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Executive summary

The purpose of this report is to examine the “Global City” concept and how it can be applied to Melbourne to assist Council’s planning and marketing objectives to “position Melbourne as a Global City”.
There appears to be no generally accepted definition of a “Global City”, nor one recognised arbiter or judge of which cities are global.  Consequently there are no unique characteristics or specific attributes a city must possess to be recognised as a global city.  The concept is subject to ongoing debate about the “specific attributes” which define a global city and its usefulness beyond a simple marketing term.

The report concludes that Council can therefore choose its own approach to marketing and planning Melbourne as a global city.  Council’s current activities in this regard support development of the attributes of global cities, as currently debated in the literature, but its approach can be improved by understanding that:

· virtually any business service sector is capable of developing global networks;

· the city’s “liveability” characteristics are equivalent to its “global performance attributes”; and 

· by protecting, improving and promoting and these “attributes“ the city’s international reputation will grow as local businesses to thrive and build their own international linkages.

Hence the following refinements to Council’s global positioning objectives are recommended.

1. The City Research branch in conjunction with the Business Melbourne branch should review the city’s “knowledge intense” and emerging sectors and its traditional business strengths and recommend appropriate changes to Council’s business strategies and promotional activities.

2. This review should examine the factors that lead these business sectors to develop in Melbourne and recommend how these factors, might be enhanced or any risks mitigated, by specific Council activities, particularly with respect to the city’s liveability.

3. Council’s promotional activities should focus on these factors, specifically those that give the city a competitive advantage in these sectors.

4. Council should review its business support and promotion activities, recognising the significant contribution it already makes in this respect by the work it does to enhance the city’s liveability, but which is not currently recognised as directly related to supporting business development. This review should adopt a “whole of Council” perspective to identify how it can be more selective or targeted by determining where it can have a direct or significant influence to achieve the greatest effect.  

5. Council needs to develop a greater understanding of what makes Melbourne a liveable city and continue to develop and promote these features to:

5.1. determine what makes “liveability” a key attractor of the workers in the global industries and hence for the businesses seeking these workers;

5.2. create spaces/places where the ‘creative’ workers will feel welcomed and accepted;

5.3. develop questions based on the above to explore these issues through the Council’s business consultation program; and 

5.4. identify opportunities for cross-corporate activities which enhance the city’s liveability.

6. Council should use a “whole of Council” approach to develop the new City Plan recognising the significant contribution its activities currently make to the city’s liveability and consequently its position as a global city.
Purpose
The term “Global City” is often in the Council’s City planning and strategy documents to describe a desired status for Melbourne.  From Council’s City Plan 2010 page 10:……..

“The City is positioning itself as a global city with a knowledge based economy, focused not only on traditional strengths, but also on emerging “knowledge intense” sectors, such as biotechnology; information and communication technologies; specialist finance, legal and administration services; educational services and environmental technologies.”
More recently the internal working document “Capital City Strategies” describes

“the construction of a multi-focused strategy to position Melbourne as a truly global city”.
The purpose of this report is to examine the “Global City” concept from an economic and business perspective, to understand what it means and how it can be applied to Melbourne to assist in the development of the above strategies.  Its specific aims are to answer the following questions:

1 Does a generally accepted definition of a global city exist?
2 What are the unique characteristics of such a City, that is, what are the specific attributes a city must possess to be recognised as a global city; does size matter?
3 How does Melbourne “measure-up” against these characteristics, that is, does Melbourne possess these attributes and hence be recognised as a truly “global city”?
4 How the above findings can assist the City of Melbourne to achieve the objectives outlined in the above planning strategies and the future review of City Plan?
1. Methodology
The method used to address the first two aims above was a selected literature review exploring the origins of the “Global City” concept, its development and refinement.  The method used to address third and fourth aims, namely how the “global city concept” can assist the City of Melbourne to achieve its planning strategies, was to consider the findings from the literature review with the lessons learned form a range of previous studies undertaken by City Research, most notably “Benchmarking Melbourne” 1996 – 1999, and two recent articles, one by Terry Cutler, on the “Global Relevance Index 2005” and the other by Chris Urwin, “Urban Myth, why cities don’t compete”.
2. Findings
World Cities have existed throughout urbanised history (especially in Western societies) as centres of politics, commerce, trade and finance, with large populations and good infrastructure provision – Rome is often cited as the first World City.  Definitions of world cities have historically focussed on their demographic, economic and cultural attributes (such as number of company headquarters, population, and existence of cultural institutions).  However, since the mid-1990’s ‘Global cities’ have tended to replace ‘world cities’ in describing these places of power (economic and political) in today’s globalised economy, and they are identified more by their links to each other than by any defined key characteristics.

