished in 2008-2010, large
parts of the Market such as the fruit and vegetable sheds
and much of the services infrastructure was not upgraded
and now require significant investment.
CGD has scarce resources and limited capacity to
fund major works given rate capping (having already
committed $2.6m over the next 3 years to existing
capital projects). Hence, funding DMPL’s strategic
aspirations presents a key challenge if the Company
is to do more than deliver a business as usual scenario.
This document outlines DMPL’s strategic plan, including
the initiatives the Company intends to implement to
realise its aspirations, while addressing likely challenges.

The visual appeal of the Market
has been enhanced by investing
in artworks and the creation of
colourful, family friendly space.
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STRATEGIC PLAN ON A PAGE

The five pillars originally intended to guide the Company’s strategic
planning process have been updated and defined as outlined below.
This revision has involved combining two of the five pillars to minimise
overlap between pillars. Revising the pillars has enabled the injection
of more focus and clarity to the strategic goals articulated by
participants involved in the Company’s strategic planning discussions.

The revised pillars and associated definitions are:
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1

 andenong Market is a market that appeals to all: an
D
authentic and inclusive retail destination attracting diverse
communities.

2

Dandenong Market is a traditional working market: honouring
and sustaining the sights, aromas, vibrancy and energy of a
traditional working market.

3

Dandenong Market is an iconic and innovative destination:
offering a vibrant, global shopping experience and welcoming,
dynamic community meeting place.

4

Dandenong Market is a thriving and sustainable contributor
to Market and Municipal prosperity: working with existing and
new stakeholders to secure sustainable financial growth for its
Traders, Shareholder (CGD) and the Company as a whole.
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The Market’s Strategic Plan (2018)
is summarised in the table below.
This depicts the high-level goals the
Market intends to pursue for each of
the Company’s core business processes.
Appendix 1 outlines the specific initiatives
designed to deliver these goals.

Core business
imperatives

External focus (customers/market
shareholder/community/region)

Internal focus
(traders/staff/directors)

Advertising and
Marketing

To become an iconic attraction in Melbourne’s south
east (1 & 3)

To enhance the Market’s position as an inclusive
public meeting place (1)

Stakeholder
relationship
development

To become a leader in the Dandenong community
(1, 3 & 4)

To strengthen interaction between traders and
management (2)

Asset and
Infrastructure

To create a more enjoyable, safe and comfortable
shopping experience for customers (1)

To future proof the Market by creating a more
flexible space for events and a better trading
environment for traders (1, 2, 3 & 4)

Product offering
and services

To create a truly unique shopping experience and
enhance our current offer (1, 2 & 3)

To provide customers with greater choice over
what they buy and when they shop (1, 3 & 4)

Finance and
governance

To improve the financial sustainability of the Market
by investigating alternative funding sources for
capital works i.e. partnerships (4)

To protect and build upon the Market’s asset
value (4)

Note: Numbers in brackets after each goal reflect the link/s to the four pillars upon which the Market’s Strategic Plan is based.
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ADVERTISING AND MARKETING

OUR ASPIRATION
Serving both the local community and people from Melbourne’s south-east and nearby Gippsland, Dandenong Market
is a regional centre for trade where people come together to shop, eat and connect.
Whilst the Market remains central to Dandenong community life, the opportunity to participate in an authentic
shopping experience that showcases our cultural diversity, offers affordable, fresh and unusual produce and products
also has great appeal to a broader customer base.
Prudent investment in advertising and marketing activities will aim to retain the current customer base, appeal to a
broader audience and attract customers from further afield. The intention is to encourage more customers to spend
more, stay longer and enjoy what the Market has to offer.

WHAT WE WILL DO:
To achieve our aspirational goals in advertising and marketing we will:

»» Build a clear and strong brand around trading
hours, offer, unique selling points (USPs) and
our positioning as Melbourne’s global market.

»» Develop a tourism strategy focusing on those
visiting family and friends in the region.

»» Source traders who reflect our brand values and
positioning. This includes improving trader recruitment
process and associated promotional tools.

»» Run more festivals and events and offer more
entertainment including expanding our cultural
events and community celebrations.

