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Our Smart Indian adventure.
Lessons, inspiration & insights
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The Smart City
Transformation Mantra:




“To become a
self-sufficient city of
productive neighbourhoods
at human speed, inside a
hyper-connected zero
emissions metropolis”
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We the people vs you the technology
(get your organizations ready!)
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Analysing the City
Anatomy

People, information, nodes, public space,
infrastructure and environment.
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Social care

Nutrition

4

\ Is she eating?
Does she walk every day?

Tele-care

Can she afford electricity ?
Is her home in a good condition?

How much is she spending for water?
D Is the price of her house, affordable?
€ - Does she see family, friends, neighbours?

Social Interaction Personal economy Housing How is she fi ee/ing men tally, phySIC&//y7

Health care

™
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Social care

Nutrition
Famil tivitie
T AR Healthy Lifestyles
Tele-care

Health care Social Networking

Kids Care

ﬂ): €

Social Interaction

Personal economy Housing

Kids School Family economy House, car... repair
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Volunteering

Save walksides

Public Transport

Education
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Designing Public Space

and services with loT

Sensorised elements in the City:
- Water Cycle

- Lighting

- Waste Management

- Green Spaces ' y '
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- Public Transport

-Traffic Management

GRACIA NOVA SRLOMAIN

Th tettetLe:

- Noise control o e 8D

- Weather conditions
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Where people live who work or study in Marina del Prat Vermell- Where people who live in la Vila de Gracia
AEl Zona Franca work or study

Big Data to monitor
daily commuting

Data from over 300,000 cellphone users provided
the basis for a new map of commuting patterns in
Barcelona
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New Bus Network

» Improve the city’s public transport system

» Provide better connectivity, a wider territorial coverage
* Improve waiting times

+ 28 high performance new bus lines

» Easier to use and offers better service to citizens.

@ Planol nova xarxa de bus

B B}
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New Standards
According to the
Ambition
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Current Model Superblocks Model
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@ PUBLIC TRANSPORT NETWORK ﬁ PRIVATE VEHICLE PASSING DUM PROXIMITY AREA
BICYCLES MAIN NETWORK (BIKE LANE) @ RESIDENTS VEHICLES ACCESS CONTROL
_@_ BICYCLES SIGNPOSTS (REVERSE DIRECTION) g URBAN SERVICES AND EMERGENCY s BASIC TRAFFIC NETWORK

FREE PASSAGE OF BICYCLES fl== DUM CARRIERS SINGLE PLATFORM (PEDESTRIANS PRIORITY)
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Smart also means clearer, safer and... more $ Cta.
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»  WiFi city applications

+ Contactless (QR and NFC
technology)

» Wayfinding touchscreen

» Dynamic digital advertising.
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Placemaking as the
Smart Anticipation
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Barcelona Case Study
Smart Placemaking
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Before



Barcelona Smart Urban Acupunctures
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Barcelona Smart Placemaking

* Empty plot for more than 4 years

* Reservation for an Urban Park in the General Plan
* No budget availability

» Marginalisation

Before

» Temporary arrangement

* Low cost budget

* Playground area

* Reference public space at neigbourhood level
» Week-end market stalls
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Barcelona Smart Urban Acupunctures

McKinsey&Company

Cta.

the City Transformation Agency







- R, -

L p

McKinsey8Companfs

tao “

theTity Transformaudfi Agencyd =




'*1' b pV

ae }Al‘in-

-. vl
sy |

._T-,,l:l HEY, o Owary 18 X
T DO
R e T AT
o RS o i
IS

TEram— G
P

et ]

o I
v

0
O
c

8

tegrating bicycle

lic sites hypothesis

Regenerated Nalas in
and smart pub




Pune Future Smart Public Places
Affordable High Impact Urban Transformation Strategies

McKinsey&Company
Cta.
the City Transformation Agency
. Space 4
Space1 Sport & Leisure
Transport Hub and recycling plant PMC Network K
a 8 <l A,
rmar . 3 Vi-Fi - Cri
2 \ public transport 5 Parks .. W#FI C;:g;éet \
% > O I Ny
(V) g Waste K K Sport é@
— Wi-Fi = o itch ~ r
il \ management ., 3 pitches e Riverfront
8 o) : development
) ==
gz e pran
] ‘
D %, -
Q w N
Z 2 d 7
0 = ¥ 4
> Wi Ema_r;( Urban
_2 \ 5% 2 [ urniture
(@] % Education and Native
\ 4 : y !
(Q‘ : Wi-Fi conciousness JABB Local % Vegetation
W) =TT 1 Market
3 IR b Space 3
3 Kidsgames e et
o
Space 2
Playground