In recent years, social scientists and economists alike have begun to study in detail the nature of these linkages, identifying a number of different ways in which cities can be ‘global’, i.e. by attracting the mobile and global ‘creative classes’, by industry headquarters connections, by transport links or by tertiary education service links.  However, there remains much conjecture about the usefulness of the ‘global city’ tag as anything other than a marketing tool, when it is the nature of global linkages between cities and regions which has become the focus of research and debate.

Does a generally accepted definition of a global city exist? 
The answer appears to be no.  The term “Global City” as described Sassen in 1991 draws on the earlier concept of “World Cities”.  Hall (1966) defined World Cities in terms of their multiple roles:

· centres of political power, both national and international, and of the organisations related to government;

· centres of national and international trade, acting as entrepots for their countries and sometimes for neighbouring countries also;

· centres of banking, insurance and related financial services;

· centres of advanced professional activity of all kinds;

· centres of information gathering and diffusion;

· centres of conspicuous consumption;

· centres of arts, culture and entertainment and of the ancillary activities that catered for them.

Jacobs (1984) defines ‘dynamic’ (world/global) cities as centres of innovation in which production feeds directly into trade within the city/region as well as globally.

Friedmann’s (1986) “World City” hypothesis describes World Cities as having 3 main functions:

1.
headquarters function

2.
financial centres

3.
‘articulator’ cities (that link a national or regional economy to the global economy).

Friedmann’s ‘spatial articulation’ (of a city) refers to its actions as a centre through which money, workers, information, commodities etc. flow thereby articulating economic relations between surrounding regions and the global economy.  Friedmann argues that it is the scale of this spatial articulation that orders cities from global (New York), multinational (Miami), national (Mexico City) to sub-national/regional (San Francisco) in a hierarchy.

Sassen (1991) differentiates between global and world cities (which have always existed through history), global cities being a recent product of globalisation processes.   New technologies, telecommunications and information technology have led to both decentralization and agglomeration of economic activities.  This combination of spatial dispersal & global integration is the ‘point of departure’ because it ‘has created a new strategic role for major cities’, leading to a new type of city (essentially different from historical banking and trade centres).

Global cities, according to Sassen, form a ‘virtual economic cycle’ and function in four new ways:

a)
the demand for control creates cities as ‘command points’

b)
this creates a demand for finance & business services and cities become the ‘key locations’ for the leading economic sectors

c)
cities become sites of production & innovation for these leading economic sectors

d)
cities constitute markets for leading economic sector production.

Sassen cites New York, London and Tokyo as leading examples of global cities – more than simply command centres, they are the first ‘global service centres’ in urban history, “crucial nodes for international co-ordination and servicing of economies that are increasingly international.”

Hall (1995a and b) has since modified his 1966 definition (above), to incorporate the impacts of the progressive shift of advanced economies from goods production to information handling (the informationalization of the economy & globalisation).  As production centres are dispersing worldwide, services increasingly concentrate into a relatively few trading cities.  These cities attract specialized business services like commercial law and accountancy, advertising, public relations services and legal services; they attract business tourism and real estate functions with resultant effects on transportation, communication, personal services and entertainment/cultural sectors.

Castells (1996) defines global cities not merely by their functions and attributes but as networked phenomena: whatever the particular status and roles of specific cities – the really ‘significant’ feature is the network itself.

