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6 STEPS TO ADOPT
THE POSSIBLE! PUBLIC OPEN SPACE
DESIGN METHODOLOGY
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This POSsible! Design Guide introduces a new design methodology to be adopted

in Public Open Spaces (POS). Before designing a POS, it is essential to understand

the context, users and basic steps. These key components form a unique approach

to designing a desirable POS and understanding site-specific opportunities.
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Who can |l invite to
my project team and
how can they help?
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How should | define
the project vision
and objectives?
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How can | achieve
the project

end goals?
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Where can | find
design tips and
references?
BREMIERT LT
et A2 E?

How can | find out
if the design has
fulfilled its purpose?
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How can | identify
scopes for
improvement?
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The 6 Personas and
their Characters
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VOL.1CH 6.3
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10 Good
Design-led Values
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Facilitate your
stakeholders’ engagement
process with the Design
Thinking Toolkit and
consider which Good
Design-led Values are
applicable.
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Desirable POS Practice
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POSsible!
Case Studies
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Select the appropriate
Design Strategies from

the Design Guide. Browse
through the archive of case
studies for practical tips
and references.
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Assessment Package
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Conduct regular reviews
with stakeholders and
evaluate your POS design
using suitable tools
suggested in the Design
Thinking Toolkit and Design
Guide.
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3 ASPECTS
ZEEmE

A desirable POS consists of many
components, including hardware, software,
organisation processes (orgware), and even
considerations beyond POS design.
Ultimately, these components stem from 1 of
the 3 Aspects:
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How POS design can respond to people's needs,

including their changing needs.
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While it is crucial to consider all POS users
during the design process, we believe that

a desirable POS should also improve
people’s quality of life, enhance environmental
sustainability, and adapt to the ever-changing
needs of our cities. These 3 Aspects stress the
importance of desirable POS in contributing
to the sustainability of our cities, which we
believe should be the guiding principle of this
Design Guide.

DESIGN FOR ENVIRONMENT

How POS design can mitigate environmental
issues and strengthen micro-climates to ensure
environmental resilience.
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DESIGN FOR FUTURE PLANNING

How POS design can accommodate future city
development in addition to present capacity.
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10 GOOD DESIGN-LED VALUES
+HEEF R EE

The Good Design-led Values are the essential BE &R EEESALE/MERF
shared values in POS projects. Arising from EENAZEEH -H=EE®
the 3 Aspects, the 10 Good Design- ENTHIEESSEER [/
led Values establish the framework for the KFTRE | ExEt4Em A0 2= KFT&E !
Design Guide and the Design Thinking Toolkit. EREtB4ETEE | FEBRELE - B

We believe the 10 Values are universally RAEHEEELERERNE
applicable to all POS. However, the detailed ALz BEAENERER
understandings and definitions of the Values T HEEEENFMERIEER
may vary under different project scenarios. BHEARRE - fRATLUER 2=/
You can use the Design Thinking Toolkit to KeJge | st BMTEE | BT
learn more about understanding the Values of —{EEENALZERIEERE+E
a specific project. BENEBEE-

Inclusivity and Comparable Experiences for All
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Safety, Spaciousness and Adequate Functional Provision
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Vibrancy and Enjoyment
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Distinctiveness and Relevance

BRERMENIZRAR

Openness for Participation
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Biophilic Design
PR B ARG

Optimal Microclimate

EANMRER

Sustainable Environment and Ecosystem

RHANREREERS

Responsiveness and Catalyst for Neighbourhood
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Multi-disciplinary Integration
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20 DESIGN STRATEGIES
20 H R ER

Design Strategies help you understand and (et 3RS | BEIRIBAR Y B ER
achieve a desirable POS. The 20 Design SANEBFHAHZETRM - LIT 2018
Strategies are based on the 10 Good sREHRES BB HIEEFSRE

Design-led Values and take your design one {BfE ' &E—S Rt il iS BB RE -
step closer to fruition. Use the "Goals" column  {RAIUERER BE | 517 2B
to navigate the matrix below and learn what PER  IBERMIEE [QAEE ] A
makes a POS desirable! EHERE!

DESIGN FOR PEOPLE
AF gt

Good Design-
led Values .
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Vibrancy and
Enjoyment
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Attractive B3|

Everyone can find design features
attractive in the POS.
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3.2
Diversified Z#k

Everyone can enjoy a wide range of
activities in the POS.
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3.3 Everyone can find the POS fun and playful.
Playful @0k AANEREAHZEMIRENB  EHp -

Everyone can achieve well-being in the
3.4 POS.

Balanced FE i
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Creative gI&

Everyone can enjoy creative and innovative

experiences in the POS.
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Everyone can find neighbourhood
characters reflected in the POS.
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Everyone can return to the POS regularly

4.2 for community activities.
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54 Everyone can feel included and engaged

Participatory
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in how the POS is designed and run.

EREAREMRIREEREN LR
Eﬁéu% AR ER—




DESIGN FOR ENVIRONMENT
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Biophilic
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The POS can bring everyone closer to

61
nature.
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71 The POS can offer everyone the comfort

Comfortable

gl

of natural space.
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The POS can minimise environmental

footprints.
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The POS can form a green network with
8.2 other POS nearby.
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disciplinary
Integration
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The POS can adapt to the changing

o1 N needs and aspirations of the community.
Adaptable EFE . N
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The POS can strengthen resilience on a
o.2 . city scale.
Resilient i i¥ . .
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The POS can gather experts from
1041 different disciplines to collaborate on a

Collaborative
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future-ready space.
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6 PERSONAS
nEAE

There are 6 main categories of Personas
related to POS. All these Personas are needed
to co-create a desirable POS. Understanding
their motivations, roles and responsibilities,
and superpowers will help you communicate
and coordinate the design, construction, and
maintenance of a POS.

All Personas have their own superpowers

that resolve user needs and overcome
technical difficulties in different aspects. The
superpowers are their strengths and functions
that you can rely on whenever you experience
any challenges in a POS project.
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For more infomation and online interaction, please visit:
RTRELENRERPER FHE:
https://designguide.pos-sible.hk
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HONG KONG DESIGN CENTRE
DIRECTOR OF

BUSINESS DEVELOPMENT
AND PROJECTS

MS. SAM LAM

Since the 2019 pandemic, people have developed a
newfound appreciation for public open spaces as a
valuable and safe refuge from the confines of home.
As aresult, public spaces are viewed in a new light,
with more attention paid to the benefits they offer to
our well-being and community. People-centred design
is the key to reinventing public open spaces, which
helps us generate innovative solutions to various
problems.

Hong Kong Design Centre, as the strategic partner of
the Hong Kong SAR Government in design, strives to
promote the wider and more strategic use of design
and design thinking to improve societal well-being.
Revitalising public spaces and better engaging people
within them through design is undoubtedly part of our
public mission.

Well-designed public spaces can improve our quality
of life, as well as the liveability and sustainability of
cities. By reading this insightful POSsible! Design
Guide, you will learn how to transform public open
spaces from good to desirable. Design thinking can

be a useful tool for co-creating inclusive, safe, vibrant,
relevant and welcoming public open spaces that
everyone can enjoy. It is necessary to consider various
factors throughout the design process, including the
types of public open spaces, user patterns, desirability
factors, and stakeholders. In Hong Kong, where public
green spaces account for up to 40% of the total land,
there are many opportunities for placemaking and
collaborations to improve public open spaces.
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We would like to express our gratitude to the
Architectural Services Department of the Government
of the Hong Kong Special Administrative Region for
initiating the POSsible! Public Open Space Design
Lab project, One Bite Design Studio Limited and
Neighbourhood Innovation Lab by Architecture
Commons for their excellent execution. We would

also like to thank the sponsor, Create Hong Kong
(CreateHK) of the Government of the Hong Kong
Special Administrative Region, for making this project
possible. As the Design Thinking Advisor, Hong

Kong Design Centre believes this meaningful design-
led project will empower and create value for all
stakeholders of public open space.

Following the success of the POSsible! Design Thinking
Workshop Series and the POSsible! Symposium, we
hope this Design Guide and the Design Thinking
Toolkit will inspire innovation and creativity in public
open space design in Hong Kong. With the collective
efforts of government bodies, professionals, and

users to redesign public open spaces, Hong Kong can
become a more lovable and liveable city.

Ms. Sam Lam

Director of Business Development & Projects
Hong Kong Design Centre

Design Thinking Advisor for POSsible!

RLBRHEBFITHERFREZSER
[ZERAREE! ] TR U R—O%E

T1EZE K Architecture Commons %32

FAGMRAZERTRE ORI BT o BB Rl

EEFITHERRS [RIZEE] &)
FEEEETUERR EA uxnh,\.iEEﬁF'EJ’

&7 *"quEPIMEGi@?;U,\,m%ﬂ’]ux.:
IER AR KERMNFAEFHERE
BIEEE-

PRI ThERIAY [ 2RI KA B | 3851
BaETEY | AN [ZERAR R | ATEZER]
EETE S R IE AR RN
HETRETARS  SeARMEEZAIFM
BIRER (RETBALEM TN
Eﬂlﬁ"%’*ﬁlﬁﬂ%ﬁ\%%}&iﬂlﬁﬁﬁ%
21 HEEM T ALER FBER
A—EETE -EHEBET -

WEETL
EEERRABAE
FaEmEtRD

[ERATHE! | sREtBAERAR

2 Foreword | BiS

010



ONE BITE DESIGN STUDIO
CO-FOUNDER AND
DESIGN DIRECTOR

MS. SARAH MUI

Public open spaces are the lungs of the city. They

are where we come together to connect, places that
reflect the aspirations of our society. This holds
truism, especially in dense, fast-paced cities like

Hong Kong. Public open spaces contribute enormously
to the liveability and well-being of the community.

| vividly remember how our Field Survey interviewees
revealed spaces like Sitting-Out Areas often served

as "extended living rooms" to escape their crowded
homes.

After conducting rigorous research on best practices
and observing the success of the POSsible! Design
Thinking Workshop Series and the POSsible!
Symposium, | am thrilled to introduce the POSsible!
Design Guide. As a constantly evolving city, Hong Kong
needs a design guide that can inspire and shape public
open spaces that meet the needs of its communities
both now and in the future. | hope this guide can serve
as a valuable resource for those looking to collaborate
on the development of public open spaces in Hong
Kong.

But more to that, this guide is a call to action that
reminds us of the crucial role public open spaces play
in creating a healthy, liveable, and sustainable city.

It emphasises the need for people-centred design

and encapsulates the transformative power of design
thinking to drive positive change in the development of
public open spaces.
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Finally, | would like to express my heartfelt appreciation
to anincredible team from our project proponent, the
Architectural Services Department of the Government
of the Hong Kong Special Administrative Region,

our Implementation Consultant, Neighbourhood
Innovation Lab by Architecture Commons, our sponsor,
Create Hong Kong of the Government of the Hong Kong
Special Administrative Region, and Hong Kong Design
Centre, our Design Thinking Advisor, all workshop

and symposium participants, guest speakers, project
collaborators, the Think Tank panel, and the review
panel. Thank you for going the extra mile; reaching
these significant milestones would have been difficult
without your support.

Ms. Sarah Mui

Co-founder and Design Director

One Bite Design Studio

Design Guide Consultant for POSsible!
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NEIGHBOURHOOD
INNOVATION LAB BY
ARCHITECTURE COMMONS
DIRECTOR & FOUNDER

MR. ERIC HO

POSsible! Public Open Space Design Lab has
presented a tremendous and unique opportunity to
explore how we can work with various stakeholders to
define a new way of creating a people-centred public
open space, from process to design.

Itis truly novel and innovative for the Architectural
Services Department of the Government of the Hong
Kong Special Administrative Region to work with the
project consultant team and many other stakeholders.
With this POSsible! Design Thinking Toolkit and Design
Guide, they can collectively design the process and
best practices that expand beyond the normal scope
of design.

Together with the Design Guide Consultant, we
developed a framework based on 10 Good Design
Led Values. Diligently, we explored ways to

help enhance the processes of engaging users,
stakeholders, and teams and leverage design
strategies and parameters to further enhance the
values we have defined.

The Design Guide Consultant and Implementation
Consultant teams collaborated seamlessly to create
the necessary output for this project. The project not
only meets the requirements outlined in the project
brief, but goes above and beyond. Together, they
worked with many stakeholders to listen, define,
co-create, verify, and test different aspects of the
Design Thinking Toolkit and the Design Guide.
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We firmly believe this kind of cross-disciplinary
collaboration among different design practitioners
and diverse experts leads to the emergence of new
ideas. Although we sometimes joke about these
activities being "extra-curricular", we believe this type
of collaboration builds an early prototype for new
standards and processes in private and public sectors.
Therefore, we should emphasise, encourage, cultivate
and excel in such synergy.

Hong Kong is an exceptional place for practising civic
and urban innovation. We are grateful to have worked
with an incredible team from our project proponent,
the Architectural Services Department, our Design

Guide Consultant, One Bite Design Studio, our sponsor,

Create Hong Kong of the Government of the Hong
Kong Special Administrative Region, and Hong Kong
Design Centre, our Design Thinking Advisor. We will
embrace this unique experience and find ways to apply
it to other projects in Hong Kong and beyond.