Nature & Calm Environment

25



Nala green ways

Water treatment
Waste management

<

Smart Lighting
Integrated Sensors

Wi Fi

=
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Smart Lighting Smart Furniture
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Nala Regeneration

Pedestrian walk
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Place making -Indian Context

The approach — site selection

criteria PLACEMAKING
Design objectives In

Implementation mechanism PUNE

-

11/25/2016
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PLACE MAKING OBIJECTIVES

v Positively Impactful

v'High Recall Value

vEconomical Development Cost

v’ Platform For Citizen Involvement

vSmart And Sustainable Design Elements

SIGNIFICANCE

UPune to be the first smart city in India to implement place making

(13-6 sites to be developed with various themes and smart applications in next 3 months.
L50-100 sites more to be identified for developing well —connected placemaking clusters
spanning entire city

11/25/2016




Location of Identified Place-making sites

3
Googleea rt:ﬁ\
C

® Total 9 sites - 3 sites in ABB. 2 sites in the city center, 1 in south-west, 1 in south
and 2 in north-east part

® High Visibility & Community connect - Frontage on major roads or arterial roads
® Diverse neighbourhood, large catchment and landuse for each site

® Sitearea varies between 500 sqmt - 15000 sqgmt

McKinsey&Company
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PLACE MAKING PURPOSE

* Wide range in type of social interaction across various age groups.
« Typical format of gardens/playgrounds/ built interactive spaces fall short of providing

the special requirements.

Understanding the dimensions of social interactions
amongst enthusiastic PUNEKARS

11/25/2016
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Routine daily morning health regime

11/25/2016
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Daily/weekly or periodical activities

/hobbies of kids and home-makers

—-

Students hang out areas Spac_e for women to pursue their
11/25/2016 hobbies
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During yearly cultural
events/campaigns etc.

College Fests
11/25/2016

Social artists communities events
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PLACEMAKING — USERS / STAKEHOLDERS

* Wide range in Users’ profile

* Requirements vary for individuals and communities

MEET THE PROSPECTIVE PLACEMAKING USERS

11/25/2016




Individuals

Profile

*Student/fresh
employed
*Puneite/hostelite
*Professional/
technical background

Activity

*Hangout/leisure
creative hobby / sharpen
technical skills.
Individual study space

11/25/2016

Profile

*Home makers
*Puneite or new-
resident

Activity
*Learning
*Hobby
*In groups

Profile

*Senior citizens
*Puneite or visitor
*Active/dependent

Activity
Leisure
Learning
*Hobby
*In groups

-
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Profile
*Age group-2-15
*School students

scamps

Activity

Daily playtime
*Hobby
svacation camps




— (

McKinsey&Company | —

Cta. .

_ Y\
o\
/ \

the City Transformation Agency \// [[<<
Educational organisations/Social Communities/NGOs/Govt. Agencies /CSR

initiatives

A
'\
S :?h SMART CIT

J a nwani S/ ] % CORPORATION LTD.

Pune Municipal Corporation

C S I ‘ Indian
National Trust

FOR PMC SCHOOLS for Art and
INTACH cCultural Heritage

Hl Urban Sketchers

\%Sune |
iennale
% Foundation

11/25/2016




PLACEMAKING — STAGES OF PROJECT
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Add-ons
Implementation
|
:_esilg_n i A Linking with
inalisation |
Concept A O;c:ceermakin
. building ‘ ! Engagement/tende spites/other &
Site Developing detail ring/working out |
finalisation | design through operation/mainten smart elements
Site ‘ Opinion public ance model
selection A ! survey/secondary cqnsultation/profe
data docs/ ssionals/experts./o

Understanding
site

Citizens’ info/ownership.
suggestion/Auth Processing the
orities’ transfer and
suggestion

development
permissions

11/25/2016

Development rules btaining approvals
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Keep it Simple yet Impactful

Location - High Visibility, Close vicinity from major transit routes & Social Infrastructure, Acquired Land

User Profiling - for all age groups, common citizens, underprivileged as well as people with special needs
Design Mantra - Humane Scale and Dynamic multi-purpose use. Cost effective and High recall value.