»» Establish a program of activations and events in
partnership with grower organisations to celebrate
locally grown and seasonal produce.
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»» Celebrate the multicultural fabric of the Market.
This includes telling the stories of the Market and
our traders both orally and pictorially through street
art, signage and other visual cues.

»» Expand the range of products and services that
reflect our culturally diverse community, including
the development of our street food offer.

»» Secure sponsors for theme days to ensure the
ongoing financial viability of these activities.

»» Partner with other attractions in the region to help
attract customers from outside the area.

HOW WE WILL MEASURE
OUR SUCCESS:

PR value of stories
about the Market.

Social media
engagement.

Value of sponsor
support for theme days.

Number of existing and
start-up businesses
attracted to the Market.

Unsolicited feedback from
customers and traders in
response to advertising and
marketing campaigns.

Shopper demographics as
identified through annual
intercept survey.

Average spend as
identified through annual
intercept survey.

Beonic pedestrian counts.
DANDENONG MARKET Strategic Plan 2018
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STAKEHOLDER
RELATIONSHIP MANAGEMENT

OUR ASPIRATION
Building strong relationships with individuals and groups who share an interest in the Market’s success is critical. We
must work collaboratively with stakeholders to achieve mutually beneficial commercial outcomes, while maintaining
commitment to the pillars upon which the future of the Market is based. Building mutual understanding and exploring
possibilities for shared growth, are fundamental to collective success.

WHAT WE WILL DO:
To achieve our aspirational goals for leadership in stakeholder relationship development we will:

»» Build on and enhance communications with the
broader community as customers.

»» Enhance the working relationship/partnership
between Market management and Council.

»» Lead engagement with key influencers and potential
partners.

»» Be a key influencer in the precinct redevelopment.
»» Create and implement a framework to improve
engagement with traders e.g. traders’ group,
resources and personnel.

»» Work to understand existing traders’ unique selling
points to raise their individual profiles to icon
status.

»» Establish mentoring and grant programs to support
new, emerging and existing traders to strengthen
and grow their businesses.
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»» Work with non-governmental organisations (NGOs)
and social enterprise organisations to provide retail
opportunities for new retailers.

»» Improve customer and trader interface with
management and services.
All the above will require some robust stakeholder
relationship mapping and the implementation of
joint, generative forums in which relevant parties
build understanding of each other, solve problems
together and generate novel approaches to
emerging opportunities.

HOW WE WILL MEASURE
OUR SUCCESS:

Stakeholder subscription
to joint forums.

Feedback re
relationship health.

Clarity re roles and
accountabilities.

Delivery of respective
accountabilities.

Trader culture survey.

Stall occupancy rates/ trader
retention rates.

Effectiveness of Trader
Committee.

Contribution of Dandenong
Market to broader Dandenong
economy.
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ASSETS AND INFRASTRUCTURE

OUR ASPIRATION
Accessible, functional, comfortable and safe spaces are fundamental to the success of a working market. Despite
significant investment in recent years to revitalise Dandenong Market, more investment is needed to secure these
fundamentals AND to realise the full potential of the Market. Expanding lettable space, improving the connectivity
between existing spaces, ensuring an adaptable and flexible space that enables the Market and its traders to respond to
an evolving retail landscape and, injecting more colour, interest and comfort for customers and traders alike, represent
the aspirations the Company has in relation to assets and infrastructure. However, and given funding constraints, realising
these aspirations is dependent on the implementation of other initiatives associated with funding and stakeholder
relationship development. If achieved, the Company will make it easier for existing traders to trade, attract new and
emerging retail businesses and make it easy for customers to access, navigate, enjoy and take pride in their Market.

WHAT WE WILL DO:
To realise our asset and infrastructure aspirations we must:

»» Undertake a full site survey of the Market’s buildings
and service to improve our knowledge of the Market’s
existing infrastructure.

»» Reviewing the existing layout and building structure
for opportunities to:
»» increase permeability and improve pedestrian
connectivity and traffic flow between different
trading halls; and
»» increase the lettable area and revenue generated
from traditional and new market activities.

»» Advocate for increased and more accessible car
parking in the precinct.

»» Advocate for pedestrian friendly surrounding streets
that are safe and easily traversed.