Eric Ho

Director & Founder

Neighbourhood Innovation Lab by
Architecture Commons

Implementation Consultant for POSsible!
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From Good
to Desirable -

Design
Innovation for
People-Centred
Public Open
Spaces
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EXECUTIVE SUMMARY

17 B 4 <A

POS MATTERS IN ITS ESSENCE OF "PUBLIC"

AND "OPEN".
e SR AR IR D A

Public Open Space (POS) commonly refers to various
open areas within the urban environment that are
essentially free for the general public to access, use,
and enjoy.

POS is public as it is where public life takes place,
allowing everyone to interact with each other as
equals. It serves various purposes beyond recreation,
improving the quality of life for everyone and helping
to build communities in our city.

POS isopen asitis accessible to the public and is
located outdoors, away from concrete buildings.

It provides users with not only large active spaces

for activities but also passive leisure spaces in an
environment closer to natural elements. Transforming
POS from good to desirable is an important process in
the future of a sustainable Hong Kong.

N

AHEMEAREREFENWTS  SEA
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RNz [ ANBE | Rz
REBRRAFEERNEEERE-

POS USERS ARE DIVERSE AND HAVE

EVOLVING NEEDS.

ARTEMHERE ST RERFTFEIRE -

Users are the key element and undeniably the starting
point for discussing POS. They differ by age, gender,
mobility, ethnicity, and purpose of visit. A desirable
POS design is rooted in a thorough understanding

of users’ diverse expectations, experiences and
aspirations, which may change over time. A responsive
and human-centred POS is needed for the constantly
changing communities and environments.
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POSSIBLE! DESIGN GUIDE DRIVES INNOVATIVE
POS THAT EVERYONE CAN ENJOY.

[ EREAIHE !

This Design Guide aims to provide principles and
implementation approaches that enable everyone to
enjoy our POS to the fullest.

However, the Design Guide is not a checklist for
completing a POS project. It offers suggestions for

innovative design ideas and processes that ensure POS

includes and responds to users. Innovation is the key
to a successful, desirable POS, which can drive bigger
changes and build more pleasant neighbourhoods.

EREHER | BRI SR ERMLURBSEASSE -
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ERESANLEEEFNUE -

POSSIBLE! DESIGN GUIDE IS NOT ONLY FOR
POS-RELATED GOVERNMENT DEPARTMENTS,
BUT ALSO THE GENERAL PUBLIC.

[EMXTEE! aREHER | FEERRRALZMERMBAFEF

BEARBRXR -

The intended audience of this Design Guide includes
various POS-related government departments involved
in POS planning, design and management. The Design
Guide can inform the decision-making throughout the
lifecycle of a POS project and facilitate discussion and
communication by ensuring everyone is on the same
ground.

Besides government departments, the Design Guide is
also intended for public use. The general public could
use this guide as a starting point to engage in the POS
development process with a better understanding of
POS. It can also guide the general public to ask more
effective and actionable questions to improve the
feedback mechanism in the operation of POS.
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5 6 SIMPLE STEPS TO ADOPT POSSIBLE! POS
DESIGN METHODOLOGY IN POS PROJECTS.

HNEMEDSRARER EMATTEE!

We encourage you to follow these 6 simple steps to
adopt the POSsible! POS Design Methodology in your
Project:

1. Define the POS type you are or will be working on
(Vol.1Ch 5.1).

2. Checkyour project stage in the Workstage Table
(Vol.1Ch 5.3).

3. Gainanunderstanding of the current usage and
condition of the POS or site. (Design Thinking
Toolkit - POS Action Combo A).

4. Identify and engage your stakeholders (Vol. 1
Ch 5.4 + Design Thinking Toolkit - POS Action
Combo B) and consider which Good-led Values
are applicable (Vol.1Ch 6.3).

5. Select appropriate Design Strategies (Vol. 2 Ch 3),

and browse through the archive of case studies
for practical tips and references (Vol. 2 Ch 4).

6. Conductregular reviews with stakeholders and
evaluate your POS design using suitable tools
(Vol. 3 Ch 3.3 + Design Thinking Toolkit - POS
Action Combo E).
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THE VERY HONG KONG POS.

¥R (FE HOHRER-

Apart from being "public" and "open", "space" is also

essential for a POS. Hong Kong’s limited land supply

and high-density urban context make POS unique, as
they can support functions and purposes that should
be acquired in home settings. However, POS are also
limited in terms of competition for space.

As our city evolves, so do our needs and expectations
for POS. To optimise the potential of POS, there

is growing discourse around incorporating other
open spaces, such as streets, back alleys, riverside
promenades, pedestrian crossings, and even
underutilised spaces beneath flyovers, as part of

our cities’ POS. In addition to serving leisure and
recreational purposes, POS are increasingly seen as
part of a city's climate and conservation strategy, as
well as a key ingredient in forming a citywide network
and strengthening urban resilience from a future-
oriented perspective.

Although this Design Guide focuses on specific POS
types, it can still be applied to other open spaces

and engaged in the discussion. We hope this Design
Guide can be the starting point for looking beyond
the boundaries of POS sites to co-create better urban
public environments.
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POSsible! Public Open Space Design Lab is a cross-sectoral
design empowerment initiative that began in August 2021.
Its goal is to explore innovative design opportunities to
reinvent public open space (POS) in Hong Kong using
Design Thinking. This initiative focuses on designing

future POS in high-density cities, emphasising sustainable
development and improving residents’ quality of life.

A set of tailor-made Design Thinking Toolkit and Design
Guide has been developed under the Good Design-led
Framework. It promotes a participatory process to guide
sustainable POS development.

The initiative is organised by the Architectural Services
Department of the Government of the Hong Kong Special
Administrative Region (ArchSD), with funding support from
Create Hong Kong (CreateHK), an office established by

the Government of the Hong Kong Special Administrative
Region to spearhead the development of creative industries
in Hong Kong. The Hong Kong Design Centre (HKDC)

is the Design Thinking Advisor for this initiative, while
Neighbourhood Innovation Lab by Architecture Commons
and One Bite Design Studio are commissioned as the
Implementation Consultant and Design Guide Consultant,
respectively.
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This project investigated 6 common POS types in Hong
Kong: Sitting-Out Area, Public Play Space, Plaza, Public
Park, Waterfront Promenade, and Country Park. A total
of 24 POS sites in Hong Kong were selected for the Field
Survey (November to December 2021), and 12 of them (2
each from the 6 POS types) were shortlisted for 2 series of
POSsible! Design Thinking Workshops (November 2021
to September 2022).

During the Field Survey, POS ambassadors observed
the current usage patterns of the 24 POS sites and the
behaviours and interactions of various user groups with
common POS elements. They identified the essential
elements that suit user needs in different POS types.
Literature Review and Case Studies were conducted

in parallel to review relevant local and overseas best
practices, guidelines, research projects, and business
models related to various POS.

Meanwhile, the 8 workshops in POSsible! Design Thinking
Workshop Series 1identified key pain points faced by

the public, government departments, professionals, and
businesses when using the 6 POS types. To synthesise
and localise theory, experience, observation, and
engagement, the UN-Habitat Dimensions for Quality
Public Open Space Assessment were used to form the
Good Design-led Framework for POS based on the
context of Hong Kong.
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Field survey and street polling from November to December 2021
2021 E M BE 12 ANEHERRERAE
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POSsible! Week from August to September 2022
2022 £ 8 HE 9 AWy [ =M K] 6e | K17E0E J
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From August to September 2022, the organisers launched
POSsible! Weeks to catalyse collaboration between the

3 key stakeholders: the government, the industry, and

the public. Itincluded the POSsible! Design Thinking
Workshop Series 2 and the POSsible! Symposium - POS
Design.

During the workshops, planning professionals and design
practitioners were invited to delve into the practical
issues on POS policies and design. They were also invited
to review the POSsible! Design Guide and POSsible!
Design Thinking Toolkit. Each workshop kicked off with
speakers from Hong Kong and overseas presenting case
studies for discussion.

The POSsible! Symposium, another highlight event,
gathered international speakers from a variety of
professions to discuss Design Thinking and POS
innovations in Hong Kong. The symposium facilitated
dialogues between the global and local speakers and
included a sharing session to exchange ideas on the
POSsible! Design Guide and POSsible! Design Thinking
Toolkit to formulate better strategies to design POS.
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DESIGN GUIDE AND DESIGN
THINKING TOOLKIT

EtlEEARBETIAS

The POSsible! Design Guide and POSsible! Design
Thinking Toolkit share the same core values and
framework, and aim to provide comprehensive guidance
and assistance for designing desirable POS with design
thinking and innovative approaches.

The POSsible! Design Guide comprises 3 volumes and an
interactive web platform. It provides a set of guidelines
that advocates for a people-centred approach when
designing a desirable and inclusive POS. Supplemented
with ample case studies and worksheets, the Design
Guide is formulated to accompany users through different
phases of POS projects.

The POSsible! Design Thinking Toolkit applies the
design thinking methodology to POS projects through
a 3-component framework. It aids POS practitioners
in forming a set of actions and tools that best suits the
project's needs. The different combinations of actions
and tools guide practitioners to better understand
the dynamics between the teams, POS users, and
stakeholders in the design process.

The Design Thinking Toolkit is specifically designed for
POS projects but its usage can be extended into other
types of projects. Furthermore, It enables a sustainable
process to build the team’s culture and capability towards
adopting, developing or implementing an innovative

and experimental methodology. Use in conjunction with
the POSsible! Design Guide can achieve greater design
results.
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Apart from the core values shared, the Design Guide and
Design Thinking Toolkit support each other in detail. The
applicable design strategies in the Design Guide can lead
everyone to corresponding action combos that facilitate
the design process in the Design Thinking Toolkit.
Detailed tools are also linked with design considerations
in the elaboration of the Design Guide. With the two linked
closely with each other, one can discover an innovative
Design Thinking process interwoven in POS development.
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ALL ABOUT POS
Ty
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SPECTRUM OF POS IN HONG KONG

FEENQORETMER

The concept of POS is broad and complex. While it
commonly refers to a variety of open areas within the
urban environment that are essentially free for the general
public to access, use, and enjoy, it also has different
interpretations depending on the context. Dimensions
such as scale, ownership, facilities provisions, functions
and activities permitted in the space are often used to
frame the definitions of POS. On some occasions, there
could be overlapping or even conflicting interpretations
of POS, each with different stipulations on POS design,
provision and management.

For instance, in the Chapter 4 of the Hong Kong Planning
Standards and Guidelines (HKPSG), the definition of Open
Space (0S) is a statutory land use zone for the provision
of OS and recreation facilities for the enjoyment of the
general public, which includes parks, gardens, sitting-
out areas, and waterfront promenades. Therefore, it does
not include open spaces in country parks and coastal
protection areas dedicated to conservation. However, the
concept of Public Open Space in Private Developments
(POSPD) elaborated by the Development Bureau, the
definition of POS centres on ownership, management
responsibilities and usage rights. The spectrum of POS
definitions in Hong Kong reflects the various roles among
different parties in POS provision.

As our city evolves, so do our needs and expectations

for POS. In addition to serving leisure and recreational
purposes, POS are increasingly viewed as part of our
cities’ climate and conservation strategy and a key
ingredient in strengthening urban resilience. To optimise
the potential of POS, there is a growing discussion around
incorporating other open spaces, such as streets, alleys,
riverside promenades, and even underutilised spaces
beneath flyovers, into our cities’ POS.
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"For more details, please refer to Public Open Space in Private Developments Design and Management Guidelines published by the
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ALL ABOUT POS
TYLTL

POS TYPES IN THIS GUIDE
FERHERNORERMER

While there are varied systems of POS classification BRl BB EHSTRANAEEM S5
in Hong Kong, this project focuses onthe 6 POStypes ZH# -AIEHETBEEZEENNNERERREE
that ArchSD implements, as shown below in ascending #REINTEALZERIFERY A IRIREHES
order of size: W

i
=TV

1 Sitting-Out Area Public Play Space
R PSS S0

Public Park Waterfront Promenade Country Park
AL YNE AR S /N

As these 6 POS types can vary widely based on factors B 7NAEATLZERI AN HEL - B IR

such as size, location, managing organisation, and A R AEBEAEERE  B2NIEAR
user group, a thorough understanding is necessary AT E BN E I THENERETAER
to define their characteristics and roles in the urban B2 UEEZ AR =M TR RS

fabric and thus help create specific design solutions 2P RAE
and concepts.
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SITTING-OUT AREA
#RE

Relatively small plot of open area dotted all over Hong
Kong. It is a common way to utilise left-over spaces in
densely built residential areas and commercial areas.

Common Names:
Rest Garden, Civic Triangle, Pet Garden

Size: <0.5ha

Designed by:
ArchSD, Leisure and Cultural Services Department
(LCSD), private developers, design consultants

PUBLIC PLAY SPACE
[RWRIGZ

Open area with recreational, community-based facilities

and equipment designated for play.

Common Names:

Children's Playground, Elderly Fitness Corner, Fitness

Area, Playscape
Size: <1.0ha

Designed by:

ArchSD, LCSD, Hong Kong Housing Society (HKHS),
Hong Kong Housing Authority (HKHA), quasi-
governmental organisations, design consultants
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PLAZA
&5
Open area next to, or surrounded by, landmarks and

signature buildings, such as shopping malls, railway
stations, or cultural institutions.

