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Kaurna
Acknowledgement

Rundle Mall acknowledges the traditional Country of the 
Kaurna people of the Adelaide Plains and pays respect to 
Elders past, present and emerging.

We recognise and respect their cultural heritage,  
beliefs and relationship with the land. We acknowledge 
that they are of continuing importance to the Kaurna 
people living today.

And we also extend that respect to other Aboriginal 
Language Groups and other First Nations.
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Business Plan
Summary

This Business Plan has been prepared by the Adelaide 
Economic Development Agency (AEDA). 
 
Under Section 34 of the AEDA Charter it is stated as a 
requirement that an annual budget be prepared. AEDA 
is required to produce an annual business plan and 
budget consistent with the Charter and must submit 
to Council for approval. 
 

The annual Business Plan must set out or include:

• The performance targets the subsidiary is to pursue
• The performance measures that are to be used to 

monitor and assess the performance against targets
• A statement of the financial and other resources and 

internal processes that will be required to achieve the 
subsidiary’s performance targets 

This Rundle Mall Business Plan encompasses the Rundle 
Mall Precinct, which is bound by North Terrace, King 
William Street, Grenfell Street and Pulteney Street. 
The Precinct includes a mix of retail, hospitality, 
commercial, educational and residential offerings. 

The Rundle Mall Precinct also forms the Rundle Mall Levy 
Area with funds being raised through a separate rate on 
rateable land declared by Council. 

These funds provided to AEDA will be expended by AEDA 
in accordance with the annual Rundle Mall Business Plan 
and Budget. 
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AEDA Board 

AEDA was established as a Section 42 Subsidiary under 
the Local Government Act 1999 (SA), and in all things 
acts through the Board. The Board has a responsibility to 
manage the business and other affairs of the subsidiary, 
ensuring that AEDA acts in accordance with the Local 
Government Act and the AEDA Charter.

The Board is skills-based, including expertise across 
hospitality, property development, place making, business 
development, investment, events and tourism. The Board 
consists of a Chairperson, one Elected Member (the Lord 
Mayor of the day) and up to 7 Directors (including one 
representative from the Advisory Committee). 

AEDA Team

AEDA is supported by an executive and management 
team, resourced to achieve the strategic outcomes of 
the organisation. 

Led by a Managing Director, the team is made up of 
experienced and skilled professionals in retail, events, 
property, investment, business support, tourism, brand 
and marketing. 

The AEDA team provides marketing, advocacy and 
governance services to improve the economic outcomes 
for the Precinct’s diverse range of stakeholders. 

The team acts as the information hub for the Precinct, 
supports and drives initiatives that enhance visitor 
experience, and continuously analyses consumer and 
retail trends to ensure that the Mall’s offering meets the 
needs of local, interstate and international visitors. 

AEDA &
Rundle Mall Team
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The biggest challenge facing retail, Rundle Mall and the city for 2021/22 is recovering 
from the impacts of the COVID-19 pandemic. Whilst the last 12 months caused significant 
disruption to the local retail sector, each person and business having a unique experience, 
Australia and South Australia are in a fortunate position and we remain watchful, yet 
cautiously optimistic, that 2021/22 will be a better year.

City Trends & Insights

1 COVID-19 Impacts

Cities will play a key role to implement recovery strategies 
post COVID-19. There will be an accelerated approach and 
shift towards how we need to re-build from this. As have 
most cities across the globe, we too have become exposed 
in certain areas of business, and the health and wellbeing 
of our community.  
 
Consequently, society has accelerated their environmental 
awareness and started to change habits and behaviours 
in their decisions and thinking regarding the environment, 
and more broadly the circular economy. 
 
Digitalisation was a major game changer during the crisis. 
This will remain and be the future of how we work and do 
business. 
 
These challenges and changes give rise to opportunities 
for the city. To close the gap in the recovery period, as a 
city we need to act on how to support local business, the 
future economy and environmental sustainability in our 
city. 
 
Never has there been a better time to speak to our vision 
to make Adelaide the most liveable city in the world.

SA is one of the 
safest places

City visitation 
reduced, but 
positive signs

International 
student numbers 

have reduced

SA consumer 
confidence 

is up
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2 Flexible Working 

2020 was a year like no other, and the unprecedented 
nature of the global pandemic has impacted communities 
all over the world. Many South Australians have been 
impacted by uncertainty about COVID-19. 

