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This document was prepared as a teaching guide for placemaking academics to engage their students in the topic mentioned in the title. It is part of a 12 module series created through a multi-university collaboration including Curtin University, University of Notre Dame, the University of Technology of Sydney, University of New South Wales, University of Queensland, The University of Adelaide and the University of Melbourne. The module was informed by practitioners through an intensive skillset and gap analysis workshop in Oct 2017. 
This module envisioned as a 1-week delivery includes: 
· This template including ~10 hours of content as follows
· A total of ~3 hours of presumed in-class exercises (no more than 1-hour lecture)
· A total of ~7 hours of personal study time  (i.e. readings/short essays/videos to watch)
· The slides/materials used for the lecture. 
· List of ‘mandatory’ reading and recommended readings relevant to the module content. 
The document is subdivided into two sections. 
1. Section 1: Provides an outline of the aims of the module
2. Section 2: Expands on the specific topic covered by this module and the recommended exercises for tutorial activities. 

[bookmark: _Hlk489136410]Section 1: Module outline
Overview
[bookmark: _GoBack]This module focuses on exploring digital strategies for placemaking. It will explore the power and limitations of online place-based data and though case studies, will present different ways of using digital technology to: gather information, share stories, support interactions between people and place. Digital technology though is a rapidly changing field, and it is highly recommended that though the chapter stays relevant the slides need regular updating with local and more current examples than July 2019 when this was written. It is also highly beneficial to bring in digital technology and data collection organisations to speak to the students. 
If you are teaching this as a standalone module, many of the activities are based on the students having a case study to either analyse or to design solutions for so it is important that the students have this, or the activities need to be changed. 
This module is very flexible in relation to the 5P framework as digital technology can be used at any level of the framework. 
Summary of materials referred to in this Module
The following should be easily accessible through the PlaceAgency web platform, local council and developer websites, or university library databases (journal articles etc). Some are for your reference, and some are needed by students for their activities. 
Resources needed for student’s independent study outside the class room. 
· [bookmark: _Hlk20909079]Toland, A., Cate Christ, M., & Worrall, J. (2020), DigitalXPlace, In Hes D. and C. Hernandez eds., Placemaking fundamentals for the built environment, Palgrave/MacMillan. 
· Offenhuber, D., & Ratti, C. (2014), Data source and collection in Decoding the City: Urbanism in the Age of Big Data. Birkhäuser. Pp 18-87. 
Resources needed for students’ in class activities. 
· For Activity 1, a report on place-based data at a neighbourhood level (i.e. Neighbourlytics) and access to your local census reporting framework (ABS in Australia). 
· For activity 2 and 3, butcher’s papers and design ideas that the students have worked on previous to the session. 
Additional resources 
· [bookmark: _Hlk21356895]Edensor, T., & Sumartojo, S. (2018). Reconfiguring Familiar Worlds with Light Projection: The Gertrude Street Projection Festival, 2017. GeoHumanities, (1), 112
· Foth, M., Brynskov, M., & Ojala, T. (2015), Citizen’s Right to the Digital City: Urban Interfaces, Activism, and Placemaking. Springer Singapore.
· Häusler, M.H., Hespanhol, L., Tomitsch, M. & Tscherteu, G. (2017), Media Architecture Compendium: Digital Placemaking. Avedition.
· Offenhuber, D., & Ratti, C. (2014), Decoding the City: Urbanism in the Age of Big Data. Birkhäuser.
· Ratti, C., & Claudel, M. (2016), The City of Tomorrow: Sensors, Networks, Hackers, and the Future of Urban Life. Yale University Press.
· Shepard, M. (Ed.) (2011), Sentient City: Ubiquitous Computing, Architecture, and the Future of Urban Space. The MIT Press.
· Walliss, J., & Rahmann, H. (2016), Landscape Architecture and Digital Technologies: Re-Conceptualising Design and Making. Taylor & Francis.

Objectives of the Module
· To look at the opportunities of digital technology supporting placemaking through activation and engagement 
· To look through the readings at case studies and what worked and what did not 
· To look at digital data collection tools and outcomes to support placemaking decision making 

Module Content 
1. The potential and limitation of digital tools for placemaking. 
2. Storytelling and digital activation – digital technology used as a way of sharing cultural narratives and stories of place or used to activate public space. 
3. Participatory– digital technology used as a way of supporting the participatory process, using it as a tool to gather data.
4. Research source – There is a wealth of information online, what does this tell us? Using ABS and Neighbourlytics. 

