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What is
Urban Life?

Urban life is the everyday
activity that goes on within
and between buildings in a
city.

Neighbourytics Data Capture

“w) neighbourlytics

What people think and feel
Community engagement
Perception and Sentiment

i Business and community activity
i Use and experience

i Place Assets and Strengths

i Behaviour

Land Use
Services
Climate

Natural Systems
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a neighbourlytics

Almost every city has a
mechanism for measuring
transport and parking...but-not
social life.

- Jan Gehl



Neighbourlytics
solves this with
on-demand

digital data

Cities are incredible rich sources of
resident-generated data that
provides dynamic insight into urban
life.

RICH DIGITAL
DATA
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PROPRIETARY
ANALYTICS
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ON-DEMAND,
HYPER LOCAL
INSIGHTS
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%) neighbourlytics

Making social prosperity a
priority for city decisions

Applying urban life data:

Gain Hyper-Local Context

Make the invisible social context,
visible.

Benchmark & Compare Performance Make evidence-based decisions
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Diagnose strengths and compare. Prirotise decisions and investment



Trusted by 60+ of the
world's leading
city-makers
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Bushfire
Insights

Data revealed
community
strengths in local
business and
destinations, not
just community
clubs.
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Key Neighbourhood Strengths

Neighbourhood is best known for

Most likely to be known for

A Destinations

Less likely to be known for

v Community

Top Place Types

Reasons to visit, spend and stay

Highest proportion of places
A cafes

A Retail

A\ Technical Industries
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Innovation Districts
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False Creek
Vancouver

Pearl District
Portland

University District
Philadelphia
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London
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Silo District
Cape Town

Villa Crespo
Buenos Aires

Wynard and Britomart Precincts
Auckland
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Amsterdam

tem

‘Destinations’ make
up 60-70% of all
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Thematic analysis of geotagged posts relevant to Thematic analysis of geotagged posts relevant to

= Placemakng Placemaking
Placemaking
Evaluating dynamic place change

to support business case for

permanent Changes City/Streetscape 1.4% City/Streetscape 1.7%
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Percentage of all posts

Increase local
business activity







@ neighbourlytics

Find out more

Contact us
lucinda@neighbourlytics.com
+61 (0) 450 390 022

www.neighbourlytics.com




