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INTRODUCTION
Arup has been commissioned by Arts NSW,
a division of the Department of Trade and
Investment, Regional Infrastructure and Services to
develop a high-level vision for the Walsh Bay Arts
Precinct. The Walsh Bay area is already a significant
hub for cultural activity with the presence of major
arts organisations on Wharf 4/5. The list of current
tenants include: Sydney Theatre Company, Sydney
Dance Company, Regional Arts NSW, Australian
Theatre for Young People, Ausdance NSW,
Bangarra Dance Theatre, Sydney Philharmonia
Choirs, Sydney Children’s Choir, Song Company
and Accessible Arts. Both Arts NSW and Arup
have identified the strong potential to build on
this concentration of arts organisations to build a
vibrant and active cultural precinct for Sydney.

Strategic Context
Within the context of the NSW State Government’s
efforts to improve the economic performance of
Sydney and the rest of the State, tourism, events
and arts and culture have been identified as key
growth sectors to be supported. The establishment
of Destination NSW and the Visitor Economy
Taskforce are designed to drive the State’s
commitment to double tourism expenditure in
NSW by 2020.
The strategy is to leverage additional visitors to
Sydney, to increase the audience levels of existing
Sydney-based arts organisations and to further
confirm Sydney’s position as a leader in the arts,
Australia-wide and internationally.
Walsh Bay presents the highest concentration
of arts organisations in Sydney, with daily
performances and large-scale events such as the
Biennale of Sydney and the Sydney Writers’ Festival
being hosted there.

Walsh Bay’s contribution to Brand Sydney
Sydney’s cultural landscape is often dominated by
the iconic nature of the Sydney Opera House and
the natural beauty of Sydney Harbour. However,
Walsh Bay plays a central role as a place of cultural
production and consumption. Thanks to the
clustering of key performing arts organisations,
Walsh Bay has attracted a critical mass of visitors,
cultural workers and associated industries
(hospitality and services). It is fair to say that Walsh
Bay contributes to the perception of Sydney as an
JANUARY 2012

established performing arts centre ‘on the edge’,
with innovative and unique productions.

Getting it right with Pier 2/3
The planned redevelopment of Pier 2/3 for cultural
uses presents a unique opportunity to develop the
infrastructure and creative ecosystem to further
support and strengthen the activation of Walsh Bay
as a whole. A clear understanding of how Walsh
Bay operates as a precinct and a cultural cluster
underpins all recommendations made in this
report, in particular the activation strategies for the
precinct and the suggested uses at Pier 2/3.
Pier 2/3 is Sydney’s last wharf structure in its
original state. It formed part of the development of
Walsh Bay as working docks in the 1910s and 1920s.
Today, the undeveloped Pier 2/3 is designated
for cultural uses as part of the Walsh Bay
redevelopment masterplan. Under this plan Pier 6/7
was considerably modernised and developed for
residential uses and Pier 8/9 became a large office
complex with significant alterations to its structure
and facade.
Arts NSW has been granted a long-term lease from
NSW Maritime and intends to redevelop Pier 2/3
in a way that will strengthen the Walsh Bay Arts
Precinct.

Current Status
Arts NSW has obtained development consent for
the use of Pier 2/3 as a cultural facility. This is an
important step in the sustainable activation of the
Walsh Bay Arts Precinct. It will allow Arts NSW to
streamline arrangements and facilitate greater use
of the pier in the short term, especially by Sydneybased not-for-profit arts organisations that do not
possess the resources to conform to the City of
Sydney development application process.
In parallel with the short term activation strategy,
6 arts organisations have been shortlisted through
a Registration of Interest process to occupy Pier
2/3 for long term arts and cultural uses as either
potential resident companies or key users. These
include: Australian Chamber Orchestra, Australian
Theatre for Young People, Bangarra Dance Theatre,
Bell Shakespeare, Sydney Writers’ Festival and The
Biennale of Sydney.
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“We believe that
a multiplicity of
galleries, museums,
clubhouses, live/work
and studio buildings
and performing arts
space brings healthy
competition to the
artistic economy in a
city.”

Extract from “The Core as Urban Sticky
Place”, Ann Markusen, 2007
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URBAN CONTEXT
UNDERSTANDING A UNIQUE CONTEXT

WALSH BAY ARTS PRECINCT

Walsh Bay is an historic and cultural precinct
located at the north end of Millers Point, Sydney
just minutes away from the CBD. The Walsh Bay
precinct comprises 5 wharves preserved from the
area’s past as working docks. The wharves give this
area its distinct character as well as a unique setting
for arts and cultural activity.

Although this report generally takes the wider
Walsh Bay precinct into consideration, this
commission concerns recommendations and
activation strategies of the Walsh Bay Arts Precinct
and potential future uses of Pier 2/3.
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Located a stone’s throw away from both Barangaroo
and The Rocks, Walsh Bay is a key priority for
both state and local government who support its
consolidation as an arts and culture destination.

PIER

The wider Walsh Bay precinct (excluding Wharf 4/5
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This arts precinct is unique. It is testimony to
truly culture-led regeneration. Wharf 4/5 was
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government providing Sydney Theatre Company
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area has developed as a cluster for the performing
arts, attracting talent and visitors from around the
world.
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“That the arts,
culture and creative
industries are highly
networked and operate
in clusters is now well
established. The notion
of cluster is linked to
the idea of place-based
advantage with arts,
culture and creative
industries gaining
competitive advantage
from mobilising the
resources of places
to compete in global
markets. ”
Extract from “A Special Kind of Knowledge”,
Justin O’Connor, 2004
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METHOD
Arup was commissioned to deliver an 8-week
program resulting in the formulation of a vision for
the Walsh Bay Arts Precinct.
A key component of this commission was an
in-depth consultation phase during which Arup
consulted a broad range of stakeholders on their
hopes and aspirations for Walsh Bay as a cultural
precinct. The consultation included several
methods. These were:
»»

Direct interviews with key players;

»»

Stakeholder workshops; and

»»

User engagement through on-site interviews.

In parallel with this consultation, the team
undertook a two-stream approach: an ‘Analyse’
stream and a ‘Communicate’ stream. The Analyse
stream involved analysis of current international
benchmarks, identifying innovative strategies
for arts precinct and facilities planning. The
Communicate stream involved engagement with
stakeholders where insights from our research and
analysis were shared and built upon in the context
of high impact workshops.

ANALYSE STREAM

as discussion papers which formed the basis of
discussion and activities at the workshop.

COMMUNICATE STREAM
The workshops yielded very important insights
into the sometimes conflicting agendas of arts
and culture creation, arts administration and the
economic context within which these exist. The
insights from the workshops were distilled into
reports and subsequently informed the structure
and content of this final report.
In addition, the Walsh Bay Arts Precinct
stakeholder workshops immersed participants in an
urban-led way of thinking about the activation of
Walsh Bay, focusing on the following pillars:
»»

Develop a clear picture of Sydney’s cultural
brand informed by participants’ perceptions
and goals;

»»

Show the impacts of various infrastructure
(hard and soft) decisions on the amenity of
place;

»»

Gain a clear picture of desirable outcomes for
the Walsh Bay Arts Precinct.

Within this stream, our research focused on the
world’s best practice in arts and cultural precinct
precedents. From this research we gained insights
into successful activation strategies as well as
short and mid-term goals set by other cities in the
world with regards to their arts and culture policy.
In addition, we adopted a user centred approach to
understand the needs and desires of the users of the
precinct, from arts organisations through to visitors.
This involved interviews with selected stakeholders
and members of the general public at Walsh Bay.
These insights were shared with stakeholders
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“While some
clustering strategies
are restricted to
genuine artistic/
cultural activities,
most of them also
incorporate a great
variety of leisure and/
or entertainment
elements: from bars,
restaurants and
cultural retail spaces
to health and fitness
complexes.”
Extract from “Cultural Clusters and the PostIndustrial City”, Hans Mommaas, 2001
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EXISTING ATTRACTORS

Architecture

Cultural Production

Many visitors we spoke to, in particular overseas
visitors, highlighted their interest in the heritage
architecture and their appreciation of the respect
given to the modern upgrades and the impact on
the historic setting of the precinct. It is clear that
the character of Walsh Bay should be maintained
through the celebration of the structure and the
reference of the wharves’ past, whilst adopting a
contemporary approach to its activation.

The majority of interviewed visitors were at Walsh
Bay to visit a cultural venue which suggests that
arts organisations are already contributing to the
activation of the precinct. The availability of high
quality food and a unique dining experience were
also cited as attractors. Many felt pride towards
Walsh Bay and a sense of protective ownership for
its tranquility and peacefulness. They also praised
the quality of the performances staged at Walsh
Bay.