Fast implementation - Quick transition (within a month?) Use of prefabricated, precast, modular elements.
Identity & Branding - An attribute or Design element binding all the sites throughout diverse themes.
Smart element - ICT integration allowing theme specific contents and functional enhancement
Sustainibility - Green features, re-use material, local resources and low maintainance

Scope for Citizen engagement - During execution stage.

People's participation in managing Dynamic platforms with programmatic Smart Pods.
11/25/2016




CONCEPT BUILDING

Baner Cluster

Youth & Education

Senior Citizen &
Wellbeing Park

Creativity Plaza

Play Park for all ages
& all needs

ABB Baner, placemaking cluster -

 Its approximately 1 sgkm cluster comprising 3 diversed themed places + nala
garden

» All 3 sites are on Main DP roads connecting Baner Road to Pimple Nilakh and
Aundh

11/25/2016 » Baner cluster to become a casestudy and benchmark for at least 20 more such

rhiietare anrnce Diina ity




Catchment Profiling

Cosmopolitan Visitors
Young IT employees
Young families with Kids

What is around?

*Baner, Balewadi, New
residential societies
*River front Development
*Adjoining landuse —
Residential & Riverfront

Theme

Art and Culture Centre

Site area — 1614 sq.mt
Purpose — Amenity Space

11/25/2016
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‘we wish to have a place
where we can
participate/experience the
arts/paintings/sculpture
making. Can take kids to
such a place where such
demonstrations/exhibits
/workshops happen
frequently so that they can
see the artists work and

develop interest in this field.

Kavitha Menon
Working professinal, Baner

11/25/2016
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« 60 m wide frontage - providing 85sqg.m. of art wall space available for graffiti
» capacity for 200 audience

« 200 sg.m. space for exhibit and display

- tednt'of’40 artistes can work for at one time for any art



Nagar Road : Amenity Space 4

Catchment Profiling
Cosmopolitan Visitors
Young IT employees
Matured families

What is around?

BRT, Malls, Hotels, Schools,
Offices, Residential colonies
Adjoining landuse -
commercial and institutional
Transport — BRTS corridor
BRTS bus station — Dharma

nagar
Theme:

Innovation & Ecology
Status:

Site Area - 2189 sqmt
Use - Amenity

11/25/2016

6/1 Wadgaon Sheri

McKinsey&Company
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Nagar Road : Amenity Space 46/1 Wadgaon Sheri
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the Smart City Green Box

AQUAPONICS UNIT:

(1) FISH TANK

(Z) BACTERIAL FILTER
(3) PUMP

(&) HYDROPRONIC PIPES
(5) CONTROLS

(6) GREENHOUSE

(7) GRID FLOOR
CONTAINER

11/25/2016
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Satar Road: Amenity space 685 Bibwewadi

Catchment Profiling

Institute student “ L N e e e 3 I
Residential people “Aabiau Sathe Jnpaddat Compier S LRSS o L Pt 1

What is around?
Residential, school, Colleges, [
Commerical area EEy .
Adjoining landuse -
Residential and institutional

Transport — BRTS corridor A = @ g
Theme' 5 S ‘San‘ﬂr]h.z{_u Housing Sociely b

: E 'E
Smart Lab / T e ERTER T WLE
Mobile Skill development ' =

Status:

Site Area - 565 sgmt
Use - Amenity

11/25/2016
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Satar Road: Amenity space 685 Bibwewadi

N
11/25/2016
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ADD- ONS : SMART TOTEM

11/25/2016

—

CCTV Surveillance to monitor
the site for safety and
security,

Smart lighting, WiFi, Public
Announcement System,
branding etc.

Colour bands representing
basic activity themes, bringing
each theme its own identity.

Minimal design, that is unique
yet common for all Smart City
place making spots. Added to
it, its height that helps identify
the spot visually from a
distance

McKinsey&Company
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ADD- ONS : SMART BOX Cia_

Smart Box Contents 1- 3D digital printers (at least 1)

5- Movement sensor
Air quality sensor

#- solar panels

2- Wi Fi Connection
(High speed connection)

3- Interactive digital screen at the back
(to programme digital contents and games)

11/25/2016
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City Ildentity is the
smartest
Planner trigger
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Big Data to Smart Urban Design
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Smart is about who we are... and who
we want to become: a Productive and
Experiential Society
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“Smart Edutainment”
for a gorgeous
heritage
Chase the visitors!
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“Smart Experience
Center

as a Legitimizer and

Tourlst attractlon
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