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How to [amplify] the metropolis ?

by developing an "urban brand" that
reflects local and regional specific
features

by co-producing solidarity

cooperation between individuals is the
basis for metropolitan social balance

by regenerating traditional economic
advantages through adaptation and
innovation.




Accepting the status quo
opens the door to 4
risks...

STANDARDISATION through the influence of
"globalised" trends,

LEADERSHIP LOST to private operators who
stand in for elected representatives' authority,

NO DEMOCRATIC DISCUSSION and
stimulation from new forms of local cooperation,

THE LOSS OF INFLUENCE due to declining
potential for global influence...



The web as an amplification
lever

Information technologies are a driving
force for amplification. They stimulate:

REAL-TIME information distribution,
INFORMATION CIRCULATION

ENRICHED CONTENT through a community
of contributors,

PARTICIPATORY DEMOCRACY

INTERCONNECTEDNESS between players
GLOBALISATION , accessibility and global
visibility...
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Developing a regional brand or a
metropolitan brand ...

This is the primary issue of metropolitan S
competitiveness.

Regional branding requires a focus on:

Cultural heritage , a prestigious past as the
framework for potential

Knowledge and know-how , real, current assets
Potential for dynamism and future growth



Four objectives

Setting out a path, from vision to production of the
Metropolitan area's shared potential.

Creating value for an entire region

Building a decision-making tool  to identify relevant
Investments

Putting together a body of principles, best practices
and methods used by stakeholders to build the
Metropolitan area



The AXE MAJEUR project,
a challenge for Paris, Neuilly and La Défense

The stake ...
Requalifying a
metropolitan
outline, amplifying
Its economic, social
and cultural
heritage

Renzo Piano



Outline goals

Requalifying the region to set out
metropolitan-scale goals

By reconciling social life, business ambition
and environmental quality

By building on these advantages that set it
apart, its history, its culture and its lifestyle

By holding up these differences as an
economic, social and environmental "urban
brand" ... or "potential"

By amplifying the region's profile and appeal



An emblematic and
high
potential

region
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from the 18th to the 21st century



Amplifying
worldwide, by
promoting
specific
assets on the
Internet



Amplifying in the
city, by developing
a new urban project
and using the
technology of
mediated reality

more






a showcase to
promote

businesses ...

By Norman Foster
with Deloitte



focus on people
By Manuel Gautrand with Fidal



always sociality and culture
By Castro with CMS Bureau Francis Lefebvre



knowledge for social life, culture

and devlopment
By Ferrier with PriceWaterhouseCoopers



The Paris metropolitan area is one of ] parIS

these "dotcities," candidates for getting

city domain name extensions from Icann, an urban brand on
along with Berlin, London, NYC, Tokyo, the global network
Rome and more

These extensions can be localised in a
variety of ways: "restaurants.paris,"
"mode.paris" or "metropole.paris”

The domain name becomes a brand
Image,

By using .paris, public authorities, non-
profits, and sporting, social and business

federations come together around a
shared project.



Developing an urban brand. A few means of
globalising a region

"The metropolis needs to set itself apart and promote these
differences," Michel Lussault, geographer

Promote the potential by a SEO strategy
Make the most of collective intelligence
Benefit from opinion leaders

Free up public data

Stimulate potential

Foster democratic discussion

Build key arguments



Kicked off by the Kiwi Expat Association,
Pass It On aims to get expat New
Zealanders to spread the word about
everything the country has to offer



2.Co-producing
solidarity and
developing urban
sociality



Co-producing solidarity

Co-producing solidarity and

developing urban sociality; the
objective of balanced globalisation

Stimulating social ties by sharing
Information

Making non-profit organisations'
work easier , helping them network and
pool resources

Enhancing public spaces and laying
them out according to digital amplifiers

Encouraging collaborative platforms



Social life amplifiers

Cities have to incorporate next-generation services
Into their metropolitan strategies:

* in inter-personal relations
* in non-profit project development
* between users and the public authorities



Sharing a car and connecting people ...