Learning outcomes
Using the Blooms Taxonomy of learning, upon completion of this module students will be able to:
· Understand how to integrate the potential of digital technology into a placemaking project. 
· Optimise the potential of the digital technology for long term benefits to place.
· Specify and manage digital data collection based on the purpose of the data required.
· Understand the role of digital data collection in the context of evaluation and engagement. 

Enhanced capabilities
Early in the PlaceAgency program development workshops were held with academics, community and industry representatives. While digital tools were highlighted in conversation as an important thing to be aware of, this was not part of the original 10 modules planned for the project as it was concluded that place-based approaches should prioritise face-to-face interactions to achieve social cohesion and sense of community. However, acknowledging the digital trend of our society, it was later deemed important by the academics to bring together some strategies for digital use 
	Cognitive Skills (Head)
	Affective Skills (Heart)
	Practical Skills 
(Hand)

	Understanding digital placemaking strategies, potential and limitations. – key focus of the lecture. 

	Interpreting digital data – Reading between the lines of social data. Through Activity 3 and 4.
	Finding relevant data – brought in through activities 1 and 2. 
Integrating digital strategies without losing the heart of place – brought in through the readings and part E of the outline.  




Module Overview (10 hours)
Table 1:  Summary of the activities considered within this module and the time equivalency. 
In white content that is either delivered in-person or online but requiring some element of students listening/discussing with the group etc. In grey, self-study activities, videos, etc. 
	ACTIVITY
	TIME
	NOTES

	
	
	

	A
	Readings 
	3 hrs
	Toland, A., Cate Christ, M., & Worrall, J. (2020), DigitalXPlace, In Hes D. and C. Hernandez eds., Placemaking fundamentals for the built environment, Palgrave/MacMillan. 
Offenhuber, D., & Ratti, C. (2014), Data source and collection in Decoding the City: Urbanism in the Age of Big Data. Birkhäuser. Pp 18-87. 

	B
	Videos 
	1 ½ hrs
	Case studies and Practitioners: 
· The Digital Placemaking Institute (http://digital-placemaking.org/) A community of practice network dedicated to leading the development of 21st century placemaking. Accessed 14/08/2019
· 8 great digital placemaking projects from around the globe. Calvium, April, 2019. At https://calvium.com/8-great-digital-placemaking-projects-around-globe/
· Digital Placemaking Guide. Calvium- https://calvium.com/resources/digital-placemaking/, April, 2019.  
Tools for digital placemaking: 
· Real time data and feedback with Poll Everywhere https://www.youtube.com/watch?v=dT3aZ5Ph8e8
· Dashboard - https://participate.melbourne.vic.gov.au  
· Crowdsignal, https://crowdsignal.com/     
· Bang the table, https://www.bangthetable.com/   
Social Pinpoint, http://www.socialpinpoint.com.au/

	C
	Lecture
	1 hr
	Outline on digital placemaking potential and limitations as told through three different lenses: 
· Using digital tools for activation or storytelling, 
· Using digital tools to gather local knowledge
· Using digital information as a research source. In here, we present an Australian digital data collection portal, Neighbourlytics. Sharing an outline of what their portal does. 

	D
	Tutorial 
	2-3 Hr
	· Activity 1: Social media neighbourhood data versus ABS (or your countries census reporting framework) – comparing the data you get from a portal report to that you get from a census report – 1 hour
· Activity 2: What data do you think you need for the case study – from ABS, from social media and from face to face activities – 30 mins
· Activity 3: How will you integrate the data into design – design a process – 30 mins 
· Activity 4: What technology do you think could enhance case study you have looked at – 1 hour – present to the class 2-5 mins

	E
	Case study analysis
	1
	Find a case study that inspires you for your final project. In preparation to use it as a precedent, prepare five slides that summarise as follows:
1. What the project is and its purpose
2. How was it using digital placemaking tools? (storytelling and digital activation, participatory approach, or research).
3. What is the legacy of the digital aspect of the project? What did the use of digital tools achieve? (reflection on realised potential) 
4. What are the limitations of the approach? 
5. How can this precedent inform your project?
Some considerations for the facilitator: If final assignments are base d on groupwork, you may choose to use this as group activity to feed into their final design project asking them to use 2-3 projects as precedents. .