In 2002 Richard Florida released his ‘creative class’ theory linking a city’s relative economic success or failure to its appeal/amenity to a mobile ‘creative class’.  Florida believes that a new ‘creative class’ of highly-educated, well-paid professionals in a variety of industries (technology to entertainment, journalism to finance, high-end manufacturing to the arts), sharing common values of creativity, individuality, difference and merit, are the new found force in the American economy.  In order to harness their power and influence, top companies (and increasingly municipal regions and cities) need to create spaces/places where these ‘creative’ types will feel welcomed and accepted.  Florida’s ‘creative cities’ are centres of innovation as they ‘attract talent’ and are able to continually adjust to the fast pace of global change avoiding industrial stagnation or ‘institutional sclerosis’.

This theory was based upon studies of U.S. cities and may not be applicable to global economic and global city trends, whilst some critics within the U.S. deride its validity and the strength of the link between ‘creative’ inner cities and job creation (which mostly occurred in the fringes of these cities (Malanga 2005).

Taylor (2004) discusses the lamentable lack of research data to support global city definitions/theories.  However, he does acknowledge that the enabling technology of IT has allowed some old city hierarchies (world cities) to be bypassed (by dealing direct with suppliers by phone/email), whilst other hierarchies are reinforced (to create a network of key global cities).

Taylor (2004) describes world cities as providing a stimulating milieu for information, knowledge & creativity intersecting with (culminating in) the production of new service commodities.  It is the ‘global practice’ knowledge monopolies (banking, accounting, finance and legal consultancies) which trade through world cities creating their world cities’ network.

On the social equity front, however, Brunn et al (eds) (2003) and Sachs-Jeantet (UNESCO publication) (2005) highlight global cities as places of particularly polarized workforces with increasingly high levels of spatial and ethnic segregation.

From the UN-HABITAT website (2005) Global Cities are places with excellent infrastructures in terms of telecommunications, transport, cultural industries (marketing and entertainment) and information, all of which are requirements of globally competitive firms.

Kevin O’Connor (2005) has recently argued for a new perspective on global cities to look beyond the traditional (Friedmann) emphasis on power, dominance and control measured by commercial service activity and investigate other ways that (global) cities are linked (closer to Florida’s creative class theory).  O’Connor stresses the growing importance of the buying and selling of services (including trade in tertiary education) as a part of world trade and therefore global city linkages.  O’Connor uses Melbourne as a prime example of the ‘knowledge’-based economy boosting the city’s global linkages.

What are the unique characteristics of such a City, that is, what are the specific attributes a city must possess to be recognised as a global city; does size matter?
As there is no one generally accepted definition of a “Global City”, and the concept is in fact subject to ongoing debate, there are no “specific attributes” which define a global city.  Rather, there is a range of attributes about which the debate revolves.
From an economic and business perspective, global cities are a product of the processes that support economic and business activities increasingly being conducted at the international level and the progressive shift of advanced economies from goods production to information handling.  Advances in information technology, which enabled this, have changed city hierarchies. 

As production centres are dispersing worldwide, services increasingly concentrate into a relatively few trading cities as ‘command points’ with :
1.
headquarters functions; 
2.
financial centres for banking, accounting, finance and legal consultancies which trade through their world cities’ network; and
3.
‘articulator’ cities that link a national or regional economy to the global economy as cities become sites of production & innovation for these leading economic sectors.
In seeking to identify the unique characteristics or specific attributes a city must possess to be recognised as a global city, more recent views place far less emphasis on the city’s particular status, role and functions and far greater emphasis on their networks.

These cities are centres of:

· national and international trade, entry-points for their countries and sometimes for neighbouring countries;

· co-ordination and servicing of international economies;

· specialized business services including: banking, insurance; finance; accountancy; legal, commercial law; advertising, public relations; business tourism; real estate; transportation, communication, 

· specialized personal services, tertiary education entertainment, culture, arts, and the ancillary activities that cater for them.

· advanced professional activity of all kinds; information gathering and diffusion, knowledge & creativity resulting in the production of new services and commodities, the production of which feeds directly into trade within the city/region as well as globally.

They are characterized by :

· increasing demand for employment in the above services sectors;

· growing importance in the buying and selling of services as a part of world trade and therefore global city linkages.

· conspicuous consumption;

· polarized workforces with increasingly high levels of spatial and ethnic segregation.

They are places:

· with excellent infrastructure in terms of telecommunications, transport, cultural, marketing entertainment and information industries, all of which are requirements of globally competitive firms.