Moving forward we need to market and communicate 
the benefits of health and wellbeing. As a city we are 
committed to maintaining a high standard of liveability and 
vibrancy, and will invest in a range of initiatives, projects 
and programs to support health and wellbeing. Being 
surrounded by Park Lands means we have 760 hectares 
of backyard to explore and escape to, with a number of 
walking trails, runs and outdoor activities.

We will continue to build trust and hope in our community 
by creating opportunities for connection, authenticity, and 
reinforcing that Adelaide is one of the most liveable cities 
in the world. 

Flexible workplaces are a global trend that is here 
to stay. With more people craving a greater work/life 
balance, businesses will need to adapt to find new 
ways of operating.

This presents challenges for capital cities who have less 
people coming into the city, and the ripple effect into 
secondary economic drivers including hospitality, retail, 
and the night-time economy. It is critical moving forward 
that we activate and create experiences to incentivise 
people to visit the city, and capitalise on the city’s point 
of difference.

3 Uncertainty 

The City of 
Adelaide’s 

operations are 
powered by 

100% renewable 
energy

People are 
craving 

connection

4 Experiential

After a year of working from home, sometimes isolated 
from family and friends, more than ever people are looking 
for new and unique experiences. 
 
People want to learn new skills, try new things, be out with 
friends and family and enjoy ‘money can’t buy’ experiences 
that connect them to people and places.

Events, activations, retail and hospitality experiences are 
going to be important to bring people into the city, and 
to create vibrant, dynamic spaces. As a city that is full of 
surprising places, we have the opportunity to create a city 
experience that make people feel delighted and fulfilled 
with the desire to explore more.

5 Sustainability

Sustainability issues are increasingly becoming embedded 
into good business practices. This has been demonstrated 
from some of the largest ASX companies in Australia, 
Federal and State Governments. 

There is a rising trend that more companies will make 
sustainability a core part of their brand identity in 2021. 
This will range from beauty and transport, to events and 
technology. There is an expectation to see companies put 
sustainability at the forefront of their brand.

Within the broader area of sustainability, the strongest 
drivers of change are related to the circular economy and 
responding to climate change. Because of the increasingly 
stringent corporate governance around climate change, 
it is likely to become important in the year ahead as the 
primary sustainability driver for issues such as energy, 
transportation and waste management.

Brands must 
adapt and 
innovate

More people 
are working 
from home
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Most businesses (particularly retail) have seen an increase 
in online shopping, with market share being diverted away 
from traditional bricks and mortar operations.

Many retailers have been pursuing omnichannel strategies 
for over a decade. At the end of 2019, an omnichannel 
approach referred to the combination of a store, website 
and app, with limited interaction between these channels. 
This approach now has many retailers re-thinking 
omnichannel as the full suite of ways a consumer can 
engage with a brand. This still includes a store, website 
and brand-owned app, but may also include a marketplace 
presence and selling on social media.

There is an opportunity for businesses to provide multi-
platform experiences for their customers both in their 
physical stores and online. As a city, the opportunity is to 
create both interesting experiences, and attract and retain 
physical stores, combined with rethinking distribution and 
online e-commerce platforms.

6 Online/Digital/Omnichannel Retailing

7 Regionalisation & Decentralisation 

An impact of COVID-19 will see a change in people’s 
behaviours and changes in their habits both 
professionally and personally. Regionalisation is going to 
be more common. From a Federal and State Government 
perspective, regionalisation is going to be high on their 
political agenda to see growth and ensure that regional 
businesses and communities survive post the pandemic. 
There will be greater investment into infrastructure and 
jobs in the regions.

As a city we need to look at opportunities to encourage 
residential growth and attract people from intra and 
interstate to the city to build the local economy and 
help it thrive. We will need to look at the attributes of 
the city, i.e. connectivity, sustainability, ease of mobility, 
affordability and how to secure business and investment 
for future growth.

8 Supporting Local

COVID-19 has seen buying habits change dramatically 
in the past 12 months. It is evident that even with 
restrictions lifted, shopping behaviours have 
remained, such as an increase in online shopping 
and food deliveries. More people are staying close 
to home and spending money in their local shopping 
district rather than travelling into the city.