	F
	Journal questions 
	30 mins
	Journal questions 
7.1. To get digital placemaking right what do you need to know and what do you need to be able to draw on? (max 150 words)
7.2. How will you use digital placemaking to understand the place? (max 100 words)

	
	TOTAL MODULE
	10hrs
	







Section 2:
Introduction to Module
The aim of this module and all of its content is to critically look at placemaking using digital technology and the ways to collect data about place online. 
We define digital placemaking as “placemaking practices which place special emphasis on, or are primarily mediated through, digital technologies” (Toland et al. 2020). 
Historically, the movement started more as a strategy to share stories through digital activations and projections. For instance, Calvium.com definition for digital placemaking where it is the range of strategies to boost “the social, cultural, environmental and economic value of places by using location-specific digital technology to foster deeper relationships between people and the places they inhabit”. https://calvium.com/resources/digital-placemaking/#section_01  This definition refers more to said digital activations and ensuring that these are specifically relevant to the place. However, as the movement has grown, it evolved into expanding placemaking practice through digital tools. 
In the lecture, we outline three key ways in which digital placemaking is uses to foster these aforementioned relationships: 1) storytelling and digital activation, 2) gathering data through participatory approaches and 3) as a research tool. We bring forth examples in practice, online tools available to gather data and resources relevant for the Australian context. 
Some key things to keep in mind is that digital placemaking should not use technology instead of face-to-face interactions, instead it should support and enhance the experience of place. To illustrate this topic, we have shared a particular case study ‘Co-create Cremorne’. 
[bookmark: _Hlk21959597]226 Strategic is a web developer and placemaking consultancy who aim to enhance place experience through their work. Amongst other services, their ‘environments’ service refers to their services with interactive signage. Providing legible places that share the local stories. Located in Cremorne, Melbourne, this consultancy offered their services pro-bono to support the local community network in achieving their vision for the area. Cremorne, a small suburb with multiple small local businesses, is facing challenges in the ongoing pressures of a growing city and gentrification. In an effort to rebrand the neighbourhood and identify the things most valued the newly formed network first engaged local community with two questions: 
· What is it that you LOVE about Cremorne?
· What do you NEED in Cremorne?
This resulted in a series of small initiatives including street parties for social cohesion, activating an unused space under a bridge, and developing a series of walking tours sharing the stories of place. In particular, these walking tours have added temporary signage to the neighbourhood with the stories of heritage buildings important for the community members. Through digital technologies, the ‘visitor’ can expand their tour to learn about the stories of people who lived and worked there in the past. 
The approach used has mostly focus on finding potential activities for the community to reengage with the public place and value what they have. It is a narrative focused project. They have used digital tools for way finding and place experience expansion, not at the focus of the strategy itself. 
Moving on to tools and data sources for crowdsourcing information or taking advantage of data collected from different purposes. The second stage of the project the slide deck introduces the students to Neighbourlytics, an online data collection aggregator that, in just under 6 months has managed to create an analysis platform based on big data for local councils, developers, placemaker and other interested parties to be able to understand a place from what digital data tells us. 
Neighbourlytics (https://www.neighbourlytics.com/) is a social analytics platform for neighbourhoods, pioneering the use of social data in cities. The aim of their business is to provide data that supports city-makers across Australia understand the unique identity and local nuances of their communities. Their approach provides:
· Hyperlocal, real-time data about the social life of local neighbourhoods
· Intuitive, interactive reports to explore and share the data
· Results in 10 days, cost-effective pricing
They collect data about lifestyle dashboards powered by data from 10+ localised sources such as twitter, Instagram, Facebook, LinkedIn, etc. their reports are targeted towards the needs of city makers such as: Urban planners and designers, Community engagement and development teams; Development and project managers; Economic development advisors; Retail analysts and leasing teams and Marketing and communications managers.  
The ability to use these rich sources of social data, including geographical information such as google maps, means that you have the ability to understand a place beyond standard census data, the narratives people relate through interviews and surveys and the more objective information posted online. This online source is of a larger scale and because it was never meant to inform a particular purpose, can be a relevant representation of what people really value about a place. Gala the Head of Analytics of Neighbourlytics said: “for example two parks might look exactly the same from a generic map, and have the same demographic and socio-economic profiles, but through looking at images and comments tagged to those parks - as well as the different geospatial tags within the park, one might show a lot more exercise and sports being undertaken while the other more art. The placemaking initiatives which could then enrich these parks should encompass different elements.” (Pers com Gala Camacho, 2019)
Social media data versus census data 
The intention of this activity is that the students understand the limitation and scope of the data that they can access through social media platforms such as Neighbourlytics and CENSUS reporting (ABS in Australia).
To prepare – develop a set of slides on how to access your region’s CENSUS data and what data is useful for placemaking, provide each group the three social media reports from Neighbourlytics – Attachment 1.  
Exercise 1 – 1 hour 
	Instructions
	Delivery
	Time
	Objective of the exercise

	Introduction to CENSUS data – slides showing the online portal and how to search and download data 
	In class or online 
	10 mins 
	This activity gives students a sense of the data available on different platforms 

	Student divide what data they want to look for in the CENSUS – each student finds 2 interesting pieces of data – in 1.1 you may want to give examples   
	In class or online 
	10 mins 
	

	Student look at the 3 Neighbourlytics case studies, pick one and look at the types of data the can get from the report – summarise this  
	In class or online 
	20 mins
	

	Create a diagram, mind map or Venn diagram with the types of information you can get from Census/ABS; social media and then brain storm other types of data you could collect. 
	In class or online 
	20 mins 
	



The outcomes of this could be a Venn diagram or mind map outlining the types of data that you can and can’t get and the limitations of each that can be filled in by the other to create a more holistic picture. 