»» Review the existing carpark layout to ease
congestion, improve ingress and egress and to
generally make shopper parking easier.

»» Improve the quality of our public spaces by providing
more patron seating, quality lighting, greenery, public
art and other placemaking elements.

»» Cater for families by providing child friendly spaces,
play areas, parents’ rooms and parking for parents
with prams.
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»» Invest in services (water, sewerage, gas, electricity
including an uninterupted power supply and Wi-Fi)
and other infrastructure that create flexibility in how
the space can to used. This includes investment
in the technology needed to improve business
efficiency and reduce the operating costs for traders
and management.

»» Focus on improving waste removal by increasing
recycling where possible and, partnering with food
rescue organisations to divert high quality surplus
food from landfill.

»» Improve way finding signage (utilising international
symbols and visual cues), making it easier for
customers to navigate their way around the Market.

»» Strengthen the Market’s street presence and
connection to central Dandenong by encouraging the
establishment of outdoor cafes and street trading by
the Cleeland Street traders.

»» Invest in movable event infrastructure.
»» Improve temperature control, especially in the
Market halls.

»» Seek to control the whole of the customer
experience including the Market carparks.

HOW WE WILL MEASURE
OUR SUCCESS:

Increase in revenue generated
through expansion of lettable
area.

Customer and trader feedback.

Recycling targets met/
exceeded/waste diverted from
landfill.

Utilisation of flexible/movable
space for events.

Uptake/ impact of improved
technology.

Increase in utilisation
of Cleeland Street by
neighbouring businesses.
DANDENONG MARKET Strategic Plan 2018
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PRODUCTS AND SERVICES

OUR ASPIRATION
Dandenong Market’s traders come from many parts of the world. They bring with them their own flavour, style and
traditions that enhance our local community and allow us to showcase the unique multicultural fabric of our Market.
The Market also enjoys a rich tradition of family owned and operated businesses, full of passionate and knowledgeable
market characters. We must leverage these attributes better to set the Market apart as a truly iconic destination
offering a range of global shopping experiences and, a mix of products and services that reflect changing customer
needs from a wider range of customers in a rapidly changing retail landscape.

WHAT WE WILL DO:
»» Review trading hours and days to provide greater
access to the Market outside traditional Market hours
to accommodate those who live and work in the area.
This includes exploring opportunities to encourage
evening trade (in pockets) where appropriate and
assessing the viability of a night market.

»» Strengthen and expand the offer including reviewing
the current mix to reduce duplication and over
representation of products where it exists, working
with existing traders to improve the quality of their
offer, to emphasis their points of difference and
celebrate what they are good at.
This also means:
»» e
 ncouraging fresh food traders to work with their
suppliers and grower organisations to highlight
food provenance and seasonal produce and to
increase the representation of locally grown,
caught, foraged and manufactured foods;
»» w
 orking with existing general traders to articulate
and leverage their unique selling points;
»» increasing the representation of locally designed,
handcrafted and artisanal products especially
those that showcase the diversity of the local
community; and
»» increasing the representation of services such as
shoe repair, health, nail and beauty services.
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»» Strengthen other parts of the Market experience
including entertainment (buskers), attractions,
festivals/theme days and a play area to encourage
more people/families to visit the Market and to
stay longer when they visit.

»» Align our retail mix with our culturally diverse
community/expand our multicultural offer.
This includes catering for the regular and
occasional market shopper (regional/community).

»» Create a platform for local retail to emerge,
including facilitating access to regional producers
and local food manufactures and establishment of
wholesaling opportunities.

»» Review standards around packaging and practices
used by Trades to reduce the reliance on plastics.

»» Establish minimum stall presentation and
merchandising standards.

HOW WE WILL MEASURE
OUR SUCCESS:

Customer satisfaction and
feedback as measured through
intercept survey.

Average spend as identified
through intercept survey.

Range/number of different
products and services on offer.
Reduction in duplication/
increase in diversity of products
and services on offer.

Media stories re multicultural/
iconic nature of Market.

