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Strategic context
The Creative Strategy responds to and contributes to the implementation of two key documents.

1. Future Melbourne 2026 is the second 10-year community plan developed by the people of Melbourne through an extensive engagement process. This engagement generated thousands of contributions and included a Citizen’s Jury and six prominent Melburnians as ambassadors. Importantly, the people of Melbourne voted, once again, to make creativity one of their top order goals for the city.

2. Council Plan 2017–21 is the City of Melbourne’s response to Future Melbourne. It outlines the Council’s four-year priorities for achieving the community’s vision against these nine goals:

· A city that cares for its environment

· A city for people

· A creative city

· A prosperous city

· A knowledge city

· A connected city

· A deliberative city

· A city planning for growth

· A city with an Aboriginal focus

The Creative Strategy 2018–28 outlines the City of Melbourne’s rationale for and commitment to involving creative practitioners in the challenges and opportunities inherent in each of the city’s nine goals and in the development of bold new thinking and activities that respond to them. Month by month, year by year, over a decade we will challenge people to imagine how Melbourne might respond to these challenges if it were the most creative city in the world. 

Plans and frameworks: a series of documents help translate the strategic direction and ambition of Future Melbourne, Council Plan and the Creative Strategy into the operational detail required for every-day decision making and action.
Our roadmap
· The Future Melbourne Community Plan, which feeds into the Council Plan, which comprises nine goals:
· A city with an Aboriginal Focus

· A city that is planning for growth

· A deliberative city  

· A connected city

· A knowledge city  

· A prosperous city  

· A creative city  

· A city for people

· A city that cares for its environment

· The Creative Strategy, which applies across all nine Council Plan goals and provides the overarching context for a series of related frameworks:

· The Creative Funding Framework

· Public Art Framework (in development)

· Street Art Policy (in development)

· Creative Programming Framework (in development)
· Arts Infrastructure Framework 2016–21

· Melbourne Music Plan 2019–21

· Plaques and Memorials Policy 2016
Completed documents from this roadmap can be found by searching melbourne.vic.gov.au 

Melbourne’s Creative Strategy on a page
Melbourne is internationally renowned as a creative city – but so are many cities. And snapping at their heels are scores of others, each recognising the power of creativity to express a city’s identity, draw people in, create a sense of connection and belonging and transform the economy. These days, creativity in its broadest sense is a highly sought after commodity and the cities with creativity at their core are the ones that prosper. 

To harness its full potential, creativity needs to be integrated into the very fabric of the city and its long-term vision – not as an add-on but right at the start, when contemplating the changes and challenges ahead of us. We have an extraordinary creative community with a critical role to play in creating a great city for everybody. 

In thinking about our own creative approach, the City of Melbourne has arrived not at a ‘vision statement’ but a provocation that is grounded in principles understood by the Traditional Owners of the land, other Aboriginal and Torres Strait Islanders and ancient civilisations whereby art is not a product or a service but, rather, it informs how the world is and how to be in it. 

We will engage creative practitioners of all kinds to work with subject experts on compelling city opportunities and challenges that relate to the nine goals Melburnians have set for their city. 

The Provocation 
We will ask: 
If Melbourne were the world’s most creative city, what approach would we take to this challenge? 

· Where would we start? 

· What would we do differently? 

· How would we behave? 

· How can creative thinking deliver extraordinary results? 

· What processes would we follow? 

· What would we produce? 

· What would we measure?

Creating new connections 
At the heart of this is the idea of creating new connections: 

· Across everything the city does 

· Between disciplines 

· Between public and private organisations 

· Between the city and its communities 

· Between experiences 

· Between creative practice and civic scale 

· Between aspirations and reality 

Place art at the start 
Month by month, year by year, over a decade, by issuing this challenge we intend to support the transformation of our city through bold, inspirational, sustainable creative thinking that draws on the remarkable, expansive expertise of our creative community. 