· with a stimulating milieu for information, knowledge and creativity which leads to the production of new services and commodities.

· through which money, workers, information and commodities flow thereby linking economic relations between surrounding regions and the global economy.
As was noted earlier, there appears to be no one generally accepted definition of what constitutes a global city, rather a range of attributes about which the debate continues.  In the more recent literature, it appears that this debate is focussing more on the attributes of a city that are attractive to individuals as well as businesses, for example: transport, entertainment, conspicuous consumption, specialized personal services, tertiary education, entertainment, culture, arts, and the ancillary activities that cater for them.  In a sense, there is a merging between the attributes a city offers for individuals’ lifestyles (the city’s liveability) and those for businesses.
Does size matter when considering the concept of Global Cities? That is does the size of a city and the organisation responsible for administering it matter?  When applied to Cities, size, as measured by population and resources (and the ability to marshal resources) often equates to power and influence.  But influence is not dependent on size or position.

In this context, a city’s influence can be viewed as the extent to which the ideas it generates are adopted by other cities.  Size helps, but size does not ensure a city has influence. Even small cities can lead by example, that is, influence others by demonstrating innovation in the way they are managed and the quality of their attributes for living and working.
Influence is also dependent on being noticed, particularly gaining exposure at the international level.  Terry Cutler’s article on the Australian Cities Global Relevance Index, examines how cities “appear on the international radar”, in terms of media exposure.  As the literature review suggests, a city’s linkages are very important to its global status. Hence, it is valuable to understand what determines the exposure a city gets internationally, but it is more important to understand how to gain exposure for specific purposes, not just for its own sake and that this exposure supports the city’s global linkages. 
How does Melbourne “measure-up” against these characteristics, that is, does Melbourne possess these attributes and hence be recognised as a truly “global city” ?
As noted earlier, there appears to be no one generally accepted definition of a “Global City”.  The debate is focussing more on the attributes of a city that are attractive to individuals as well as businesses, a merging between the attributes a city offers for individuals’ “work” and “life” styles and those supporting business activity.

In both attempting to promote and develop Melbourne as a global city, these attributes may prove useful, but there is no ultimate arbiter of which cities are global and which are not!  The literature cites different arguments and examples, but there is no ultimate list.  Just as concepts of “liveability” rankings have developed and a range of “ranking” systems and sources have emerged, (eg EIU and Mercer), “global city” systems and rankings may emerge.
From a marketing perspective, what is the purpose of gaining exposure for the City?  What is Council trying to influence?  The general tenor of the arguments supporting Council’s global positioning policy is that cities compete to attract visitors, business and investment, which are all vital to their future growth and by gaining global exposure the city will achieve a competitive edge.

Chris Urwin argues, that cities don’t compete, they perform, that they are not businesses, they are places for transacting business. (Urwin 2006)  He also argues that cities are mutually dependant that is, the success of one city tends to complement that of another.  But most importantly, the majority of business activity originates from within a city and is not imported to it. A further conclusion from the literature review tends to support Urwin’s latter point, namely; that virtually any business service sector is capable of developing global networks.  Just consider the local burger shop, then think McDonalds!  Even a local hair stylist could develop into an international conglomerate with a network of franchised salons selling specialised “product”!  

It would appear then that Council’s aim should be to improve and promote those aspects in which Melbourne performs well as a place to transact business.  This would encourage local businesses to grow, attracting skilled employees, developing international linkages, building the city’s international reputation as a place to do business and hence attracting new businesses.  Council can work to improve Melbourne’s “global” reputation by developing its links to other cities, but it can also achieve this by ensuring the city performs well as a place in which businesses can grow, take advantages of the linkages Council has established and develop linkages of their own. 
Terry Cutler’s article tends to support this idea. Melbourne appears to have relatively good exposure (that is, is mentioned most frequently) with respect to “Sport”, “Global networks”, “Science and Education”.  These are areas in which the city performs well and in which “local” businesses have thrived and developed international linkages.  It is less frequently mentioned with respect to the “Domicile of multinational firm head offices or regional offices” and “the residency or place of origin of globally significant individuals”.  (Fortunately it is least frequently reported on regarding Ethnic Tensions & cross-cultural concerns).
How can the above findings assist the City of Melbourne to achieve the objectives outlined in the above planning strategies?
The real issue is what if any value lies in pursuing the global city concept from the City of Melbourne’s perspective.  Can an approach be developed to assist Council in this respect? The answer it would seem lies in the lessons learned from Council’s Benchmarking Melbourne program in the 1990s, and the findings from the Urwin and Cutler articles.
The Benchmarking Melbourne program ran from 1995 to 1998.  Its aim was to develop indicators to assist in evaluating the performance of the Capital City (comprising Melbourne and the wider metropolitan area as appropriate) in terms of its competitiveness and liveability.  It involved collecting information and data for indicators related to one of the benchmarking themes namely a : “Prosperous”, “Innovative”, “Culturally Vital” “People”, and later “Attractive” and “Sustainable” City.