Common Names:
Square, Civic Square, Court, Podium, Platform

Size: <0.5ha

Designed by:
ArchSD, LCSD, HKHS, HKHA, quasi-governmental
organisations, private developers, design consultants

Sitting-Out Area
KB

TEREMIRZRIFMZER - F120F5
HEREE U SRR

ERAE:

XIRES 15 A A
Hi&:<0.5 NtE

BRETE:
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Public Play Space
ANHBLLS
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PUBLIC PARK

ARAE
"Green lung" within urban areas that serve the district and
local needs.

Common Names:
Urban Park, Urban Fringe Park, Neighbourhood Park,
Garden

Size: <1.0ha

Designed by:
ArchSD, LCSD, quasi-governmental organisations,
design consultants

Public Park
NHEQE

BEEATEN (8] LUBEEED
5E-

BEALHE:

FTEAR TEEEAR HEEE-TH
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Waterfront Promenade
BERIE

Country Park
WMEAE
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WATERFRONT PROMENADE

RS
Linear or elongated leisure walkway or flexible activity
space along the water edge, usually with views to special
features, such as panoramic harbour night views and
spectacular skylines.

Common Names:
Foreshore Walk, Promenade Walk, Harbourfront
Promenade, Boardwalk

Size:
>1.0ha

Designed by:
ArchSD, Civil Engineering and Development
Department (CEDD), LCSD, design consultants

COUNTRY PARK
BHLE

Large area of natural landscape designated for nature
conservation, countryside recreation and outdoor
education.

Common Names:
National Park, Walking Trail, Family Walk, Nature
Reserve

Size:
Smallest - 47ha; Largest - 5,646ha

Designed by:

ArchSD, Agriculture, Fisheries and Conservation
Department (AFCD), design consultants
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ALL ABOUT POS
TYLTL

POS USERS
ARERERE

The 6 POS types examined in this Guide all serve
as important leisure and activity spaces for various

I
=PV T

users who visit them for different purposes, have
different needs and engage with them by different
means. We consider users as the key element and the
undeniable starting point for discussing different POS
types. Before delving into an in-depth discussion, it

is crucial to differentiate user groups based on their
expectations, experiences, and aspirations.

As part of the project, a Field Survey was conducted
in late 2021, covering 24 POS sites across Hong Kong
Island, Kowloon, and New Territories. It revealed
several key usage patterns among users who are
often overlooked. These patterns are categorised
based on age, gender, ethnicity, mobility,

and user typology. The surveys revealed that
underappreciated user needs and behaviours should
also be considered when designing and developing a
desirable POS.

REEBENNEQLEM  HEH
BEAERREENKREFFBIZMR -
feFIZIEH L R R BRY  E AR RINS 8
BRERERR - BRERERRT AL
ZRWEARERE Rt HFIFERE
ERENRE  EHRMEERES L
TEERERE UERRORAGTHR

IR 2021 FREB S  ALEEMFHFAY
24 ARHERPETT T HUMER THE
ERENTEERER - RBEERED
B 1R AR RENMEFNEEEY 2
BRABLEEERRENERENER
WETHE - AERT ERFHERE
SABEN QKM BB
ERERRMITS
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AGE
LT

a) Children /\#

Children are the primary users of Public Play Spaces,
but they are under-represented in other POS types
where there is no or limited play equipment. While some
children visit Public Play Spaces daily, most visit 1-3
times a week or only on the weekends. In most cases,
children are accompanied by adults. However, some
sites are safe enough for parents to leave their children
there alone, as one interviewee from the Field Survey
stated: "l can leave my children to play there while |

go to the wet market." Most children engage in active
activities, which occur around recreational facilities.

b) Teenagers F4E

Teenagers are under-represented in all POS types.
Their presence in Sitting-Out Areas is more significant
because they may pass by a POS while commuting
between school and home. Teenagers are also drawn
to recreational facilities, but there is a shortage of
amenities designed specifically for this age group.

c) The Silver-age $RE2H&

Silver-age users are present in all POS types, especially
in the morning. Daily usage is particularly high in Sitting-
Out Areas and Waterfront Promenades. They also visit
other POS types up to 1-3 times a week. While the silver-
age users typically use POS for sitting and resting, they
are also interested in other activities. Some respondents
suggested expanding recreational facilities.

NZRARBESNEEFRE B
HiR B RERBNALZERE g
BROLH - BN ZEEBXREGAH
WS KINBEI—E=R BRAR
BXRBE REZHES  BFLISFH
HERE EUTHRRE NN ZATER

(BHEERARIRRERT [RE
HHE SR TR NEEERRER]) ©
ZHUNZREBNER R @ ENRE - I (B R 4
By

FOFEEREAHERBERERZ
R - B FIFTREE LR R REHERL
AHER BRERBENRERS -
BOEINEE A RYERE  ERAMMIMR
R HEANRERZ -

RELBLRAEREQLZEM LHERTE
LR EREEAEERBEXEH

HEHENREERE ENEMAHKZE
BESE REIMNAZEANZEEE
H—E=R- RETEAHZRIRT LM
KR BEHEMESRER  FRGE

e N B4R o

5-1 POS Users | A ZERFERAE

040



Sitting-Out - 6.5% 9 o
Area Q 26.9% 28.4%
tRaam :

Public Play 4.6% 17 A%
Space 36.9%

NEFELES

*13.3% :61%

‘ .
.

Public Park 98% 49%
ublic Par
AHAR ®
7 2% 3 4%
Waterfront
Promenade . 38.0%
SSERE :

Country Park
HEAR ® ®

© 13.4%
Plaza

&%

. 11.0%

.

Children Teenagers Adults Middle-aged Seniors

N% FOE BREA hEA REENR
(0-12) (13-19) (20-39) (40-64) (65+)

q

4
Age Group Distribution among POS Types (in %)
EREEERDMLLE (%)

*Data collected during Field Survey from November to December 2021.

*2021 & 11 BE 12 BEE LIRSS -
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GENDER

2 151

a) Female &%

Female users generally have less presence than male
users across all 6 POS types, except for Plaza, where
foreign domestic workers are regular users. These users
self-organise a wide range of activities, from passive to
active, and are more concerned about the spatial qualities
of the space than the provision of facilities, including
issues such as openness and the perception of safety

for female users. We also observed that active activities
are mostly conducted in groups. This user group values
sensory experiences more than others.

b) Male B¢

Male users dominate certain POS types, especially in
Sitting-Out Areas. In addition to general activities such
as resting, we observed specific age groups, usually
elderly males, participating in special activities such
as chess and fishing. These activities are an important

PREESSN LI EREREROLRE
Hit AR - SMERB T ER EHM
FRE WS EALERBITHABRE
TRES  BEFRER Bt =R
BEMIBRUEFTIR MR EEEE - Al
RN Z 2R - BER BEES
SLRHET N ET - B0 ZIEERE
PEEMREREEERRENER -

SHERAEEEEAREMEEZEH
BIANIARTEER - BR T —ARSEEN AN AL 2 5b -
FESEFRARN LEEBUHEFA
B2 LSRR EEN G TR B -
BLEH R M PIM R A TERIERD - PRLUERE

part of their social lives, so having these gathering ZEEHEtMmSEt2EEW -
spaces for this group is crucial.
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c) The Non-binary JE= 1451

There is a growing call for gender equity in POS, FEEME EHMRTFEMNER (EhEIE
including accepting and including non-binary EEZMORIETHRE)  AHERN
individuals. POS should be designed to affirm RETFERERATB A BRRE g

that people of all gender identities belong and are WEEEONE S - aliE R FEAEREN
welcomed and supported. This can be achieved EBEMAR - RERD HERIAIERHE UK

through means such as using inclusive language and RIRBEGE B L MR BB FRERE
signs that do not assume only male or female genders, A3 KRBT -

providing gender-neutral facilities, and avoiding

assumptions based on traditional masculine or

feminine interests.
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Female Users vs Male Users among POS Types (in %)

BAHLTEMBRBELERE LA (%)

*Data collected during Field Survey from November to December 2021.

*2021 & 11 BE 12 BEE LIRSS -
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3 ETHNICITY

Non-Chinese ethnic groups are a major user group FEERERET—HEENERE
across different POS types. They are active users HMEREALEM - tFIRIEREEFEN
with immense creativity to make the space more NEEMERE EETERSEAE
comfortable. They look for flexible spaces that < 1&1FﬁFfT?%<_E’J’&§¥ B AETIE o b1
facilitate social interactions and gatherings in large HESKEENEZRLUETARENELE
groups. Amenities and facilities, such as seating, ;%E)‘P’FD o (BRI AR FEAN GRS - B0
toilets, drinking fountains / bottle filling stations, FERS ~ RIFR - Bk SRk - BEE -
sheltered areas, sinks or washing areas, are highly KIESBRESE  2MMERAALZEMN
valued. However, some interviewees from the Field BEEERE BN BRHFERD A
Survey noted that conflicts between locals and Non- ZERIFTRNME  BEEREERMRSUL
Chinese ethnic groups occasionally arise due to a TRENR Z IR AR EIR OMEEFE

lack of mutual understanding and empathy regarding
cultural activities.

5 I1 POS Users | A ZEMERE 044



MOBILITY

fTEE
Wheelchair users represent the largest user group
among POS users with limited mobility. They are often
accompanied by caregivers, rather than travelling alone.
These users are willing to spend more time commuting
to a more desirable POS. For instance, when a
Sitting-Out Area cannot fulfil their needs because of
uncomfortable accessibility for wheelchair users,
they may move to a bigger Public Park or a Waterfront
Promenade that is better equipped for all user groups.
They prefer quieter spaces in POS that are away from
active activities, so they can rest for longer periods.
While they are also keen on exercise, the lack of suitable
facilities and inadequate space for wheelchair users

hinder such activities.

W ERERITHNMEN AL ZEMERSE
RERN—E- tfliEEaREERR
MACRBEERAALER - EBERES
BELKHENTI EESABENAHL
2R FIANE R R RV PSR ER T R BE
NOmRBERERS MATEREEEN
—EREFEERE EAIPER
EESH EERERERAE TR
AHZERMA - HRERE EER WS
—RARLE - EREENRIEED BB FIRL
BEA—RE R B - 2AHS
EREHREEEES T BEREENE
BEMRE AERBTEMTEEEEE -

P |
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5 USER TYPOLOGIES
EREER

Apart from age, gender, mobility and ethnicity covered [RT4EES ~ 45 - BIEFRENMEIN  FHEE

earlier, user typologies categorise users through BARBIGF AR EMNBERNRESSE
their purpose of visiting POS. This gives another HhE—EAEEREREXNMAR
perspective to understand the usage patterns and EBIERRERE -

what the users are looking for.

a) Residents BR

Residents refer to users who live in close proximity to a EEEREEAREMMEENA IS
POS. They are regular users in all POS types and mostly BENHTENEERR - MEETU
travel on foot, with the walking distance varies depending  F{TEI{E—EAILZER SITHEBEZTRT
on the size of the POS. For instance, they are willing to NEZEMPOXNMEFARE WEFHE
walk further distances to reach a Country Park. This FERSTHRREMEAETET AR -E1EHE

finding echoes the recommendations outlined in the Hong  (E&REIZXEEAR) hig 3] Hy N EY
Kong Planning Standard and Guidelines, which suggest N2 R R IFIEAL R E & 1T EERE
that smaller POS should ideally be located within ashort, 400 K& EAEZETEMA ° T3 ﬁ’&éit
walkable distance of 400 metres from its key users. Many ZEREIME ZMIE R0 RELERIE

daily users of POS are residents who use them regardless SX{EAZZER - FHIt HRAHZER] E’J
of their quality and condition. As such, their opinions are  RET24E tFINER L AT o EHR
crucial in improving POS design. ENHEZER A PN ER LR -

b) Workers %
Workers refer to users who visit POS located near their YR EAE SR T BAMTIE 2 A4t

workplaces. They typically use the POS within a short Z=f ZHETRBARMIEFSER -
walking distance during their workdays, usually around P R — LS TR RN AL =R
noon or late afternoon. Their activities are generally LY RETEHREE (FlmEL K2 -

passive (e.g. sitting, resting), and their stays are relatively {SRZEERIE(E - Bt FTEEMNEE
short. Therefore, adequate seating and shelter are crucial EREHEHAMSIEETEE 9L
for this user typology. They also desire a relaxing and HE—EFEKENSE -
comfortable atmosphere.

-
>
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c) Passers-by A

Passers-by refers to users who visit POS as they pass by
without any predetermined purposes for visiting. They use
the POS as a break from their activities at the time, such
as walking, running, and cycling. Therefore, their activities
within the POS are relatively passive, such as sitting or
resting. We typically find these users more often in larger-
scale POS, such as those being used as part of a wider
pedestrian network. Passers-by usually visit POS alone
and commonly request open, brightly-lit spaces that feel
safe.

d) Sightseers %

Sightseers refer to users who visit POS as tourist
attractions. Particularly, POS types with specific or
diverse activities could become attractions. These users
are willing to travel longer distances by different means of
transportation and stay for longer periods. However, their
frequency of visits is relatively lower compared to others.
Nonetheless, they form the primary user base for large-
scale POS, mostly in families or groups. As sightseers

are activity-seekers, they require a range of recreational
facilities to fulfil their needs.

e) Returnees Eij &

Returnees refer to users who return to a particular

POS because they feel a sense of belonging. For most
returnees, their stay in the POS is memorable because
they used to reside nearby. Even after moving away, some
continue to visit the POS regularly. Instead of functional
needs, returnees are drawn to the specific atmosphere
created by spatial design and activities. Culture-

related elements and design aesthetics that represent
the communities can contribute to the qualities of a
memorable POS.
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DESIRABILITY FACTORS IN POS

LHEE[MSANBEDEH

General Expectations

A desirable POS needs to respond closely to its
users’ needs and expectations. There is an ever-
greater demand for better amenities, furniture,
comfort, safety, and a greener environment across all
6 POS types. The below expectations are findings from
POSsible! Research Stage based on the 24 sites in the

Field Survey.