Using the city as its canvas, this approach will allow Melbourne to place art at the start, drawing on the full potential of its extraordinary creative community to benefit all who live, work and visit here and sharing our experiences with people the world over. 

This is our creative strategy.

Design methodologies and the Creative Strategy
There is no shortage of methodologies used to tackle complex problems around the world – so why develop another one? The difference with the City of Melbourne’s Creative Strategy approach is that it provides time and support for expert creative practitioners to reflect on city challenges and opportunities early in the process – when there is still time to propose bold new thinking and before decisions are locked down
Ideas generation process
8. define the problem or opportunity (common to many design methodologies)

9. establish goals (common to many design methodologies)

10. consult experts and collect data (common to many design methodologies)

11. consider what the data is telling us

12. imagine what we could do

(Steps 4 and 5 are similar to many methodologies but with a few key differences. We remove the subject experts that have been looking at this for a long time. We bring together fresh and diverse creative experts: what do they see? We develop new, bold, impactful, home-grown creative responses.)
13. progress/test best ideas (common to many design methodologies)
From problem/opportunity to final decision
14. Define the problem or opportunity (common to many design methodologies)

15. Establish goals (common to many design methodologies)

16. Consult experts and collect data (common to many design methodologies)

17. What is the data telling us? (place creative practitioners here, at the start) 
18. What could we do? (place creative practitioners here, at the start)

19. Progress/test best ideas (common to many design methodologies)

20. Develop project team (common to many design methodologies)

21. Scope and budget projects (common to many design methodologies)

22. Make final decisions (common to many design methodologies)

23. Many processes only consider creative practitioners at this point
Summary of implementation process
24. Set topics

25. Identify creatives

26. Develop brief and team

27. Creative sprints

28. Progress and document

29. Transfer to work area

The Creative Strategy Process
30. Set topics

Select pressing city challenge topics that would benefit from bold new creative thinking and change on a civic scale

Update data

Apply criteria

Consult shortlist

Obtain approvals

31. Seek creative practitioners

Identify highly regarded and collaborative experts in their field of creative practice

Continuously seek expert creatives

Apply selection criteria

32. Develop brief and team

Develop detailed information on the topic and select a team of five creative practitioners along with subject experts to work on it
Develop challenge statement

Engage Traditional Owners

Develop brief and expert team

Form creative team

Agree and inform

33. Creative sprints

Run three creative sprints to develop bold new thinking on the topic: if Melbourne were the most creative city in the world, what would it do?

Set up sprint series

Sprint 1: Learn

Sprint 2: Create

Collaborate, refine

Sprint 3: Complete

Report back

34. Progress and document

Investigate ideas and develop into case studies to inform long-term thinking and project briefs for earlier actions
Deep dive

Desirability and feasibility

Yes: develop project brief or

No: do not develop project brief

Write case study and next steps

35. Transfer to topic area

Transfer case studies and project plans to work areas to own and implement

Topic area agreement

Steering group and ELT

Update creative team

Debrief and survey

Close the loop
Measures framework
The Creative Strategy aims to transform Melbourne by inviting creative practitioners to help tackle city challenges and opportunities through the generation of new, bold and inspirational creative ideas.

The success of this approach will be measured in several ways:

36. The process of generating the ideas using the strategy

· Output measures related to the process, such as the diversity of those involved, the number of ideas picked up and so on.

· Outcome measures related to the impact of the process, such as the degree to which it sparked ideas or improved professional capability.

37. The projects arising from the ideas generated by the strategy

· Output measures  selected depending on the subject matter of each project, such as the number of people involved or partnerships generated

· Outcome measures selected depending on the desirable impact of each project, such as an improved sense of civic pride or sense of belonging.

The measures framework is based on the Cultural Planning Framework and Cultural Outcomes Measures developed by the Cultural Development Network (CDN) in close consultation with capital cities and local governments from every state and territory in Australia. 

The Cultural Outcomes Measures are in the process of being embedded in government departments and arts organisations around the country and internationally.