The indicators covered Melbourne's performance over time, as well as comparisons with selected Australian and overseas cities. Most of the comparisons between cities were at the metropolitan level. In addition to the collection of indicators two national Benchmarking Cities conferences evolved from the project in 1997 and 1998.  These included representatives from other Australian capital cities, namely Sydney, Brisbane and Adelaide.
Perhaps the most important point learned was that the choice of indicators is subjective.  In this sense “Liveability” like “beauty” is in the eye of the beholder!  Hence the choice of indicators depends on what you are trying to demonstrate to whom.

Applying this finding to the “Global Cities” debate, Council is essentially free to choose “how” and “to whom” it promotes Melbourne as a Global city.  Whether this claim can be supported beyond a simple marketing campaign, (and whether the target audience believes it), is a function of the campaign, the extent to which Melbourne possesses the city attributes being promoted, and the nature of the audience.
Beyond the idea that by simply promoting Melbourne as a Global city, it becomes one, (that perception becomes reality), the specific city attributes to be promoted need to be considered. As discussed earlier in this report, two key conclusions can be drawn from the literature review.  Firstly, that virtually any business in the service sector can become global.  Secondly, that the academic debate about global cities appears to be focussing more on the attributes of a city that are attractive to individuals as well as businesses.  This latter point suggests a merging between the attributes a city offers for individuals’ “work” and “life” styles and those which support business activity.
Consider Chris Urwin’s concept that the majority of business activity originates from within a city and is not imported to it and that cities “perform” rather than compete.  The question is then what are these performance measures which assist local businesses to grow and develop international linkages?
It is interesting to note that the factors that support the “quality of life” a city offers, often called its “Liveability” also support it’s quality or performance as a “place to work” and a “place to transact business”, its “work” and “business” performance rating.  This “mutual” support is even more pronounced in relation to the global cities concept, because the service industries and businesses driving this concept are heavily dependent on skilled and educated business owners and workers who seek a high quality life-style and work environment, both of which are closely integrated. Hence, from a global city perspective, a city’s liveability characteristics could be considered its performance attributes.
Council has determined to promote Melbourne as a Global city, specifically focussing on its traditional strengths and its emerging “knowledge intense” sectors, such as biotechnology; information and communication technologies; specialist finance, legal and administration services; educational services and environmental technologies.”  Its planning, marketing and business programs are essentially focussed on the above, but there are some refinements and possible improvements which can be considered as follows.

1. Promotion of the city’s attributes which, from the perspective local business that are growing, make it an excellent place to live, work and conduct business.

2. Taking action to improve these attributes and address those in which it is not performing well or in which its future performance may be at risk.

This would suggest that Council concentrate its activities on improving those “performance” aspects of the city that enable businesses to thrive and the individuals who work in them to enjoy the city as a place to live and work. By doing this Council would assist in growing local businesses. Given the conclusion that virtually any business service sector is capable of developing global networks, the success of this approach would then build the city’s international reputation as the “home grown” businesses develop international linkages.
Hence, by understanding the factors that influence the city’s quality of life and work environment, Council can determine those that it can influence directly and promote, those which it needs to influence by lobbying State or national government, and those which are perhaps beyond control (eg the weather).  The following examines how Council could approach this task. 
The Economist Intelligence Unit (EIU) and Mercer provide a guide to the “city performance indicators”, combined and summarised in figure 1. These are used to advise businesses on the benefits and disadvantages an employee may experience in one city compared to another (and hence the extent of any compensation the employee may need if he or she is required to relocate).
These “hardship” or “quality of life” indicators have been used in the media as measures for a city’s liveability.  This interpretation is misleading as they are derived from a very select sample of expatriate executives rather the broader community.  The Benchmarking Melbourne project has demonstrated their limitations in this regard, but their basis as measures of the relative a city’s “liveability” for executives in the business or service sectors is very relevant to the Global city discussion.

