


their art work. Affordable workspaces for artists and developing 
art and cultural hubs across the city has led to uphold the global 
brand City for Art.

4.	 Insufficient funding and low utilisation: Art and culture is 
never part of the mainstream. Government bodies across 
the world don’t include art and culture industry on their pri-
ority list when it comes to budget allocation. This perception 
of Art & Culture is echoed in India too.

	 Budget allocated to Art & Culture has grown in absolute 
numbers over the years, benefiting from India’s growing 
economy but relatively its allocation remains well under 
1% of the total annual budget. A closer observation of the 
budget and expenditure in financial year 2016-17 reveals 
that funds allocated were INR 25 billion whereas spent were 
just INR 17.2 billion; 31% of funds were unutilized7. 

5.	 Institutional constraints to upskill artists: Artists form the 
foundation of a city’s creative environment. They act as cre-
ators, teachers, and individual entrepreneurs who provide 
many of the products and designs that drive innovation and 
shape a city’s cultural identity. The current state of gov-
ernment funding for artists is abysmally low, driving them 
to pursue their careers under economic hardships forcing 
them to bear the burden of creating, promoting and selling 
pieces of art. Also, artists face real challenges in upskilling 
themselves due to lack of institutional training and develop-
ment activities.

	 Los Angeles was pioneer to adopt an initiative of ‘Art for All’ 

which ensures sequential art education from kindergarten to 
12th grade with at least 5% of a school’s budget compulso-
rily spent on arts education4.

6.	 Low potential to attract private investment: Due to limited 
stakeholders in art and culture sector and low revenue earn-
ing potential, art based projects in cities find it difficult to 
get private investment through Public-Private partnership. 
Moreover, such projects should aim at enhancing innovation 
and creativity from private partner’s collaboration and never 
be judged on low bid criteria. 

	 Brazil has developed cultural centers at neighbourhood lev-
el which are funded from taxes and other contributions by 
local business community, co-funded by city administration.

7.	 Art forgery: Art and culture Industry remains largely unreg-
ulated due to unavailability of standard regulating mech-
anism. Numerous stakeholders are working in the market 
space independently. Thus, efforts are highly decentralized 
resulting in underutilized capacity. This makes the Art & 
Culture industry highly prone to forgeries. The process of art 
valuation involves authentication of art owner, details of pre-
vious owners, ownership documents, buy-sell receipts, tax 
documents, legal documents and insurance etc. The trend 
of conducting art diligence is not common in industry, thus 
creating a dual impact on buyer’s and seller’s side. Along 
with this, there is lack of transparency with respect to art 
trade market which may further lead to money laundering 
and forgery.
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waves of Art 
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“While culture is the soul and character of a city, it 
also has tangible values in stimulating consumption 
and creating a city’s environment” - Shang-lin Fu, 
Deputy Director, Shanghai Municipal Administrative 
Office for Social Culture

 “Cultural development and enrichment is critical to 
Sydney’s success and will play a large part in the 
City’s economic well-being, intrigue and sense of 
justice and fairness” - Graham Jahn, Director City 
Planning Development and Transport, City of Sydney

City identity is something that helps transform a city from a 
location into a destination. Cities throughout the globe have taken 
their unique history, quality of place, lifestyle, culture and diversity 
to create a city identity. Creating a city identity is a collaborative 
approach between the city municipalities, governing bodies and 
citizens. 

The concept of city identity can be traced back to the Indus Valley 
Civilization which established and promoted urban structural 
planning. Later, creating a distinctive city identity started in around 
1850 by the United States followed by the European countries. The 
intent was to attract tourism, trade and investment and improve 
the quality of life. In early 2000’s, cities started deriving policies 
and ways to create a unique identity which amalgamates cultural 
assets into the economic development of cities. The unique instru-
ments to position Cities in the global map becomes popular with 
innovative culture-driven campaigns such as ‘Definitely Dubai’, ‘I 
Amsterdam’ and ‘I love New York’.

In the last decade in India, creating a unique identity for states 
and cities have been at the forefront. Talking about Indian states – 
Gujarat banked on campaigns like ‘Vibrant Gujarat’ and ‘Khusboo 
Gujarat Ki’, Madhya Pradesh was able to increase tourist footfalls 
from ‘MP Gajab Hai, Sabse Ajab Hai’, and Rajasthan’s ‘Jane Kya 
Dikh Jaaye’ attracted a lot of eyeballs. Jharkhand too followed 
the footsteps and organised the maiden ‘Momentum Jharkhand 
Investor Summit’ in 2017. 

