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Nowadays, "Creative Placemaking" is an essential area in UX Design. When we think of a 

good city to live, we not only consider the quality of housing, schools and transportation, but 

also acknowledge the cultural vitality and character. For UX designers, a fundamental 

question often comes to mind: “how to design an effective "Creative Placemaking” for 

welcoming hard to reach audiences and empowering them to confidently discover the 

cultural richness of the city?” Citing a quote from the urban author - Jane Jacobs (2016), 

"Cities have the capability of providing something for everybody, only because, and 
only when, they are created by everybody.", which means humans are the core value in 

urban planning or even more creative placemaking.

Through discussing what is creative placemaking, the success factors and the examples of 

our project. This essay will illustrate the challenges in the aspects of “Community" and 

"Sustainability". After analyzing them, it will evaluate the future of creative placemaking as 

UX designers.

(Gulliver Hancock, 2016)



According to Markusen and Gadwa (2010) and Nowak (2007), “Creative Placemaking” is 

defined as the use of arts and culture by diverse partners to strategically shape the physical 

and social character of a place in order to spur economic development, promote enduring 

social change and improve the physical environment. One of the key findings in their paper 

is that "Community" is the core value in creative placemaking. Throughout the Macro UX 

project, we understood that people are looking for lifestyle, for real experience, real emotion, 

not only something that we build for them, but something that can really interact with them 

and somewhere define who they are.

In "The Walk for Music - Culture Mile" project, our group faced a challenge about 

"Community". We over-focused on the history and culture in the beginning and we lacked a 

human-centered mindset for the community. In an attempt to tackle this challenge, we 

rethought about "What does it mean to be a citizen of Culture Mile area?" and "How it
defines the identity and the spirit for them?" If we merely design a creative idea without 

considering the needs of the community, people would not have any motivation to engage 

with our design. (Schneekloth and Shibley, 1995) It enlightened me on this issue. Dealing 

with the community challenge is not only considering the place history and culture rather 

regarding citizens' sense of identity. It is more significant to design an idea that can make 

people civically engaged and care about their community; that they are proud of it and feel 

like they belong.



Regarding community, cultural and economic development, creative placemaking is 

necessary to balance these in order to maintain sustainable urban development. (Vazquez, 

2012) In the Culture Mile project, our group experienced a challenge about planning the 

sustainable proposal of our idea.

According to Markusen and Gadwa (2010), placemaking is the idea that a place is not only a 

form. It is also the experience and the life people will have in this place. It makes me rethink 

"How to design the form and meaning in creative placemaking?" and "How to make 
them into a long way?" As we know, the goal is engaging the community rather than 

creating a one-time viral idea. It needs to link with histories, culture and communities that 

live and activate this place. Most importantly, it also considers the economy and environ-

ment. Although it is challenging to balance everything, it is essential to think of the durability 

of the design and also the long-term opportunity. By rethinking about "What is the true 
value for sustainable design?", we built the long term narrative meaning for our project. As 

we know a narrative place where allowing socialization, connection, learning, support and 

contribution can build a longstanding relationship with people, place and business. (Walker 

and Marsh, 2018) We are not just providing something, but also people need to contribute to 

the places. This is how sustainability works.



Research by Debra Webb (2014) demonstrated the framework and the shortsighted 

problems of creative placemaking. It conducted me to think of "How the future of creative 
placemaking will be?" Some people claim that it is suffocating for just creating shortsighted 

creation even if it helps the urban renewal. For example, combining new technology with 

history & culture could be a possible way to transform the form of creative placemaking. 

However, it makes me evaluate "Is the form of creation the core value in creative place-
making?".

At a deeper level, it is more about how to connect people and place at the spiritual level, 

which is at the top of Maslow's Hierarchy of Needs - Self Actualization (McLeod, 2007). 

Therefore, I believe that creative placemaking does not just focus on innovation and 

medium, but also need to become more transformative. In the cities of our future, UX 

designers hold an influential role in creative placemaking. By taking transformative 

perspectives, they should critically review their approaches to improve the cities. It is a 

vision for us to explore future possibilities. 

(Diller Scofidio + Renfro, 2020)



This paper has demonstrated the challenges throughout the Macro UX, and the future vision 

of creative placemaking. It has outlined our Culture Mile project as an example to support 

the argument. Exploring the new opportunities in "Community" and "Sustainability" can be 

beneficial for creative placemaking. It is not just creating new things for human but true 

engagement is the way in which all humans can gain and contribute. (Markusen and Gadwa, 

2010) Most importantly, it defines their identity and spirit.

All in all, I believe that creative placemaking will become a global trend in the future. 

A transformative mindset of creative placemaking is necessary for addressing the 

complexities of future urban development. As UX designers, we should improve our mindset 

incrementally and deliberately in order to face future challenges.

(Rivera, 2018)
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