Increase in customer numbers
(regional and local) and mix.
DANDENONG MARKET Strategic Plan 2018
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FINANCIAL AND
GOVERNANCE IMPERATIVES

OUR ASPIRATION
Realising the full potential of Dandenong Market as envisaged by the Company will demand the use of retained
earnings, careful management of operating costs and the pursuit of additional sources of funding. Working in
partnership with CGD, Victorian government agencies, community partners and others, will be an important part of this
quest to fund the Company’s aspirations. Ensuring these relationships are well governed will be critical for success.
The Company is committed to ensuring a prosperous future for its traders and the local community but must navigate
many financial constraints for this to occur. The option to increase rents is limited. At the same time, the Company is
committed to providing CGD with a return on its investment. However, the opportunity exists to build a strong business
case for significant investment in Dandenong Market as part of CGD’s precinct re-development to secure sustainable
financial growth for all involved.

WHAT WE WILL DO:
»» Improve the financial sustainability of the Market by
investigating alternative funding sources. This will
include exploring complementary, non-traditional
revenue sources as well as identifying government and
other grants for which the Market may be eligible.

»» Increase the ability for the Company to self-fund
minor and medium capital works (up to $500k).

»» Investigate options to increase the lettable area.

power, bio-digestion and co-generation that reduce
operating costs (for both the Company and/or
traders).

»» Investigate implementing user pay systems for
services - electricity (including embedded network),
gas, waste disposal, etc.

»» Establish annual targets for:

»» Develop a major works master plan.

»» customer counts.

»» Expand revenue sources available to the Company

»» customer satisfaction.

e.g. Aldi and carpark

»» Continue to engage with CGD in the development
of its Precinct Plan.
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»» Explore the use of technologies such as solar
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»» customer spends.
»» recycling.

HOW WE WILL MEASURE
OUR SUCCESS:

Increases in income from
non-core sources.

Number/size of commercial
partnerships formed.

Additional rent secured through
expansion of lettable area.

Return to CGD.
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COMPANY OFFICERS
DIRECTORS

JULIE BUSCH
Chairman of the Board. Julie is an experienced senior property and business strategist
who managed major retail developments in Brisbane, Adelaide and Melbourne. She is a
passionate believer in market shopping and its place as the heart and soul of a community.
Julie ran the inner-city specialist food market, Prahran for many years. Apart from her role
at Dandenong Market, Julie is also independent chairman, non-executive director and Trust
member of several not for profit disability, employment and training, community health,
Council owned sports and aquatic companies. She is chair of judging panel for Victorian
Tourism Awards; and committee member of Property Council retail committee.
Julie is a graduate and current member of the Australian Institute of Company Directors; and has
tertiary qualifications in business, shopping centre management, psychology and journalism.

TOM MOLLENKOPF
Director of the Company and Chair of Finance and Risk Sub-committee. Tom is CEO of
the Peter Cullen Water and Environment Trust and an Independent advisor focussing on
governance, policy and strategy.
His professional background is in law, including as Corporate Counsel for Australian Airlines,
before moving to the water sector where he has held executive positions in Australia and
overseas. He is qualified B Juris., LL.B and MBA and is a Fellow of the Institute of Company
Directors and the Governance Institute.
Tom is President and Chair of Life Saving Victoria and Senior Vice-President of the
International Water Association. Previous Board roles include Chair of the Water Industry
Superannuation Fund.

FRANZ MADLENER
Director of the Company. Franz is one of Melbourne’s most awarded and recognised retail
entrepreneurs. Franz was the founder & former CEO of both the Villa & Hut Group and
Bonbons Bakery Group, a former Retailer Relations Manager & Centre Retail Manager with
Westfield Australia, and a former Director of the Australian Retailers Association.
Franz is the current Founder and Director of Madlener Consulting, one of Melbourne’s leading
retail consulting companies, specifically working with retail start-up businesses.Franz’s
industry contributions and recognitions include Australian Entrepreneur of the Year Finalist
in 2007 and Emerging Franchisor of the Year finalist 2015. He is also a current Member of
the Australian Institute of Company Directors.
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TIM COCKAYNE
Director of the Company. Tim has worked in the retail sector since 1990, and operated in
numerous roles including merchandise, marketing, operations and finance.
Most recently Tim has held roles as a CEO and General Manager at national retail chains.
Importantly Tim has had a wide range of experience working with franchise businesses, buying
groups, privately owned businesses and public businesses. In addition, that retail experience has
been gained in both the specialty and bulky goods sectors across a number of product categories.
Tim currently holds the role of CEO of Total Tools, which is a national retail chain of professional
tools, and has previously held roles within apparel, jewellery and consumer electronics.
Tim has a MBA and is also a Graduate and current member of the Australian Institute of
Company Directors.

