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Introduction

Pour répondre aux enjeux de la ville de demain, la ville numérique semble étre au cceur des
préoccupations et des orientations des métropoles. Dans le cadre de ce dossier, nous nous allons nous
attarder sur ce sujet suivant :

La ville numérique : une orientation vers une standardisation des métropoles ?

Avant de rentrer au cceur de ce sujet, il nous semble pertinent de définir les grands concepts de cette
question. Tout d’abord, la ville numérique correspond en anglais a la smart city, qui renvoie, dans un premier
temps, a la notion de ville intelligente. En France, il s’agit essentiellement d’une ville dans laquelle 1’usage
des nouvelles technologies de I’information et de la communication (NTIC) est au cceur de la création de
nouvelles expériences de vie urbaine. Ces aspects de la ville numérique se retrouvent autant dans la
dimension substantielle que procédurale de la ville. Cela renvoie respectivement a 1’aspect matériel de la
ville (concret) et immatériel (jeux d’acteurs, mise en place des projets). En somme, la ville numérique donne
naissance a de nouvelles maniéres de penser et de faire la ville. Elle permet & la fois de construire la ville de
demain tout en élaborant de nouveaux processus de la fabrique urbaine ¢’est en soit, son effet pervasif.

De nouveaux acteurs, notamment privés, ont été identifiés dans les projets urbains. Il s’agit d’une extension
du modéle capitaliste qui consiste, a travers ses pratiques, a un repositionnement des acteurs publics ainsi
gu’a une remise en question de leur légitimité. Ce phénoméne concerne essentiellement les métropoles. Le
processus de métropolisation constitue en effet le pendant urbain de la globalisation : certains espaces
urbains dominent la hiérarchie urbaine mondiale grace a leur forte capacité de polarisation des flux et des
fonctions économiques et/ou politiques. Lorsque nous évoquons ces définitions nous pensons a Paris, New-
York, Londres, Hong-Kong... En somme, des villes misant sur I’innovation et la créativité pour promouvoir
leur territoire et qui font donc appel a ce que David Harvey appelle le city branding, traduction du marketing
territorial. La transition vers le numérique semble étre & I’ccuvre pour maintenir ou engager un processus de
métropolisation. La ville numérique semble étre une fin en soi. De nouvelles compétences et de nouveaux
modes de faire sont nécessaires a 1’adaptation des villes au numérique. Notre sujet ne serait-il donc pas plutdt
un questionnement autour des processus qui font que les villes deviennent créatives? En effet, la
standardisation correspond au processus de « normalisation, modélisation et d’une production destinée a une
fabrication en série, une préfabrication en vue d’assemblages, une démultiplication ou une utilisation
systématiques », (FNCAUE) comme dans le cadre de la production industrielle. Nous pouvons donc nous
poser la question suivante :

Dans le cadre de la métropolisation, la ville numérique génére-t-elle des standards, un modele préconcu,
duplicable a tous les contextes territoriaux?

Différents exemples nous montrent cet impact du numérique dans les pratiques urbaines ou
architecturales avec par exemple la place de I’architecture internationale, les starchitectes faisant appel a
I’architecture paramétrique a I’image de Franck Gérhy ou de Zaha Hadid. Ces dimensions nous amenent a
considérer la place des acteurs prives dans la fabrique de la ville, qui constitue aussi bien une collaboration
qu’en opposition au secteur public. Ainsi, les métropoles s’orientent vers la ville numérique, soit par une
démarche volontariste, soit dans la contrainte. Afin d’éclairer ce sujet, nous allons présenter deux textes : le
premier texte renvoie aux différentes figures-types de la ville numérique, écrit par Nicolas Douay, et le
deuxiéme, écrit par Richard Florida, expose I’émergence d’une classe créative. Nous présenterons aussi trois
références de projet.



Références de projet
Nicolas Douay - « L urbanisme & [’heure du numérique »

Comme premier texte, nous avons choisi de travailler sur le livre de Nicolas Douay « ’urbanisme a
I’heure du numérique », dans un souci de compréhension nous avons réussi a trouver un article résumant ce
dernier. Nicolas Douay met en avant 4 figures-types de la ville numérique permettant de positionner 4
maniéres de pratiquer 1’urbanisme numeérique. Ce qui est intéressant dans ce texte est la diversité des
pratiques auxquelles il renvoie, que ce soit du point de vue de la planification, que de I’acteur dominant ou
encore de la place de I’urbaniste. Cet article nous permet ainsi de rendre compte des moyens auxquels peut
faire appel la ville numérique : il ne s’agit pas seulement de I’introduction des technologies de I’information
et de la communication dans 1’urbain mais également de I’utilisation de plateformes plus ou moins fermées
pour recueillir des données, améliorer la gestion de la ville ou construire durablement. Finalement, les
objectifs et les méthodes divergent, amenant a différentes manieres de percevoir et de concevoir la ville.
numérique, dans une logique d’adaptation & chaque contexte territorial.

CURBANISME A ['HEURE
DU NUMERIQUE

Lauteur identifie quatre facons différentes selon lesquelles le
numérigue est en train de bouleverser totalement la pratique
urbanistigue. Decryptage de ces dynamiques, souvent plus
complémentaires gue contradictoires, a loeuvre aujourd’hul
dans les grandes villes.
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Micolas Douay', maitre de conférences en aménagement-urbanisme 4 Uuniversité Paris 7

gz mutations technologiguas ont souvant
L produit des changements sociaux impor

tants, qui s& traduisent dans lespace et
la pratiqueds laménagemeant. Alars gue lavills
ntalligante fait partis des concapts incontour
nables, voire dominants, les usages du nume
rigug peuvent influer lurbanisme selon quatrs
directions ditférentes. Ces scénarnos sont repré
zantés par une boussole, composés d'un axe
horizontal opposant acteurs institutionneals at
non-institutionnals, et d'un second axe, avec
lopposition entre ouverture at fermatura.