With a more specific approach, the Indian cities too started 
creating an identity for themselves; Mumbai’s ‘Aaamchi Mumbai’ 
identity, Ahmedabad’s UNESCO World Heritage City tag, Benga-
luru becoming first Indian city to get a city logo and has inspired 
many cities to create a distinctive identity for themselves. Indian 
cities are rich and diverse in culture and heritage. The unique tool 
to establish city identity will not only recognize the city on a global 
map, but also lead to attract tourist, trade and investment.

City identity - global case studies 
Below are some of the global cities that have taken visible initia-
tives for city branding utilizing the available art and culture which 
can be an inspiration for Indian cities:

 
	 Amsterdam4

 	Neighborhood branding – tourists chance to visitors to explore 
beyond the city 

 ‘Night Mayor’ - initiative to promote city nightlife and generate 
revenue 

 Huge investment in cultural infrastructure 

 Goochem Cultural Marketing Chatbot – an Artificial Intelligence 
solution connecting culture providers with young audiences

 Age Friendly Cultural City Programme – a cross sector solution, 
helping older residents to remain culturally drawn in

 Art in public spaces and Public Art Commission – encouraging 
growth and development of urban areas through public art

 
	 Sydney4

 Art-led placemaking principles is helping Sydney turn into a 
festive city internationally  

 Sydney Festival, Sydney Writers’ Festival, Sydney Film Festival, 
and Biennale of Sydney attracted over 1.4 million audience 
attendances in 2016 across Sydney

 In 2016, Sydney organised world’s biggest festival of light, 
music and ideas, Vivid Sydney attracting 2.3 million 

 To handle low coverage of art and culture related news in local 
media, Audrey Media, a group of professional art journalists 
created an online journal - Audrey, featuring reviews, commen-
tary and critical essays; accessible for free and supported the 
cause 

 
	 Shanghai4

 Building a cultural construction is a government priority aimed 
at developing attitudes and values of its people 

 The Shanghai Expo, 2010 helped create a positive environment 
for advancement of art and culture

 Infrastructures like Shanghai Art Museum, the Power Station 
of Art, the World Expo Museum, Culture Square, the Shanghai 
Symphony Orchestra concert hall, and Shanghai Children’s 
Theatre created for the Shanghai Expo, 2010 

 The city started developing its basic infrastructure for public 
cultural services, including libraries and cultural centres

“Arts and culture play a central role in transforming  
the city into a livable place with distinct and diverse  
neighbourhoods. Urban development strategies 
should feature a direct link with creating distinct  
cultural identities” - Cathelijne Broers, Director,  
Hermitage Amsterdam.
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“Singapore has just turned 50 this year so it’s been 
a period of great reflection: who are we as a nation 
and who do we want to be?” Kenneth Kwok, Director, 
Strategic Planning, National Arts Council

“A new direction of the city planning that has become 
more focused on residents which focusses on a 
friendly image of Moscow for tourism” - Vasili Tser-
eteli, Artist; Executive Director, Moscow Museum of 
Modern Art; Vice President, Russian Academy of Arts.

 
	  Moscow4

 The Moscow Department of Culture manages over 500 cultural 
institutions including 90 theatres

 The city has 54% green space which is a haven to promote and 
organise various cultural and artistic activities. 

 In Moscow, decentralisation and modernisation are the founda-
tion of cultural policy

 Various private cultural establishments have as of late been 
founded in the city

 Moscow is now adapting to an existence where grassroots di-
versity and the offerings of the creative classes are considered 
equally vital in driving cultural life

 	 Singapore4

 In 2015, with an intent to promote Southeast Asian art, a new 
National Gallery commenced in the city

 A new network of Community Arts and Culture Nodes has been 
formed to help and develop grassroots participation in the city

 Cultural Matching Fund is aimed at developing a more sustain-
able arts scene by encouraging philanthropy 

 Passion Cares, which uses incentives to encourage arts event 
attendance and community altruism excite the art lovers. 

 Cultural activities around Singapore’s 50th anniversary in 2015 
helped to build its status as a nation

 This incorporated the rebuilding of the National Museum of 
Singapore and the Asian Civilisations Museum 

 Singapore Botanic Gardens became country’s first UNESCO 
World Heritage Site around the same time

With the aforementioned case studies of the cities throughout the 
globe, it’s quite evident that city branding helps create a unique 
identity in the minds of the citizens, visitors, and investors. Lately, 
in India too, after the advent of Smart Cities Mission, city branding 
has taken a front seat. 