Natural Beauty and Views

Tranquillity

Walsh Bay offers picturesque views of the Harbour
Bridge and across the harbour to the north. This
setting attracts wedding parties, corporate events
and meandering tourists alike. Recreational
sports users like joggers and walkers enjoy the
spaciousness and open air views. Also New Years
Eve revellers enjoy this spot to view the bridge
fireworks. The precinct’s vantage point is a clear
asset to be leveraged.

Surprisingly a number of people indicated that
the quietness and lack of other people was one
of the things they enjoyed most about coming to
Walsh Bay, pointing out that as the precinct was
so close to the city, one could get away from the
hustle and bustle of downtown George Street. As we
endeavour to further activate Walsh Bay, respecting
the precinct’s tranquillity could be a challenge, but
flexibility and diversity could help to maintain this
quality for visitors.
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“Social objects are the
engines of socially
networked experiences,
the content around which
conversation happens
[...] People can connect
with strangers when they
have a shared interest in
specific objects.”

Nina Simon, The Participatory Museum, 2010
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CHALLENGES
Access
PUBLIC TRANSPORT ACCESSIBILITY
Public transport featured often in people’s minds as being sorely needed to
activate the precinct. Attracting people from more than 1km away including
from Wynyard or Circular Quay is seen as a major obstacle, as people can stop
elsewhere closer to the CBD. The low frequency of taxis and other forms of
public transit in the precinct were cited by many respondents as problematic.
Also taxis in many cases cannot find Walsh Bay in their database (as it is not
identified as a suburb), making it difficult to access the site.

AVAILABILITY AND PRICING OF PARKING
Many participants were quick to express their frustrations with parking
arrangements around the Walsh Bay area. However some noted that parking
was always available in parking stations and on the street and that parking
costs were easily on par or cheaper than other entertainment precincts around
Sydney.

VISIBILITY OF WALSH BAY
Walsh Bay is poorly linked to other entertainment destinations such as Sydney
Opera House, The Rocks and MCA which are each a 5-10 minute walk from
the precinct. Users reported finding Walsh Bay a confusing experience, they
reported particular difficulties in locating the precinct from neighbouring
residential areas, such as The Rocks and Millers Point. The cliff faces are often
seen as a psychological barrier to access. In addition, as people venture away
from The Rocks, the urban landscape shifts to residential uses and sends the
message that “there is nothing more to see” in tourists minds.

URBAN LEGIBILITY
Urban legibility is a problem for new visitors to Walsh Bay. Many noted issues
of confusion when describing to their friends how to get to Walsh Bay. It
was reported that visitors who had made it to Hickson Road, were at times
unaware of the close proximity of the harbour to the buildings on the shore line.
Numerous stop signs and barriers (directed at vehicles) at the entry points of
buildings and passageways are confusing and prohibitive to pedestrians and
can act as a deterrant to entering the precinct.

JANUARY 2012
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Activities
LACK OF INFORMATION ON PROGRAMS AND ACTIVITIES
Although information about programs and activities is available, many found
that they did not really know what was happening or what may be of interest
to them. A single point of access for activities around Walsh Bay was sought as
well as a calendar of upcoming events. The current website (managed by the
Walsh Bay Precinct Association) does not work for this purpose, nor is there a
central booking location.

LACK OF DIVERSITY IN FOOD AND BEVERAGE PRICING
When visitors were asked about bringing family or friends to Walsh Bay, many
reported too little choice in bars and restaurants. The general opinion was that
the food was highly priced and did not respond to the needs of all, in particular
the needs of people who work or rehearse in the precinct.

MINIMAL FREE/LOW COST ACTIVITIES
Similarly, many cited lack of diversity in the price of programs and other
activities outside the theatre program and described the theatre as being
inaccessible to many due to cost or simply not to their taste. Family or
community oriented activities were also sought such as Sydney Dance
Company classes and harbourside fitness classes.

LACK OF LATE NIGHT ACTIVITIES
Many interviewees and workshop participants indicated they would visit Walsh
Bay again if there was more live music or late opening bars comparable to an
area such as King Street Wharf. Theatre guests sought something to do after
shows, although the older audience members were less interested in post-show
activities. Interviewees highlighted the need to successfully attract younger
audiences to the cultural program without relying on alcohol and late night
venues.

DEPENDENCY ON QUALITY AND TIMING OF THEATRE PROGRAM
Hospitality venues noted that their evening business was greatly determined
by the scheduling of the cultural program, in particular Sydney Theatre
Company productions. Some businesses said that patron numbers were
clearly influenced by the quality of the performances and that less successful
performances were immediately perceptible from the drop in their business
patronage levels.
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Amenity
PUBLIC SEATING, PUBLIC SHADING, PUBLIC ART
The wide aprons surrounding the piers largely provide the majority of the
public space available at Walsh Bay. These concrete areas are seen as cold and
harsh and do not offer amenity for spending time, especially in hot summer
months or rainy weather. In addition the parked cars along the Wharf 4/5 apron
further detract from public amenity.

SAFETY FOR CHILDREN AROUND WATER AND ROADS
Some users reported that most of Walsh Bay is unsafe for young children due to
the open and long water frontage without railings. This, combined with limited
activities for this age group, meant they would not usually consider bringing
their families to Walsh Bay for outings.

HERITAGE CONTROLS
The challenge of maintaining the heritage character of buildings and structures
both limits the possibilities for activation and acts as a major attractor for the
area. It is understood that it also adds to recurrent maintenance and upgrade
costs.

PERFORMING ARTS INDUSTRY
Stakeholders highlighted a strong need for collaborative spaces for artists,
including changing and transformative uses. However this relies on a highlevel of grass roots activity and emergent talent collaboration which is often
constrained by the highly competitive nature of the performing arts industry as
well as the endemic lack of affordable rehearsal and performance space.
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THE VISION
For all its immediate appeal, Walsh Bay has yet to reach its
full potential as an arts and culture precinct and as an urban
destination. Often perceived as off the beaten track and expensive,
the precinct is overlooked by non-locals and non-ticket holders.
How do we leverage the public agenda of the Walsh Bay Arts
Precinct to transform Walsh Bay into an authentic and accessible
urban place?
The vision for Walsh Bay is to create a sustainable and activated
arts and culture precinct that supports and nurtures Sydney’s
home-grown culture and creativity.
As a destination, it will be inclusive and accessible to all. It will be
alive at all hours of the day and display a vibrant and accessible
night life.
As a cultural cluster, Walsh Bay will be an ecosystem for creative
production and cultural consumption where innovation and
collaboration are a core part the precinct’s operations. This is
supported by its design as a visible, networked, hybrid cluster.
It is also an open platform for Sydney’s artists, creative workers,
performers and producers to come together. It will be where
audiences meet the magic of theatre, dance, music and creation
and have a good time.
As an urban precinct, Walsh Bay will be a place for living and
working, supporting contemporary work styles as well as leisure
activities in a unique contemplative setting.
It will be sticky and connected, a decidedly 21st century
interpretation of place.

JANUARY 2012
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“Choose what you want
to do — or watch someone
else doing it. Learn how to
handle tools, paint, babies,
machinery, or just listen
to your favourite tune.
Dance, talk or be lifted up
to where you can see how
other people make things
work. Sit out over space
with a drink and tune
into what’s happening
elsewhere in the city.
Try starting a riot or
beginning a painting — or
just lie back and stare at
the sky.”
Promotional literature for the Fun Palace, 1964
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SUPPORTING THEMES
1

CONTENT-DRIVEN

As stated earlier in this report, existing arts and
culture offerings at Walsh Bay constitute the
major attractor to the area. During our in-depth
consultation with arts organisations that either
already operate within the precinct or have been
shortlisted as possible residents or key users of Pier
2/3, the shared view was that it is first and foremost
the quality and calibre of the cultural content that
has and will put Walsh Bay on the map locally,
nationally and internationally.
Similar to how museums and galleries are often the
platform for the creation, curation and production
of various forms of content, Walsh Bay will continue
to be driven by the quality of the performances,
exhibitions and festivals it houses.
The independent and local flavour given to its
cultural production is one of Walsh Bays’ main
tradeable assets, as the offering is unique and
distinct from that of other internationally renowned
precincts.
The language of consumption has been applied
to arts and culture since the 1960s when the
‘Pop Art’ movement made its debut in New York
City. Cultural consumption now forms part of
the expectations people have from events, films,
exhibitions and performances.
In addition, the ‘new media’ paradigm we are
currently in involves the production of high quality
collateral associated to cultural content in various
formats such as books, DVDs and other symbolic
goods.
The bookshop at the National Theatre in London
seems to encapsulate this idea perfectly: from
scripts to DVDs, novels to posters, the content of
the cultural experience never ceases to be promoted
through a wide array of channels.
The maintenance and stewardship of Walsh Bay’s
identity as a quality content outlet is therefore
critical to its success. It forms the basis for on-going
visitation as well as coverage in the press, social
media and word-of-mouth.