SCENARIO 1: UN URBANISME ALGORITHMIGUE
OU LE RETOUR DES EXPERTS

La pramigre diraction possible rapase sur la
croyance dans la technigue et las données,
dans la tradition de la eybernétique inventée a
la tin des années guaranta. La wills intalligente
repose, aujourd’hui, sur un accés a des don

néas supplémentaires, dont le traitemant ast
rardu plus rapide par le numérngue, affrant de
nouvelles ressources pour laméeénagament. Las
acteurs privas participent a la circulation deces
maodéles. C'est d&)a le cas du groups IEM et du
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centre d'opérations de Rio de Janeiro. Ca der-
rier collects des données auprés d'une tran-
taine d'agences et de services municipaux, les
stocke et les traite grace & de puissants algo-
rithmes, qui vont permettre de modéliser ces
données. Lobjectif est de mieux gerer la mobi-
lité et las flux d'énergie dans l'espoir de batir
unaville plus durable. La craints est qu'lBM, gui
fournit les algorithmes, participe 8 un controle
generalizé de la population sans se préocccuper
de lintarat des citoyans
ou des grands enjeux
urbains, an particulier
la question de la gqua-
Lité et de l'accessibilite
sociale des infrastruc-
tures. En outra, le
cantre da Fio particips & une déapolitisation
des politiques urbaines - la réponse aux enjeux
publics améne a la formulation de réponsas
techniquss sans mise en débat das solutions,
e qui laisse craindra una dépossassion de la
praduction urbaine au datriment des citoyans.
Dans ce scénario, lanumérisationdes meéthodes
d'aménagement correspond au retour d'un
urbanisme d'expertizs, avec ladominationd’ac-
teurs techniques du sectaur privé dans la pro-
duction urbaine. Cela donnarait une nouvelle
Jeunesse 8 une approche rationnelle, qui appa-
raitrait maintenant sous les traits d'un urba-
risme durable.

SCENARIO 2 : UN URBANISME UBERISE SOUS

LA PRESSION D'UNE EXTEMSION DU DOMAIMNE
DU CAPITALISME URBAIN

La deuxiéme direction possiole renvoie a l'eco-
nomia digitale - un vaste marché pour les
grands groupes da seraces urbains - mais aussi
a l'&mergence de nouveaux acteurs. Concréta-
rment, le privé devient plus présentdanslespace
urbain at fait évoluer la défirution tradition-
relle des sarvices publics, avac les sarvicas
de mobilités partagées comme Valib' ou Auto-
lit' & Paris, ou les bornes de connexian LIMK a
Mew York. Quelgues start-up procédent auss
& une disruption (rupturs), & 'image des chauf-
faurs Uber ou des logements Airbnb. Sur cette
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LA, CARTCOSRAPHIE
SERT DE BASE AL NOLWEALX,
ECHAMGES DEMOCRATICUES

derriére plataforme, Paris est la premiére des-
tination, avec prés de 50000 logements {cantra
BOO00 chambras d'hétel). Les locations ne sent
pas toujours occasionnalles et le nombre da
logements retirés du marché de lalocation est
estima a plus de 20 000. Cela participe & laug-
mantation des prix immokbiliers, gui alimante le
processus de gentrification. Face & cette récu-
pération marchande de 'économie du partags,
la municipalite tente d'encadrer les locations
en limitant la durée &
120 jours, en obligeant
leversarment de la taxe
de sgjour &t endarman-
dant l'enregistramant
du logement.

Ainzi, le numariqua fait
apparaitre de nouwveaux acteursdans la preduc-
tion urbaine, quiviennent remsttre an cause la
legitimité et la capacité d'action des acteursins-
titutionnels. || s'agit d'une poursuitede la priva-
tization de la ville que 'on paut rapprocher da
laporoche stratégique da lamenagamaent avec
des acteurs privas, dont Uinfluence augmenta
endoublant les acteurs publics.

SCENARIO 3 : UN WIKI-URBANISME

A LA RECHERCHE D'UME VILLE ALTERMATIVE

La troisigéme direction correspond aussi d un
contournement des acteurs publics, mais par
la société civile. En effat, en suivant lesprit des
créateurs du réseau internst, des citoyens plus
OU MOINS organises, mais agissant toujours an
réseau, semparent des guestions urbaines. Cas
uhacksurs » ou « codeurs » civigues participent
au mauvarnant des « civic tech » an développant
des dispositifs socio-technigues au service d'un
renouveau démaocratique. Ca wiki-urbanizme
correspond adifférents registres d'action, allant
de la contestation, svec des sites de pétition en
ligne [par exemple & Marzeille, en 2013, une
petition a permis le retrait du projet de casing, &
desformes plus élaborées de contribution et de
délibaration. Bien souvent, la cartographie sert
de baze & ces dchanges, comme pour Carticipa,
qui proposs de localiser de nouvelles idéses, de
les commenter et de woter.
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Dansce cas, les acteurs de la sociébé civile par-
ticipant & la meéme dynamiques gque les actaurs
orives du numeérigue, en remeattant en causa la
lggitimité et la capacité d'action des acteurs
publics & faire laville an les contournant. Cette
dynamiqua n'est pas nouvelle, Il agit de [in-
fluence des mousements seciaux, quisappuisnt
maintenant sur le numérique at viennent ainsi
renforcer lapproche communicationnelle de
Ffaménagement. 0e méme que lurbanisme ubé-
risg, lewiki-urbanisma constitug unéremissan
cause des actaurs publics.