Identity & Culture has been identified as one of the 24 essential el-
ements under SCM.  The Smart City guidelines have identified four 
scenario which decides the current baseline scenario and aim at 
the future scenario basis the city aspirations. These four scenarios 
are shown below. 

The cities have taken a cue from these guidelines and ensured 
that they have sufficient coverage to the city identify initiatives, 
either through SCM funds or the PPP route. This is evident in the 
projects listed by the cities in their Smart City Proposals.

Ministry of Housing and Urban Affairs (MoHUA), Government of In-
dia, has released ease of living index 2018 for 111 cities. The index 
is based upon four themes and 15 categories which are part of the 

.

Source: PwC analysis
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[3]	Core indicator for culture and identity- a) Number of historic buildings/sites restored/ preserved/brought under adaptive reuse X 100 = _____% Total num-
ber of historic buildings/sites identified., b) Ecologically important sites covered through projects for restoration  X 100 = _____% Total number of ecologi-
cally important sites identified in the city, c) Average of various categories of hotels Total number of hotel rooms occupied X 100 = _____% Total number of 
hotel rooms available. Supporting indicator- a) Budget allocated for cultural/sports activities X 100 = _____% Total budget of the ULB (capital and revenue) 
and Number of cultural/sports events hosted by the city authority in the preceding year.

Mumbai’. This emotion has been used to create a unique identity 
at various platforms. 

	 New Delhi10

The New Delhi Municipal Corporation (NDMC) in collaboration with 
local artists brought life to the unused walls and public spaces in 
the city. The city has many innovative street art forms in Con-
naught Place, Khan Market, Moolchand, Lodhi Colony, etc. New 
Delhi is a home to several artists and creative minds, and they are 
working hand in hand with the civic bodies to glorify the city walls 
with financial support from private companies. 

	 Bhubaneswar11

Over the years, Bhubaneswar, the capital city of Odisha has 
positioned itself as an IT hub of East part of India, a throne held by 
Kolkata for very long. This has been possible because of the cam-
paigns run to create a distinctive identity for the city. Bhubaneswar 
is the host to 2018 Men’s Hockey World Cup and it will promote 
state’s handicrafts during the event. A concept of the city bus tour 
has also been introduced wherein special routes will be devised to 
take out the tourists to various destinations across the city. Under 
the Smart Cities project the concept of ‘I Am Bhubaneswar’ has 
been conceived as a comprehensive city branding venture. Bhu-
baneswar aims to create one of a kind identity for the city, with a 
series of innovative initiatives and public events engaging a strong 
camaraderie among citizens by strategic place making and activat-
ing idle public spaces. Promotion of local art and culture in Indian 
Railways train wagons is also in pipeline. 

	 Jaipur12

The Pink city of India, Jaipur offers an abundance of contemporary 
arts and culture. The state government launched ‘night tourism’ 
earlier this year to promote the state made handicraft, Jaipuri quilt 
and gemstones, among others. Founded in 2006, the Jaipur Litera-
ture Festival too attracts a huge number of art and culture lovers 
every year. Keeping in consideration the rich cultural heritage, The 
Archaeological Survey of India (ASI) has been endeavoring to get a 
World Heritage City status for Jaipur city.

	 Pune13

Pune is the IT and education hub of western part of the country. 
Chaan-Daar - a placemaking initiative for upliftment of public 
spaces in the slums and settlements and Pune Speaking Walls 
- aimed at telling the city story through creative murals are some 
of the initiatives that’s helping create a distinctive city identity for 
Pune.

24 essential elements mentioned in Smart City guidelines. Identity 
and Culture is one of the key category from social infrastructure 
pillar of development. The categories are scored based on two set 
of indicators - core and supporting[3]. Out of the top five cities with 
high score in culture and identity category, three cities, Chandi-
garh, Tirupati and Greater Mumbai are part of top five cities in the 
overall ease of living ranking, thus, corroborating the fact that City 
identity improves the quality of life.  

City identity - Indian case studies 
Below are some of the Indian cities which initiated unique ways to 
create city identity.