JANUARY 2012

2

HYBRID

Despite the concerns that our world is becoming
increasingly ‘digital’, many would argue that we’ve
rapidly leapfrogged the purely ‘digital’ and find
ourselves in a ‘post-digital’ reality. Indeed, there is
little in an organisation, company or precinct that
is not affected by digital technologies and culture,
and therefore, there is not much sense in separating
the digital from the physical, or analogue as some
would rather call it.
To respond to the needs and expectations of users
in the 21st century, Walsh Bay will need to respond
to the current drivers of digital culture: from
e-connectivity to networked workstyles, from online
collaboration platforms to cloud computing, the way
performance and creative workers operate is being
shaped by digital technologies.
Digital culture is also shaping audience
expectations, where visitors increasingly expect a
strong and integrated web presence for each of the
arts organisations operating in the precinct. These
platforms are also increasingly mobile (i.e. able to
operate well on a mobile phone) and integrate a
number of functions from information, to booking,
and geo-located services.
This shift in expectation of the precinct and the
performance of online and mobile systems plays an
important role in shaping the physical spaces of the
future. A simple example is how ‘digital nomads’
use laptops connected to Wi-Fi to work in nonoffice contexts such as cafes and public spaces. The
opportunity to fully leverage the activation of the
space afforded by this shift is only limited by the
availability of powerpoints and Wi-Fi in the built
environment.
A full understanding of the opportunities afforded
by Wi-Fi and other digital technologies already
present in the precinct will form the basis for
innovative designs of social spaces that marry the
heritage character of the piers to a futureproofed
contemporary use.
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3

STICKY

Much of the success of Walsh Bay as an arts
precinct hinges upon making the precinct a truly
‘sticky’ place. Although uncommon in urban
development jargon, the term ‘sticky’ has been
making more frequent appearances in literature
about the redevelopment of the urban core. Ann
Markusen from the University of Minnesota defines
‘sticky’ activities as those that are deeply anchored
in particular places and therefore tied to the specific
geographic, social and cultural context of that place.
Stickiness is also defined in terms of the
destination-worthiness of a place, largely dependent
on the activities available across a wide price range,
including free events and programs.
But stickiness is also driven by the legibility of
symbols of ‘public-ness’ in the urban environment
such as public benches, green areas, and other
public-oriented infrastructure. Currently, the
perception is that the public amenity at Walsh Bay
is very low, with few places to go without having to
purchase something.
This was largely confirmed by the consultation with
users who were in many cases unsure as to where
they were ‘allowed’ to go due to the prioritisation
of vehicle use and the inward-facing nature of the
fit outs at Wharf 4/5 and a pervasive language of
authority displayed throughout the precinct on
boom gates and ‘Stop’ signs.
The future development of Pier 2/3 presents one
of many opportunities to incorporate symbols of
‘public-ness’ in the built environment and should
encourage an emphasis on the design quality of
public space to provide people with places to sit, eat
lunch, work on a laptop and generally stick around.

JANUARY 2012
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4

NETWORKED

Closely related to the theme of ‘visibility’, the
‘network’ theme relates both to the physical and
virtual connections between Walsh Bay Arts
Precinct and the rest of the city.
More often associated with the strength of human
networks, the concept of ‘Social Capital’ is also
applicable to precincts in the sense that a place
gains in appeal proportionately to the number of
connections it is able to make with its surroundings.
But Walsh Bay is also part of a much larger
network, at a metropolitan scale, that links cultural
organisations at Walsh Bay to others within the
wider Sydney area. Although these connections may
already exist, rendering them legible and visible
to the public will start to form a more complete
picture of the diversity and range of cultural
offerings in Sydney. It will also start to connect
smaller to medium-sized companies with spaces
that are accessible and affordable to them through
other arts precincts throughout the city, such as
Carriageworks.
Materialising those connections through an
integrated online platform or through the
promotion of virtual communities that already exist
on social media platforms could be the first step in
the establishment of a truly networked precinct.
The platform for people to form conversations
and communities around interests is the cultural
network of events, performances and content
produced and consumed at Walsh Bay.
In summary, Walsh Bay, despite its relative
geographic isolation needs to be embedded in a
network of cultural production and consumption
that the public is able to tap into to form a shared
narrative of Sydney’s culture.
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5

DESIGNED

It’s fair to say, Walsh Bay as a precinct is well
designed. The architectural quality of the
residential buildings, the facade treatments,
the preservation of the heritage character, the
integration of old and new, all contribute to a high
quality urban environment.
However, Wharf 4/5 and Pier 2/3 have not been
redeveloped to the extent of Pier 6/7 and Pier 8/9.
Wharf 4/5 was redeveloped in 1984 and some of the
interiors are showing signs of tiring.
Pier 2/3 in this sense is a diamond in the rough, its
monumentality is beautiful but it has not yet been
reinterpreted for contemporary use. At the moment,
Pier 2/3 stands as a physical testament to Sydney’s
history as a working harbour, and therefore does not
present any of the amenity or design qualities one
might expect from a space being utilised for arts
and culture purposes.
Although the retention of this character is very
desirable as well as mandatory by virtue of the
heritage controls that apply to Pier 2/3, a successful
Walsh Bay Arts Precinct will require intervention.
It will have to incorporate a contemporary
interpretation of its built form including a modern
yet sensitive insertions in order to raise the level of
amenity for the most basic of uses.
This sense of ‘curation’ or ‘art direction’ can be
achieved through careful intervention in its built
form but also through the ‘applications’ that are
applied to these unique structures. Increasingly,
companies with a strong customer and experience
focus are hiring a ‘Chief Experience Officer’,
responsible for the design and curation of interfaces
between users and their branded spaces.
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6

OPEN PLATFORM

The arts and culture focus of the Walsh Bay Arts
Precinct is conceived as a very broad framework
with which to work. Indeed, despite the precinct’s
current focus on performing arts, suitable cultural
uses could include projections, and exhibitions, as
well as innovative forms of culture.
Even if the Walsh Bay Arts Precinct were only being
considered as a hub for arts and culture, the concept
of ‘openness’ would already form part of its DNA.
In addition to its function as a cultural hub, Walsh
Bay also seeks to be a good urban place, a ‘sticky’
place, where the general public and regular users of
the precinct can interact. Therefore openness and
accessibility are important tenets of Walsh Bay’s
brand.
As an urban place the Walsh Bay Arts Precinct can
therefore act like a platform, providing the space,
infrastructure and support for a range of activities
to take place without having to be too prescriptive
and premeditated. It is this sense of communal
ownership that makes our streets such vibrant
conduits for social interaction, and movement.
To use a computing analogy, we can easily conceive
of the street and buildings as the hardware part
of the equation, the rules and regulations that
govern that space as the operating system and the
activities as ‘applications’ that people apply to the
operating system.
The ‘open source’ model above also provides the
framework for innovation in content, in cultural
offering and in uses. Temporary uses are the perfect
example of a short-term ‘application’ being run on
the robust hardware of the city.
Events and festivals continuously allow the public
to reimagine Walsh Bay, rediscover it as a new
place and attract renewed interest, curiosity and
re-enlightenment.
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7

INCLUSIVE

As a visitor or user of Walsh Bay, it is not hard
to sense the distinct air of exclusivity about the
place. From 8 dollar beers to multi-million dollar
apartments at Pier 6/7, the area is perceived as a
wealthy enclave within the broader context of the
Millers Point community.
The process of developing Pier 2/3 for cultural
uses is one of the biggest opportunities to manage
the balance between high-end, exclusive uses
and public and arts and culture uses. Indeed, the
envisaged cultural focus of Pier 2/3 was negotiated
to trade off some of the loss of heritage and public
value of the precinct and to create a dynamic, open,
public and democratic hub for the arts and culture
in Sydney.
It is essential that a brand be established for
the Walsh Bay Arts Precinct, including the
redevelopment of Pier 2/3 that re-establishes Arts
NSW’s agenda to support and encourage arts and
culture in NSW.
According to consultation with cultural
organisations and arts administrators, a
repositioning of Sydney’s cultural brand is also
needed at the scale of the city. Indeed, many felt
that our understanding of culture in Sydney was
decidedly European in legacy and that the current
cultural brand did not successfully represent the
range and breadth of cultural offerings in Sydney.
The perception that Sydney has a strong focus on
performing arts was challenged as not providing
a fair representation of other forms of culture
(such as the visual arts) but also not being fully
representative of Sydney’s cultural and ethnic
diversity.
Of particular interest in this context is the
maintenance and expansion of an authentic
Indigenous cultural representation within Sydney’s
cultural brand. There are already efforts underway
to give Indigenous Australian culture a stronger
voice on Sydney’s cultural scene, but a permanent
presence at Walsh Bay is essential.
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CONTEMPLATIVE