SCEMARIO 4 : UN URBANISME OPEM-SOURCE
PAR LE RENOUVEAU DES PRATIEUES

DES IMNSTITUTIONS DE L' AMENAGEMENT

Enfin, la quatriéme possibilité s'appuie sur les
institutions. Pour alle, la numérisation ren-
volg d la circulation et louverture des données
publiques (open data) et aux nouvelles res-
sources offertes par la technologie pour mattre
endialogue les acteurs de la ville, avec une évo-
lution des instruments de la participation. Ces
dispositifs socio-techniquas pauvent prendre
différentes formes en fonction de la nature
des objets discutes, de leurs spatializations at
des degrés douverture de la décision. A Paris,

DES CONFIGURATIONS LOCALES FORCEMENT
HYBRIDES ET INEDITES

Cesquatre directions qu'emprunte lurbanisme
numérise sont davantage complémentaires que
contradictoires. Localemeant, Uune ne va pas
gclipser toutes les autres Ainsi,dans la plupart
desvilles, il est possible da rapéarar des interac-
tions dans des configurations locales forcémant
inédites et hyibrides. Elles mattent en avant dif-
farentes catégories d'actaurs (techniques. pri-
vesz, citoyens et institutionnels), quiillustrent la
diversité des effets du numérngue.

A Paris, on ratrouve ainsi lu sage dubig data pour
les grands operateurs de services urbains, les
enjeux de régulation des plateformes comme
UberouAirbnb, lesz mobilisations ciboyannes en
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la numérization a débuté avec la cartae parti-
cipative « Imaginons Paris » lors de la révision
du PLU, avec 27 838 visites at 2 2BB contribu-
tions. Ensuits, le budget participatif a rassem-
Bla 5115 idées en 2015 et 3358 en 2016, Pour
cettadernigre année, 92 B9 votes ontpermisde
départager les 219 projets lauréats, qui banéfi-
cient de 34 millions d'euros de budget. La par-
ticipation change donc de nature en devenant
moins conflictuelle et plus balizée. Le pouvoir
décisionnel citoyen est plus impartant, méme
51 la dimension de déliberation collective ast
peu présenta car les processus sont largement
encadrés politiguerment et ad ministrativernent.
Par ailleurs, l& nombra de citoyens mobilisés
ezt plus large. maiz il West pas certain gue cela
réponde & lenjeu dedrvarsification des publics.
Le numeérigus vient ainsi doenner des res-
sources supplémentaires pour rendre plus
tangible le tournant collaboratif dans Curba-
rizma.Celui-ciapour objectif de parvenir ades
consensus parlintermeadiaire d'une interaction
réussie entreun grand nombre d'acteurs. Dans
ce sansg, les technologies numériques offrent
de nouvelles possibilités pour rendre ce tour-
nant plus effectif ot réduire le décalaga entre
theories at pratiques.
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ligne contre des grands projets dits « inutiles =
at le développement de plateformes participa-
tives.

Lavenirdira =i la numerisation progressive des
villes sara a la hauteur des promesses, mais
nous pouvons déja faire Uhypothése gu'il 'agira
dunalémant central de lévolutiondala pratique
dalurbanisme. B

Micolas Doudy @5t dgalernent cherchaur & Tunilé micte
de recharche Géagraphie cités (Eguipe CRIAL

1. Cetexta ast une synthése da Flonifier & Chewre

du nurmdrique, M. Douay, thése d'habiltaton a diriger
des recherches, Université Paris-Sorbonne, 2016,
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Richard Florida, « The rise of the creative class »

Cet article de Richard Florida traite de la classe créative. Selon lui, ¢’est une classe nouvelle de
travailleurs tres qualifiés, employés dans les domaines scientifique, culturel, des hautes technologies : les «
créatifs ». C’est une population supposée trés mobile, dont les stratégies de localisation sont guidées par la
recherche d’aménités urbaines. Il s’agit du type de travailleurs les plus recherchés par les entreprises, qui
produisent la plus grande plus-value. La capacité d’une ville a attirer cette classe sociale conditionne son
intégration a la nouvelle économie - donc, a amorcer un processus de métropolisation.

Leur attraction dépend de multiples facteurs, comme une atmosphére accueillante - le principe des
plug-and-play communities, ou il est facile de s’installer et d’entreprendre -, ou la présence d’espaces publics
agréables, d’un centre urbain en renouvellement et d’un secteur des hautes technologies important. Une
standardisation des aménités offertes par les villes est ainsi a I’ceuvre. Les villes qui ne parviennent pas a
attirer ces classes créatives sont celles qui n’ont pas su s’adapter. La ville créative, numérique, induit en effet
des adaptations dans les pratiques urbaines. Il s’agit d’un changement de contexte culturel.
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his ears. An olwious slacker, | thought, probably in a
band. “So what 1s your story?” [ asked. "Hey man. |
just signed on with these guys” In facr, 25 [ woeuld
farer Tezaen, he was a gilted stadent who Bad inked the
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little more than 20 years ago, when students would
put on their dressiest clothes and carcfully hide any
counterculture tendencies to prove that they could
fit in with the company. Today, apparently, it’s the
company trying to fit in with the students. In fact,
Trilogy had wined and dincd him over margarita
parties in Pittsburgh and flown him 1o Austin for
private parties in hip nightspots and aboard com-
pany boats. When | called the people who had
recruited him o ask why, they answered, “Thats
casy. We wanted him because he's 2 rock sear”
While | was interested in the change in corpo-
rate recruiting strategy, something cven bigger
struck me. Here was another example of » talented