	 Raipur8

Raipur has been working extensively to promote art and culture 
and related activities. Under the Smart Cities Mission project, the 
108 years old heritage building of the Anand Samaj library was 
renovated and given a modern touch through various facilities. 
With a motive to pass on the stories of city’s glorious past, Raipur 
Smart City Limited initiated the concept of Heritage Walk. The 
walk, divided into four different routes is led by heritage enthusi-
asts from the city who take the group of citizens on an enriching 
heritage tour. Additionally, the city also got its Heritage book – to 
educate citizens and visitors about the rich cultural heritage if 
the city. The city also organized a crowd sourcing event named 
Think Raipur to seek ideas from citizens in the transformation of 
Raipur. Next in line was India’s first Garbage Festival, organised by 
Raipur Smart City to spread awareness about recycling and reuse 
of waste material. The 4 day fest had many attractions including 
unique installations made from garbage, various workshops on 
garbage, and band performances by Dharavi Rocks, an interna-
tionally acclaimed band comprising youngsters living in Mumbai’s 
slum area and other renowned bands as well. The initiative was 
applauded by Prime Minister Narendra Modi.  Raipur has its own 
city logo and tagline which gives it a unique identity. 

	 Mumbai9

Beyond Bollywood, South Asia’s biggest cultural industry and 
export, the governing bodies help regional cinema to flourish by 
providing services at a subsidized rate. Be it music, food, culture, 
or monuments, Brand Mumbai always comes out as a vibrant city. 
Lately, the state government collaborated with the popular the 
Kala Ghoda Arts Festival which covers themes such as visual arts, 
dance, music, theatre, cinema and literature. Mumbai’s Dab-
bawalas have been leveraged by various organizations to show-
case Mumbai’s culture. Mumbai Gallery Weekend is an annual 
event that brings together art collectors and enthusiasts in the 
city. ‘Aamchi Mumbai’ when translated from Marathi means ‘Our 
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	 Prayagraj14

The city of Allahabad, officially known as Prayagraj since Octo-
ber 2018, is hosting the world’s largest people gathering Hindu 
religious event named Kumbh Mela organised once in 12 years.  
The city is banking high on next year’s Ardh Kumbh Mela, which is 
organised after every 6 years.  To give a boost to the city identity, 
the governing bodies and concerned departments are planning 
to promote it internationally through road shows in different cities 
along with several other campaigns. 

	 Jabalpur15

Jabalpur, one of the major cities in the state of Madhya Pradesh 
had organized the first edition of Street Art Festival in November 
2018. The aim was to create a unique city identity and visual land-
scape. The 10 day event brought together 50 artists from various 
parts of the country to present a diverse range of styles, from ab-
stract to surrealism, super-realism, calligraphy and Indian folk art. 

	 Puducherry16

Puducherry envisions to develop as a global tourism destination 
by leveraging its heritage, culture, spiritual and educational assets. 
The land of Puducherry has been blessed with numerous saints, 
exotic coastline and a serene place for rejuvenation. Government 
of Puducherry has been organizing International Yoga Festival 
since 1992, every year, which is the largest congregation of Yoga 
practitioners across the globe. This has further translated into 
yoga postures painted as street art across city to create an identity 
which blends with the theme of healthy living.

Every city has a story to tell and if it is not aligned with the values 
and interests of the citizens, social and economic groups, it will 
become disconnected. Thus creating a city identity is critical. It’s 
the responsibility of the governing and civic bodies to ensure that 
the city identity is ‘owned’ by the city, that the brand resonates and 
is understood by residents of all ages and backgrounds. The idea 
behind city branding is very clear; turning a location into destina-
tion. All this could be accomplished by utilizing the art and culture 
of the cities through proper channels. Lately in India, the role of 
citizen engagement in creating city identity has been vital. 
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This section details, firstly, the concept of emerging urban place-
making in City Planning and explores the various dimensions 
of placemaking projects. The crucial role of artists in filling the 
element of art and culture in placemaking strategies. Secondly, it 
discusses the use of innovative technology in achieving interactive 
spaces with case studies from the recent development. Finally, 
conclude with unearthing the potential of placemaking strategies in 
Indian Cities.

Evolution of urban placemaking and 
street art
Planning of cities has been the most challenging task in the ev-
er-changing urban development framework. Creating spaces for 
all city users, overwhelmed by their expectation, has challenged 
city planners, thinkers and designers since the beginning of 20th 
century. The sense of place and creating the city as an attractive 
destination was incipient in the early 1960s with Kevin Lynch’s 
–‘The image of a City’ (Lynch, 1960)17. He argues that people in 
urban context orient themselves through means of five elements 
of mental maps - paths, edges, districts, nodes and landmarks. 
Careful arrangement of these elements creates a mental picture 
of the exterior physical world, which is held by an individual. This 
image is the production of both sensation and memory of past 
experience, thus creating an ever-lasting tangible or intangible im-
age of a city. Around 1975, placemaking become widely used as a 
term when urban designers introduced the idea to design cities for 
people, beyond planning for cars, industries and shopping centers 
(Project for public space, 2018)18. Towards the late 20th century, 
placemaking has emerged as a powerful tool to preserve, restore 
and celebrate the culture of the local community.