Consumer habits have shown they want to buy from 
local and independent retailers. This is something that 
has continued to increase during the pandemic. There is 
a clear appetite for small, independent businesses with 
unique offerings and personalised customer service

Innovation and re-creating new ways of doing business 
will be key. The opportunity will be to create event 
and retail experiences that city workers and visitors 
cannot have or buy in their local area or online.

Buying local 
is more 

important 
than ever

Online shopping 
has increased

More people 
are travelling 

within SA

12Rundle Mall 13Business Plan 2021/22



AEDA

Vision
 
To make Adelaide the most liveable city in the world.

Mission
 
To accelerate economic growth in the city by attracting 
investment and supporting businesses, growing the visitor 
economy, supporting residential growth, growing an annual 
events calendar and marketing the city as a whole 
including Rundle Mall. 

Purpose

1. Attract 
Get more people, businesses, visitors, students, and 
residents into the city

2. Stay 
Ensure that people stay longer, move around the city, 
return more often

3. Enjoy 
Provide a positive experience to people while they are 
here

4. Spend 
Stimulate economic growth by providing more reasons 
to spend in the city

In�uence and create projects

for c
ity

 growth

Position Adelaide as the most

liveable city in the world

Suppo� business growth through

a�raction and retention
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Vision, Mission & Purpose
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Vision
 
To be renowned as Adelaide’s vibrant beating heart and 
premier shopping destination that connects people to 
new retail, property and place experiences.

Brand Positioning
 
With global brands and local favourites, Rundle Mall is the 
heart of shopping, dining and entertainment in Adelaide. 
Rundle Mall is the longest and one of the busiest malls in 
Australia, with over 700 retailers and 300 services. 

Young and old, familiar faces and day-trippers, Rundle 
Mall has over 22 million people visit every year who are as 
diverse as the offering.

As the centre of culture in Adelaide, Rundle Mall plays a 
vital role to continually evolve and create impact for 
customers and value for its stakeholders.

There are several key factors that make Rundle Mall 
unique in the market including:

• Retail and brands – surprising, unique and individual 
retailers plus breadth and range

• Emotional connection – tradition, nostalgia and 
authentic experiences

• Cultural heart – proximity to cultural landmarks, 
our landmarks (‘Mall’s Balls’, bronze pigs sculpture, 
Pigeon) and public art

• Social Hub – the hub & heart of the city – events, 
activity, buskers

• Trading Hours – public holidays and late-night 
trade on Fridays

• Power of the Brand

• Outdoor shopping – size and scale of the space

Brand Values 
 
The positioning of Rundle Mall is reflected in four main 
brand values: 

1. Contemporary 
Rundle Mall is driven by the desire to always be at the 
forefront of retail, fashion, food and entertainment 
trends. We are the centre of unique and memorable 
experiences in South Australia. We are full of energy 
and creativity, while also being generous and 
welcoming. We are inclusive to our audience.

2. Fun
 Customers and retailers are drawn to Rundle Mall 

because of the always changing and always exciting 
vibrant atmosphere, diverse range and memorable 
experiences with broad appeal. We are synonymous 
with fun, happiness and excitement.

3. Impact
 As an iconic Adelaide destination, Rundle Mall is 

famous for high-quality, memorable shopping, dining 
and entertainment experiences. We are the centre of 
culture and everything we do is about creating impact 
for our audience. We partner with the world’s best to 
deliver an experience that attracts and entertains all.

4. Customer-focused
 Everything we do is driven by our customers. 

Rundle Mall is a commercial district that creates 
value to its stakeholders by creating a best-in-class 
environment of broad appeal. We are central to the 
South Australian economy and we create jobs and 
opportunities for businesses. We make it easy for our 
customers to transact and interact in a safe, friendly 
and welcoming environment.

Rundle Mall Marketing Plan

Strategic Focus
 
The overarching focus for this year will be to drive 
economic growth in the Rundle Mall Precinct by supporting 
retailers and businesses.