DONNA MCMASTER
Director of the Company. Donna has extensive experience in senior executive and strategic
roles within public & private retail companies. These include Coles Myer, Lend Lease and
SAVERS Australia Pty Ltd where she served as Managing Director.Her broad commercial
experience includes strategic planning, product development, brand acquisitions, merchandise
planning & production, marketing, retail and human resource management, leasing and
property development.
Donna serves on multiple Boards and is also currently the Chair of a Victorian School Education
Board, Chair & Non Executive Director of YMCA E-Store Pty Ltd & a Non-Executive Director of
Gale Pacific Ltd. Donna is an inaugural winner of the Telstra Business Women of the Year Award
(private sector) she has a MBA and has also successfully completed Strategic Planning and
Retail Leadership programs at Monash and Deakin Universities in Victoria.
She is also a Graduate and current member of the Australian Institute of Company Directors.
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COMPANY SECRETARY

JENNIFER HIBBS
Company Secretary and General Manager. Jennifer is an experienced property manager with
extensive experience in managing and growing markets having worked in municipal markets
for the last 30 years. Prior to her appointment as General Manager, Jennifer held the position
of Chief Executive Officer of Queen Victoria Market Pty Ltd from 2008 to 2013.
She also held the position of Chief Operating Officer of Melbourne Wholesale Fish Market
for 2 years during which time the market was prepared for sale to the industry. Jennifer has
championed the emergence of night markets in Victoria establishing Geelong Night Market,
Coburg Night Market and both the multi-award-winning Summer Night Market and Winter
Night Market at Queen Victoria Market.
Jennifer has a BA and a Graduate Diploma in Property.

SHAREHOLDER REPRESENTATIVES

CR MARIA SAMPEY
I am the elected Councillor representative on the Market Board. I came to Australia from
Reggio Calabria, Italy at the age of seven and have been married to Brian for 48 years.
Since being elected on Council in 2000 I have played an active role in developing an Aged
Care Plan that supports our most frail and vulnerable older residents. I helped implement
a vacation and after school care program for local children and teenagers with intellectual
disabilities. The program funding enabled young people with complex care needs to
participate in a range of social and recreational activities, providing significant opportunities
for families to access respite care during school holidays. For the last 14 years my husband
and I run our business Eclipse Retractable Screens in Keysborough manufacturing retractable
fly screens for bifold, french, sliding, stacker and servery windows.
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APPENDIX 1:
DANDENONG MARKET’S ONE-PAGE STRATEGIC PLAN 2018.

Core business
imperatives

External focus (customers/market,
shareholder/community/region)

Internal focus (traders/staff/directors)

1. Advertising
and Marketing
imperatives

Become an iconic attraction in Melbourne’s
south east by:

Enhance the Market’s position as a great public
meeting place by:

»» Building a clear and strong brand around

»» Running more events and offering more

»» Attracting traders that reflect our brand values

»» Celebrating the multicultural fabric of market.
»» Securing sponsors for theme days to ensure the

trading hours, offer, USPs and our positioning
as Melbourne’s global market.
and positioning - improve trader recruitment
process and associated collateral.

2. Stakeholder
relationship
development
imperatives

entertainment.

ongoing financial viability of these activities.

B a key influencer in the Dandenong
community by:

Strengthen interaction between traders and
management by:

»» Building on and enhancing communications

»» Creating a framework to improve the

with the broader community as customers.

»» Enhancing the working relationship between
Market management and Council.

»» Engaging with other key influencers

engagement with traders e.g. traders’ group,
resources and personnel.

»» Improving customer and trader interface with
management and services.

and potential partners.

»» Assuming a leadership role in precinct
redevelopment.