Mellon is one of the world's leading centers for
rescarch in information technology. The Universi-
ty of Pittsburgh, right down the street from our
campus, has 3 workd-class modical center. Prrtsbargh
attracts hundreds of millions of dollars per year in
university rescarch funding and is the sixth-largest
center for college and university students on a per
capita basis in the country. Moreover, this is hard-
Iy & cultural backwater. The city is home 10 three
major sports franchises, renowned muscums and
cultural venues, a spectacular network of urban
urban neighborhoods with an shundance of charm-
ing yet affordable housing. It is & friendly city,
defined by strong communities and » strong sense
of pride. In the 1986 Rand McNally survey, Piets-
burgh was ranked “America’s Most Livable Ciry,”
and has continued to score high on such lists ever
since.
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Yet Pittshurgh's economy continues to putter
along in 2 mddling flat-line pattern. Both the core
city and the surrounding metropolitan arca lost
population in the 2000 census. And those bei
young university keep leaving. Most of
Carnegie Mellon's inent alumni of recent
years — like Vinod Khosla, perhaps the best known
of Silicon Valleys venture capitalists, and Rick
Rashid, head of rescarch and development at
Microsoft—went clsewhere 1o make their marks.
Pier’s vaunted medical center, where Jonas Salk cre-
ated his polio vaccine and the worlds premicr ongan-
tramsplant program was started, has inspired only 2
handful of entreprencurs 1o buikd bsotech companics
n

Oner the years, | have scen the community try
pust sbout everything possible to remake itself so as
to strract and retain talented young people, and |
wis personally imvolved in many of these efforts.

Pretsburgh has lunched 3 multitude of
10 diversify the region’s cconomy away from my
industry into high technology. It has rebuilt it
downtown virtually from scratch, invested in 2 new
sirport, and developed 3 massive new sports com-
plex for the Pirstes and the Steclers. But nothing, it
seemed, could stem the tde of people and new com -
panics leaving the region.

| asked the young man with the spiked hair why
he was going to a smaller city in the middle of Texas,
» place with & small sirport and no professional
sports teams, without 3 major symphony, ballet,
opera, or art muscum comparsble to Pirtshurgh's.
The company is excellent, he told me. There are
abso terrific people and the work is challenging. But
the clincher, he said, is that, *It’s in Austin®™ There
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are lots of young people, he went on 1o explain, and
a tremendous amount to do: a3 thriving music scene,
ethnic and cultural diversity, fabulous outdoor recre-
good job offers from high-tech firms and
knew the city well, he said he felt the city lacked the
lifestyle options, cultural diversity, and tolerant atti-
tude that would make it attractive to him. As he
summed it up: “How would 1 fit in here™™

This young man and his lifestyle proclivities rep-
resent a profound new force in the cconomy and
life of America. He is 3 member of what 1 call the
creative class: a fast-growing, highly educated, and
well-paid segment of the workforce on whose effors
corporate and economic growth increasing-
ly depend. Members of the creative class do a wide
variety of work in a wide vaniety of industries —
from technology to entertainment, journalism o

o

i
l

i

finance, high-end manufacturing to the arts. They
do not consciously think of themselves as a class. Yet

and retain creative class employees—everything
from relaxed dress codes, flexible schedules, and new
work rules in the office 1o hiring recruiters who
throw Frishees. Most civic leaders, however, have
failed to understand that what is true for corpora-
vons is also true for cities and regrons: Places that
succeed in attracting and retaining creative class
people prosper; those that fail don't.

Stuck in old paradigms of economic develop-
ment, cities like Buffalo, New Orleans, and Louisville
struggled in the 19805 and 19905 to become the next
“Silicon Somewhere™ by building generic high-tech
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office parks or ing professional sports teams.
Yet they lost members of the creative class, and their
economic dynamism, to places like Austin, Boston,
Wishington, DC. and Seattle — places more woler-
ant, diverse, and open to creativity. Because of this
migration of the creative class, 2 new social and eco-
nomic geography is emerging in Amenca, one that
does not correspond to old categories like Fast
Coast versus West Coast or Sunbelt versus Frosthelr.

The plug-and-play community is one that
somebody can move into and put together a
life—or at least a facsimile of a life—in a week.

Rather, it is more like the class divisions that have
increasingly scparated Americans by income and
neighborhood, extended into the realm of city and
region.