By examining the components of these liveability measures, Council could identify those on which its efforts should focus in improving the city’s performance.  This will also identify those upon which it can have a direct or indirect influence. It is important to consider Council’s involvement as a regulator or service provider and the extent to which these activities present an opportunity to improve the city as a place to live, work and do business.  For example, consider the range of items listed under Culture, Sports and Recreation:

Culture, Sports &Recreation

· Variety of restaurants

· Food and drink

· Theatrical and musical performances availability & access to cultural activities

· Cinemas

· Sport and leisure activities – range & availability

· Availability of consumer goods and services

Council has a direct (regulatory) influence over the quality of some of these attributes, eg food and drink and an indirect (promotional) influence over others, e.g. restaurants.  Its programs supporting Melbourne’s Arts and Culture can now be viewed as key to supporting business by creating an attractive environment for skilled workers to live and work. That is, Council is already doing a lot to support the global positioning of the city, it just doesn’t recognise this!  In contrast it has less influence or indirect influence over the items listed under infrastructure:

Infrastructure

· Transport: Quality of road network

· Transport: Quality of public transport

· Transport: Quality of regional or international links

· Availability of good quality housing

· Utilities: Quality of energy provision

· Utilities: Quality of water provision

· Utilities: Quality of telecommunications infrastructure 

Hence, from a global city positioning perspective Council needs to review and determine the extent to which it is focussing its resources on maintaining or improving and safe-guarding (mitigating risks to) the quality these attributes.  This would involve:

· undertaking a strength, weakness, opportunity & threat assessment of each attribute;

· identifying the actions that could be taken to address any issues or actions arising, resources required and the level of responsibility for these i.e. Local State or National; and

· using a decision analysis approach to decide on the priorities for action given the resources available.

This approach would enable Council to determine what and how it should seek to influence at the Global level from a business and service sector perspective.  It could be used to identify and prioritise the elements which the Council could focus on to improve the city’s global exposure for its “liveability” performance for businesses and executives. It would also determine the Global, Regional, National, Metropolitan, local or municipal level  at which the City of Melbourne’s should seek to use its influence.

It is interesting to consider this approach with respect to the provision of “child care”.  This is considered a “community service”, but in many cities, particularly the Asian region, one of the advantages for expatriates is the ability to readily obtain child care.  If the provision child care was considered a business service it could improve the quality of life and work for employees and hence the city’s performance as a place to do business.

Other examples have begun to emerge across Council.  Building services working with the Arts and culture area and development industry to make the hoardings around construction sites compliment their location and in some cases even present an attraction.  This cross-corporate thinking improves the city as a place to live work and do business.

In summary, refining Council’s approach to positioning Melbourne as a global city does not necessarily require new initiatives, it simply involves recognising that many of its current activities are already doing this, but are considered regulatory functions or community services.  By considering these functions as opportunities rather than obligations and supporting them as though they were “new initiatives” Council could cost effectively achieve multiple, complimentary goals.
Figure 1: Summary Combining the Quality of Life/Living Indicators used by Mercer & EIU.

	Political & Social Environment -Stability
	Crime

	Threat of terrorism
	Prevalence of petty Crime

	Relationships with other countries
	Prevalence of violent Crime

	Threat of military conflict
	Ease of Entry and Exit

	Threat of civil unrest/conflict
	

	Internal stability
	

	
	

	Economic Environment
	Natural Environment

	Currency Exchange Regulations
	Climate Humidity/Temperature rating

	Banking Services
	Discomfort to travellers

	
	Record of natural disasters

	
	

	Socio-Cultural Environment
	Culture, Sports &Recreation

	Limitations on person freedom
	Variety of restaurants

	Media and censorship
	Food and drink

	Cultural hardship: Corruption
	Theatrical and musical performances availability & access to cultural activities