Throughout 2021/22 the key strategies are to:

1. Attract
2. Stay 
3. Enjoy 
4. Spend 

To achieve this, the key deliverables for Rundle Mall will  
be achieved across four key areas of focus that sit within 
AEDA’s ‘Business Growth’ area:

1. Information 
Be the hub of Precinct information.

2. Visitor Experience 
Support an easy and enjoyable visitor experience.

3. Advocacy 
Influence projects for Precinct growth and 
minimise negative impacts. 

4. Brand 
Position Rundle Mall as the premier retail 
destination in South Australia.

Measurement 
 
The actions will be measured across a range of 
areas including: 

• Foot traffic
• Retail spend
• Market performance indicators
• Increased database subscriptions
• Website and social media traffic
• Income generation
• Number of events and activations
• Security and safety perceptions
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Area of Focus: Visitor Experience

OBJECTIVE: Support an easy and enjoyable customer experience

Actions How

Stage and support engaging activities Create a 12-month event and activation plan and calendar 

Drive income from sponsorship in line with 2021/22 Budget

Drive brand partnerships aligned with the Rundle Mall brand 
values and event and marketing plan objectives

Advocate for innovative solutions to support 
visitor experience

Work with CoA to deliver solutions and use Rundle Mall  
to trial city-wide initiatives 

Support a safe and attractive public space Update the ‘Operating Agreement’ with CoA to  
define service levels to the Rundle Mall Precinct

Work with CoA to implement Emergency & Crisis 
Management plans 

Review Rundle Mall Security requirements and  
contract to define service levels including reporting

Work with SA Police to support a safe precinct 

Continue to monitor busking standards and 
busking locations with CoA 

Area of Focus: Information

OBJECTIVE: Be the hub of Precinct information

Actions How

Collect and analyse key performance data to: 

- Inform marketing strategy
- Measure success
- Inform advocacy; and
- Educate stakeholders 

Continue to capture and analyse information including: 

- Precinct foot traffic trends
- Spend data 
- Dwell time
- Shopping behaviour
- Customer experience; and

Continue to work with data analyst to review and analyse 
information and prepare information for sharing 

Create and implement reports based on the data captured

Provide regular communications  
to all Precinct Businesses

Create segmented groups in the Customer Relationship 
Management (CRM) tool to support communication

Create communications calendar for all stakeholder 
engagement 

Send monthly stakeholder communications via electronic 
direct mail and quarterly printed communications 

Meet regularly with Arcades/Centres, property owners, and 
retailers  

Deliver stakeholder information and education sessions 

Connect Businesses to key support packages including 
Business SA, State Government and CoA information  

18Rundle Mall 19Business Plan 2021/22



Area of Focus: Advocacy

OBJECTIVE: Influence projects for Precinct growth and minimise negative impacts

Actions How

Advocate for future Council investment in the 
delivery of upgrade works to ensure high-quality 
amenity and public realm

Engage with CoA to inform this approach

Engage with CoA to secure commitment and funding for 
future years where relevant

Work with State Government to provide positive 
outcomes for the Rundle Mall Precinct

Work with State Government on Trading Hours legislation 

Work with State and Local Government on infrastructure and 
capital projects that impact the Rundle Mall Precinct

Continue to advocate for ongoing capital 
investment in the Rundle Mall Precinct

Work with State and Local Government and private property 
owners to deliver new retail experiences and support 
investment and minimise vacancy rates 

Support AEDA strategies that drive the overall 
economic growth in the city and marketing the 
city as a whole 

Support business growth through attraction and retention and 
marketing the overall city including the Rundle Mall Precinct 

Area of Focus: Brand

OBJECTIVE: Position Rundle Mall as the premier retail destination in South Australia

Actions How

Create, implement and deliver an annual  
Marketing Plan

Develop and deliver a 12-month major events and activations 
calendar including Winter, Spring Fashion, Christmas, Food 
and Festival Season

Support key retail and public holiday trading periods

Develop year-round campaigns to support all retail categories 
during the year 

Increase social media engagement, including Facebook and 
Instagram

Update website and grow consumer EDM database

Engage with State Government and AEDA to support relevant 
tourism initiatives

Develop the Rundle Mall brand Continue to develop the Rundle Mall brand and complement 
the city-wide “Designed for Life” brand positioning 

Proactively drive positive PR stories based on campaign 
implementation 

Engage all agencies in marketing campaign planning and 
business operations

Position Rundle Mall as a retail industry leader In consultation with the corporate PR agency, create and 
implement a proactive public relations strategy in relation to 
industry positioning

Identify relevant industry awards and submit applications
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Rundle Mall Marketing
& Activations Calendar

In 2021/22 the overall marketing approach will:

• Continue to use placemaking principles to create 
a vibrant, warm and welcoming Precinct

• Re-introduce larger scale events as well as small 
scale activations to give consumers reasons to come 
in and shop

• Support retailers and businesses with marketing 
and promotions

• Ensure that the Mall is safe, clean and complying 
with all Government and health regulations.