The Creative Secretary

The distinguishing characteristic of the crestive
class is that its members engage in work whose func-
tion is to “create meaningful new forms” The super-
creative core of this new class includes scientists and
cngincers, university professors, pocts and novel -
ists, artists, entertainers, actors, designers, and archi-
tects, as well as the “thought keadership™ of modern
society: nonfiction writers, editors, cultural figures,
mmmmmmm.
makers. Mcmbers of this core pro-
duce new forms or designs that arc readily trans-
ferable and broadly useful —such as designing 2
product that can be widely made, sold and used;
mnngup.ﬁhnmorm that can be
applied in many cau.ormmn music that

can be performed again and again.
Bqudthnmmlhemd.-ah

high-tech sectors, financial services, the legal and
healthcare professions, and business management.
These people engage in creative problem -solving,
dmmmphbohdwn:dn
specific problems. Doing so typically requires a high
de‘mdfumdc&m-dthaawbdd
human capital. People who do this kind of work
may somectimes come up with methods or

that turn out 1o be widely useful, but its not part
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of the basic job description. What they are required
o do regularly is think on their own. They apply or
combine standard approaches in unique ways to fie
the situation, exercise 3 great deal of judgment, per-
haps try something radically new from time to time.
Much the same s true of the growing number
dwchamndmheﬂwbapplywphbodo
ies of knowledge 1o with materi-
abs. In fickds such as medicine and scientific rescarch,
technicians  are
taking on
increased
sibility o inter-
pret their work
and make deci-
sions,  blurring
the old distine-
tion  between
white-collar work (done by decisionmakers) and
bluc-collar work (done by those who follow orders).
They acquire their own arcane bodies of knowledge
and develop their own anique ways of doing the
job. Another example is the secretary in today's
pared-down offices. In many cases this person not
only takes on 2 host of tasks once performed by a
large secretarial staff, but becomes 3 true office
manager —channeling flows of information, devis-
ing and sctring up new systems, often making key
decisions on the fly. These people contribute more
than intelligence or computer skills. They add cre-
astive value. Everywhere we look, creativity is increas-
ingly valued. Firms and onganizations value it for the
results that it can produce and individuals value it
a5 2 route to self-expression and job satisfaction.
Bottom line: As creativity becomes more valued,
the creative class grows.
Americans, roughly 30 percent of the entire US. work-
force —up from just 10 percent at the turn of the 20th
century and less than 20 percent as recently as 1980,
The creative chass has comsiderable cconomic power. In
1999, the average salary for a member of the creative
class was nearly SS0000 (S48752), compared 10 rough-
Iy S2R8000 for 3 working-class member and $22000 for

a service-class worker.

Not surprisingly, regions that have num-
bers of creative class members are also some of the
most affluent and growing.

The New Geography of Class
Different classes of people have long sorted
themselves into neighborhoods within a city or



regions
while others are composed of larger shares of work -
ing-class or service-class people. To some extent
this has always been true. For instance, there have

been artistic and cultural communities like
Greenwich Village, college towns like Madison
and Boulder, and centers like Pires-
burgh and Detroit. The news is that such sort-

ing is becoming even more widespread and pro-
nounced.

In the leading conters of this new class geogra-
phy, the creative class makes up more than 35 per-
cent of the workforce (see chart page I7). This s
already the case in the greater Washington, DC.
region, the Raleigh-Durham area, Boston, and
Austin —all areas undergoing tremendous econom-

ic growth. Despite their considerable advantages,
large regions have not cornered the market as cre-
ative class locations. In fact, 3 number of smaller
regions have some of the highest creative-class con-
centrations in the nation—notably college towns
like East Lansing, Mich. and Madison, Wisc. (See
chart page 21).
At the other end of the spectrum are
that are being bypassed by the creative class.
regions, Las Vegas, Grand Rapids and Mem-
phis harbor the smallest concentrations of the cre-
ative class. Members of this class have nearly aban-
doned 2 wide range of smaller regions in the
outskirts of the South and Midwest. In small met-
areas like Victoria, Texas and Jackson,
“Tenn., the creative class comprises less than IS per-
cent of the workforce. The leading centers for the

working class among large regions are Greenshoro,
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makes up more than 30 percent of the workforce.
Several smaller regions in the South and Midwest are
veritable working class enclaves with 40 10 50 per-
cent or more of their workforce in the traditional
industrial occupations.

These places have some of the most minuscule
concentrations of the creative class in the nation,
They are symptomatic of a general lack of overlap
between the major creative-class centers and those
of the working class. Of the 26 large cities where the

ing class comprises more than one-quarter of
the population, only one, Houston, ranks among
the top 10 destinations for the creative class.

Chicago, a bastion of working-class people that
still ranks among the top 20 large creative centers,
is interesting because it shows how the creative class
and the tradivional class can cocxist. But
Chicago has an in that it is a big city, with
more than a million members of the creative class.
The University of Chicago sociologist Terry Clark
likes 1o say Chicago an innovative polit-
ical and cultural solution to this issue. Under the
sccond Mayor Daley, the city integrated the mem-
bers of the creative class into the citys culture and
Mﬁuhmtﬁwwahm
“ethnic group” that needed sufficient space to
express its identity.

Las Vegas has the highest concentration of the
service class large cities, 58 percent, while
West Palm Beach, Orlando, and Miami also have
around half. These regions rank near the bottom of
the list for the creative class. The service class makes
up more than half the workforce in nearly 50 small
and medium -size regions across the country. Few of
them boast any significant concentrations of the
creative class, save vacationers, and offer little
towns like Honolulu and Cape Cod. But they also
include places like Shreveport, La. and Pieesficld,
Mass. For these places that are not tourist destinag-
tions, the economic and social future is troubling o
contemplate.

