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Since launch, Monocle has been obsessed with finding/uncovering the cities, 
communities and neighbourhoods that offer the most rewarding quality of life. We 
launched our survey in our July/August 2007 issue – Munich came first. 



So what makes a community function? What makes people congregate in one place and 
abandon another? Why can’t cities and developers learn from simple examples of 
human settlement that are centuries old? Could the basics be in this illustration? 



In light of recent market events, there’s a 
global scramble for cities to sell themselves 
as truly liveable – for existing residents, 
potential newcomers and tourists. So what 
makes a city liveable? 



From a Monocle perspective a city needs to:
Create the minimum amount of friction 
underfoot. By this we mean a city should be 
free of obstructions (traffic, intolerance, 
crime, cumbersome laws) and allow the 
resident/visitor the opportunity for limitless 
exploration and encounters.



So who has these qualities?



Copenhagen, Munich, Tokyo, Fukuoka, 
Barcelona, Hamburg, Kyoto, Berlin, 
Melbourne …



Monocle believes that visitors to cities 
frequently see themselves as potential 
residents. For tourism authorities this 
provides an opportunity to sell cities in a 
very different way. 



In an increasingly competitive world where 
cities are also looking to attract top talent it’s 
also an interesting way to combine forces 
with other agencies to market cities in a 
fresh, more attractive fashion. 



So what are the key selling points?



Authenticity



Infrastructure



Endless opportunities



A chance to be local



Surprise!



1. You need the the 3Ds – density, diversity of architecture and sound design.



2. You need a comfortable, human scale. Buildings of five to seven stories. This is why 
Copenhagen and Munich and even Tokyo’s side streets feel so right.



3. You need a full range of shops and services.



4. There should be a mix of enterprises – lead by independent businesses. We’ll have 
more on this later. 



5. There should be surprises in the layout – nooks, corners, lanes and places to 
discover.



6. What about a little light industry. The tailor on the top right hand corner actually makes 
things right on site.
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We surveyed our global readership and the same neighbourhoods came up time and 
again:

Potts Point, Sydney
Primrose Hill, London

St. Kilda, Melbourne

The West Village, New York

Marylebone, London
Östermalm, Stockholm

Notting Hill, London

Born district, Barcelona
Darlinghurst, Sydney
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What do these areas have in common? 
1. they’re all villages
2. they’re high density

3. good mix of independent business

4. they mix residential, shops and services seamlessly
5. they’re diverse

6. they’re eclectic

7. they host residents and locals alike

8. they tend to be free of chains



What are the basics that define a place? 
That make you want to return? That inspire 
you? That make you envious? That make 
you want to become a resident? 



1. First impressions count for a lot. Singapore has mastered this for returning 
residents and visitors alike.



2. Design icons are important. The clocks of Prague and Budapest are local 
trademarks.



3. Chicago has developed a bicycle hub system for commuters that feature 
parking, repair facilities and showers.



4. Outdoor cinemas across the Med are a simple, quality of life feature that 
merge community with culture.



5. There’s a certain elegance to trams that glide over beds of grass in 
Barcelona and Strasbourg.



6. Switzerland, the Netherlands and Austria are perhaps the leaders in 
residential developments of varying scale. 



7. Melbourne’s a fine example of a city that’s redeveloped and re-integrated 
its river.



8. Human settlements need inspired, stimulating retail. No one does this 
better than the Japanese. Happy Lawson is an outstanding example.



9. The Danes understood long ago that you don’t need to go far to escape 
with their ‘colony’ houses on the outskirts.



10. The concept might have been scaled back but New York’s redevelopment 
of its abandoned railway lines will create new pedestrian transit routes. 



11. Architecture shouldn’t just be used for grand statements but for creating 
everyday wonders that a city can be proud of. 



12. Could these be the most beautiful public loos in the world? Tadao Ando’s 
public facilities at Omotesando Hills. 



13. Munich, perhaps more than any other city in Europe, has turned itself into 
a desirable place to live, work, school, recover and transit through.



14. Stockholm’s Djurgården brings the wilds of the countryside into an urban, 
attractive setting. 



15. A retail classic that should be a benchmark for all. Why aren’t there more 
Bal Harbour style developments in place of tedious malls? 



16. People need places to be together and cool off. Copenhagen and Zürich’s 
bathing pavilions answer this call. 



17. It’s difficult to find much fault with London’s Royal Parks. 



18. Shifting habits in food consumption means there’ll be a need for more 
farmer’s markets. These also act as a tourist draw. 



19. There’s cosy comfort in the Japanese ‘koban.’



20. Just beyond Sydney’s Double Bay is a secret little 30s shopping precinct 
that is a model for modern neighbourhood development. 



21. We return to design icons to define a city and community – the uniform 
numbering system on Berlin’s buildings.



22. Switzerland’s SBB has a made a statement with its focus on architecture 
for its train stations. 



24. Barcelona’s public street furniture has created enclaves for impromptu 
get-togethers. 



25. The Parisian approach to connecting people by foot and pedal across the 
Seine. 



26. When it comes to urban developments there are the three Ms – Mori, 
Mitsui and Mitsubishi.



Question: What’s the one element that 
keeps a community happy and healthy?



Here’s a clue.





Recognition.



Questions?



Thank you