There is no doubt that Walsh Bay as a precinct is
beautiful - not only from an architectural point
of view but also from the natural beauty that
surrounds it. Thanks to its relative isolation from
the buzz of the city, Walsh Bay has the potential to
become a contemplative space to reflect on ‘what it
all means’. Contrary to other cultural harbour sites
such as Sydney Opera House, Walsh Bay’s seclusion
offers new opportunities to connect with the
historical character of the site as well as its prime
harbour location.
Water as a theme is very important for Walsh
Bay. Its sound and movement around the wharves
connect the built form to something primordial and
natural. Water is also a symbol of life, and conveys a
latent activity in the precinct at all hours.
The masterplan and architectural form inherited
from the precinct’s former use as a docking and
warehousing station further strengthens this strong
relationship to water and landscape. Everything
about the design is oriented to maximise the
interface between the built form and the water.
The piers represent a much forgotten episode
of Sydney’s past as an industrial harbour and a
working port. The wharves in Walsh Bay are not the
only remnants of this past, but they are certainly
amongst the most beautifully preserved and most
accessible to the public.
Given the important relationship that already
exists between Walsh Bay and its natural and
historic context, it seems worthwhile to include
contemplative spaces, both indoors and outdoors,
that allow people to connect with the full grandeur
of the precinct.
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VISIBLE

The seclusion of the precinct is both an advantage
and a disadvantage as noted by people throughout
the consultation process. However, the consultation
process showed that its seclusion from a spatial
and wayfinding point of view represents one of
the main challenges for users of the precinct. One
interviewed visitor noted, ‘it is gorgeous but you
wouldn’t know it was here!’.
Therefore visibility of the precinct needs to operate
on several levels. Firstly, as one of the cultural
capitals of Australia, Sydney is undeniably a ‘centre
at the edge’ in terms of a global arts and culture
scene. As discussed throughout the workshops, this
is a status that Sydneysiders embrace and that is
reflected in our international tourism and cultural
brand. This position as a ‘centre at the edge’ also
shapes the agenda for the types of performances,
productions and exhibitions that are staged in
Sydney. Gaining visibility in a global sense will be
a branding and marketing challenge, a crucial part
of the growth in the tourism expenditure jigsaw
currently being tackled by Destination NSW and
others.
Building awareness within the immediate
community is also a key component of gaining
more visibility for the Walsh Bay Arts Precinct.
Visibility is also referred to here in a more literal
sense. Visual and information connections between
the precinct, the CBD, The Rocks, King Street
Wharf, McMahon’s Point and soon Barangaroo
are still very poor. Indeed, one of the interviewed
tourists mentioned that on their way to Walsh Bay,
they had thought several times they had lost their
way.
Bringing the activity out onto public areas of the
precinct and devising innovative, yet heritage
sensitive solutions to connect information about
Walsh Bay activities from the precinct through
to the rest of the city is essential for its long term
success as a world-class destination.
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CLUSTERED

Industries gain considerable strength from being
geographically concentrated. Especially relevant for
the creative and arts, culture and creative industries,
the concept of ‘collaborative competition’ has
come to characterise many modes of practice
and business models across the range of creative
industries.
A cluster is dependent on both the availability of
hard infrastructure such as space and other material
resources, and on the ‘creative ecosystem’ that is
an output of the cluster’s soft infrastructure. Soft
infrastructure in this case refers to the behaviours,
environments, incentives, rules and regulations that
shape the use of space.
A performing arts cluster has already emerged
at Walsh Bay, with most anchor companies being
located at Wharf 4/5 for a number of years. There
are inherent advantages to being clustered for
those companies. Most important is the ability for
companies to collaborate and share resources.
As a direct consequence of this initial
concentration, a number of ‘support’ or
‘complementary’ industries have located at Walsh
Bay over the years. This includes principally the
food and beverage industry which is, by all account,
highly dependent on the scheduling and quality of
the cultural programming for its business.
A cluster also forms part of the channels funding
organisations and arts administrators have to reach
out to the arts, culture and creative industries and
offer them targeted support, from business support
to innovation support.
The expansion and maintenance of the Walsh Bay
cluster is crucial to achieving a critical mass of
cultural production and consumption at Walsh Bay,
thus supporting its destination-worthiness in the
long term.
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“We need to define a new
cultural offer which
is intrinsically hybrid
- combining the best of
our analog skills with
the new digital toolset
[...] allowing users to slip
between buildings, spaces
and contexts and worlds.”

Extract from Nick Poole’s speech at the
National Digital Forum in Wellington, 2010

JANUARY 2012
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ACTIVATION STRATEGIES
MECHANISMS FOR UNIFIED GOVERNANCE
As a first step towards a vibrant and activated precinct, creating
mechanisms for unified governance is recommended. Indeed, the
unified and cohesive governance of the precinct is essential to its
success yet difficult to achieve without the existence of a single
platform for all stakeholders to interact. Stakeholders include the arts
organisations present at Walsh Bay, City of Sydney, representatives
from the hospitality and retail sectors, as well as Walsh Bay precinct
management representatives.

South Bank Corporation,
Brisbane
Created in 1989, the South Bank
Corporation is the driver behind
the creation of South Bank as
an iconic destination. Tasked
with developing and managing
the precinct, SBC’s portfolio
encompasses state-owned
institutions, public space as
well as privately owned venues.
Through strong relationships with
their cultural partners, the SBC
is able to expand South Bank’s
cultural offering as well as create
the platform for innovative events
and programs. A unified web
presence helps precinct users to
navigate the variety of activities
offered at the precinct.
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The purpose of the mechanisms for unified governance is to leverage
the efforts being made by all stakeholders and work collectively
towards a common vision for the site in which all parties benefit.
These mechanisms will become the vehicle through which decisions
about the Walsh Bay Arts Precinct as a whole are made, allowing for
stakeholders to coordinate action and share positive outcomes of
initiatives and projects.
Another important purpose for creating mechanisms for unified
governance is the collection of performance data at the scale of the
Walsh Bay Arts Precinct. Currently, various organisations collect data
that is relevant to gaining an understanding of their performance but
the model proposes to add a precinct layer to this evaluation process,
whereby the effectiveness of precinct-based initiatives can be better
measured and therefore better designed.
As a consequence these mechanisms will rely on all stakeholders’
willingness to enter into a shared data agreement, whereby precinctrelated data is shared and centralised in order to give an accurate
snapshot of the precinct’s performance. Doing this well will involve the
homogenisation of some data collection processes across stakeholder
organisations. Mechanisms for unified governance would also allow
oversight of the design, deployment and maintenance of other core
precinct-based infrastructure such as Wi-Fi.
The mechanisms for unified governance also acts as the steward of the
‘arts and culture’ focus of the precinct, thus enabling stakeholders to
align their efforts and collectively curate a truly authentic experience.
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FREE WI-FI
Silicon Valley in California was one of the first areas to offer free
Wi-Fi and as such is credited with being a major driver for the digital
innovation revolution that has occured within this area over the past
two decades. Although Walsh Bay is no Silicon Valley, there is no
doubt that internet has become a given in contemporary society. As
a platform for constant connectivity and infinitive information flows,
the internet has become a permanent part of our lives. Nowadays it
is a tool enabling completely new ways of working, collaboration and
creativity.

Muni Wi-Fi Network,
Auckland, New Zealand
This year, Auckland has launched
a metropolitan Wi-Fi network that
provides internet connectivity
throughout the central city and
the transport system. The system
is funded through sponsorship by
Localist. Uptake by Aucklanders
has been strong, with heavy
levels of usage recorded from the
first week of operation. This first
roll out is a bit of a pilot project
but plans for expansion into the
wider metropolitan region have
already been tabled. The benefits
of distributed, reliable and free
Wi-Fi are wide-ranging, from a
better public transit experience all
the way through to collaborative
working modes in ‘third place’
workplaces.
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Free Wi-Fi will add new opportunities for the cultural and creative
activities at Walsh Bay such as enabling art projects that need internet
access in order to work, to capture events and performances through
live podcasts and develop new art forms that rely on geo-located data
and other types of data.
Moreover, free wireless internet lays the foundation for an online
community as information can be accessed around the clock from
anywhere within the precinct.
The free network will also attract visitors from neighbouring districts
as well as travellers. It enables a modern way of working with
the potential to create more business. Free Wi-Fi internet allows
professionals, students and others to spend time in Walsh Bay with
total flexibility. Workers always have access to their data with the
flexibility to meet and work where and whenever they want in Walsh
Bay, either in their office, for an extended lunch in the café or at home.
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DIGITAL STORYTELLING
People always remember good stories. Storytelling is established
as one of the most effective ways of communicating a longlasting message that resonates with people. Indeed, marketing
and advertising practices have increasingly adopted this way of
communicating. Storytelling creates an invisible and layered
counterpart to the physical world and is fundamental in the build-up
of the area’s soft infrastructure.