As per recent UN estimates, the world will have 447 mega-cit-
ies by 2025, inhabiting more than 10 million residents in each of 
these cities. Amongst them are popular cities such as Tokyo, New 
Delhi, Mumbai, Dhaka and Kolkata (Nations, 2018)19. This rapid 

pace of urbanization has triggered intense competition among 
cities to attract capital for infrastructure and housing. Cities have 
started using branding techniques to attract private investment for 
developing cities on a public-private partnership mode. A classic 
example is ‘Burj Khalifa’ in Dubai which has tempted the global en-
tertainment industry and re-branded Dubai with this landmark. This 
branding strategy has shifted the focus of city administrators from 
producing quality public places for social well-being to capital-in-
tensive projects especially designed to attract new talents.

From the perspective of commercial success of public spaces, a 
study by Jan Gehl, a Danish Architect and Urban Design consul-
tant (Gehl, 2017)20 concluded that lack of attention to the quality 
of public space results in diminishing experience of three core prin-
ciple of placemaking which are safety, comfort and desire to linger 
in urban spaces. In fact, these placemaking strategies were able 
to create a higher premium on property values where local art and 
culture were intertwined to create quality public places.

In addition to an appreciation of property prices, placemaking 
supports the creative economy of the city. The collaborative 
ecosystem of artists, designers, architects, city planners, city 
administrators, communities, tourists, traders and neighborhood 
provide ample opportunities for both production and consumption 
of creative sector.

Instilling a sense of pride in a public 
space 
‘Placemaking’ is defined in a multitude of dimensions, for different 
people and organizations, but all seeking to achieve the ultimate 
goal of creating a quality and sense of public space. For simplicity 
and a better understanding of the concept, this white paper adopts 
the definition of this concept as-

“Placemaking is the process of creating quality places that people 
want to live, work, play and learn in.” (Wyckoff, 2014)21.
 

 
The key elements which form the basic building blocks of a quality place are21:
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The following matrix provides an overview of types of placemaking strategies with project example.  
 

Type Urban challenge Input Output Project example

Standard Placemaking Dull and passive public spaces
Short and long-term social engage-
ment among stakeholders

Quality place with a stronger 
sense of place

Urban Haat such as Dilli Haat in 
New Delhi

Strategic  
Placemaking

Incompetency to attract and 
retain talented workers

Increasing options for housing, 
transportation and amenities along 
with revitalization

Increase in livability standards
Cyber Hub in DLF cyber city, 
Gurugram

Creative Placemaking Greenfield areas
Creative revitalization with animated 
places and improved economic 
development

Gains in livability standards 
with innovative products and 
services for cultural industries.

Anand Rao Flyover, Bengaluru

Tactical Placemaking
High capital, high-risk  
improvements

Low-cost pilot beta testing
Foresee results and community 
support at smaller scale prior 
capital extensive execution

Raahgiri pedestrian movement 
in Connaught Place, New Delhi

 

Source: Wyckoff (2014)21

Typology of placemaking has categorized the strategies into four parts based on typical problems in public areas and decisions to  
deal with them. These are21:

The decision of selecting the type of placemaking strategy de-
pends upon extensive stakeholder discussions and understanding 
the right expectation of the project outcome. 

Re-defining the role of artists in  
placemaking
Art and culture is the center place of every placemaking projects. 
The sense of place and belongingness is further enhanced through 
the use of local artworks. It serves as a means to address social 
challenges arising in communities. Any artwork in such projects 
must essentially ask three elementary questions:

	 What socio-cultural or economic dimensions of society is 

being addressed?

	 Which cultural elements are reflected in this piece of art or 
mural painting?

	 Who are the end users of this space?

Here are a few instances, where art and culture based urban proj-
ects are planned or executed in Indian cities.

Public art at a bridge – Bhopal

Bhopal, capital city of Madhya Pradesh, has been the pioneer in 
sensitizing, conceptualizing and executing placemaking projects. 
The first placemaking guidelines were published by Bhopal Smart 

Typology of placemaking strategies
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each month is dedicated to a cultural theme of the region. This 
will not only boost the local economy but also attract tourist which 
adds to the vibrancy and economic prosperity for the denizens. 
Such projects are capable of generating around 5,000 direct jobs 
in a year23. A high-level view of this calendar is shown below.