Use &User  100%
FgMAR

Amenities &
® Furniture

RN A

™% ...

Green
® Environment

BALIRIR

50% ...

Accessibility 259 .
BEM

Comfort &
0%

—RRHIE
—ESABENALEMTEZRUIEE
FERENTEMAE - NERANAH
YRR - B R E B AP A ERIER AN
R EEMEFENREE URER
BACIRIBERMRERY) - [ 2R
KATRE! | FERA SRS R E b E R
AET 24 EEL UTRERGEAT IR
ERERALEHEMAE:

® Safety

BN RD Sitting-Out Public Play

Area

REE AR

Public ~ Waterfront  Country

Park Pyor:nenade Park
AERNE CBERE  SHLE

User Feedback Distribution across

UN-Habitat Dimensions for Quality Public Space Assessment & Indicators (in %)
REHEEABZEREARTMTZEENERERR S ML (%)

*Data collected during Field Survey from November to December 2021.

*2021 F 11 BE 12 BEiE RHRULEIBIE
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Better amenities and furniture serve as the baseline of
amore desirable and inviting POS. The presence and
quality of seating are essential for all users, especially
in POS types such as Sitting-Out Area and Plaza, where
people usually visit for rest or to gather. Recreational
structures are also significant and strongly demanded
by users, yet much feedback indicates inadequate or
lacking diversity.

Better comfort and safety are crucial to an enjoyable
POS experience. While users generally enjoy the
atmosphere and spaciousness of a POS, many

users recognise the lack of cleanliness and hygiene
(e.g. littering, mosquitoes) and unpleasant sensory
experiences (e.g. noise of activities or traffic) as
challenges for all POS types. A clean and comfortable
environment is a must for a desirable POS.

Meanwhile, having a greener environment is a
universal requisite in POS. Although there is generally
less natural landscaping, such as plants and
vegetation, compared to hard landscaping features,
such as furniture and pathways in POS types found in
high-density cities, users show a great appreciation
and demand for it. A well-curated experience with
natural or designed green spaces is key to creating a
memorable POS that deserves frequent visits.

—EAESABE BRI AR QLR
EREMNE T AER R ARARM - BERIRY
REMESBHMEEHRENEMEE:
AEBAREEMESEEQLEM BE
REANMREMBRZHIHT - MRE R
BREALEFR BEFSERBELERT
BRERBIEANERZ S

HIR N ZEEEE - T BN EE
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ERMEERE (FInkEREL AR -
iaz) - it B BANERE LR (Flan
EEBHERT)  BLPERERAH
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SITTING-OUT AREA
e

Public looks for a safe and quiet Sitting-Out Area for desirable sensory experiences.

ARME—EARENEFOABERAEREORERER -

Due to the limited size of this POS type, users are
sensitive to its hygiene and spaciousness during their
stay. Sheltered seating can directly affect the resting
experience for users. Noise, which is considered a
negative sensory experience, is commonly raised as a
pain point for this POS type. Thus noise mitigation is
essential to improve the user experience in Sitting-Out
Areas, especially for females, who are more sensitive
to the sensory experiences.

Furthermore, users prefer better aesthetics, such

as more colourful designs and greenery, to make a
Sitting-Out Area livelier. On the other hand, safety is a
key concern for Sitting-Out Areas, and it is important
to have better lighting and management to improve the
safety of blind spots within the POS.

Sensorial

Experiences
RERRER

’ Female 1%

a4

Sensorial
Experiences
RE RS

ARERA AL ERMEAFMEEBERR
EREREAE RN ERE EBRA
R -FEERENRANGEESE
ERENRELER BT ——EamEN
RERBR ERERAEEAHTM
BARER - LR EMER  K5E
HMmE MR EREREAER
ERAMIRAtPIRAEFERR -

o EREERER fINEREEE
MEREt o EAETEZE MR AR
SHIBRER - B—FHH REER
ZEEHBRERMIN BHFNRAMNEE
AUEAHLEHERNT 2 -

16%

Male B 1%

Comments on Indicators in “Comfort & safety” for Sitting-Out Areas (in %)

HL [$FBMEZE | HEEIEES M KRR (%)

*Data collected during Field Survey from November to December 2021.

*2021 F 11 BE 12 BEiE RHRULEIBIE
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PUBLIC PLAY SPACE
YA 3iit 3
Public of all ages share the desire to enjoy and have fun in a Public Play Space.

TRFEHRARPHEEAXLBLISZTZIMGTLE -

Well-designed and well-maintained recreational BEtERBAEEZENRYEREERT
structures form the core of this Public Play Space. NHEBEIZNIZL - EEZRBER
Despite limited space, users always desire more BERERRBERELHIRELLHE
recreational structures. Therefore, the quantity of play FE I ESEEREHNHER AL

or sports equipment is essential to the success of a USSR BRAGE - flan EZ M

Public Play Space. For example, adding more swings HEBAN T 2 ENRERY B BLER 4 mT LA AN
and movable play equipment can improve the quality — #ERER - MEBENEE -FE &
and variety of play. Spaces for other active activities, EREAHZERT MEREALUETTEAM
such as music performances, are also welcome in this ~ SEENRIZERT  BIANSF LR TE
POS type.

BEAN T B EIGLUNZ B E AR ET
Although primarily designed for children’s needs, a AR QHBEISHBELIALE
Public Play Space is also popular among different age B EGE  :REHEZ EMBFIFVER -
groups. Design should also consider their needs. For BN REHEAZNHBLESZNETES
example, the silver-age group demands more seating FERSFEF o tbAh SRR LURE
and tables in Public Play Spaces. In addition, designs ~ /NZEEREMED)  5EAHLHEESE
that facilitate parent-child interaction can create a BONEE-
more desirable Public Play Space.

Comments related to Seating / Tables (Amenities & Furniture) (in %)

BARE (/1 GREBFRML) AEIRER (%)

Children /3%
(0-12)

Teenagers 5 &E
(13-19)
Seating / Tables @ Adults BEA
The FEfL/ (20-39)
Silver-age o @ TheMiddle-age FEA
SRENE =2% (40-64)

73
(65+) de %o The Silver-age $RE2/%
A (65+)

*Data collected during Field Survey

from November to December 2021. Users among Public Play Spaces (in %)
*2021 4 11 A 12 AT HHEZHIR AHBLEZOERAE FHR DM [RLHEE5] (%)
[eS:bE 6
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PLAZA
&%

Plaza is an important POS for inclusive events and activities.

BERE TGN ESNEEALZRM -

Like in a Sitting-Out Area, seating and shelters are
considered the essential items in a Plaza. Users care
about not only the comfort they provide but also their
design aesthetics. Well-designed hard landscape
features like planters and fountains are favoured

in a Plaza. The level of cleanliness or hygiene and
maintenance can be addressed through design
solutions. Unpleasant sensory experiences, such as
noise from traffic and events, can cause a nuisance
to Plaza users. Hence spatial planning is important to
address these concerns.

Users value a POS for its spaciousness. However, many
use a Plaza as a passageway and spend little time
there. Those who wish to stay for longer periods would
appreciate more diverse activities, such as markets

or urban sketching sessions. Barrier-free facilities

are especially important for visually impaired and
physically disabled individuals to use the space and
feel included in a Plaza.

32%

MARRE—1% > ST &RA R ROMZ
BEAIFIAE M - EAETNEER
FEE BARETVER BREHEFN
BESBMIERME/EEREAR
BUl - 551 SRt it — AR5 5=
BIANRESF58 2 B A A KRN R MEAY
M o —LEREBIEE R T FIRES
EYRNRIRNZRERE HESERE
EREE FERAREIRGIEREE -

ERETSERALEMOTHMAZE -
BR REEAELESEXR—(EEE
REBRENGH - —EHZEEEEIN
ANEBIE IR EITE SRR - Fa0
5 WHIREF - BIMER AL ERE
AL BERRELHEEE SERS
ERESEHMOER-

Hl
20% "g" ...............................................
ﬂ
#
ﬁ S Recreation (Play and Sports Facilities)
e} VR s
SHE R (HBRIEERIE)
o CEER B
10% - o
(o)} [
£ 9
sl ©
(] <
N "
0%
*Data collected during Field Survey
from November to December 2021. Indicators under “Amenities & furniture” for Plazas (in %)

*2021 &£ 11 BE 12 A tE LHIR
W S B

[ERbEFNER ML 1512 [FE5] (%)
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PUBLIC PARK
[HAMW

Public Park needs to take care both daily and periodical needs.

AHABEECEIEAENAERERERARTE -

A comfortable environment is essential for a Public
Park. Positive sensory experiences, such as quietness
and bird-chirping sounds, and a sense of spaciousness
are advantages that should be strengthened. Many
users also enjoy bringing their pets to a Public Park.
As a popular destination for a wide range of users and
recreational activities, design solutions should address
major challenges faced by Public Park managers,

such as preventing noise and undesirable behaviours,
such as smoking. Users frequently raise the issue of
mosquitoes, and there is a demand for more toilet
facilities and improved toilet hygiene.

There are also calls for more diverse activities, such
as having space for small concerts and events and
allocating a larger open space for flexible activities,
such as weekend markets, festive celebrations, and
community events.

Indicators in “Comfort & Safety” for Public Park (in %)
[FFENRZ ] B8E [AHER2E] (%)

o]
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EZ St RERARRAIARE
EHEMBNETERS SEERRES
TREITH - EAECRREFEME
iy 23 ) e G N RIFT R FE AN E RIFT &I A4 -

I ERECFEARRRRES T
RYSEE) BIE RSN N F SR
SEE IR S R E AR = 21T
REFENHR - AR E SHREM
HEFHF -
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*Data collected during Field Survey from November to December 2021.

*2021 F 11 BE 12 BHEE ZHARUENSIE
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BRRE

WATERFRONT PROMENADE

Waterfront Promenade is a linear community living room with culture and identity.

BEREBMIN—EEXLEERSHRERNLERE -

Waterfront Promenades offer spaciousness and an
open view of the natural environment, such as an
expansive sea view. Activities such as fishing, scooter-
riding, and cycling are common along the continuous
water edge. Having multi-functional waterfront spaces
is also important to its popularity with users. Like in
other POS types, users prefer having more shelters
and diversified recreational structures. They also

wish for more software provisions, such as music
performances, busking, and open-air markets, to
create a welcoming environment. The quality of
cleanliness or hygiene is also significant to users,
especially for the silver-age.

There are expectations for a Waterfront Promenade
beyond physical comfort. The culture and identity
attributes of such POS can be enriched by displaying
relevant historical information. However, this POS type
is less accessible due to its distance from MTR exits,
which reduces visitors’ willingness to visit. Having
dedicated walking or cycling paths is a way to improve
the situation.

ARG TARMRE  WietitiE
WBEARE  FINERNER -85
BIREME EERIE R ELERNFE
T ER - ERESEEN—ESIEEN
sy R A S R D
FREERESHNAESERENSHRN
BREsE BIEFERELHMNEE
PIaNEF 4R - HBERIBMBERT S
HAE— BRI AR RIRE - B
R HIRERM S  BIRELERK
E:

PRTYRBRETEZ N ERELEEEARE
BEMEBY - EEEENERRT S
NHEEMIOL / SRBEATUSGES
B EEAHZEMERBRERLO
BUE  SBME - AR BERHE T BT
FENER -RHTASHSEMERK
AR EEEIENWER—EHE-

Atmosphere
==
EaR=t

5%
50% ...
25% ... .
0%
Adults
BREA
(20-39)

*Data collected during Field Survey
from November to December 2021.
*2021 & 11 BE 12 BR#E R
USSR IR

Middle-aged Silver-age
EEIN
(40-64)

Indicators in “Comfort & Safety” for Waterfront Promenade (in %)

REEHE
(65+)

[EFEfR R ] 1512 [BERE] (%)

5 I1 Desirability Factors in POS | At ZERIS A BEMIEH

054



6 COUNTRY PARK
BELXE

Country Park wins public favour with authentic nature experiences.

BHEARURME—E_NRSGAAERERSARERK-

Defining the boundary of Country Park and discussing B3 A E 7T 88 5286 E B - TREE LIS SR 1ATE

the essential elements required for a desirable —ESANEENTHT AR - BEMBHTAE
Country Park can be challenging. Typically, amenities BB ARFSEPECEEREEE

and services are scattered across a Country Park. ERANMEREIRAMBEFLABLFTAN
However, for many users, the primary purpose of BRIZRTLASIT MIEEHEEE

visiting a Country Park is to hike and walk rather than  SRERER{F R ENEE - EENHTARE
use the facilities in a specific trail section or adefined HZAHERMEEZHIBISZE
area. This sets Country Park apart from other POS FERAEHRERARZEZRBTEIRE
types. Unlike other POS types, which often prioritise B BEREFENTE BHENBH LR
convenience and physical comfort, Country Park users {F & SR iF 4T E B AR
favour authentic natural experiences and organic JE B

quality, which better design solutions could enhance.