Unguarded moments,
Sydney Art and About
Unguarded Moments is a City
of Sydney funded Art and About
public art installation that draws
from the ABC’s archives to overlay
past images of Walsh Bay onto the
contemporary built environment.
A collaboration between Sarah
Barns and Killanoodle creative
studio, this installation takes
visitors on a tour through time,
unpacking the various stories
that unfolded at Walsh Bay over
time on a backdrop of urban
transformation. Although very well
executed, this type of intervention
could be augmented by a strong
web presence as well as a free
mobile app to guide users on the
go.

JANUARY 2012

Combining storytelling with digital media allows presentation and
exploration of multiple layers at once, such as the cultural, geographic
and historical layers of a place and lets people experience and explore
aspects of a place that are otherwise imperceptible.
Digital storytelling also creates a legacy with audiences, and allows
them to follow up on their experience through material posted on
the web or on an app. With the right strategy it can be adapted as a
powerful marketing tool, creating visitor traction via the internet that
in return may attract more visitors towards Walsh Bay.
Digital storytelling can take a number of forms, from virtual tours to
geo-located podcasts, all possible through smartphone technology
and high quality internet connectivity. Digital storytelling is a
compelling, yet inexpensive way to make the layers of history
perceptible to the public and to create a platform for a multiplicity of
voices to be heard at once. It is also something that can be changed
over time to sustain on-going interest in the precinct and support
educational programs at Walsh Bay.
In order to develop digital storytelling as an effective communication
channel about Walsh Bay’s activities, present and past, there are some
infrastructural requirements that must be in place such as free Wi-Fi
and good mobile phone connectivity.
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“THINKING ABOUT WALSH BAY”: THE APP
As discussed earlier, our society is inherently post-digital , which
means that it is both physical and digital. As a consequence it is
highly recommended that a digital presence be created for Walsh Bay
that offers more features than a regular web site. This can be achieved
through a Walsh Bay App which has an online presence in the form of
a web site, but can also be installed on smart phones, tablets and other
devices.

Riverside London,
London, UK
The Riverside London App is
a precinct-based application
that centralises all information
about events, exhibitions and
performances on London’s South
Bank. The app is marketed to
locals and tourists alike, helping
them navigate in one go through a
fragmented landscape of different
opening times, booking systems
and events calendars. The app
comprises information about many
London highlights including EDF
Energy London Eye, Southbank
Centre, BFI, National Theatre,
Tate Modern, Shakespeare’s Globe,
Borough Market, Tower Bridge and
The London Dungeon.
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Such an app should be a ‘one-stop-shop’ and THE digital way to think
about Walsh Bay with centralised information as well as purchase,
search, entertainment and promotion features that make the digital
world of Walsh Bay as convenient, informative and interesting as
possible. The production and release of such an app would require
close collaboration and a database common to all the participating
organisations.
The Walsh Bay App could also be an open platform, allowing other
parties to develop extensions, extra services and features that could be
linked to the original application. ‘Hack Days’ could be an interesting
and innovative way to engage with another type of community at
Walsh Bay and a way to tap into local innovation to augment the
experience of Walsh Bay.
With the ambition of putting the precinct on the global map of
cultural consumption this digital presence will be a necessity and an
added amenity to the ‘Walsh Bay’ experience for locals and non-locals
alike. The Walsh Bay App allows for the Walsh Bay experience to start
in the home.
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WAYFINDING CONCEPT
How can you visit an area if you don’t know where it is or that it exists?
Good quality and well-designed way-finding can help guide people to
their destination, even if the visitor was actually not planning to visit.
Walsh Bay’s way-finding system should be legible and easy to
understand with the visitor - no matter what age or spoken language
- paying as little attention as possible to finding the way but rather
enjoying the route to the destination.

Green Graffitti
http://www.greengraffiti.com/
Green Graffiti is a global
company that focuses on
sustainable communication.
One of their channels of choice
is the use of metal templates on
surfaces (mostly floors) where
the surroundings of the template
are treated with a high-pressure
cleaner, cleaning the surface
underneath the open parts of the
template. The graffiti slowly fades
away. Depending on the surface
this can last for many months
or even years but it can also be
washed away without chemicals.
Other methods are moss, sand and
snow graffiti and reverse graffiti.
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The system should be distributed and installed within at least a 1-km
radius around Walsh Bay, reaching into neighbouring precincts
in order to attract people from other areas such as Circular Quay,
Wynyard, King Street Wharf and soon Barangaroo.
The concept of the way-finding system should be authentic,
permanent yet flexible and event-based with a tendency towards the
underground scene in Sydney, ideally a combination of fixed signage,
digital signage, viral marketing and light projections in the vicinity.
In addition, it should have hybrid features which tie into the digital
environment. To name one example, there are smart phone apps
that ask the user to take a picture via the smart phone. The app then
automatically integrates the information into a mapping program to
calculate the most ideal route. This app, which should be part of the
Walsh Bay app, can also provide additional information about the
location, such as popular restaurants, events and cultural venues.
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TEMPORARY POP-UP PROGRAM
Change is an essential factor in attracting visitors and guaranteeing
return visitation. Our knowledge of the impact of The Biennale of
Sydney and Sydney Writers’ Festival confirm this, showing that each
year’s edition attracts renewed interest and ever-growing visitor
numbers. As a strategy, temporary uses seem to be employed quite
commonly by cities and precincts as non-impactful and relatively
inexpensive ways of renewing the urban landscape. The secret
‘ingredient’ to implementing this successfully is surprise and
innovation, which creates a healthy amount of interest amongst the
public and the media.

LMCC,
New York City
The Lower Manhattan Cultural
Council is a nonprofit organisation
in New York City. LMCC’s
Artist Residencies department
has partnered with generous
real estate owners in Lower
Manhattan to address the critical
need for studio, rehearsal, and
presentation space for artists
working in all disciplines. The
organisation secures donations
of temporarily vacant ground
floor retail spaces, gutted
industrial spaces, upper level
office floors, and subterranean
bank vaults downtown and
transforms them into incubators
for art. Space is granted through
open calls for applications. By
placing artists into the Lower
Manhattan landscape LMCC
is simultaneously serving the
arts community at large and
enhancing downtown’s cultural
environment.
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Programming temporary uses requires flexible, creative and dedicated
management to constantly reinvent what is possible. Temporary uses
also help management understand what works and what doesn’t and
allows for learning which will be important for the redevelopment of
Pier 2/3.
Temporary tenants of pop-up spaces may be of creative, commercial
or any other nature and can offer their own interpretation of the
occupation of a given space to integrate diverse themes such as
gastronomy, lectures, performances, retail and community-based
activities. Often these combinations lead to an eclectic and surprising
mix of functions, an ideal playground for new content creation and
innovation.
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HIGH QUALITY PUBLIC SPACES
In addition to the standard facilities providing a public space of high
quality such as seating, shade, wind protection and sufficient lighting
in the evening hours, it is essential to create a welcoming atmosphere
that invites visitors to stay and linger a bit longer.
This can be created by a well-designed space that provides the
necessary elements for the right soft infrastructure. Public art, events
and performances in the open air combined with shaded seating
furniture and take-away consumption from the café around the corner
form a basic recipe that will always attract people.

YAP, Maxxi and MoMA
Rome, Italy & New York City
Maxxi is the first Italian public
museum devoted to contemporary
creativity, arts and architecture
designed by Zaha Hadid. It
was completed in 2010. In
collaboration with MoMA in New
York City, Maxxi has launched a
temporary public space initiative
run as part of a program to
promote young architects and
designers. In addition to its public
space, the Maxxi complex consists
of two museums called Maxxi
Art and Maxxi Architecture.
The museum features an
auditorium, a library and media
library specialising in art and
architecture offering a research
‘hothouse’.
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It is also possible to make these public spaces temporary and
therefore lessen their long-term impact on the heritage protected
character of Walsh Bay. The renewal of these spaces is one of the many
mechanisms through which Walsh Bay can engage with local design
and creative industries, encouraging collaboration and rewarding
innovative work.
A standard competition process could be launched to create some
awareness and promotion of the event, with a number of ancillary
events staged within the public space once it is completed. This relies
on effective program management and free Wi-Fi, which has been
discussed earlier as it will also invite people to stick around or even
gather for a casual meeting.
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MEDIATED WALLS
Façades and walls are the vertical limits of the built environment
but they can be made much more functional than simply being the
physical boundary of a volume. There are many different ways in
which facades can facilitate the visitor’s orientation and experience of
space.
Mediated walls and facades are proposed here as a creative orientation
and communication strategy to help visitors and users sense the
whole range of the activities occuring within the building through a
sculptural expression of volume, transparency and movement.