Plug-and-Play Communities

Why do some places become destinations for
the creative while others don't? Foonomists speak of
the importance of industries having “low entry bar-
riers,” so that new firms can casily enter and kecp
the industry vital. Similarly, | think its important
for a place to have low entry barriers for people—
that is, to be a place where newcomers are accepred
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quickly into all sorts of social and economic arrange-
ments. All else being equal, they are likely to attract
grester numbers of talented and creative people —
the sort of people who power innovation and
growth. Places that thrive in today’s world tend 10
be plug-and-play communities where anyone can
fit in quickly. These are places where people can
find opportunity, build support structures, be them-
schves, and not get stuck in any one identity. The
plug-and-play community is one that somebody
can move into and put together a life—or at least 2
facsimile of a life—in a week.

Creative centers abso tend to be places with thick
labor markets that can fulfill the employment needs
of members of the creative class, wha, by and large,
are not looking just for 2 job” but for places that
offer many employment opportunities.

Cities and regions that attract lots of creative
talent are abso those with greater diversity and high-
er levels of quality of place. That's because location
choices of the creative class are based 1o 2 large
degree on their lifestyle interests, and these go well
beyond the standard “quality-of -life” amenities that
most experts think are important.

For imstance, in 1998, 1 met Gary Gates, then a
doctoral student at Mellon. While 1 had
been studying the location choices of high-tech
industrics and talented people, Gates had been
exploring the location patterns of gay people. My list
of the country’s high-tech hot spots looked an awful
lot like his list of the places with concen-
trations of gay people. When we compared these
two lists with more statistical rigor, his Gay Index
wrned out 1o correlate very strongly to my own
measures of high-tech growth. Other measures |
came up with, hike the Bohemian Index—a measure
of artists, writers, and performers — produced sim-
ilar resuls.

Takented people seck an environment open
dﬂuum\hyh@llympwpk.mdb

or scxual orientation, grew up
&dnqlhoumdus&cf&cmmme from
mo‘thdndodm.“’hmdnyniﬁqup
3 new company and community, acceptance of
diversity and of gays in particular is 2 sign that reads
“non-standand people welcome here™

The creative class people [ study use the word
“diversity” 2 lot, but not to press any political hot
buttons. Diversity s smply something they value in
all its manifestations. This s spoken of so often,
and so matter-of-factly, that | take it to be 2 funda-
mental marker of creative class values. Creative-



minded people enjoy a mix of influences. They want
to hear different kinds of music and try different
kinds of food. They want to meet and socialize with
people unlike themsclves, trade views and spar over
ISSuCs.

As with employers, visible diversity serves as 2
signal that 2 community embraces the open meri-
tocratic values of the crestive age. The people |
talked to also desired nightlife with a wide mix of
riential ones — interesting music venues, neighbor -
hood art galleries, performance spaces, and theaters.
A vibrant, varied nightlife was viewed by many as
another signal that a city “gets it,” even by those who
infrequently partake in nightlife. More than any-
thing, the creative class craves real experiences in the
real workl.

They favor active, participstory recreation over

8 Hoe AL
.\;mwy«
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nous street-level culture —a teeming blend of cafes,
where it is hand 1o draw the line between perform-
ers and spectators. They crave stimulation, not
escape. They want to pack their time full of dense,
high-quality, multidimensional experiences. Seldom
has onc of my subjects expressed a desire to get away
from it all. They want to get into it all, and do it with
cves wide open.

Creative class people value active outdoor recre-
stion very highly. They are drawn w places and
communities where many outdoor activities are
prevalent — both because they enjoy these activities
and because their is seen a5 2 signal that
the place is amenable to the broader creative lifestyle.
The creative-class people in my studies are into 2
variety of active sports, from traditional ones like
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everything
they can to spur innovation and high-tech growth.
But most of the time, they are cither unwilling or
unable to do the things required to create an envi-
ronment or habitat attractive to the creative class.
They pay lip service to the need to “sttract talent,”
but continue to pour resources into recruiting call

centers, big-box retailers, subsidizing
downtown malls, and squandering precious taxpay-
er dollars on extravagant stadium Or
they try to create facsimiles of neighborboods or
retail districts,

the old and
authentic with the
new and generic—
and in doing so drive
the creative class

ﬁkwmiﬂqndmnmmm
mmmc&wqum
town of Pittsburgh were at the forefront of the onga-
nizational age. The cultural and attitudinal norms of
that age became so ingrained in these
places that they did not allow the new norms and
sttitudes associated with the creative age to grow
up, diffuse and become generally accepted. This

The list of the country’s high-tech hot spots
looks an awful lot like the list of the places
with highest concentrations of gay people.

away.

It is o telling
com on our
age that at a time when political will seems difficult

wmmﬁnﬂmﬂymdqduckyua

generate the political capital w0 underwrite hun
Mdmlhmoldnlhuafkwmupm—

fessional sports stadiums. And you know what? They
don’t matter 1o the creative class. Not once during
any of my focus groups and interviews did the mem-
bers of the creative class mention sports
as playing a role of any sort in their choice of where
to live and work. What makes most cities unable o

even imagine devoting those kinds of resources or
pdhkdviﬂwdo&ethwthupwpk-ytd~
ly matter to them?