	Cultural hardship: Level of censorship 
	Cinemas

	Cultural hardship: Social/Religious restrictions
	Sport and leisure activities – range & availability

	
	Availability of consumer goods and services

	
	

	Medical and Health Considerations
	Healthcare

	Hospital services
	Availability of private healthcare

	Medical supplies
	Quality of private healthcare provision

	Infectious diseases
	Availability of public healthcare

	Water potability
	Quality of public healthcare provision

	Waste removal
	Availability of over the counter drugs

	Sewage
	General healthcare indicators

	Air pollution
	

	Troublesome/destructive animals & insects
	

	
	

	Schools and Education
	Public Services and Transport

	Schools (range and standard)
	Electricity

	Availability of private education
	Water availability

	Quality of private education provision
	Telephone

	General public education indicators
	Mail

	Education rating
	Public transport

	
	Traffic congestion

	
	Airport

	
	

	Infrastructure
	Consumer Goods

	Transport: Quality of road network
	Food (Meat and Fish)

	Transport: Quality of public transport
	Food (Fruit and Vegetables)

	Transport: Quality of regional or international links
	Daily consumption items

	Availability of good quality housing
	Alcoholic beverages

	Utilities: Quality of energy provision
	Automobiles

	Utilities: Quality of water provision
	

	Utilities: Quality of telecommunications infrastructure
	

	
	

	Housing
	

	Housing (supply)
	

	Household appliances and furniture
	

	Household maintenance and repair
	


3. Conclusions

Hence it would appear from the findings that Council can choose its own approach to marketing and planning Melbourne as a global city.  Its intentions as set out above, are consistent with the attributes of global cities as debated in the literature, but there are some potential refinements as follows. 
· The literature would suggest that virtually any business service sector is capable of developing global networks.  Just consider the local burger shop, then think McDonalds!  Even a local hair stylist could develop into an international conglomerate with a network of franchised salons selling specialised “product”!

· Council has logically focussed on what previous studies have determined are Melbourne’s  traditional strengths and its emerging “knowledge intense” sectors, such as biotechnology; information and communication technologies; specialist finance, legal and administration services; educational services and environmental technologies.”  
· Given Council’s limited resources, technological and economic changes in recent years, it would be timely to review these sectors to confirm the city’s traditional business strengths and emerging sectors and how these match with Council’s activities. For example the review could consider how Council’s event management and sports administration skills support a locally grown industry Australian Rules football, now a national competition and currently developing AFL international, with associated potential exposure, training skills requirements and merchandising. (Council’s city administration itself is a service which could have a global demand).
· The recent review of the Australian & New Zealand Standard Industry Classification system offers an insight into the changing nature of the nation’s economy and emerging sectors.  The Research branch in conjunction with the Business Melbourne branch is examining how the changes apply to the municipality and will identify how these might inform Council’s business strategies.

· Once the key business sectors are confirmed, promotional activities should be targeted to support establishing international networks.
· In addition to identifying the key business sectors it would also be useful to review the factors that have lead these business sectors to develop in Melbourne and to identify where these “enabling” factors might be enhanced and to identify Council activities that could improve them.

· The promotional activities that Council has adopted could focus on these factors, specifically those that give the city a competitive advantage in these sectors.
· With respect to the above, Council should be more selective or targeted in providing its support by determining where it can have a direct or significant influence and where it gets the greatest effect.
· To this end Council also needs to recognise that many of the activities it is currently involved in contribute significantly to the above marketing and planning intentions.  For example, one of the common attributes of a global city as debated in the literature involves…“the excellent infrastructure in terms of telecommunications, transport, cultural, marketing entertainment and information industries and a stimulating milieu for information, knowledge and creativity”.

