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THE AUTHORITY'S MANDATE

=To protect and enhance the natural and cultural heritage of
the foreshore area

»To secure the orderly and economic development and use
of the foreshore area, including the provision of infrastructure

=To promote, coordinate, organise, manage, undertake,
secure, provide and conduct cultural, educational,
commercial, tourist, recreational entertainment and transport
activities and facilities

— Sydney Harbour Foreshore Act 1998




The Authority Is responsible for:

=40 million visitors (approx)

»$1.3 billion in assets

=165 retail leases and significant commercial leases
=106 State heritage properties

=300+ commercial, social and community uses

*11 major festivals
=22 cultural festivals
=Key State strategic waterfront assets




A self-funding model contributing
$1.1 billion to NSW GDP
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OUR STAFF

attract & grow competent, motivated staff







Place making is a multi-
facetted approach to the
planning, design, and
manageme

spaces.

...ultimately creating




Place making Is a discipline, not an accident

PLACE
MAKING

PLACE PLACE
DEVELOPMENT MANAGEMENT

Heritage & Interpretation Activation
Strategic Planning & Marketing

Development _
Leasing Strategy

Capital Projects : :
Security & Maintenance

LONG TERM SHORT-MEDIUNM TERM

WHOLE OF GOVERNMENT COORDINATION
EXCELLENCE IN PLACE MAKING
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g-term intergenerational legacy

=Heritage & Interpretation
=Strategic Planning & Design
=Capital Projects




HERITAGE & INTERPRETATION

»Adaptive reuse
=|nterpretation
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White Bay Power Station




=From refits to major upgrades










’%{"

)

PLACE MANAGEMENT

Short-medium term visitor experience

= Activation
*Marketing

=Securi
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ACTIVATION

=Not just ‘events’

=Balance between intimate engagement
and large scale spectacle ‘
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| LEASING STRATEGY

=Evolving tenancy mix to meet the needs
of the visitor economy
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g =Embracing the digi
t ) ’ =Distinct precinct bra
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ng the vision for Sydney Harbour’s
~State- SIgnlflcant foreshore
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" 1.Circular Quay Strategic Framework

LR Sy Al
@i‘ 2.Bays Precinct Taskforce
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BAYS PRECINCT TASKFORCE
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1 Australian National Maritime Museum 4 IMAX Redevelopment

2 Harbourside Shopping Centre 5 The Goods Line

3 Four Points Development 6 UTS Masterplan
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Managing Darling Harbour
Era of Change
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OUR VISION
To make extraordinary places in
Sydney that the world talks about

-I'fr R T e

L ALy s ._ 3 i i 1
i|' .
"'I;".i. o s g e
]

| ] l ] ul R . i T
mﬂ‘ . H ...l-, 'L ' l'| "l
i

IIF. i~ j.-"’" '—L".r ulf] I

;ll LI" 'i_" z
' ’!f.'—'- hfi.“




Preferred

DARLING HARBUOUR

INTERNATIONAL
COMVENTION
CENTRE (ICC)
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Challenges
Ahead
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Our activation
objectives:

DARLING
HARBOUR THRIVING

HVIDE MORE
SONS FOR PEOPLE

CREATE OPPORTUNITIES
FOR TENANTS TO
PARTICIPATE & SUCCEED
IN A VIBRANT, MUST-VISIT
DESTINATION




Maintaining relationships is key

WITH KEY PRECINCT BUSINESS PARTNERS

GOVERNMENT & KEY STAKEHOLDERS

MINIMISE DISRUPTION TO THE PRECINCT




DARLING HARBOUR STRATEGIC PLAN
DARLING HARBOUR ALLIANCE

Brand Positioning l | Activation Program

) Darling Harbour Live Integration l | The Goods Line Delivery

Media Comms & External Relations
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MARITIME COCKLE BAY WHAR
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DARLING HARBOUR ALLIANCE




Objectives:

*PUBLIC PRIVATE PARTNERSHIP
*SHARED VISION AND STRATEGY

*FLEXIBLE COMMERC
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BIG TIME

elebration Innovation




1'? Precinct and Sub -precincts

==-—“ NEW BRAND PLAYS AN UMBRELLA ROLE TO
DRIVE CLOSE ALIGNMENT '




Fima U

a3 J,; 14.4' JJJLJ:‘-‘- 4
-4_1._4‘

T 1
v i
]

d o




1.
A SPECTACLE




SOCIAL
INTERACTION




WORLD TALKING




4.

CAUSE AND
EFFECT




TEMPORARY OR
PERMANENT
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Our goals:

' DARLING HARBOUR
THRIVING

PROVIDE MORE
REASON
TO VISIT

CREATE TENANT
OPPORTUNITIES TO
PARTICIPATE AND
. =




Deliver a Contlnuous flow of actlvatlon
throughout the precmct
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SIRATEGIC
PARTNERSHIPS
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Objectives
Timing
Connectivity
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Connecting the City
Bringing the space to life

Artist impression
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