The answer is simple. These cities are trapped
by their past. Despite the lip service they might
pay, they are unwilling or unable to do what it takes
to attract the creative class. The late cconomist
Mancur Olson long ago noted that the decline of
nations and regions is a product of an onganization-
al and cultural hardening of the arteries he called
“institutional sclerosis” Places that grow up and
prosper in one era, Olson argued, find it difficult
and often times impossible 1o adopt new organiza-
tional and cultural patterns, regardless of how ben-
cﬁmltheyutﬂ!he. mnovation and
growth places, which can adapt w0 and
harness these shifts for their benefit. This phe-
nomenon, he contends, is how England got trapped
and how the US. became the world’s great economic
power. It also accounts for the shift in economic
in the South and West, according to Obson.
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and nobodycm mllyo..'l‘l!ensm much of 2
sense of place here. .. The people | am sclling space
10 are ing about cultural isues™ The Research
“Triangle lacks the hip urban lifestyle found in places
like San Francisco, Seattle, New York, and Chicago,
laments a University of North Carolina rescarcher:

‘anDnMnmnhmruthchq

The Kids Are All Right

How do you build 3 truly creative communi-
ty—one that can survive and prosper in this emerg-
ugl':"lhhymnohwbehndndlc

Valley. While it certainly remains important to have
a solid business climate, having an effective people
climate is even more essential. By this | mean a gen-
cral strategy aimed at attracting and retaining peo-
ple—especially, but not limited to, creative people.
This entails remaining open to diversity and active-
ly working to cultivate it, and investing in the
lifestyle amenitics that people really want and use
often, as opposed to using financial incentives to
attract companics, build professional sports stadi-
ums, or develop retail compleses.

The benefits of this kind of strategy are obwious.
Whereas companics—or sports teams, for that mat-
ter—that get financial incentives can pull up and
leave at virtually 2 moment’s notice, investments in
amenities like urban parks, for cxample, last for gen-
erations. Other amenities— like bike lanes or off-
road trails for running, cycling, rollerblading, or just
walking your dog—bencfit a wide swath of the pop-
ulation.

There is no onc-size-fits-all model for a suc-
cessful people climate. The members of the creative
class are diverse across the dimensions of age, eth-
nicity and race, marital status, and sexual prefer-
ence. An effective people climate needs to empha-
size openness and diversity, and 1o help reinforce low
barriers 1o entry. Thus, it cannot be restrictive or
monolithic.

Openness to immigration is particularly impor-
to attract so-called bobemians is key for larger cities
and regions. For cities and regions to attract these
groups, they need to develop the kinds of people cli-
mates that appeal to them and meet their needs.

Yet if you ask most community leaders what
kinds of people they'd most want to attrace, they'd
likely say successful married couples in their 30s
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nd %—peopk 'ldl good mddle-m-nppcf
income jobs and stable family lives. | certainly think
it is im for cities and communities to be
good for children and families. But less than a quar-
ter of all American houscholds consist of tradition-
al nuclear families, and focusing solely on their
needs has been 2 losing strategy, onc that ne-
glects a critical engine of economic growth: young
people.

Young workers have typically been thoughe of as
transients who contribute little to 2 city’s bottom
line. But in the creative age, they matter for two
reasons. First, they are workhorses. They are able to
work longer and harder, and are more prone to take
In rapidly changing industries, it’s often the most
recent graduates who have the most up-to-date
average age of marriage for both men and women
bmmfmmwtkpnm

College-educated people

than the national averages. Among this group, one
of the fastest growing categories is the never-been-
marned. To prosper in the creative age, regions have
bo&tlp&p&chﬂ*thﬂ:ﬁudm

ple is also attractive to the creative class more broad -
ly. Creative-class people do not lose their lifestyle
preferences as they age. They don't stop bicycling or
running, for instance, just because they have chil-
dren. When they put their children in child seats or
jogging strollers, amenities like traffic-free bike
paths become more important than ever. They also
continue to value diversity and wlerance. The mid-
dlc-aged and older people | speak with may no
longer hang around in nightspots until 4 am., but
they enjoy stimulating, dynamic places with high
levels of cultural interplay. And if they have children,
that’s the kind of environment in which they want
them to grow up.

My adopted hometown of Pittsburgh has been
hnnﬁne&n&yhhsmn

hasmlhnm&ddmw
IS NOT Open 1O MINOTITY EroupPs, NCW IMIMgrants, or
gavs. Young women feel there are substantial barri-
ers to their advancement. “Talented members of racial



and ethnic minorities, as well as professsonal women,
express their desire 1o leave the ity at a rate far
greater than their white male counterparts. So do
creative people from all walks of hifc

Is there hope for Pittshurgh® Of course there is
First, although the region’s economy is not dynam
ic, neither s it the basket case it could castly have
become. Twenty vears ago there were no signithcam
venture capital firms in the arca; now there are many,
and thriving high-tech firms continue to form and
make their mark. There are signs of life in the socul
and cultural milicu as well. The regron’s immagrant
population has begun to tick upwand, fod by stu
dents and professors at the universities and employ
ces in the medical and technology sectors. Major
suburbs to the cast of the ity now have Hindu wem
ples and a growing Indian-Amencan population
I'he arca’s gav community, while not large, has
become more active and
visible Pittsburgh's
Increasing status in the
gay world s reflected in
the fact that it is the
“locavon”™  for

tume’s “Queer as Folk™

Show -

sCrcs

Many of Punssburgh’s
creative  class  hawe
proven to be relentiess
cultural builders. The
Andy Warhol Muscum
and the Mattress Facto
ry, a muscum/work-
space devoted to large
scale installation art,
have achieved workdwide
recognition. Street-level
culture has a growing
toothold in Pittsburgh,
Lo, 4% Main street cor-
ridors in several older
working-class districts
have been transformed
Political leaders are in
SOIMIC CASCs OPen o New
maodels of development.
Pittsburgh mayor Tom
Murphy has been an
ardent promoter of bik-
ing and foot trails,
other things
Ihe city’s absolutely

among

first-rate architecture and urban design communi-
ty has become much more vocal about the need to
preserve histonc butldings, invest in neighborhoods,
and institute tough desagn standands. It would be
very hard today are | sav nearly impossible) to
knock down histore baildings and dismember
vibrant urban ncighborboods as was done in the
past. As these new groups and efforts reach critical
mass, the norms and attitudes that have long pre
vatked in the oty are being challenged