Facilities to Add Value in Country Park (in %)
BHLERIEEERE (%)

10% e S

72NN U e AN B W BN e
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*Data collected during Field Survey from November to December 2021.

*2021 F 11 BE 12 BHEE ZHARUENSIE
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POS DESIGN METHODOLOGY
LRZERMERE SRR

This POSsible! Design Guide introduces a new design
methodology to be adopted in the 6 POS types (refer to
the introduction in Vol. 1Ch 5.1). Before designing a POS,
it is essential to understand the context, users, and basic
steps. These key components form a unique approach
to designing a POS and understanding site-specific
opportunities.

Aspirations collected from every step of the development
process are elaborated in this Design Guide, including our
literature reviews, local POS field studies at the beginning,
and our POSsible! Design Thinking Workshop Series
demonstrated the basic requirements for inclusivity and
people-centred design for POS in the 21st century. In
other words, a POS should be co-designed with users to
genuinely respond to user needs, remove entry and usage
barriers, and appeal to all user groups.

Therefore, in both the Design Guide and the Design
Thinking Toolkit, we strive to go beyond the presumption
that all POS types are inclusive and people-centred by
design and introduce new ways to encourage desirable
POS design.

[ZERRFTRE | 3RETER ] M T A
NEAHZEMNGRE TSR (BRE—M
B 51%) o EaEt—EAHEMZAT:
DATHREER ERENEATHE 5L
RIS AR R T RIS TR BT R
—EEISIAS R RIMEE - M ARETE —1{E

Az -

EARREHERAHIE IR  INE T RE
BRSNS AR E R R FEHAZA
D RFERT [EMAREE | EE
BHETIESHRS ] MEDERT 21
AR R ZE A HRA A D ARERET Y
EAZER WUHER —EARLERIEZ
BAfF FE L Rlanat - EIECIEERER
RE —HEEMEATER LRER - 5
—HEBRSIFFRERERE B 72
[REtER | A (Rt R T AR f-
HMIAREBH TR EMBERE
EET EER R A RALUAD A BIFRER  5IA
TR SRS ABER A=A -
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CONSIDERATIONS FOR INCLUSIVE DESIGIN:

HEREEREE:

1. Both the design process and design output
are important:

Employ a people-centred approach during
the design process to fully understand and
address user needs.

Align the design output with the Principles of
Universal Design for inclusive use.

2. People-centred design:

Invite users to participate in the design of POS
to ensure the design focuses on users’ needs
and requirements. This improves effectiveness,
efficiency, human well-being, user satisfaction,
accessibility, and sustainability.

Engage all users, regardless of age, gender,
race, or disabilities, to participate in the design
and decision-making process to the greatest
extent possible.

REHBREMRERRAKEE:

BRI RAUAS AR
Bk BRERENTERTHR
DERINERE

LB et R Rl R s st E
J’/(?:f (=13 \HEIE/LA

BABAE:

HBERESEALERAER
Bt DIERERETRENEREN
FRMENR R
WeRENEFORRER ERE
TR EEEREE N

FrEERETS Fie 145
HERIRIRIR - FERRET AR
BRPEURARRESEE -
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3. Universal Design 3.

Follow the 7 Principles of Universal Design to ensure
inclusivity:

i. Equitable Use: The design is useful and
marketable to people with diverse abilities.

ii. Flexibility in Use: The design accommodates a
wide range of individual preferences and abilities.

Simple and Intuitive Use: The design is easy to
understand, regardless of the user's experience,
knowledge, language skills, or current
concentration level.

iv. Perceptible Information: The design
communicates necessary information effectively
to the user, regardless of ambient conditions or
the user's sensory abilities.

v. Tolerance for Error: The design minimises hazards
and the adverse consequences of accidental or
unintended actions.

Vi.

Low Physical Effort: The design can be used
efficiently and comfortably with a minimum
amount of fatigue.

vii.Size and Space for Approach and Use: Appropriate
size and space are provided for approach, reach,
manipulation, and use regardless of the user's

body size, posture, or mobility.

(Centre for Universal Design, North Carolina State
University, 1997)

B

BIELT U ARG ER - LR
(REY R =R T S H R R4

i FHEER:ZREETRENN
AL#EREA

i BURER RREFIEETERD
BAZEFEE

HESA: ERERENLR
A EESHERZTHWMME
EREMED B EBZRETH
HA-

iv. AR  ERIRIEARETR
ERENREEDHINM 525148
BHICEERAESELEN
&ifle

v. BHER BHBHHOER
HEBI A REBTAFERN
TAIEE -

fé‘jj};“gﬂz r-l/( nR n-l-_.”’/(lglll\k
EER EERESIE
HBHATHE o

vi.

EERE: EmERAENSE
Ao~ 228 BREANMAT - ZRETER
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POSSIBLE! POS DESIGN METHODOLOGY

(ERMAWEE! WAREMRAFTIE

The Design Guide provides comprehensive guidance
for different phases of a POS project using various
design strategies and examples of best practices.
On the other hand, the Design Thinking Toolkit offers
steps and tools to engage POS users, co-create with
stakeholders, and deliver innovation to the project
team. These tools can be adopted flexibly depending
on the nature of the POS project.

We encourage you to follow these 6 Simple
Steps to adopt the POSsible! POS Design
Methodology in your Project:

1. Define the POS type you are or will be working on
(Vol.1Ch 5.1).

2. Check your project stage in the Workstage Table
(Vol.1Ch 5.3).

3. Gainanunderstanding of the current usage and
condition of the POS or site. (Design Thinking
Toolkit - POS Action Combo A).

4. Identify and engage your stakeholders (Vol. 1
Ch 5.4 + Design Thinking Toolkit - POS Action
Combo B) and consider which Good-led Values
are applicable (Vol. 1Ch 6.3).

5. Select appropriate Design Strategies (Vol. 2 Ch 3),
and browse through the archive of case studies
for practical tips and references (Vol. 2 Ch 4).

6. Conductregular reviews with stakeholders and
evaluate your POS design using suitable tools
(Vol. 3 Ch 3.3 + Design Thinking Toolkit - POS
Action Combo E).

sEtiEm | R TEEMES  EAHK

ZEE TR P ERIR LR EH RIS R E
EERHEEG M [REtBETAS ] 8
?%1#75555%3@12 R AR
A% —RNFNEREEBERGSE
BT A ZR - RIBERR AR Z=RHIERN
HHE S TR EE IR U8 -

BEOSEREBEUTABEEGESR
EIEEZFFIEM [ERXTEE! | AL
FEtBiE:

1. EHMREEBEFEIENAL
TERERERES (B
F51F) o

2. LIIfRERR (B—ME53%)
RIGIRIRE T I TVERRER ©

3. Tﬁ@’&f—( =fE S5 E BT A2 A
/R&Hj( nXu /u\iﬁlﬁg
NHZEMITEESR A) ©

4. REZFHENSHE (E—M
FE54Z+HABHTAS -
ZERM1TENAES B) » —REBE
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POSsible! POSsible!
Design Guide Design Thinking Toolkit
ZEFEIKFIRE | aREHIER ZEEAFIRE | BRELBHETREE

Define POS Type . VOL.1CH 51
EHRALZERLER . B—-MEsaE
v
Check Project Stage . VOL.1CH 5.3
TR TIEREER . g—WEs53=
v

Understand your Site

T AR{REYIS I

v
Engage your Stakeholders VOL.1CH 5.4
RELFHENSEH . B-MEs54F

Select Good Design-led Values . VOL.1CH 6.3
BE [ESEREtEE] . BE-ME¥e3E

Select Design Strategies VOL.2CH 3
BIEQBIRETRE . E-mMEIE

Get Tips and References . VOL.2CHa
ERRTISZE . F-MEaE

Conduct Regular Reviews VOL.3CH 3.3
EHAERALEMREIEE . $=EME33E
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WORKSTAGES &
STANDARD WORKFLOWS

ITHERERFEERE

Good Design-Led Workstages in Corresponding Stages in
Workflows Civic Projects Private Projects
EBFEEIERE AEHAMTEER HWAEBEMHETIFER

PRE-PROJECT PHASE
Pre-Project Phase explores
opportunities for design innovation
in upcoming POS projects.

TH B I HA RS ER
MERHRNALZERIER  RRERE
RUFRRIIEE o

Project Definition Brief Formulation

Statement I R
EI
EEIRREE RlERRRE
Feasibility Study
ATHEIZE
PLANNING PHASE
Planning Phase refers to the project
stage where a project's brief and
feasibility are formulated.
E+§?BEE§ ‘ ~ Technical Feasibility
ATEEBME R EIAATISE Statement
RATPI{TIERAE Planning Approval
REFH
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N

Designing a POS takes time and requires the collective

AHEMBRFAEERR REESRA

FReTTR - HPIAREE MR R

effort of many people. We understand that different wAh

needs arise at each stage of a project. The POSsible! BERNRAEE AL (=R ATTEE !
Design Guide will facilitate your POS design needs FRETIEm ) & [Z=ERIKATEE | a5t B4
along the way with the POSsible! Design Thinking TEE | SEBMR—T T RRATEER
Toolkit. Refer to the table below to locate your current %=t BB TFIRE EIREEIE TR
and upcoming work stages and identify which tools TERSER ;BRI AFIER 3851
can help! jEm R [aastB@ETAES] |

Benefits from POSsible! Design Guide
fEM [ZMATEE | SREHER | TR

Actions you can take
from POSsible! Design
Thinking Toolkit

[EERIATIHE ! st B 4
IR |NBETH

. Expand Knowledge
. Align
. Innovate

. WEERM
. iR

o BRI

To identify appropriate Good Design-led Values and Design
Strategies to be adopted.
(Check out Vol.1Ch 6)

REREUE G REFE EHEE KRR
(EEE—ME6R)

To define the details of the design brief using
Design Parameters.

To gather project proponents from the 6 Personas to
facilitate meetings and discussions.
(Check out Vol.1Ch 5.4)

AR ERUFE R R ERBE -
BENEACLUREEZERTH - (EEE—MELLE)

. Mobilise

BIRAE
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Good Design-Led
Workflows

B TERE

Workstages in
Civic Projects

AEHEANIEER

Corresponding Stages in
Private Projects

A ATEBRIHEETEER

ACTION PHASE

Action Phase is an important
componentin a project where design
and construction are executed. It

is also a stage where stakeholder
relationships are built, and their ideas
are incorporated into the design
process.

TENPEER
TENRRRMWEE R R TIZN
Bt FHENORGEEIRET R
PN ESTERARBE -

Sketch/ Outline Design

Concept Design

B

G

Schematic Design

e

Detailed Design
Feakst

Detailed Design
Fbait

Documentation &
Tendering

BEXHRBEBE

Documentation & Tendering

BEXHRIBEBRE

Construction
TIREET

Construction
TiEheT

EVALUATION PHASE
Evaluation Phase happens post-
occupation, when users and
management teams have moved in
or taken over the project.

ERR
EAERER MBS RDET
THE - SHERER RN -

Defects Liability Period
HIEEEH

Defects Liability Period
HIEETHR

POST-PROJECT PHASE
Post-Project Phase allows project
teams to reflect critically on

the completed project and gain
applicable knowledge for future POS
planning.

THE &R
AHZEMEEEREHETINIER
PEICHIIERIR B FELL RAR AN - AR
AR AR E R o
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Benefits from POSsible! Design Guide
{ER [ZEMATTEE | SREHER | BITE

Actions you can take

from POSsible! Design

Thinking Toolkit

[EERARTIHE ! s et B A
IR | NBETH

To get inspiration in the design process. To review the
quality of the POS design.

To get tips and references for design and work processes.
(Check out Vol. 2).

TERRGUERTNGER TR AL ERRANER -
DSBEMRETRIEERNRTRSE - (BEEE-M)

Empathise
Define
Ideate
Prototype

2
FIRERE =
RIEEhS
[REURAE

To evaluate the desirability of design before things
get built.

To facilitate discussions on maintenance and management
innovation. (Check out Vol. 2)

ERIIAE T 2B SHMERA RESABE -
REBHMEERERRFERNT R (BEE_M

To facilitate discussions on maintenance and management
innovation. (Check out Vol. 2)

REBMEERERRFEENT R (BEEE-M

To evaluate the desirability of the design output.

To identify areas for improvement in existing POS designs
for future project planning.

FERHRERTOABE -
BRI AL TRIR A TR EOHE . ARRALEMN
MEIHE - (BEE=M)

Validate

ASES
BB R

ko

Expand Knowledge
Align
Innovate

R R
hEAt

HEEDBIFT
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THE 6 PERSONAS
AND THEIR CHARACTERS

NERBRANE

There are 6 main categories of Personas related to
POS. All these Personas are needed to co-create a
desirable POS. Understanding their motivations,
roles and responsibilities, and superpowers will
help you communicate and coordinate the design,
construction, and maintenance of a POS.

All Personas have their own superpowers that resolve
user needs and overcome technical difficulties in
different aspects. The superpowers are their strengths
and functions that you can rely on whenever you
experience any challenges in a POS project. When you
encounter any Persona, refer to this Chapter to make
the best use of their superpowers, align interests and
create synergy.