Create a more enjoyable and comfortable
3. Asset and
shopping experience for customers by:
Infrastructure
imperatives
»» Increasing car-parking and accessibility to
(including precinct
the Market.
development, site
»» Improving the quality of our public spaces
investment and
(e.g. more patron seating).
improvement,
technology etc.)
»» Improve way finding signage.

»» Strengthen street precense and connection
to Central Dandenong.

»» Cater for families.

Future-proof the Market - creating a more
flexible space for events and a better trading
environment for traders. We will do this by:

»» Investing in services (water, sewerage, gas,
electricity, Wi-Fi).

»» Improving Market layout.
»» Improving knowledge of existing infrastructure.
»» Investing in movable event infrastructure.
»» Improving temperature control.
»» Improve waste removal and recycling and review
opportunities to divert waste from landfill.
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Core business
imperatives

External focus (customers/market,
shareholder/community/region)

Internal focus (traders/staff/directors)

4. Product offering
and service
development
imperatives

Create a truly unique shopping experience and
enhance our current offer by:

Provide customers with greater choice over
what they buy and when they shop by:

»» Aligning our retail mix with our culturally diverse »» Reviewing /extending trading hours/ days.
community and expanding multicultural offer
»» Strengthening and expanding the offer.
(regional/community).
»» Strengthening other parts of the Market
»» Creating a platform for local retail can emerge.
experience including entertainment (buskers),
attractions, festivals/theme days, play area.

»» Review standards around packing, practices and
stall presentation.

5. Financial and
governance
imperatives

»» Improve the financial sustainability of the

Market by investigating alternative funding
sources for capital works (i.e. partnerships).

»» Engage with CGD in the development of its
precinct plan.

Protect and build upon the Market’s asset
value by:

»» Increasing the ability for DMPL to self-fund minor
and medium capital works (up to $500k).

»» Investigating options to increase the lettable
area.

»» Developing a major works master plan.
»» Expanding revenue sources available to DMPL
e.g. Aldi and carpark.

»» Establish targets to track our progress.
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1. Define differentiating brand of Market and develop marketing
collaterol
1. Advertising and
marketing

2. Agree and attract the "right" mix of traders to fulfill brand
promise
3. Establish and promote expanded program of activations and
events
4. Identify and secure sponsors for programmed theme days
1. Segment community/customer base and align
communications with each segment

2. Stakeholder
relationship
development

2. Define and develop partnership model with Council
3. Adopt leadership role in precinct re-development
4. Develop and implement Trader engagement program
1. Review infrastructure needs & develop infrastructure
improvement program/budget
2. Review existing carpark layout to ease congestion
3. Work with Council to agree long-term carparking/accessibility
development plan
4. Improve quality of public spaces

3. Asset and
infrastructure

5. Develop services improvement plan, including technology
6 Review and improve waste removal
7. Improve market layout including signage/wayfinding and
integration with Cleeland Street traders
8. Improve temperature control, especially in Market Hall
9. Invest in movable event infrastructure
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Imperatives

2018

APPENDIX 2: DMPL STRATEGIC PLAN 2018-2022
INDICATIVE TIMELINES AND SEQUENCE
FOR KEY INITIATIVES

2022

2021

2020

2019

Key initiatives

2018

Business Process
Imperatives

1. Review and extend trading hours (including night market)
3. Strengthen other parts of the Market (entertainment,
festivals etc) in line with marketing activities
4. Align and integrate retail mix with cultural diversity of
municipality and region
4. Product offering and
service development

5. Facilitate development of local retail and wholesaling
opportunities
6. Review standard around packaging and practices used by
Traders to reduce reliance on plastics
7. Establish minimum stall presentation and merchandising
standards
8. Review merchandise mix
1. Develop and major works master plan with funding
implications/options
2. Investigate options to increase lettable area
3. Investigate alternative sources of funding to help increase
ability of DMPL to self-fund minor and medium capital works
and other initiatives

5. Financial and
governance

4. Expand Revenue sources available to DMPL eg ALDI
and carpark
5.Investigate the use of technologies that reduce
operating costs
6. Investigate implementing user pay systems for services –
electricity, gas, waste disposal, etc
7.Establish annual targets around customer satisfaction
recycling, etc
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