A summary of the proposed marketing and 
promotions activity and calendar is included.

This activity will be supported by ongoing 
in-Precinct activation, online/digital 
development and brand advertising.
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Month Activity

July 2021 Placemaking
• New pop-up seating installed
• Lighting - fairy lights in trees 

and overhead festoon lights
• SA Artists & planter boxes 

refreshed

 

Events, Activations & Promotions
• Winter in Rundle Mall 
• Illuminate Adelaide – Sky 

Castle by ENESS (rainbows)
• Umbrella Music Festival
• ‘Spend and win’ campaign
• World Food Days activations 

and pop-ups
• NAIDOC week in Rundle Mall 
• School Holidays
• Retailer support campaign

August 2021 Events, Activations & Promotions
• Winter in Rundle Mall cont…
• Illuminate: Sky Castle (rainbows) cont…
• ‘Spend and win’ campaign cont…
• World Food Days activations and pop-ups
• Retailer support campaign

September 2021 Placemaking
• Spring colour and flower 

bombing in partnership with 
iconic public art

Events, Activations & Promotions
• Spring Fashion campaign
• ‘Spend and win’ campaign
• Father’s Day activations and 

digital campaign
• World Food Days activations 

and pop-ups
• Retailer support campaign

October 2021 Events, Activations & Promotions
• Spring Fashion campaign
• ‘Spend and win’ campaign
• Vogue Festival shopping weekend
• World Food Days activations and pop-ups
• School holidays and October long weekend
• Retailer support campaign

November & December 2021 Events, Activations & Promotions
• Christmas decorations and window installations (5 November)
• Black Friday weekend (26 Nov to 28 Nov) and Boxing Day  

sales shopping campaign
• Activations to support extended trading hours
• Retailer support campaign
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Month Activity

January 2022 Events, Activations & Promotions
• Post-Christmas sales
• School holidays
• Australia Day trading hours support
• World Food Days activations and pop-ups
• Retailer support campaign

February 2022 Events, Activations & Promotions
• Lunar New Year celebrations (Year of the Tiger) 
• Valentine’s Day – digital campaign
• World Food Days activations and pop-ups
• Retailer support campaign

March 2022 Events, Activations & Promotions
• Adelaide Fringe support
• Adelaide Festival support
• Long weekend support 
• World Food Days activations and pop-ups
• Retailer support campaign

April 2022 Events, Activations & Promotions
• Easter: Friday 15 April – Monday 18 April
• Tasting Australia Urban Kitchen
• ANZAC Day trading hours support
• World Food Days activations and pop-ups
• Retailer support campaign 

May 2022 Events, Activations & Promotions
• Mother’s Day – digital campaign
• World Food Days activations and pop-ups
• Retailer support campaign

June 2022 Events, Activations & Promotions
• Mid-year sales
• World Food Days activations and pop-ups
• Retailer support campaign
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2021/22 Budget Budget $’000

Finance Summary

Rundle Mall Levy Income ($3,840)

Supplementary Income ($599)

TOTAL Income ($4,439)

Admin | Operations Expenditure $1,674

Marketing | Activations Expenditure $2,765

Admin | Operations Expenditure

Resource Costs $1,034

Security $240

CoA Operations $299

Other Admin $101

Total Admin | Operations Expenditure $1,674

Marketing | Activations Expenditure

Marketing Campaigns, Activations & Events $2,202

Business to Business Marketing Campaigns $19

Digital Investment $28

Services $398

Strategic / Other $118

Total Marketing | Activations Expenditure $2,765

Budget
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Kaurna Country 
Level 1, Eagle Chambers, 
5 Pirie Street Adelaide 
SA 5000

rundlemall.com  
 
Tel 08 8203 7200 
info@rundlemall.com