The 6 types of Personas are:
NEABERE:

e The Magnet #A

o The Conductor X
e TheRegular 8%

e The Mediator &
e TheGenie #5%

e TheSage &

EHAHTHERNABEREETEG/E
A EE ARt —ESABEN
AHZER c AETEEMIIN [EhiE] -
[AEEEE] UKk BiEH] sl
HBNRIERRET ~ BiEMAEE AL M/
BIERETTE BB o

FrEAGHEBCH (D] - FILUBRR
3£ B3 MR 3Kk 52 AR [B) 75 T A9 3 l

HE - ELBRE = MEAHERER S
B B PR ZE RS PT LUK R RO B B ANTHBE - B IR
BEELAER FUSEABHURS
AR [N - RS I RIER
[EIZLFE o

THE REGULAR £%
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THE CONDUCTOR EIER

THE SAGE §#

y
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1

THE MAGNET
2]

Refers to:

Project proponents and owners of a POS or a POS

project, such as members of government departments

across different levels, and representatives of land

developers and project owners.

Motivation:

Government policies, strategic plans and vision,

and meeting neighbourhood-specific needs are key
motivators of the Magnet’s participation in POS projects.

Superpowers:

5 [ 4 The 6 Personas and their Characters | ;NiEAE K EISH

As project proponents and owners of a POS or a
POS project, Magnets have great influence over

the trajectory of a project. They can also create a
force field around them and draw in other Personas
required to set the project in motion. With a forward-
thinking mindset, they can kick-start pilot projects
and make long-term positive impacts possible in the
POS development process.

Well-versed with government policies and statutory
planning requirements, Magnets can help you
navigate the complexities of procedures and develop
arealistic implementation framework for the project.

%

=5
AHEREBASAHLEREREEAN
BHIANTEEAR OB AT ERFIAK & ~ £ 3t
BHEBEEFAANNRE-

[

WENH:

BURFERER ~ SRES M RREIFIRE S LUK R
BEMENER 2 [#a ] SEAHZER-
TEEMNEEENS -

Breh:

o ERAHERMBEBARALZERM
EREEAN [HA ] HEENNGA
EAMEE - CRAKE—EHS
%5 | B REA R A A B LR BN TR
BFEHIE R S P rTLUREN R,
B T REBRTEERIAN
2

o RABBUSERMEEREIER-
[#a | rIB R ARE MR RE T
It AR RIAR R PTI TR R RS -
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How to collaborate with them?

It’s good to get the Magnet on board early and work
collaboratively to formulate the vision and plan

of your POS and project. Using local references,
successful case studies, and site visits can help
illustrate your ideas and establish a shared vision
with them. Sharing and training programmes can
also help the Magnet gain knowledge and motivation
to drive innovation, especially in cases where local
references are limited.

The Magnet can help motivate a variety of Personas.
They are always the first ones you go to whenever
you need any help or resources from others.

If you are the Magnet...

As the core of your POS project, you can discover
useful information from every corner of the Design
Guide. Still, you may always start with the Goals in
the Design Strategies and Parameters
of Desirable POS (Vol. 2 Ch 2) to initiate your
thinking process.

The Design Guide is helpful no matter what
workstage you are in. For example, to define project
vision and objectives in the Planning Phase, check
the Good Design-led Values (Vol. 1Ch 6.3) and
facilitate stakeholders’ engagement with the Design
Thinking Toolkit. If you want innovative ideas in the
Action Phase, check out the practical tips and Case
Studiesin Vol.2 Ch 3.

The Planning, Action, Evaluation Roadmaps in
Vol. 3 can guide you through diverse scenarios you
may encounter in a POS project.

MR e 2

REN TR | FEUREE  LURE
BN EREREREE -
RS EER RIHEGIAEE
EZ A RRIBARUE I Bl fth{PI R 1
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EERE IR RITN B BN
# [HA | BN I8 A b PIFE S
BUFR -
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REEMARNEBHE RS - [
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MRIRZE [HEE] -
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Bl HPIESEREHSABEN
AR RBREZTVER

(B-ME 2 B) FMBAF ER
{REYIAE
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HIRBFTEERD - fIa0 - NRARIETE
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IRAINEEERREHEE (B
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PEERB B RIFIE A - (RIS
BME 3 ERNEBMTIR
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B=MhEIEE 178D SHAEREER
ERARE RETERRIE R T RRBN R
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2 THE CONDUCTOR
HER

Refers to:
Project consultants, technical specialists, and
contractors.

Motivation:

The Conductor is driven by their professional knowledge
and experience. As they are the ones to coordinate
advice from all the other Personas, they are primarily
driven by design considerations that balance different
perspectives.

Superpowers

D Like in an orchestra, the Conductor offers leadership
and charisma to implement a complex POS project.
Because of their familiarity with the other Personas,
you can count on them to coordinate and liaise with
different parties involved while staying on track with
project budgets and deadlines.

D They bring vision to the project vision and
troubleshoot onsite issues. Like a real conductor,
you can rely on their professional skills to meet the
aesthetic and technical requirements of the project,
and their leadership can drive innovation.

=B

TEE R R ERMA SR

-1 b

[TEER ] RARMBFINEEMBNERE
FREEE) - B - AL th{FI S R 1 it
ABNER R FETRBRRE
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o BUREEEISE- [TEIER] BEEHH
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How to collaborate with them?

Set out the project objectives, outcomes and
timeline early with the Conductor at the beginning
of the Action Phase. Agree on the right "pitch" that is
harmonious and comfortable for all parties to work
together!

Provide ample time for the Conductor to work and
carry out their elaborate "masterpiece" for your POS.
Communication on time management is key to the
success of working with the Conductor.

If you are the Conductor...

You are already very familiar with POS projects, and
the most useful resources in the Design Guide are
the practical tips and Case Studies in Vol.2 Ch 3. You
can start with the Goals in the Design Strategies
and Parameters of Desirable POS (Vol. 2
Ch 2) to help refine the information you need.

Sometimes, you can also refer to this Chapter

(6 Personas) for inspiration about how to collaborate
with different Personas - after all, you are the one
who talks to everyone in a POS project.

MR e 2

EEETHRREEEAEERE KRR
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6 PERSONAS AND THEIR ROLES AT PLANNING PHASE
NEABEEBEERB IS

Check out who you are and your superpowers in a POS project:
BEMRELAHEMBEEETNAGK [#BEH] :

The Regular & :
| care about what will happen in my neighbourhood.

BEROHEMTERIRR -

The Mediator A8 :

| care if the Regulars | serve will have
their needs satisfied.

HEMORFREN [B2E WERETESIRE -

The Sage £#:

| want to be informed on project objectives and may raise
concerns over possible management issues in the future.

BEETRERBR EREERREFBEPIRLERNEERERNE-
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The Genie /5 :

| advise on the overarching framework, objectives which fit
global trends and strategic planning.

BERMtES RRETSREBNBRRENERMBRE-

The Magnet #%f :

| take the lead in defining the overarching framework, objectives
and neighbourhood-specific needs.

HERmEABER BENLESR-

The Conductor B :

| provide the Magnet with professional
advice onPOS feasibility.

HEMERTTER (BRG] RUEEEE-

®
Y b

&
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THE REGULAR
5E

Refers to

Active participants of recreational activities at the
POS, commonly known as "users". The Regulars are
more than just daily POS users; they represent various
ages, backgrounds, ethnicities, gender, and also
physical abilities.

Motivation
Sense of belonging, curiosity and unmet needs are key
motivators of the Regular’s participation in POS projects.

Superpowers

D The Regulars have extensive user experiences
across different POS types. With their teleportation
superpower, they freely traverse across different
POS to search for their favourite spots that match
their evolving needs and expectations for POS.

D Drawing from their first-hand experience with
different POS types, the Regulars can provide
valuable insights into user needs and fresh
perspectives on usage patterns. Unrestrained from
the project implementation framework and complex
bureaucratic procedures, they can often offer more
tailored, innovative, and creative solutions that other
Personas overlook. Approach them before they are
gone! Ensure that different types of Regulars are
considered and involved throughout the POS project
(Vol.1Ch 5.1).

a2 5
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How to collaborate with them?

The Regulars are your best allies in a POS project!
Engage them early in the Pre-project Phase to learn
about their needs and explore opportunities for

new POS projects. If in doubt, check out the Design
Thinking Toolkit for suggestions on how to invite the
Regular into your team!

Gain the Regulars’ trust and support for the POS
project! They can advocate for the project vision
and become champions for the project within their
communities!

While different forms of public engagement may

be adopted depending on the nature of respective
POS projects, effective and continuous bilateral
engagement would help build a sense of ownership
of the POS among the Regulars, which would prevent
them from leaving.

Regularly seek feedback from the Regulars to
evaluate the performance of the POS in the post-
occupation period. Maintain lasting relationships
with the Regulars to help the POS evolve over time!

If you are the Regular...

You can start by familiarising yourself with the
definition and procedures of a POS project in
Vol.1Ch 5. The basics can help you talk about your
often frequented POS like a pro.

Vol. 2 can also help you ask further questions about
a POS project. The "How Might We..." questions in the
20 Strategies in Vol. 2 Ch 3 will help you determine
whether there is an opportunity for a desirable POS
you can enjoy to the fullest. is an opportunity for a
desirable POS which you can enjoy at the best.

MR e 2

(B8 RIRNAHERERERE
AYER A | 7ETE BT HARK FrfE T Bt P
BRI » T BB FIR TR I IR SR
A =RIERRES -

MBS FERRERETAS
EEERIBEE [HE] AR
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FES  WRIHBRIEEE |

EAHEMEENLRAIZRHER
EELAEE| RETENSH
We EMefSmEEEE  LURH
e PI TR B RO SRR » dBf L thfFd
B

EHE [BE] SRRE LEHEAT
TREERBIRRIRE - B [B% | M5
RAWEGF LB AHEREE
TSRS R |

MRRB BE] -

{RATLASEHE S — M5 5 ZRha At
ERNERR AR EMEBNEZRE
TAE o BEEAMBRE BB RMREE
AT BRARIRE R AL Z=R] -

FEMEEHE TR ESRRAH
ZEMREIRIRARE © 20 {EIERET SRR T AY
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THE MEDIATOR
ARE

Refers to
Members of NGOs, charitable organisations, schools,
and community groups.

Motivation

Their passion for community betterment, the vision,
mission and values that they represent are key motivators
of the Mediator’s participation in POS projects.

Superpowers

5 [ 4 The 6 Personas and their Characters | NiEEE R EIFHE

Mediators, like trees, connect POS and with
communities. Their work involves rooting a
community in a place and growing far-reaching
branches to build mutually-beneficial relationships
with different parties. Tap into their extensive
knowledge to learn more about the values, needs
and heritage of the community.

As able communicators, the Mediator’s superpower
gathers different parties on a common ground

to facilitate constructive discussions. Like the
sprawling shade beneath a tree canopy, a Mediator
in your team will help create a comfortable place to
gather.

1
|

-

=B

BTG BB BEALE
BEBHIRE -

HEH
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REMFER EHEER2MEMNSH
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g —x o [HRARE | EIRAE B HSE
BENRAE—EEFmAIR R, -

076



How to collaborate with them? TR 1E ?

e Multiple Mediators often serve a community, o EMEF BERL—EARE]
each with its specialities and focuses. A thorough BHEEEREESEIINERE-
understanding of the Mediators’ expertise and scope WET@BSE [ARE | WEREE
of work will help you identify suitable collaborators REREREEN [RABRE | &1F
and the best collaboration approach. LR &BHOBIESR -

e Mediators need time to sow and grow the seeds of . [RfFE | HERFRRE TETILE
innovation within a community. Therefore, it’s best H Rt @R A 57 5 R i b
to involve them when developing the project vision. ZHERNERK 2 -—B [FAfEE |
Once the Mediator feels confident that the project's RIEEMNFEHRAE R T IERS
desired outcomes align with their values, they will HBANEER BHmEEE 0 HE
feel confident to communicate the project vision with HERIEE RS EERARIZIM

the broader community they serve.

e Ensurethe Mediator is involved throughout the whole «  #&{R RS | SEIR(E{TEIPLER -

Action Phase. For instance, they should be consulted BNt sT B B RS ERAHE T2
when drafting the project timeline, construction and i —*:ESZ’JTMF? CIEHERREIERE
programme schedules. Transparency is the key to 2w [FRRE | FErrmR-
winning the trust of Mediators.

e Under the right conditions, Mediators are superb . EEENBREGT FAREIR
communicators, and they bring out the best of all HEenBEEE twMEFLEERe
Personas. REFHI—ME ©

If you are the Mediator... MRMRZE [FABE -

e Youmay already have expertise in POS from previous « {REFHHELESHAATLZER
experience. However, it is still helpful to review the BERNEETTE  [RILZ I (RIR
basic knowledge of a POS project from Vol.1Ch 5, ALBEE—ME 5 EANAS
especially this Chapter (6 Personas), to familiarise 7R T RIE B R R AR o B
yourself with the diverse stakeholders you may E—ERALZEMIBEETNERR
encounter in a POS project. BERRIRIVBHINGE -

e Vol. 2 will also be helpful to you if you have further o BEMEEmBREELEMA
questions about a POS project. The "How Might We" ZEFEROREIRE - 20 (EILETERAE T HY
questions under the 20 Design Strategies in [F&Ma ) e (BZME3IR) T
Vol. 2 Ch 3 will help you determine whether there is HBNRTE F BN AT RIS
an opportunity for a desirable POS which best AliE—ERBEHENSABEN
fits the community you work with. AHZER o
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6 PERSONAS AND THEIR ROLES AT ACTION PHASE
NEABEITEIEEPNS {7

Check out who you are and your superpowers in a POS project:
BEMRELAHEMBEEETNAGK [#BEH] :

The Magnet #f :

| take charge of the whole design and construction process
and ensure that innovative ideas are
implemented successfully.