· In this respect, a “whole of Council” perspective would be valuable.  This step would involve first recognizing that Council’s planning, regulatory (statutory) services, design, culture and arts programs all contribute directly to these aspects of the City.  Council should look for opportunities where its current activities support the global positioning of the City.  For example; Health Services makes a significant contribution to the liveability of the city for both residents and visitors who can eat, confident in the knowledge that food handling and hygiene standards are maintained. (A point often taken for grated in Melbourne, but appreciated on visits to other cities!).
· The second step involves examining how their contributions could be used or further developed to enhance the city’s “stimulating milieu for information, knowledge and creativity” and finally using these aspects of the city as part of the promotion of Melbourne as a global city.  (An additional benefit of this approach would be to link Council’s statutory functions directly to achieving its “global city” objectives, thereby addressing a key issue raised in the recent Culture survey.
· Florida’s ‘creative cities’ are centres of innovation as they ‘attract talent’ and are able to continually adjust to the fast pace of global change avoiding industrial stagnation or ‘institutional sclerosis’. Council needs to create spaces/places where these ‘creative’ types will feel welcomed and accepted.

· The “liveability” of a city is another common attribute of a global city, as debated in the literature.  “Liveability” is both a key attractor of the workers in the global industries and hence for the businesses seeking these workers.

· To achieve the above requires Council to develop a greater understanding of what makes Melbourne such a liveable city and continue to develop and promote these features.
· By their nature, the global businesses are less constrained by traditional components that determine business locations, such as proximity to raw materials, processing plants and markets.  Proximity to markets is still a key driver, but in a sense skilled people have become the “raw materials” and “processing plants” of the global industries.  Just as with traditional industries, these components do not need to co-locate.  Though Melbourne may not have the market concentrations that attract global “head offices” it does have the liveability which is attractive for the skilled workers and hence the other global industry components.
· The recent report by Axiss Australia, Australia as a Hub for Analytics Offshoring (2006), illustrates this point, highlighting some the additional advantages Australia has over other countries in this regard, namely a highly skilled financial services workforce, a lower-cost operating environment and a world-class legal and regulatory environment.

· It would be useful to develop questions based on the above to explore these issues through the Council’s business consultation program.  In addition, the development of the new City Strategy could focus on the whole of Council approach.

· Refining Council’s approach to positioning Melbourne as a global city does not necessarily require new initiatives, it simply involves recognising that many of its current activities are already doing this, but are considered regulatory functions or community services.  By considering these functions as opportunities rather than obligations and supporting them as though they were “new initiatives” Council could cost effectively achieve multiple, complimentary goals.
4. Recommendations

Based on the above review, Council can choose its own approach to marketing and planning Melbourne as a global city. Its current activities support development of the attributes of global cities as currently debated in the literature.  But Council’s approach can be improved by understanding that:

· virtually any business service sector is capable of developing global networks;
· the city’s “liveability” characteristics are equivalent to its “global performance attributes”; and 
· by protecting, improving and promoting and these “attributes“ the city’s international reputation will grow as local businesses to thrive and build their own international linkages.
Hence the following refinements to Council’s global positioning objectives are recommended.

7. The City Research branch in conjunction with the Business Melbourne branch should review the city’s “knowledge intense” and emerging sectors and its traditional business strengths and recommend appropriate changes to Council’s business strategies and promotional activities.

8. This review should examine the factors that lead these business sectors to develop in Melbourne and recommend how these factors, might be enhanced or any risks mitigated, by specific Council activities, particularly with respect to the city’s liveability.
9. Council’s promotional activities should focus on these factors, specifically those that give the city a competitive advantage in these sectors.

10. Council should review its business support and promotion activities, recognising the significant contribution it already makes in this respect by the work it does to enhance the city’s liveability, but which is not currently recognised as directly related to supporting business development. This review should adopt a “whole of Council” perspective to identify how it can be more selective or targeted by determining where it can have a direct or significant influence to achieve the greatest effect.  
11. Council needs to develop a greater understanding of what makes Melbourne a liveable city and continue to develop and promote these features to:

11.1. determine what makes “liveability” a key attractor of the workers in the global industries and hence for the businesses seeking these workers;
11.2. create spaces/places where the ‘creative’ workers will feel welcomed and accepted;
11.3. develop questions based on the above to explore these issues through the Council’s business consultation program; and 
11.4. identify opportunities for cross-corporate activities which enhance the city’s liveability.

12. Council should use a “whole of Council” approach to develop the new City Plan recognising the significant contribution its activities currently make to the city’s liveability and consequently its position as a global city.
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