RDM Campus
Rotterdam, NL
RDM is a cooperative venture
between Albeda College,
Rotterdam University and the
Port of Rotterdam Authority
that promotes a triple agenda
of Research, Design and
Manufacturing. Located within
one of Rotterdam’s larger disused
drydocks, the RDM campus
offers intermediate and higher
vocational education under one
roof with research and prototyping
spaces. Its unique ‘greenhouse’
glass structure houses the campus,
allowing visitors and other users to
experience through a glass facade
the power of creation, innovation
and prototyping at work. As a very
literal example of what a mediated
facade could be, it opens up the
processes of making and creating
to the general public, thus infusing
with activity a space that would
otherwise be unactivated.
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Traditional transparent façades typically contain big glass
elements which open up activities within its boundary thanks to its
transparency. This is a relatively easy strategy to trigger interest
amongst passers-by.
However, increasingly, architects and designers are investigating
ways to mediate the experience of what is happening behind the
glass to develop a more abstracted interpretation of that activity and
also for privacy reasons. Such mediated walls or facades can consist
of screens and light elements, but can also use glass treatment,
integrated projections and LED technology for example. Another type
of mediated façades is mechanical façades. More advanced mediated
façades such as computer animated light installations are capable of
communicating messages often used for branding and advertising
purposes, in some cases even for short social media messaging such
as Twitter and SMS.
With the installaion of mediated façades and walls it is essential
to keep the historic character of the building intact. A façade for
advertising and promotion purposes might in the case of Walsh Bay
be located at some other area within the precinct as a well-designed
stand-alone piece.

©ARUP

PAGE 31

WALSH BAY VISION REPORT

WALSH BAY CREATIVE DIRECTOR
Walsh Bay is already a success: in a unique setting that boasts natural
beauty as well as architectural treasures, the Walsh Bay Arts Precinct
is well positioned to be successfully activated. With the strategic and
phased implementation of activation strategies, Walsh Bay is set to
prosper and become one of Sydney’s most outstanding precincts.

Executive Director, The Edge
Brisbane
The Edge is an initiative of
the Queensland Government
delivered through the State
Library of Queensland. It is part
of Queensland’s new digital
culture centre for experimentation
in design, art, technology and
enterprise. The Edge’s creative
direction is the remit of its
Executive Director who oversees
and actively curates the programs
that will take place at The
Edge. In its ‘creative director’
capacity, the role entails an
emphasis on experience, content
and creativity. The Executive
Director is supported by a web of
catalysts, residents and mentors
that display the behaviours,
attitudes and skills to be able
to fulfill The Edge’s vision as a
place for experimentation and
creativity, giving contemporary
tools to creative people in all
fields to allow them to explore
critical ideas, green initiatives,
new creative practices and media
making.
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Within this context, a Creative Director, as a steward and curator of
the precinct’s temporary arts and cultural activities, would play an
essential role in the activation of the precinct. (S)he would literally
“pull the strings” and be an agent of change. Ideally, this role is filled
by a person with a deep understanding of cultural development as
well as an appreciation for architectural and urban design.
(S)he would determine the programming of public activities such as
events, hack days, temporary initiatives, public art and other activities
with the goal of creating an around-the-year program of publicly
accessible events and, by association, a constant stream of visitors
around the clock. The Creative Director would have influence on the
general arts direction of the precinct in collaboration with the major
arts organisations in the Walsh Bay Arts Precinct to deliver innovative
and exciting content.
As a cultural networker and researcher within and beyond Walsh
Bay, the Creative Director will work in close collaboration with the
government, municipality, investors, tenants, users and visitors.
As an innovation facilitator and guardian of design quality, culture
and historic context, this person would be a true steward of Walsh
Bay’s cultural branding and identity.
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SMART WORK HUB
The work-hub model is suggested here as a use that will attract
creative talent to Walsh Bay as a working cohort, thus instilling
a real sense of authenticity and practicality to the precinct. Such
creative clusters elsewhere have proven that users benefit strongly
from ‘competitive collaboration’ resulting in innovation and project
incubation.

Creative Incubation Hub,
NDSM, Amsterdam, NL
NDSM is a repurposed shipyard
now converted into one of the
largest creative incubation hubs
in the Netherlands. This hub
co-locates artists’ organisations,
subcultural groups, creative and
cultural entrepreneurs, as well
as corporations and commercial
developers, brokers and property
developers to encourage and
support collaboration and
enterprise. Built as a ‘creative city’
within a disused industrial area,
the hub affords its tenants space
and basic amenities as well as
Wi-Fi and short-term collaboration
spaces. The cultural management
of this incubator is the steward
of the shipyards’s monumental
and rugged industrial character.
Originally this initiative was
planned to be temporary, but due
to its success, this unique location
will continue to develop as a
cultural hotspot of Amsterdam
with an all-year around program.
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The work-hub presents itself as a physical and digital platform
generating new content for cultural consumption and fostering
innovation. Within this context, freedom of program is highly
important as this allows the creation of authentic content and storytelling.
Hosting creative talent in such a shared facility enables its
participants to collaborate on projects across disciplines, share
resources and exchange knowledge, both formal and tacit, as well
as skills. It facilitates the creation of a soft infrastructure that is very
likely to “expand” beyond the confines of the physical structure of the
work-hub, thus positively affecting its surroundings.
Research into other successful clusters such as the NDSM
(Nederlandse Dok- en Scheepvaartmaatschappij which translates to
Dutch Dock and Shipping Company) Creative Incubation Hub shows
that these spaces evolve over time. If set up properly, the incubator will
start by triggering new business opportunities. Subsequently it will
attract more and more independent professionals and organisations
that will be different from the businesses currently operating at Walsh
Bay offering complimentary skills, knowledge and services resulting
in a higher level of quality, activity and last but not least, diversity
within the precinct. It can create a much-needed balance, ‘stickiness’
and ‘inclusivity’ within the precinct.
The creative incubation hub should be housed within an informal
cafe setting with expanded Wi-Fi and power amenity. In addition, it
may feature open collaboration space, lettable on a short-term basis
to artists or creatives. The hub will also create contemporary stories
about Walsh Bay, demonstrating the impact of homegrown talent in
action.
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RETAIL STRATEGY
Although not the direct remit of the Walsh Bay Arts Precinct,
good quality and active retail is a significant contributor to the
activation potential of the whole precinct. The current ownership
and management structure has resulted in patchy occupation and a
general lack of cohesion in the retail offering. As a consequence, the
whole of Walsh Bay has suffered as a day-time destination.
Achieving retail-based activation in an area that is not known for
its retail is reliant on the clustering of well established brands that
already have a clientele to follow them to a new location.

The Intersection,
Paddington, Sydney
This shopping hub in the heart
of Sydney’s inner east came into
existence as the vision of one
man. By developing a cluster of
fashion shops at the intersection
of Glenmore Road and Oxford
Street, Theo Onisforou has
managed to create a curated yet
authentic retail experience that
attracts thousands of shoppers
to what used to be the bad end of
Oxford Street. Enabled through
its ownership structure, the retail
strategy for The Intersection
focused on attracting a particular
type of tenant: fashion-related
and Australian. The result is an
activated, enjoyable and profitable
shopping environment that
attracts shoppers throughout the
day.
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A well designed retail strategy for Walsh Bay would complement
the activation efforts being made by the public and not-for-profit
sector by developing a strong profile for retail uses in the precinct.
Retail attracts ticket holders and non-ticket holders alike as well
as customers and passers-by. A high quality retail cluster would
contribute to increased footfall and contribute significantly to
improving Walsh Bay’s brand in the eyes of current users and visitors.
This cluster need not be a cluster of high-end retailers, but it is crucial
that it has appeal and character to match the area’s ambition.
This retail strategy could also encompass a number of complementary
retailers to increase the residential amenity of the precinct. By
all accounts the residential amenity of the precinct has markedly
progressed but remains relatively basic compared with other areas of
central Sydney.
Given the small footprint available for retail, this is one of the rare
exceptions to the focus given to diversity throughout this project. If
too diverse, the retail runs the risk of appearing fragmented and will
not be able to attract the critical mass needed to keep the businesses
afloat.
Retail strategies can be more or less stringent on their evaluation
criteria for potential tenants. At the QVB and The Strand, guidelines
are very strictly enforced, all the way down to the design of fit outs.
Underlying these strategies is an understanding that it is a high
quality user/shopper experience that attracts people to retail in an age
where cheaper shopping can be done online.
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THE SOCIAL LIFE OF WALSH BAY: THE BOOK
The preceding strategies clearly indicate that a lot of change is
expected to happen at Walsh Bay. It is important to capture the story
of this change at Walsh Bay through the lens of its arts and culturebased activation.
The process of change and associated stories can be documented
in a number of ways but the creation of a single repository of Walsh
Bay’s stories as a beautiful artefact would be a very compelling and
attractive option.