HEAFHANEINRIBRE  SEIFIEITLRINEE

The Genie & :

| discuss with the Magnet the specific usage patterns of the Regulars
and advise on innovative implementation methods.

BERHUER ME [#E ] R [B%] HERE RRMAIFHERESE -

The Conductor EER:
I support the Magnet in design development.

HBERER TR LR [ - A)

-
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The Sage £%:

| understand the usage patterns of the Regulars and can
help develop a user-friendly management model.

BTRIEE NEREX IURBEIERERFHEERER -

The Mediator 5 :

| collect feedback from the Regulars and
communicate with the other Personas.

HEWE EF WRALHEABASEE-

The Regular % :
| participate and share feedback on user needs.

HESHISEERAERRK -
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S

THE GENIE
Wl

Refers to
Academia, researchers, artists and POS concern
groups with profound knowledge in this subject.

Motivation

Passion for knowledge-sharing and intellectual curiosity
are key motivators for the Genie’s participation in POS
projects.

Superpowers

5 [ 4 The 6 Personas and their Characters | NEAEREEE

Genies awe us with their ability to predict the future
and imagine possibilities! However, their abilities
are neither mystical nor unrealistic. With profound
knowledge and foresight, they are forward-looking
innovators who bring a POS project to fruition.

As your POS ally, a Genie offers a wealth of research
and insights, identifies upcoming trends, and
inspires new ideas, leading your POS project in the
right direction and success. Having a Genie on board
is like having a personal strategist providing advice
and support to validate your ideas.

=B

Bl A BRI QLM
BEARE B R RERMAIHARE -
HEH
HABHEZHRBNRNNE (58
SHQHEMERNTEESD -

i8eEh
. [EE | FHRARRABBR AL =R
BENFEAGEER | AT - HPIRYBE

ISR AN ERR - THEE
BAER AL EREB (TR ERAH
MER  FMmeEmRASEF RN
BUFRE

. B8 | RIRMNBER EALZER
B LAY EMRMEMNR
BESRBIARIRIB B B SEFTAVE -
IR A ZEREEAE RIS
ERE- EBE| SHERNERMR
BB AL - thE R B E

ERRBIRIVARIE -
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How to collaborate with them?

"Rub the lamp" and call upon the Genie at the Pre-
project Phase to learn about their research insights
on the latest trends and opportunities in POS design
and development.

Consult the Genie at regular intervals during the
project lifecycle, especially when you want to build

a solid research framework to strengthen your
understanding of users’ needs or to develop metrics
for measuring POS performance. Give the Genie
space to perform their "magic" so the POS can keep
evolving!

With sufficient time for preparation and thought
formulation, the Genie can keep you on the pulse of
the latest POS trends, untangle complex problems,
and discover possibilities which may not surface yet!

If you are the Genie...

You may use the Design Guide as a research starting
point for POS design in Hong Kong. The Design
Guide can help you form a solid narrative around

the current development process. The Design
Strategies and Parameters of Desirable
POS (Vol. 2 Ch 2) can help you elaborate more on
your perspectives.

You can also find out the shared values (Vol. 1Ch 6.3)
essential to the community to build a framework for
any agenda in your work.

MR e 2

MRIRE [FEE

REERRE TR R %

[ ] WM FIREZE EF'Tﬁ?nxn
TR AR RS ERRITBEM
=

EWEIEELHHEP RITEHREE N
E ]| FRIREREEI—E
r%%ﬁ%ﬂ BREBY TR
ERENER SHEHE HZRM
TEEEAVIEISRT - SERE (1R FEE
feR TEEA ] @ AR ZERTEERE |

ERE | ARANERERNES
B EYARE - LRI B (R BE AT F= 37 HY
AHERMBE  MEBERMERME
EEFRBIALEREREEN
BIEFTHE!

{RATLUE S SR EHER TR AT ZERY

IR - ERER B R B RUE A

ZRETHNRESR - 2ETSABHE
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THE SAGE
uE

Refers to 2i5
Operational managers, technical experts, and BB FMERMEEEER

managing advisors.

Motivation wEhH

The Sage is motivated by a smooth and safe everyday TRNLZZEFNQHEZ[ME [EE W

operation of POS. Practical considerations and technical ~ # &)/ - BEZ BTN IS RE

difficulties determine how the Sage position POS [BE | ERAHLEMEERFINA -

implementation.

Superpowers BEEh

o TheSageis a cautious but caring advisor. They . [B#E ] B—u2EMmAE 20 EER -
often have experiences with the path that lies ahead HFIARZEESEIBATLZERIER
of you. With previous POS experiences under their MBFEAH RIS REREBREN
belts, they know the ins and outs of keeping a POS BIAME - M2 FENERBERE
in tip-top condition. Years of experience have also [EEJEEE] - [FRE M
connected Sages with a certain network of Regulars, [fE1ER | BOITB AN - ae501¢
Mediators, and Conductors, whom they rely on for AR ERIRMENMER -

i i -line f K. R
the latest information and front-line feedbac . HoSHTE 2 Bh - G212 AL BRIBAE

e The Sage keeps their ears close to the ground. Their NHEEMIEENERES  iS(RE
superpower can offer practical advice on running a HittEZIEE RSB IFak
POS project, connect you to other essential project EIE YNVl

proponents, and foresee front-liners' needs.
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How to collaborate with them?

Engage the Sage at the beginning of the Action
Phase, and build a collaboration framework with
them. This demonstrates how much you value their
expertise and allows you to tap into their wealth of
experience and knowledge to avoid the pitfalls, risks,
and threats that may derail the project.

Keep the Sage involved in the Evaluation Phase. They
will be your valuable, steadfast advisors whenever
you encounter issues, especially those related to
POS management and maintenance.

If you are the Sage...

You already have expertise in POS, but it is still
helpful to review the shared values (Vol. 1Ch 6.3) for
the essentials for POS projects in Hong Kong.

The whole Vol. 2 will be useful whenever you meet
difficulties or dilemmas when you need to review the
project management model. The Case Studies and
practical tipsin Vol. 2 Ch 4 showcase previous best
practices that make a desirable POS possible in
Hong Kong.

MR e 2

BERMBFANERER BB E
AHERHEEENOF IR [
FRIIBIEIESE - BB MIR E RIS
FOXNF - (REVTE B REEE % B A RLBRAD

B o
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6 PERSONAS AND THEIR ROLES AT EVALUATION PHASE
NEABEFEREPNS B

Check out who you are and your superpowers in a POS project:
BEMRELAHEMBEEETNAGK [#BEH] :

The Conductor JEIEZ :

| want to know the stakeholders' feedback and provide
more professional support in future projects.

BEEMERGENRR ATRRUEEXNER AaHEER-

The Magnet #f :

| want to know the stakeholders' feedback and improve
implementation in future projects.

BERMERMENRE AT RARMERIIRERRER
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The Mediator fifR5 :

| collect feedback from the Regulars and communicate
with the other Personas.

BEWE EE NRATEABAGEE-

The Regular £% :

| use and share feedback and want to be involved in
any improvement process.

HEFEAALTRESZERE - MASGELR  RBESHEAR -

The Genie 5 :

| review project feedback and evaluate social impacts for
summarising good practices beneficial for
long-term development.

BEFRARRRLEFGHERE UEEFENRBERNSERR -

The Sage £#:

| implement post-occupancy evaluation to collect feedback
and suggestions from the Regulars.

HEETRERE BEMEE] HRBNER -

[N
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Good
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OVERVIEW
18 ik

We have developed the Good Design-led
Framework based on an extensive literature review,
observations, and inspiration from the participatory-
driven POS field studies and workshops. This
framework serves as a set of guidelines for designing a
desirable POS within the local context, specifically
focusing on the 6 common POS types in Hong Kong,
including Sitting-Out Area, Public Play Space, Plaza,
Public Park, Waterfront Promenade, and Country Park.

With references to the Quality Public Open Space
Dimensions defined by UN-Habitat Dimensions for
Quality Public Open Space Assessment, Sustainable
Development Goals of the United Nations, as

well as other emerging trends in POS design, the
framework provides comprehensive guidance across
the important aspects of POS design: Design for
People, Design for Environment and Design for
Future Planning. Under these 3 Aspects, we have
further defined 10 Good Design-led Values.

MEFRFELR] BR—ERFHES B
AABITILESABEN AL ERRE
Bt iERMFIETRESRBHERR
TGz R RBEBRREE L8
HMABENENME RRREES
BROHEFNBAHZER 55 RAEE
NIBRIS  BS RHEQE BERBR

ERERSRHABEAEZEEQHER
FHZEEES B A B HEEREEURE
bR ZERRIERETE S 2ERS RN
EEt AR =EEE  AdEREt
RIRERMMARRE - EE=EEE
T BATERTESABENAH
ERIFrREAENTRIES EHEE
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3 ASPECTS
ZfEEmE

A desirable POS consists of many components,
including hardware, software, organisation processes
(orgware), and even considerations beyond POS
design. Ultimately, these components stem from one
of the 3 Aspects. They are determined through
literature review and analysis, global case studies, and
design guidelines performed during the early stages of
the project.

1 Design for People
How POS design can

2

Design for Environment
How POS design can mitigate

—ESABENALE=MEHRSTE
MRk BIRREH B AR BEER
NHEERETLIMNIEE - RIFTEE R
AR DA ~ ZIRE G IEA
REHER  BET R EENTIIN
=EEE:

e

Design for Future
Planning

3

respond to people's
needs, including their

environmental issues and
strengthen micro-climates

How POS design can
accommodate future city

changing needs. to ensure environmental development in addition
resilience. to present capacity.

AAagEt RISZEMH RIRFMRE

WNETERET AT 22 WA SR AT AL =R AR AR IRIE WA ERET AT ZE R LURE (T

BN T FIRE R IR i SR AR IR IR R EEE -

While it is crucial to consider all POS users during the
design process, we believe that a desirable POS
should also improve people’s quality of life, enhance
environmental sustainability, and adapt to the ever-
changing needs of our cities. These 3 Aspects stress
the importance of desirable POS in contributing to
the sustainability of our cities, which we believe should
be the guiding principle of this Design Guide.

—EASANBEN AL ZMTEZEE
AHEHERENTE KMEATRD
EFER - CHEBEEUFERE MR
AE B 1t 3 £) B 430 T TN R RO B AT
RE -HMBEEEZEEEEL
RMEE RESABENALTMEE
BRI ARIRAIFEEE -
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e DESIGN FOR PEOPLE
A%agst

Echoing the United Nations’ Sustainable

Development Goal 11, the first Aspect, "Design

for People", ensures that the desirable POS is
inclusive, safe, and enjoyable for all users. This part
covers not only the physical elements of POS design
but also the community activities, placemaking, and
public participatory processes that make the POS an
integral part of our everyday lives and improve our
quality of life.

2

Noting the importance of ensuring the environmental

RIS

sustainability of our cities, we incorporated key
concepts such as biophilic city, sponge city, and
microclimate into developing our Good Design-
led Framework. The second Aspect, "Design for
Environment", illustrates how a well-designed POS can
become crucial to the city's climate and conservation
strategy while aligning with the United Nations'
Sustainable Development Goals 13 and 15.

EIfER S B X EEEBIRE 1N H 5E
AKRERRIEREEE - B F R
SABENAKXEZMEHSR T2 A
AEREREZROMT - ERRE
EALZERREYEER  TEE
HEEE) W5 EIE ARBEEES
ERHERRAKRPIEELEFPRA
SHERAOERLD - AR F-HAPIRIASEAKTF -

DESIGN FOR ENVIRONMENT

ZRIREAEEERNEEE  HM
ASERE AT BT » MARIRS
TEMSHEFE BFERELR ]
DA - BRI =M A5 —EfEE - A
—EREHEFH AL R AR R A

W RENRERBHNEZRS
EREIRBMSEKEZREESE 18R
1518

3

As our cities evolve, so do our needs and aspirations

RIERD

for a desirable POS. By referencing emerging urban
planning concepts, each with different implications on
the form, function, management, and design process
of POS, the third Aspect of our framework, "Design for
Future Planning", offers insights into how POS could be
designed to strengthen urban resilience on a city scale

while coping with future city development.

DESIGN FOR FUTURE PLANNING

BEEMmAE  RPIHNSABEN
AHZEE T RINBBRE R
B¢ - BERINWHAREB S /3L
BN EIFZEE ~ Thie - B ~ REREt
MEHMEBE R —KNEEH KREHRE
B = Afm - Bt AR AYERET
AMIATHNGRIR TH RO B 14 - RIRSFEEI R 2R
IR
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10 GOOD DESIGN-LED VALUES

+HREFREHAEE

The Good Design-led Values are the essential shared
values in POS projects. Arising from the 3 Aspects,
the 10 Good Design-led Values establish the
framework for the Design Guide and the Design
Thinking Toolkit. We believe the 10 Values are

universally applicable to all POS. However, the detailed

understandings and definitions of the Values may vary
under different project scenarios. You can use the 10
Good Design-Led Values Cards in the Design

Thinking Toolkit to learn more about understanding

the Values of a specific project.