Art and culture is the soul of every placemaking strategy. Identify-
ing these elements in a city or community and showcasing them 
into a meaningful engaging display requires collaborative efforts 
from city administrators, designers, architects and artists. The 
role of City leaders is entrusted with enabling a facilitating policy 
environment for encumbrance free availability of public places 
and act as a mediator to translate the project ideas to end users.  

City Development Corporation Limited in 2017, wherein, core 
principles for developing a project under placemaking themes is 
discussed along with project selection criteria, modus-operandi 
for public engagement and financial arrangements. The policy 
discusses two approaches- quick intervention and comprehensive 
site development22. Below are the glimpses of a successful imple-
mentation of quick intervention technique on a bridge in the Upper 
Lake area of Bhopal. This area near the bridge was ill-lit and at 
times became a breeding ground for anti-social activities. A quick 
graffiti pattern along the retaining wall made the area look lively 
and informal market stalls were installed to keep visitor footfall 
deterring the criminal activities.

Fountain and light show in NDMC precinct

Another example is interventions from fountain and lighting which 
NDMC area of New Delhi has executed under Smart city mission. 
To embellish the street furniture and enhance the visual experience 
of visitors, NDMC has installed innovative dynamic Red Green 
Blue (RGB) floodlights and fountains at interesting nodes[4] and 
junctions. This small and quick aesthetic input has re-invented the 
public spaces and increased the social capital of the precinct.

12-month event calendar for instilling cultural  
vibrancy in Atal Nagar

Culture is an intrinsic part of cities. It is rooted in specific language, 
food, clothing, lifestyle, resources etc. available in specific regions 
which are unique in nature. There is a multi-faceted approach to 
define culture due to its vastness, diversity and dynamism. These 
cultural elements were used to define a unique project in Atal 
Nagar (previously Naya Raipur), the newly planned 21st-century 
capital city of Chhattisgarh. The city is grappling with low habita-
tion rate and lack of vibrancy in open areas. Smart City Plan of Atal 
Nagar envisaged two-pronged approach to bring back life in this 
Greenfield city and become a high employment generation activity 
of the city23. The city crafted a 12-month event calendar where 

Before and after illustration of art based transformation around bridge- Bhopal

12-month event calendar planned in Atal Nagar

23

[4]	Interesting nodes are defined by Kevin Lynch (Lynch, 1960) as point of strategic spots in a city into which an observer can enter, or have intense foci while 
he is traveling. These may be primarily junctions, breaks in transportation and moments of shift from one structure to another, Or interesting nodes may be 
simply concentration of a street-corner hangout or an enclosed square.
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The key to successful implementation remains with the choice of 
activities for target users to achieve the ultimate goal of enhancing 
the tangible and intangible experience of the place.

Use of technology in creating interactive 
placemaking strategies
Recently, there has been a significant change in people’s sensi-
bilities and expectations, in particular, with the use of mobile and 
other ubiquitous technology, which is changing our experiences 
day by day. Technology has changed the experiences from mere 
spectator to participation. This has also disrupted the gamut 
of placemaking from mute spatial arrangements to an enabler 
of more social connectivity. Below are global cases where IoT 
devices have magnified the experience of users and make it more 
interactive.

Art Loop Open (ALO) project in Chicago24

This project is conceptualized to project the entire city as a muse-
um, Art Loop Open (ALO) is an innovative city-wide art exhibition 
designed to bring art and artist close to the public. ALO has 200 
unique pieces of art exhibited across 13 venues in the city of 
Chicago. Three different interventions were introduced to make the 
overall experience inclusive and interactive.

	 Locational and distributed framework- Technology allowed 
participants to interact with different art projects either at a 
co-located place or at non co-located place through com-
ments and tweets over virtual platform. 

	 Interaction model- Interactive screens with tree images are 
installed at art centers which asks passerby with simple 
choice questions. More responses make the tree grow 
larger in size depicting a more favorable choice of users.

	 Street as a platform of personal stories- ZeroZero is the 
name given to one of the busiest locations of an intersec-
tion, State and Madison, used to provide a personality to 
the junction which was the originating center of the city. It 
captures countless stories which any passerby shares at 
this intersection.

This initiative has totally transformed the design model which was 
largely a top-down approach adopted by designer and artists. 
Such tools make every opinion count and these interaction has 
tossed the approach from top-down to bottom-up.

Playable cities

The playable city has been envisioned with a vision statement of 
“Cities that play together stay together”. 