Reporting
While reporting on the strategy and its projects will take place annually, it is important to note there is likely to be a considerable lag between the identification of a topic to be tackled and the realisation of benefits arising. 

This is a result of the very nature of the strategy itself – in seeking to involve creative practitioners early in development of bold new ideas for our city, it follows that the development process will need to play out until the results are evident to all.

Comprehensive information about the development of this best practice approach and each of the outcome measures can be found on the Cultural Development Network
.
Outcomes – measuring our impact
Outcome measures to assess the impact of the Creative Strategy Process will include the five cultural outcomes and the first of the economic outcomes (professional and/or practice capability enhanced).

Outcome measures to assess the impact of Projects arising from the Creative Strategy will be selected from this list, depending on the goals of each practice.
Cultural development network outcomes schema
Cultural outcomes: 
38. Creativity stimulated 

39. Aesthetic enrichment experienced 

40. New knowledge, ideas and insight gained 

41. Diversity of cultural expression appreciated 

42. Sense of belonging to a shared cultural heritage deepened

Social outcomes
43. Wellbeing (physical and/or mental) improved

44. Sense of safety and security increased

45. Social connectedness enhanced

46. Social differences bridged

47. Feeling valued experienced

Economic outcomes 
48. Professional and/or practice capability enhanced

49. Individual economic wellbeing increased

50. Local economy supported

Governance outcomes
51. Access to beneficial networks and other resources increased 

52. Active citizenship stimulated

53. Sense of civic pride enhanced 

54. Sense of a positive future for community inspired

Environmental outcomes
55. Positive sense of place (built and/or natural environment) enhanced

56. Understanding of ecological issues expanded

57. Valued connection to the natural world inspired

58. Stewardship of the (built or natural) environment increased

Outputs – measuring our progress
Level of creative excellence

A greater amount of the creative work funded by the City of Melbourne
· went on to achieve critical acclaim such as positive reviews and or awards

· later went on tour or was presented elsewhere

· supported diverse and/or emerging artists and creative practitioners

· was bold and/or involved a degree of experimentation

· was produced by Aboriginal and Torres Strait Islanders.

Level of collaboration

A greater amount of the creative work funded by the City of Melbourne
· was generated by new partnerships

· contributed to city challenges or priorities

· resulted in funding of $1 or more for every dollar provided

· would not have proceeded without CoM funding

· was developed through genuine engagement with Aboriginal people and Torres Strait Islanders.
Level of CoM change

· A greater amount of the creative work funded by the City of Melbourne
· extended across diverse City of Melbourne work areas and priorities

· provided opportunities for City of Melbourne subject experts to collaborate with creative practitioners

· involved creatives earlier in a project than would otherwise have occurred

· resulted in ideas that made it to fruition

· involved engagement with Aboriginal Melbourne officer.

Outputs – measuring our projects
Level of creative excellence

A greater percentage of the creative work funded by the City of Melbourne’s Arts Melbourne branch
· went on to achieve critical acclaim such as positive reviews and or awards

· later went on tour or was presented elsewhere

· supported diverse and/or emerging artists and creative practitioners

· was bold and/or involved a degree of experimentation

· was produced by Aboriginal and Torres Strait Islanders.

Level of collaboration

A greater percentage of the creative work funded by the City of Melbourne’s Arts Melbourne branch
· was generated by new partnerships

· contributed to city challenges or priorities

· resulted in funding of $1 or more for every CoM dollar provided

· would not have proceeded without CoM funding

· was developed through genuine engagement with Aboriginal people and Torres Strait Islanders.
Level of access

A greater percentage of the creative work funded by the City of Melbourne’s Arts Melbourne branch
· occurred in under-activated neighbourhoods

· occurred at different times of the day or night

· had an element of being free or low cost

· occurred in new and unexpected places

· reached new or under-served audiences

· resulted in growing audiences for Aboriginal and Torres Strait Islander work.

� www.culturaldevelopment.net.au/about