Creative Time ‘The Book’,
New York City
As an artefact of the successes
of Creative Time, ‘Creative Time:
The Book’ exposes how Creative
Time changed the notion of art
in the public realm and made it
possible for more than 1300 artists
to create over 300 works that
have enlivened and transformed
New York City over the last three
decades. ‘Creative Time: The
Book’ gathers the stories of New
York City’s creative and cultural
life and creates a compendium of
references and events that form
part of the arts and culture legacy
to New York City. Contributors to
the volume are among the most
important voices in the field of
public art. Their commentary
collectively shapes this book for
anyone interested in contemporary
art or in the diverse cultural scene
of New York.
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Released in yearly edition, ‘The Social Life of Walsh Bay’ is a coffeetable style book, a compendium of home-grown cultural achievements
that captures the multiplicity of voices and variety of activities hosted
at Walsh Bay.
The book would be recognised as an art project of its own,
thoughtfully crafted and designed.
Content generation is paramount: it should be an inclusive process
that involves arts organisations, users, business owners and many
other points-of-view. In addition to its inherent artistic value, the book
can also be used as a promotional tool.
To gain recognition the launch of the book would be connected with
a creative event that involves local businesses, organisations and
residents. Global reach can easily be achieved through online sales, for
example via the Walsh Bay App as discussed previously, and also by
converting it into an eye-catching eBook, playing up the post-digital
identity of the precinct.
Content coordination and editing could be the remit of the Creative
Director and his/her team, as the unifying hand behind the precinct’s
experience. As an artefact, the book captures the stories of Walsh
Bay, but as a community building platform, it reaches well-beyond its
mandate as a coffee-table book.
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EVALUATION FRAMEWORK
WHY AN EVALUATION FRAMEWORK?

GENERAL CONSIDERATIONS

The successful activation of the Walsh Bay Arts
Precinct before and after the full redevelopment
of Pier 2/3 involves change occurring on a lot of
different dimensions. Change can be difficult to
measure as much of it is invisible to the naked eye
and change takes time.

Building on previous evaluation frameworks

The proposed evaluation framework offers a
structured and comprehensive tool, in the first
instance, to understand how the precinct is
currently operating, and subsequently setting
realistic targets in line with the ambition of Arts
NSW and the resident arts organisations’ priorities.
The redevelopment of Pier 2/3, if well planned
and executed, is very likely to have a significant
impact on the activation of the overall precinct. This
commission has delivered the hope and ambition
that by thinking comprehensively and strategically
about the potential of Pier 2/3 the Walsh Bay Arts
Precinct can be a new kind of attractor and unlock
some of the untapped activation potential.
As such, it is important to recognise that we need
to measure and understand that impact, in terms of
increased activation levels, but also across a range
of other indicators that will deliver a full picture of
how the Walsh Bay Arts Precinct is performing. Of
particular importance to Arts NSW, as the funding
organisation, is a clear understanding of which
investments are working and why, in order to
influence future funding, tenancy and development
decisions.
The framework we propose seeks to capture a
number of different ‘performance outcome areas’,
as a tool to develop a fuller and multi-faceted
understanding of how the precinct is performing.
These outcome areas are:
»»

Economic vitality

»»

Awareness building

»»

Activation levels

»»

Diversity

»»

Legibility

»»

Connectivity

JANUARY 2012

In order to understand what is happening at the
Walsh Bay Arts Precinct and whether the initiatives
and projects undertaken are being effective,
this evaluation framework needs to build on the
mechanisms for evaluation that already exist for
the various organisations that currently occupy
space at the Walsh Bay Arts Precinct. In forming
a precinct-wide framework, it is expected that
much of the fine grain data about ticket holding
visitation is already monitored in some way by
the various arts organisations. However, moving
forward, consistency of data collection methods and
the way the data is used to form an evaluation of
performance will have to be achieved.
In addition to building on a solid basis of existing
data collection and evaluation methods, it is
important that this framework captures what is
happening ‘between the cracks’, within the public
realm and within the various food and beverage
establishments that support the activation of the
precinct.
Shared data through the agreed governance
mechanisms
As reflected in our assumptions, the existence of
a truly representative shared governance model
is a prerequisite to a successful precinct-wide
evaluation framework. All stakeholders need to be
represented and subscribe to a common vision and
a set of mutually desirable outcomes for the future
of Walsh Bay.
A willingness to share the data required in this
evaluation framework should form part of the
entry criteria for arts organisations as well as an
agreement to homogenise base data collection
methods into the future.
This will give the Walsh Bay precinct a very good
basis from which to work, with the ability to track
collective progress towards performance outcome
areas.
Staged approach – fact-finding, then target setting
The brief for this commission required that specific
performance indicators as well as specific targets
are included in the evaluation framework. However,
these targets need to be reflective of the particular
conditions available at the site as well as on
knowledge of what past performance has been on a
©ARUP
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similar set of indicators. Benchmarking with other
comparable precincts will yield only very vague
targets as the specifics of time and place will not be
reflected.
In addition, we are mindful that targets are quite
powerful as they can form the basis for assessing
the governing agency’s ability to direct results at
Walsh Bay.
Therefore it does not make sense to set those
targets until a strong and fully fleshed out precinctwide evaluation framework has been designed and
successfully implemented on site.
It is recommended that the data collection included
in the framework be implemented for 3-5 years to
ensure an understanding of the current activity at
the precinct, the impact of the redevelopment of
Pier 2/3 and to identify new trends. Targets can
then be set that would be formulated in response to
existing activity and emerging the trends.

WALSH BAY VISION REPORT

ASSUMPTIONS
A certain number of assumptions were built into
this evaluation framework. This commission has
been informed by the activation agenda for the
Walsh Bay Arts Precinct, not by in depth knowledge
of the current mechanisms for performance
management in place within Arts NSW or its
partners. Therefore it is important to establish what
we’ve assumed when designing this framework.
The assumptions are, that:
»»

Mechanisms for unified governance are in
place.

»»

The redevelopment of Pier 2/3 will have an
impact on the activation levels of the precinct.

»»

Data is currently collected within the
organisations at Walsh Bay on a regular basis.

»»

Most of the data collection necessary for
this evaluation framework is already being
collected.

»»

Any extra data collection should be performed
on a yearly basis, changing the time of the year
to account for seasonality.

»»

Geo-located data collection is technically
feasible and can be managed through the
mechanisms for unified governance.

»»

Data collection can be expanded across a
variety of platforms from in-person surveys
to online surveys and voluntary feedback
through social media without much difficulty or
expense.

Approaches to data collection
Nowadays, data can be collected through a variety
of channels. Whereas surveys (both online and
in person) are still very valuable, we suggest that
more ‘passive’ data collection be explored within
the context of the implementation of the evaluation
framework at Walsh Bay. Based on evidence from
the marketing and PR sector, the following methods
are recommended in addition to traditional
methods:
»»

Social media (twitter in particular)

»»

Geo-located App

»»

Cameras

»»

»»

Bluetooth sensors (helps understand how long
people are staying)

The framework below includes indicators, not
variables.

»»

»»

Wi-Fi connections (helps understand how long
people are staying)

Survey design is not included in this
commission.

»»

By user we mean a person who is at Walsh
Bay, whether a visitor or a performer or
administration staff.

JANUARY 2012
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Aggregate of all maintenance and operations cost across WBAP ($AUD/year)

Total amount allocated to companies residing at WBAP ($AUD/year)

Total amount fundraised by companies residing at WBAP ($AUD/year)

Total amount spent in tickets, food and beverage, events, memorabilia at WBAP
($AUD/year)

Number of requests to occupy space at WBAP lodged per year

Growth in revenue ($AUD) and growth in staff (headcount)

Dollars spent by interstate and overseas tourists at Walsh Bay ($AUD)

Operational costs

Value of WBAP to public sector funders

Value of WBAP to private donors

Value of WBAP to visitors

Demand for space at WBAP

Economic growth

Tourism expenditure

Total amount spent on marketing, PR, and advertising ($AUD/year)

Total amount spend on staging pro bono events (resources, paid time, unpaid)
($AUD/year)

Number of times WBAP is mentioned in press per year

Number of media categories WB is mentioned in press per year

Cost of building awareness

Cost of staging pro bono events

Frequency of media coverage

Type of media coverage

Number of people (visitors and users) at WBAP on average per day of week

Reasons cited for coming by users/visitors

Daily visitor/user stream per hour of day

Length of tenancies per use by sector (in months)