Playable City puts people and plays at the heart of the future 
city, re-using city infrastructure and re-appropriating smart city 
technologies to create connections – person to person, person 
to the city. (Watershed, 2018)25.  Through creative and interactive 
installations, it enables to start a social dialogue with citizens and 
participate their views in the development process. This initiative is 
active across five continents in cities- Recife, Bristol, Lagos, Tokyo, 
Austin, Seoul, Oxford and Sao Paulo. Successful interventions in 
playable cities include Hello Lamp Post and Shadowing.

Hello Lamp post invites people to strike a playful conversation 
using a simple text messaging system. This can be used in a lamp 
post, at bus shelter, in parking areas where a set of prompting 
questions are asked about their doing and feelings about their life, 
work and travel.

Shadowing gives memory to city lights, enabling them to record 
and playback the shadows of those who passed underneath.

First digital museum of the world26

City museums are the most crucial cultural assets of the city and 
its historical developments. With the use of technology, digital art 
has transformed the experience of museums beyond static images 
and sculptures. Here is the case of the first digital museum.

Mori Building Digital Art Museum in Tokyo became the first ded-
icated digital art museum in the world which was inaugurated in 
June 2018. Spread across 1 lakh square feet of venue has disrupt-
ed the constraints of material substance. Instilled with Augmented 
Reality, interactive and digital art and multi-sensory experience has 
been regarded as the most spectacular experience for visitors. 

Innovation in the usage and design of public areas has the poten-
tial to answer the cultural aversion growth of cities. Placemaking 
has emerged as a transformational project which can weave 
the concerns of cultural industries into the socio-economic and 
technical fabric of our cities27. These projects re-invent the role of 
art and culture in the urban landscape and bring art close to citi-
zens. Smart City Mission has catapulted the idea of placemaking 
projects and case examples discussed in this paper realized their 
implementation. Moreover, digital technology has re-imagined the 
interaction levels and brought public opinions close to the planning 
discussion tables.

Given the tremendous socio-economic potential of placemaking 
projects, the time has come when the cultural industry can con-
tribute its role in sustainable urban development. A collaborative 
framework with city authorities and other stakeholders is required 
to achieve the urban growth agenda. Harnessing the latest digital 
technology will further helps to make a creative-connected society.
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Public-private partnerships provide a significant space for bal-
ancing policy innovation, access and diversity. There is lack of 
knowledge about art and this is one of the reasons for not having 
enough private investments in the public spaces. The need of the 
hour is for the private sector to invest in public spaces. To enable 

this, various stakeholders including civic bodies and private sector 
needs to come together to devise a sustainable model.

In this section, various industry leaders offer their views on what 
the Government needs to do to attract private investment in the 
public sector.

“Bhopal placemaking projects under Smart City has integrated informal sector 
in an attempt to create employment. Cities require a thematic treatment in their 
development leveraging the rich culture and heritage. Policy for city development 
must ensure reserving spaces in public areas for local art and build a strong 
brand of the city. Civic authorities need to capitalize public places in order to 
develop an attractive project proposal for private investment”

 - Chandramauli Shukla
Municipal Commissioner and CEO, Jabalpur Smart City 

Placemaking projects are  
instruments where local  
artists can contribute in  
building a city image.

“1. 	 If there are heritage monuments, private investment from 
industry can help maintain them if given the appropriate 
visibility. 

2. 	 Other countries with specialized mechanisms and skills 
can have collaborations for sharing their knowledge and 
expertise for conservation and restoration. 

Festivals centered around heritage 
monuments have immense potential 
to attract investment.

3. 	 Increase in quality and programming in public institu-
tions like museums, and heritage monuments including 
exhibitions, expositions, talks and academic courses can 
increase revenues to the exchequer. 

4. 	 Festivals organized by the government, especially in per-
forming arts can increase revenues.

 5. 	 A district concentrated in the arts can become a cultural 
hub along with other attractions like food and cultural 
walks. This can be highlighted as a tourist attraction and 
will attract revenues.”

 – Tarana Sawhney                         
Chairperson, CII Task Force on Art & Culture
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While we in India are fortunate that we have such an immense 
wealth of cultural heritage in the form of historic monuments, 
traditional crafts and arts, performing arts to events we have 
an equal wealth in our creative and cultural industry that is 
contemporary, vibrant, living and engages with the 21st century   
from the film industry to modern art, music and performance to 
a rainbow of cultural events.

However this soft power does not translate into investment or 
attention and influence amongst policy makers.

While there are several reasons for this there is one that stands 
out: 

The soft power of culture does not find reflection in its contri-
bution to GDP or in terms of statistics that reflect returns on 
investment.