What data is there available for the site and what can it mean
The intention of this activity is to take the general nature of the types of data that are available and start to think what is able to be collected for a specific site or case study. Student can look at the ABS and Neighbourlytics but also twitter, Facebook, Google, Instagram, LinkedIn, etc. 
Once this is done the students need to start to think of how this could be useful for their placemaking strategy or approach. They do this by starting to link the data to the site and their project’s objects. For example – if the Census data tells you there is a big Greek community, and social media shows that they love a specific festival, what could this mean for placemaking in your case study? and would you need to do any further data collection to make this happen? 
For studios with limited face to face time, this exercise can be a data gathering ‘homework’ before class. 
Exercise 2 – 30 mins – 1 hour
	Instructions
	Delivery
	Time
	Objective of the exercise

	2.1 Get students to think about a specific case study and develop the detail of the data that is available. Where in 1.1 it was creating an understanding of what is available generally, this is connect it specifically to the case study or site. 
	In-class, online or both
	15 mins 
	This will help student to start to see the scope of the data available to their site as well as what is missing. 

	2.2 Get the students to create examples of the data they could collect and how this would inform their response to the case study – illustrate the above example or similar relevant example.
	In-class, online or both
	15 mins 
	This will help student to start to see the scope of the data available to their site as well as what is missing. 



Applying it to the design of the place 
The intention of this activity is to support students to think about the implications of the data they are collecting and what other data they may need to be able to support they aims. For example, taking the Greek example from before, do they need a specific sized area to carry out an aspect of their festival – inspect the site or look at Google.
Exercise 3 – 30 mins – 1 hour
	Instructions
	Delivery
	Time
	Objective of the exercise

	3.1 This activity gives the students time to think of the data they have collected and what this could mean for their placemaking opportunities. 
	
	
	This will help link data to what it could mean for placemaking. Also to realise what other data they may need – surveys, interviews, observation, precedents, etc.  

	Step 1 – each person thinks about one idea based on the data collected – 5 mins – what is the idea, is there any other data you would need – the idea needs to respond to at least 1 piece of data from the ABS and one piece of data from another digital source (Facebook, twitter, LinkedIn, etc.) and one suggested data requirement and how you would collect it. 
	In-class, online or both
	10 mins 
	

	Step 2 – share your ideas with the group – discuss as a group the ideas and brain storm what other data 
	In-class, online or both
	10 mins 
	

	Step 3 – group chooses 2-5 ideas to move forward – summarise additional research to be done 
	In-class, online or both
	10 mins 
	

	3.2 – report to the class – each group spend 5 minutes talking about their site and their two favourite ideas and the data that these ideas have come from. 
	In-class, online or both
	30 mins 
	Get feedback from other classmates and develop ideas further by needing to present them clearly and effectively to others. 



The intention of this activity is to start students thinking of the digital technologies that could help meet their projects placemaking aims. That is what screens, lighting, sound, online information, and so forth will help people connect to the place in a nurturing enriching way. 
Exercise 4 - 1 hour
	Instructions
	Delivery
	Time
	Objective of the exercise

	Step 1 – Individually research 2 digital technology options that could be useful for the case study 
	In-class or online
	5 mins
	This will start students looking online for ideas and linking it to their project 

	Step 2 – discuss this with your group choose 3 favourite technologies 
	In-class or online
	10 mins
	This will mean the group is learning negotiation as well as learning about different technologies from each other while thinking about the opportunities for their project. 

	Step 3 – as a group discuss where the technology will go, what its benefits will be and what its ongoing management and investment will need to be
	In-class or online
	10 mins
	Here students will need to start to place the idea and think about its ongoing curation as this is a major flaw of most ideas. 

	Step 4 – prepare a short presentation one slide per idea
	In-class or online
	5 mins
	Get feedback from other classmates and develop ideas further by needing to present them clearly and effectively to others

	Step 5 – present to the class – 5 mins per group
	In-class or online
	30 mins
	




Attachment 1 – 
Neighbourlytics case studies 
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