Proportion of day-time visitors to night-time visitors

Intensity of activation

Purpose for coming to WBAP

Peak times

Tenant turnover

24 hour activation

3. Activation Levels

Number of people who know what WB is and where it is

Name brand recognition

2. Awareness Building

Estimated commercial rental value ($AUD/year) if rented commercially

Suggested Indicators

Opportunity cost

Evaluation Criteria
1. Economic Vitality

Through bluetooth, Wi-Fi and cameras

Through mechanisms for unified governance

Through bluetooth, Wi-Fi and cameras

Online surveys, face-to-face surveys

Through bluetooth, Wi-Fi and cameras

Through media and social media searches

Through media and social media searches

Through mechanisms for unified governance

Through mechanisms for unified governance

Through online surveys and market research

Through arts organisations and mechanisms for unified
governance

Through mechanisms for unified governance

Through mechanisms for unified governance

Through mechanisms for unified governance

Through arts organisations

Through Arts NSW

Through mechanisms for unified governance

Independent appraisal

Suggested Data Collection Methods

PAGE 37
WALSH BAY VISION REPORT

©ARUP

Cultural
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Economic
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Yearly average of ticket price/event (including free events)

Staff retention rate (headcount/year)

Number of events hosted in the community (events/year)

Affordability of programming

Worker satisfaction

Contribution to community

Number of attractors cited by visitors/users

Average operating hours per day of week

Number of completely new types of events hosted per year

Number of events of a different cultural nature and number of different event
organisers

Variety of purpose for coming

Night-time barrier to entry

Innovation

Diversity of cultural offering

Proportion of publicly usable space to private space

Number of calls/complaints asking about location details per year

Public-ness

Effectiveness of wayfinding

Number of visual cues to WBAP in catchment area (1km radius)

Proportion of WBAP organisations sited being accessed from WB Wi-Fi

Number and location of sites from which ‘Thinking about Walsh Bay’ app is
accessed

Urban connectivity

Virtual reflexivity*

Networked visibility*

* refers to an indicator that can only be measure if some of the recommended activation strategies are implemented.

Number of connections to WB Wi-Fi per year

Virtual connectivity*

7. Connectivity

Number of people using publicly accessible spaces per day

Appeal of public spaces

6. Legibility

Number of user categories and volume of users

User diversity

5. Diversity

Proportion of free events to ticket-holding events

Barriers to entry

Evaluation Criteria
Suggested Indicators
4. Wider Benefits to Community and Society

Through mechanisms for unified governance

Through mechanisms for unified governance

Through mechanisms for unified governance

Through mechanisms for unified governance

Through mechanisms for unified governance

Through mechanisms for unified governance

Through bluetooth, Wi-Fi and cameras

Through mechanisms for unified governance

Through mechanisms for unified governance

Through mechanisms for unified governance

Online surveys, face-to-face surveys

Through mechanisms for unified governance

Through mechanisms for unified governance

Through mechanisms for unified governance

Through mechanisms for unified governance

Through mechanisms for unified governance

Suggested Data Collection Methods
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RECOMMENDATIONS
HIGH-LEVEL CONCLUSIONS

RECOMMENDED USES

At the conclusion of 8 weeks of research and
consultation with stakeholders and users, several
strong concepts for the activation of Walsh Bay Arts
Precinct, and Pier 2/3 in particular, have emerged.

In light of these conclusions, we recommend that
the Walsh Bay Arts Precinct be redeveloped to
house a cluster of major companies as well as
accommodate the following types of uses.

The first conclusion is the emphasis on the
redevelopment, including uses at Pier 2/3 should be
focused on strengthening the Creative Ecosystem
at Walsh Bay, as a strategy to bolster its function as
a workplace for arts, culture and creative industries.
The home grown nature of this ecosystem is one
of Walsh Bay’s main tradeable assets. The urban
experience of the precinct should encompass both
cultural consumption and production. People want
to feel and live creativity at work and associate
strongly with Walsh Bay’s brand as a cultural hub.

A smart working hub for arts, culture and creative
industries

The second conclusion is a clear focus on
Diversity and therefore Flexibility should be a
core operating principle for the Walsh Bay Arts
Precinct. With diversity, we mean encompassing
a true cross section of Sydney’s arts and cultural
scene clustering around Sydney’s most established
companies, one that extends beyond performing
arts into a more inclusive and accurate reflection of
Sydney’s home grown talent.
The third conclusion is the need to maintain the
Architectural Integrity and Beauty of Pier 2/3, as
a landmark structure (the last of its kind in Sydney)
but also as a truly adaptable space. There are
evident trade-offs between Pier 2/3 being purposefit for high end music or theatre performances and
the ability to retain its architecture intact. It is
recommended that the redevelopment of Pier 2/3
be sympathetic to its architectural value by leaving
parts of it undeveloped.
Finally, the importance of success and economic
viability of complementary commercial uses in
order to attract people and activate the precinct,
the businesses that complement the cultural uses
(both hospitality, and retail) need to be running
on a proven and commercially successful business
model.
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In line with Walsh Bay’s ambition to remain a
creative ecosystem that becomes a meeting point
for Sydney’s creative industries, we recommend
housing a smart working hub for cultural workers.
The working hub would be characterised by
flexible and free workspace open to all, with small
incubation pods for short term rentals as well as
free internet connectivity.
»»

Open plan day time cafe

»»

Focus on emerging artists

»»

Powerpoints

»»

Free Wi-Fi

»»

Incubation space

Flexible performance and gallery space
To fulfil the double agenda of providing affordable
spaces for emerging talent and to make space for
non-performing forms of art such as visual arts, the
flexible performance space has more affordances
than other spaces within the precinct. These are:
»»

Reasonable acoustic amenity

»»

Ability to insert temporary seating

»»

Bookable for short shows

»»

An ‘emerging’ artists focus

»»

Can be let out for functions/events if needed

»»

Indigenous cultural uses are encouraged

The Social Club
To counter the lack of night time venues and to
make night life at Walsh Bay more affordable, it
is recommended to locate a small bar within the
arts precinct with extended opening hours. Other
proposed characteristics are:
»»

Affordable food (tapas, sandwiches)

»»

Possibility of live music (jazz, indie)
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»»

With the option of being let out for functions/
events if needed

WALSH BAY VISION REPORT

SPECIAL CONSIDERATIONS

Affordable shared rehearsal facilities for a range
of users as well as community uses.

Although these recommendations were formulated
with the idea of flexibility and diversity in mind, we
suggest that some uses be avoided or minimised.

Envisaged uses are:

Back of house/office use

»»

Small events, lectures. film projections

»»

Companies that are at Walsh Bay already or for
emerging talent

»»

Amateur classes

»»

Mediated facades to let public perceive activity
within

»»

Morning yoga classes for the community

We already know from the current activation levels
of the Walsh Bay Arts Precinct that back of house
operations have very little activation potential.
However, it is understood that administrative
functions are crucial to the operations of arts
organisations. It is recommended that any back
of house use be sympathetic to the heritage and
architectural value of the building and be kept to a
minimum.

»»

Children’s indoor activities

Superyacht facilities

Office of the Walsh Bay Creative Director
As a means to embed a Creative Director in and
amongst the action, we suggest that an ‘office’ is
located within the arts precinct. Contrary to the
fit-outs in Wharf 4/5, this office would embody
transparency and accessibility through an open
plan design that has minimal impact on the current
structures.
»»

Open plan

»»

Walk-in

»»

Direct relationship between the Creative
Director and the sector on the wharf

»»

Manages the booking and scheduling of events
as well as any non-arts related use of space
within the precinct (so that arts organisations
can focus on what they do best)

Waterscene
To reinforce water accessibility and the integration
of water life into the precinct, we suggest that
berthing facilities (including a ferry stop) could be
located at Pier 2/3 as long as it is not too onerous
and dominating. Once the precinct reaches a
healthy level of activation, a ferry service could
become a viable means of transport to and from
the precinct. The water thus becomes another layer,
another level from which to enjoy the precinct. With
poor public transit options and difficult geography,
water-based means of transportation should be
considered.
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Whereas the precinct is a marine resource as well
as an arts precinct, we suggest that any marine uses
are accommodated with minimal infrastructure
cost and minimal impact to the architectural form
beyond the construction of berths to house small
boats. Superyacht facilities have been mentioned
as a possible use for Pier 2/3. We recommend that
particular attention be given to the compatibility of
associated uses with an arts precinct such as:
»»

Sewage pumping facilities

»»

Repair workshop

»»

Fuelling station

»»

Wavebreakers

A STAGED APPROACH
The activation of Walsh Bay is not going to happen
overnight. However, short-term activation strategies
can commence in the immediate future. It is
understood that Pier 2/3 is now open for temporary
uses such as events, performances, exhibitions,
rehearsals and pop-up activities. This is a first
step toward restoring the Pier into the collective
consciousness and the minds of Sydney-siders.
Building a strong and multi-channeled digital
profile through a consolidated website and app is
also essential.
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