As we are all aware the culture sector largely generates two 
types of impacts - non-economic and economic and while we 
are all cognizant of its non-economic impact only anecdotal 
evidence and some instances of its economic contribution are 
known. In addition the existing national accounting system 
does not compile data on this sector that translate into statis-

Setting up of satellite account is 
required to create a repository of 
cultural database and its economic 
impact.

tics that are usable for investment and budgetary allocations. 
And it is a well-known fact amongst economists and policy 
makers that what is not counted, does not count.

A soft power that is reflected in GDP will demand change and 
bring investment, influence and attention to bear on this sector.

I thus have a single recommendation to make:

The setting up a Satellite Account for the Cultural Sector as an 
adjunct to the standard statistical framework of India’s National 
Accounting system. 

The importance, the compelling need and the urgency of this 
Satellite Account for the Cultural Sector lies in it being a mea-
sure of the economics, the size, volume, employment and con-
tribution to GDP of this sector.  This Satellite Account would be 
an adjunct to the standard statistical framework of the National 
Accounting system. 

In India we are fortunate that we already have a precedent as 
the Tourism industry has its own Satellite account. This has 
enabled the generation of economic data for the tourism sector 
and its direct contribution to GDP that has made it compara-
ble with other economic sectors.  This has resulted in tourism 
becoming a focal point for infrastructure development, training, 
capacity building, investment and budgetary inputs.

It is time that Culture has the statistics and economic data to 
underlie its impact and thus rightfully command the attention 
and consideration that is its due by policy makers and investors.

- Ritu Sethi, 
Chairperson, 

The Craft Revival Trust
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“In my opinion, every city has its unique quality in building its 
own identity. Some cities build their identity in economic prow-
ess, while some do with infrastructural capabilities while some 
build their identities through art and culture. A city is a pool of 
talented and creative people and that is its biggest strength. A 
few ways in which cities can attract investment by utilizing art 
and culture in my opinion is below:

	 Build art and heritage precincts: Several Indian cities have 
extremely enriching historical quarters that define the iden-
tity of the city as well as embody a certain period of time. 
It may also be representative of a past era of grandeur. By 
expressing interest in preserving, restoring and utilising 
these already existing spaces into heritage precincts, signif-

There is an imperative to create 
museums and public galleries for 
promoting local art.

icant investments can be attracted. Investment in cultural 
maintenance and sustenance of these architectural sites is 
one way. The development of vehicle free walking streets 
and retail options attract further investment

	 Building of small museums and public galleries that high-
light the work of local artists and visiting artists is a great 
way to attract investment

	 A dedicated city tour infrastructure system (of vehicles, 
meeting and stopping sites, restaurants and retail outlets) 
of the cultural sites in the city

	 Development of a rural site/museum and showroom for 
crafts and local artisans and local food based outside the 
city as a space for celebrating the traditional

	 Contemporary art galleries and spaces for public exhi-
bitions for the arts in the precincts developed. Related 
promotions, publicity and communications for these activi-
ties”. 

—Priyanka Raja
Co-Founder

Experimenter Gallery

“Intervention through the arts creates wealth in a sustained 
manner, allowing people and their communities to find new 
ways of overcoming odds and finding unique solutions. Culture 
and tourism are still not seen as primary drivers of the econo-
my. Both these represent an opportunity to create jobs locally 
in a way that is sustainable. Additionally, the below issues need 
to be on the top of priority:

	 We need focused training, development funds for local her-
itage sites, marketing budgets and basic facilities of toilets, 
cafes and green transportation. 

	 India has a million heritage sites all waiting to be rediscov-
ered and leveraged. Annual cultural festivals and daily shows 

Need to define culture focused  
policy to drive and build sustainable 
project keeping in mind our our rich 
heritage.

at the centers, digital museums, and do this in a spirit of pub-
lic partnership backdrop of a heritage monument, will allow 
tourists an opportunity to stay the night, boost local taxes 
and grow the ancillary food and transport sector. 

	A crying need to define policy is to map the sector and 
include this in the cultural mapping for 2018 to try and deter-
mine how many rural and urban families are involved in the 
Creative Industries.

Much of the income can be ploughed back in to preserving 
built heritage. Creating millions of sustainable jobs in this indus-
try needs a focused policy and long term vision. In India every 
locality, town, city and village can boast of a unique contribu-
tion through built, tangible or intangible heritage. Creating plat-
forms for these through local heritage centers, historical tours, 
community craft centers, will provide jobs in local communities, 
improve services, help clean up the area.  Government, through 
its urban development programs, need to build sustainable 
projects.”

 - S.K. Roy
Founder and Director, Teamwork Arts
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