EBEFEERAHEREEPEED
H=EEE - A=EEETENTEES
REHEER [=MARRE | :xatiErR ] A
[Z=REIRFI8E | 385 /u\?’EIE:@J RIERE
HEZE - HPIBRETEBEEEBERAR
FrERMARZER BERRMNEEE ST
HEEEENFRERNERERA
A e RETLAE A (2B AR BE | 885

B TIAE | ENTEESREETF
ERE—ARENAHEREEPETE
BEENAESE-

INCLUSIVITY AND COMPARABLE
EXPERIENCES FOR ALL

VALUE 1

50 B @ UL 15 ROR2 RS

A desirable POS should promote equity and
create a welcoming environment where everyone can
easily enter, navigate, and use the facilities. Ensuring
comparable user experiences for diverse groups is
critical to allow users of all abilities and backgrounds
to fully utilise and enjoy the POS.

) Inclusivity:
Welcome a wide variety of users in its community.

) Comparable experiences:
Ensure that users of different abilities can use the
space in ways that suit their needs and enjoy the
same facilities equally.

—ESABEHAKZERM  TLUSIBREIE
HERBRBEAATSE  SEETMAA
BREA SXARMERRE - 8lE
— B AR HERERR 29RE
EANESNEAEESIE =%
AR

P StFh:
BBz PR BERE -

b HRULIAARYBRES :
BRERAEETRANS MR KENT
MEEREMSE EEMETEHET
RIS o

#ageinclusion #genderinclusion #disabilityinclusion #ethniclnclusion #universaldesign

HEBCHLRD #1EBRL #7R kAR # BRI 4B

Bay
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VALUE 2

SAFETY, SPACIOUSNESS AND

ADEQUATE FUNCTIONAL PROVISION

RE -AWMRTENIEE

A desirable POS should offer safe, comfortable
environments where everyone can intuitively identify
the different usage of spaces. Clean, well-functioning
and flexible spaces are key to accommodating diverse
uses.

) Safety:
Balance the potential harm to its users and the
enjoyment for the space.

) Spaciousness:
Provide the space for users to move around and
carry out different activities.

) Functional Provision:
Provide users with spaces corresponding to specific
functions.

#multifunctionalspace # % iR 2=

—ESABENAKLEMERGRRE
FENERES BSSEALIUR S
BEEHOTEAE - 2% ERKFA
EENERMERTSAEERANRRE-

P B2
TEHHERERERERER-

b Hil:
RHtERERANZER LEES
EBETTRERES

b FTRHITHEE:

RAIEMERIINEE  FREREEITRAE
EE)

VALUE 3 VIBRANCY AND ENJOYMENT

FENREEBHER

A desirable POS should foster the well-being and
flourishing of its users by providing aesthetically-
pleasing environments that encourage the enjoyment
of spaces and activities. Diverse and engaging
experiences and opportunities for testing and new
ways of play, inspire users to explore different ways of
public life beyond basic provisions.

3 Vibrancy:
Provides users with exciting experiences.

) Enjoyment:
Promote well-being by offering a diverse range of
activities.

—ESABEN LM AERE
ERENSMER BIFEERBMNEA
W3 HMERS SEEREERZME
TEED BB SRS AABIERERTN

g SIS EREEARERRNERESE
HERA-

b EN:
BT ERERBER-
P BB :

KRS ENEDUREERENSOE
2R -

#unconventional #playful #testingground #innovation #3JE—#% ##Bbk # X2 #EIHT
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VALUE 4 DISTINCTIVENESS AND RELEVANCE

BEE BN ERHENRAR

A desirable POS should reflect its neighbourhood,  —ASABEM AL ERIEERIRARE -
context, and social setting. It should express the local 358 FNt B4 - I AE B2 BE B A4S @ AN
character and communal aspirations of its users. FERENHEERES - CREMRER ERE
Enabling spaces to foster collaboration and interaction #E ) 2—EE4NLERATSHERN
strengthens communal life and is integral to a united BB o
community.
) Distinctiveness: ) BIFIE:
Has distinct identity that is recognisable and easy to BEEFENEHD B2RImMX SR
remember. ECAR©

Relevance:
4 Is informed by its social context and the needs of its b RER:
B EMMEFEL AR -

neighbourhood.

#senseofattachment #localidentity #socialcohesion #i2/BR& # A S # HEREH

VALUE S5 OPENNESS FOR PARTICIPATION

BEE AREEREESEH

A desirable POS should actively engage its users. —ESABEN QLM BB
The input and feedback from users keep the POS lively {EB%& - (FHAENRANERESAH
and help cultivate social bonds in the neighbourhood. ZERIEAFEH BREREHEMENHE -

4 b SHL:

Participation: p s N = ; i e i
° o o EUBSRES EUBENERN
Represent the community’s collective spirit by Jreee

inviting community members to participate.

#cocreate #communication #empowerment #itg| #3558 # 7
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VALUE 6 BIOPHILIC DESIGN
RiES PiEE AR

A desirable POS should connect users with nature. —ESABENAH MR ERER
It can provide an oasis where city dwellers can escape KEABERR MEREEBEXER
the hustle and bustle of urban life and enjoy the physical, ZRIBES) BRI .08 - ©2FH
mental, and environmental benefits of interacting with FEYAEIN RIZEEMTIEENGT ERE -
nature.

) Biophilic: ) HERA:
Promote a human-nature connection. WA LEEI B ARYIELS ©

#humannatureconnection # A ElEsARIEHER

VALUE 7 OPTIMAL MICROCLIMATE

BfEt EARMRR

A desirable POS should combat the urban heat —ESABEMAHERM  EREHET
island effect and cool down the city, providing users HEME HLAFERERERETEN
with a comfortable experience year-round. BEhm -
) Microclimate: ) MR
Optimises specific climate conditions within a site to RIBZMENEE RIERT BlIERFE
create a comfortable environment for its users. TEAMNIRIE

#ambienttemperature #allseasons #E&RE #MN=
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VALUE 8

ECOSYSTEM

REN THENERREERG

A desirable POS should enhance environmental
sustainability and longevity to become a lasting part
of the city’s green infrastructure and support all life
within it.

) Sustainable Environment:

Support the vitality of the environment.

) Ecosystem:
Sustain the life of every being in the city and serve
as an urban habitat for a larger ecosystem.

#lifecycle #ecosystem #4#iBEA # £ RER G

SUSTAINABLE ENVIRONMENT AND

—ESABENAHLER  ERRSRRN
AN ERRIRVE S WEERKS
g e ERREN—ES -

P AIFERIRIE:
BRRBEERIES

D HRERS:
MHEEEWHTNRBEE®D BrILIRA
BEEEARGOMHEER -
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RESPONSIVENESS AND CATALYST

VALUES  £or NEIGHBOURHOOD

RER REEB R EREL

A desirable POS should be agile and resilient. In —ESABEHLHEM B R ESE]
addition to fulfilling the community's ever-changing K EBER - ERTIMETEUEN M E
needs, it is critical to enable the POS to proactively ERIN BEALUEBERESEN
extend its influence to drive positive social change and H#EE)IEERI[EEELE: - EIR AT LB [ERY
absorb crises to sustain dynamic urban life. TEERBCE BT ERRITE D -
) Responsiveness: ) TEIB[EFE :
Adapt to the changing identity and needs of the EEEELESHER URHESE
neighbourhood. EREEEE
) Catalyst for Neighbourhood: ) HERM:
Drive positive changes and promote local capacity- BRA—RESHEEMAENREN L Rig
building and community development in the long HEAMERMEEEE -
run.

#goodchanges #extremeclimate #futureready # [FEISE #1BIHRIE # ARICEE

VALUE 10 MULTIDISCIPLINARY INTEGRATION

&fE+ ESak

A desirable POS requires thorough considerations ~ —{ESABFAIALZERT - EEIEHHB YEX(E
from across disciplines to operate, function, and ERBEFNELAE BRTESEES
evolve sustainably into the future, starting from the MELE - BB B AR SIESE *D%ﬂi

early stage of development. It must align with urban FESREF—H LEMRENERE 1T

planning frameworks and global aspirations to address FI&BER » WRIFEHIEE -
long-term environmental, social, and economic needs
and deliver enduring value.

) Multidisciplinary: ) BE5E:
It is important to involve people from different MATAE R  BEMNAHLRENE
backgrounds and integrate various subject EAHEZER FAREFBNAESREE
knowledge to design and manage a POS. B BB BB AR e
Promote cooperation between different parties WERAIF A ZERAVERET ©

and departments can lead to a successful
implementation of innovative POS design.

#urbanplanning #collaboration ## R ##H1E
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Through the POSsible! Design Guide, we hope
innovative ideas will transform a good POS design into
atruly desirable one. We believe an ideal POS design
and management is not solely the responsibility of

its designers and different working departments, but
rather all POS stakeholders. Therefore, this Guide is
based on our core beliefs of inclusivity and people-
centred design. A desirable POS design should
respond to users’ needs, improve their quality of

life, contribute to environmental sustainability, and
constantly adapt to emerging needs and aspirations
for a desirable POS.

To decide which Good Design-led Values and
recommendations on Design Strategies suit you, go
ahead and turn to Vol. 2! We will walk you through

the details of creating a desirable POS using best
practices and many useful tips! Additionally, do not
miss Vol. 3, which provides handy information, support
and all the necessary resources for the design process!

BB [ =R ATTRE | satEm L 'ﬁdﬁ%“’
BIFFMR ST LUS MRS S EE
SABE AR  EENBFINZD
R ——HREUANANEE —@
EFNALTEHMNRIREBELIERR
HETERIGEBNET MEFMEAHE
EENFDE —ESABEHNAEER
FEZAEREERENEE RN
EEER ATHERENEELE—2H
WAL 2RI TR EFE S/ REEH
et o

EREMPLEFT R EENZRES
REY :.x:d'%ﬁ%? BHEIERAEE M B
HEBRERBNFSERANET MR
2&]1_5'53 SABEHRHLERVMAE | B
TEFBE=M ZEEHTHSEH
TEURZE B TR —1]
&R
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GLOSSARY

5 5 R

Design Guide
EHEmE

A set of guidelines that advocates for a people-centred
approach when designing a desirable and inclusive POS.
—ELUERAEARNANEETSABEMILMA AL ZRRET
/5.

Design Thinking
B

People-centred iterative process focused on uncovering the
genuine needs and insights of users, challenge assumptions,
redefine problems and create innovative solutions that are
prototyped and tested by users.

DABANRE R B SR BEAENEETERRR
HELRRRR > EFTE R RERAER ARG = -

Design Thinking
Toolkit

A set of tools for applying Design Thinking on POS projects to
better understand users, stakeholders and team.

HERMETHES ERHEZEHEARREN—EIR BBERAERERE -
BHEREBG -

Field Survey Data collected on-site to understand current usage patterns

HihER of the POS, interactions and behaviours of various stakeholder

groups to obtain usage, user’s feedbacks / expectations on
POS.

RIS EIR  ARTRIAR AR ZMNERER AERFHEDN
B RITA BEERAENEEREALZER FAERE -

Literature Review

SCRRERE

Review of relevant local and overseas good practices,
standards, studies, researches, business models related to the
planning, design, management, maintenance, procurement,
and sustainability of POS.

BRI AT ZE AR S 225t B M8 BRI EZEAEMN
A RCBINRIFMHOE ~ 1R ZE PP EE R

Glossary | f&X
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Public Open Space
(POS)

According to the Chapter 4 of the Hong Kong Planning
Standards and Guidelines (HKPSG), open space is defined as

Nitzopy a “a statutory land use zone for the provision of Open Space
(0OS) and recreation facilities for the enjoyment of the general
public, which includes parks, gardens, sitting-out areas, and
waterfront promenades.”

For the project, the term “public open space (POS)” generally
refers to the 6 POS types in which ArchSD serves as the agent
of the work for implementation. They include:
. Sitting-Out Area
D Public Play Space
. Plaza
. Public Park
. Waterfront Promenade
. Country Park
RIR (BHBRENZLEEER) FHE QAHEMEERENE [—@E
EE T AEME  AUURAR AR Rt HAREA
BIINAE ~TEE - RRBR  BERBEZER -]
EEEEE AHEMETEOEHEEZRIN B LR FER:
o RER
o AHBESEH
. E%
LN S /NES|
o BARER
. MEHFAE
UN-Habitat Quality assessment of public space put forward by UN-Habitat

Dimensions for
Quality Public Space

looks at 5 main dimensions: use and user, accessibility, amenities
and furniture, comfort and safety, and green environment.

Assessment BAEARERINAEEEALEMF LS
BHEBARERECEZEN mziex BSEREL FERERE BHERRERFERRE -
Ed g 1]

099 Glossary | :&*&



United Nations’ Collection of 17 interlinked global goals designed by the

Sustainable United Nations to be a blueprint to achieve a better and more

Development Goals sustainable future for all.

BaRTHAERER AT—EEE R EFHFEER BEBIRI TIERZEARRN 17 @
EIKEEZE-

User Member of the general public who visits various POS types.

ERE AR A ZEMLERAI AR -

User Needs Demands or requests for different activities, design features,

FEHEER or management actions that are crucial to fulfilling their

satisfaction towards a POS.

HRAHKZRENES RFFEHAEEFELNFR

Glossary | &R 100
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