For what uts worth, I'll put my money —and a
ot of my cffort—into Putsburgh’s making . If
Putshurgh, with all of its assets and ity emernging
human creatmvaty, somchow can't make it 1o the cre-
atve aee. | fcar the future does not bode well for
other older industrial communites and established

citses, and the lamentable new class segregation

among ortes will continue to worsen o




Références de projets
Les stations de vélo en auto-partage et le retour en grace du vélo

Les applications au cceur de la ville numérique, I'exemple des applications de vélo en auto-partage.
Cette référence de projet nous permet de montrer que la ville numérique ce n'est pas seulement de
construire des villes ou des batiments intelligents c’est également, élaborer des services apportant une plus-
value pour ceux qui pratiquent la ville. Ici, I'application indigoweel permet I'utilisation temporaire de vélo qui
est en auto partage dans les grandes métropoles francaises.

INDIGQwWeal

% i ARG

Source : les Echos

La « smart city » Kowloon East 8 Hong Kong.

L’idée de développement d’un quartier orienté vers la ville numérique vient en réponse a une demande de
requalification urbaine a la suite de la désindustrialisation d’un espace urbain. Ce projet est le résultat de
I’élaboration de 3 scénarios par la ville de Hong-Kong. Il s’agit du dernier, qui a été développé en 2017. Il
s’inspire du processus d’urbanisme algorithmique c’est-a-dire qu’il met a contribution les grandes bases de
données dans son déroulement. Néanmoins, ce projet qui se proclame « smart », posséde de nombreuses
limites, et notamment celle d’utiliser la dimension du numérique comme un élément de marketing territorial
et de city branding.

Source : Pacific Rim construction

La Maison Rouge a Saint-Etienne

C’est une auberge de jeunesse construite dans le quartier du Crét-de-Roc a Saint-Etienne, destinée a
attirer de nouveaux urbains, propice aux nouveaux usages du numérique (espaces partagés, de coworking,
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connexion au wifi gratuite). Ce quartier, aprés avoir connu un déclin et une paupérisation prononcés, fait
I’objet d’un réinvestissement par la municipalité, dans une optique de renouvellement urbain. Il s’agit aussi
pour les pouvoirs publics d’une tentative de gentrification par I’offre. Cet exemple illustre le potentiel
d’exclusion social de la ville numérique, mondialisée, métropolisée, duale, dans laquelle certains types de
population sont favorisés au détriment d’autres.

Source : La maison rouge — back packer hostel



Conclusion

Pour rappel, notre problématique de départ est la suivante :

Dans le cadre de la métropolisation, la ville numérique génére-t-elle des standards, un modéle préconcu, duplicable a
tous les contextes territoriaux?

Au regard des recherches réalisées, nous pouvons dire que la ville numérique ne constitue pas
seulement un processus de standardisation des métropoles. En effet, comme nous pouvons le lire dans le
texte de Nicolas Douay, les appropriations des figures types et des moyens restent multiples.

De plus, la ville numérique semble étre encore souvent au stade de I’expérimentation. La ville
numérique peut se faire aussi bien dans le projet urbain neuf que dans le processus de renouvellement des
espaces urbains existants. La numérisation est un processus qui intervient a différentes échelles : une ville
créée ex nihilo, un quartier construit sur une friche, ou encore I’insertion des technologies dans 1’espace
urbain existant.

Les spécificités culturelles et politiques propres a chaque contexte nous aménent a nuancer 1’idée
selon laquelle le numérique constitue une forme de standardisation des métropoles.

Si le qualificatif de ville numérique se présente pour certaines métropoles comme un signe
d’attractivité des territoires, nous pouvons nous poser la question suivante : est-ce la ville numérique qui fait
la standardisation des villes ou bien, plus globalement, le processus de métropolisation en lui-méme ?

Par ailleurs, la ville numérique tend vers la concentration d’un certain type de population, la classe
créative. Cette situation entraine une standardisation des espaces urbains, notamment des espaces publics,
aménagés pour attirer et retenir cette catégorie de population. La concentration de ces travailleurs dans une
ville entraine un processus de gentrification. La ville numérique est-elle donc exclusive, c’est-a-dire a
destination d’une partie « désirable » de la population ?

Afin d’avoir un retour sur ce travail, nous nous sommes posé la question de notre position sur ce
sujet ainsi que de nos impressions vis-a-vis de ce dernier. Au-dela du processus de standardisation, le
numérique participe d’une déshumanisation de la ville avec la place prédominante des algorithmes et des
data dans ce processus, s’éloignant ainsi de la conception de I’humain comme vecteur de valeurs et d’avis.

Nous avons I’impression que la ville numérique et ces processus nous dépassent et questionnent la
place de I’urbaniste et nos connaissances sur ce sujet. En effet, la ville numérique est souvent considérée
comme un élément central pour le futur de la ville contemporaine, pour répondre a des enjeux de du
développement durable. Cependant, nous n’avons pas encore conscience du potentiel actuel et futur de la
ville numérique. Nous voyons la transition vers la ville numérique comme I’introduction des outils du
numérique dans nos vies — en tant que membres de la génération X -, comme quelque chose qui va se
dérouler naturellement.
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