Combining public spaces with Web 2.0

Making community networks more
local to stimulate new social scales

Creating/developing public and
private spaces for meeting and
socialising (parks, plazas, shops,
cafes, etc.)

Expanding information on public

spaces from new urban sensors,
webcams, RFID chips, personal

mobile handsets, etc.

Fostering new urban mobility
Intermodality, real-time information,
geolocation, heightened reality, etc.



citizen participants can not only search for particular types of trees
in the San Francisco area, they can also add new ones that haven't
yet been mapped by simply putting a dot on the map where they're
located and then providing as much information about them as they
can, including photos and factors such as species, size and trunk
diameter



Encouraging the production of citizen-driven
digital services

For example: the "Métropolisation de Paris par le
numérique" ("Making Paris more metropolitan
through digital technology") call for projects

« Calling upon the creativity of local players, artists,
non-profits, young researchers and entrepreneurs
 Encouraging project production , visibility and long-

term implementation

 Creating a true network of project backers , which is
essential to new Initiatives...



The "Métropolisation de Paris par
le numeérique" ("Making Paris
more metropolitan through digital
technology") call for projects

learning about metropolitan wildlife
through heightened sound reality, an
innovative, poetic way of looking at the
urban setting.



The "Métropolisation de Paris par
le numeérique" ("Making Paris
more metropolitan through digital
technology") call for projects

City Art

keeping a record of temporary urban
street art



The "Métropolisation de Paris par
le numeérique" ("Making Paris
more metropolitan through digital
technology") call for projects

Dring 93

teaching youth to make mobile

telephone reports through theatre
training



Best practices for metropolitan players

e Focus all efforts on information quality and updating
rather than on website creation

e Contextualise/ localise/customise information and
services

« Spread information through various websites and blogs
(XML > RSS > blogs, networks and sites)

« Make digital mediation a new aspect of close,
personalised services



3. Renew
assets starting
at regional
level



Renew assets starting at regional level

The metropolitan scale draws its worth from helping
develop and share assets

Technologies are moving forward faster :

developing creative, responsive companies that are
visible on the Internet

Improving and expanding the regions' business assets
exchange and creativity in the ecosystem



The risks that the economy will
become less local

Metropolitan areas are threatened by the risk that

their economies will become less local, through
various combined effects ...

online marketing, sales and publication tools that let
thousands of pure players worldwide work in all business
sectors

the fragmentation of production processes and value
chains

the emergence of online marketplaces






Local renewal through technology

The metropolitan area must support bold entrepreneu rial
performance in line with its region's values

Drawing inspiration from  university, cultural, and social heritage to
promote development projects with a regional foothold

Using new technologies to create a true showcase for research
Institutes, start-ups, companies, competitiveness clusters, etc.

Making values and quality of life easier to underst  and, since
these factors are essential to the appeal of a non-material economy



Stimulating exchange and creativity in the
ecosystem

"The Internet increases the value of anything that cannot be communicated
remotely and anything that requires direct contact and efficiency"
Pierre Veltz

Developing innovation models  that are open on a

metropolitan scale

— For example: Lutece software developed by the City of Paris and
used by several local authorities

Promoting the creation of metropolitan clusters on

sectors with high potential for setting themselves apart

Developing business co-production spaces such as
NeuillyLab and La Cantine



|
The
Invisible
Clty The metropolitan area has a non-
material asset stock made up of

Information, mutual enrichment,
be CO m eS cross-functionality and global
. . (} |
visible

influence
Dan Hill, architect i
an Hil, architec The metropolitan area needs to

map out its region's digital
dynamic to continue its
development according to the
principles and values that set it apart



The principles of digital metropolitisation...

Using the Internet to make the
metropolitan economy more local and
regional

Developing policies to improve social
interaction and combat social isolation
by coordinating virtual social networks
and actual public spaces

Developing influence by promoting the
metropolitan area and its unique values.



