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DARLING SQUARE PROGRAM

Thank you to our partners for your 
support of STORYBOX in Darling 
Square. We’re proud of what we 
achieved with you. 

This document reports on STORYBOX program outcomes in 
Darling Square during our installation program from April 2021 
through to July 2021. The document also reports on Audience 
Survey findings and Mood Ring Survey data collected as part of 
the program.

 

Above: STORYBOX in  
Darling Square featuring dancer Arisse, 

who is part of a community of street 
dancers who congregate around 

 Darling Harbour.
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STORYBOX SYDNEY

PROGRAM SUMMARY 

STORYBOX Darling Square

STORYBOX in Darling Square was a three month activation supported by the City 
of Sydney / NSW Government through its CBD Activations program. 

KEY DATES

RUNNING TIME

KEY PARTNERS

PARTICIPATION

ABOUT DARLING
SQUARE

VISITOR DATA

22 April to 7 July 2021

7am to 10pm daily with separate schedules for morning, lunchtime 
and evening. 

The ABC (Anchor Partner), the National Film and Sound Archives 
of Australia (NFSA), CSIRO, the Australian Film Television and 
Radio School (AFTRS) and Sydney Writers Factory. The NSW 
Government provided venue support through Placemaking NSW. 
The City of Sydney supported through CBD Activations funding 
and through support for a community Tiny Stories campaign. 

Total community participants: 44
Total content assets shared: 69 original assets, 21 Tiny Stories 
Partner content: 43 videos
Daily screen time: 15 hours

Darling Square is Darling Harbour’s newest urban neighbourhood, 
completed in 2019 and now home to 4200 residents, 2500 workers 
and more than 60 retail and food stores. The Square sits on the 
former site of the Entertainment Centre. 

Visits: 349,487 visits during the reporting period of 22/04 to 30/06
Unique visitors: 103,583
Average weekly visits: 49,926

Above: Darling Square was 
completed in 2019.
Left: STORYBOX in  

Darling Square featuring 
artist Gillian Kayrooz.
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STORYBOX SYDNEY

Top left: 
STORYBOX in  

Darling Square April 2021.

Top right:
STORYBOX in  

Darling Square with ABC 
Archives. 

Bottom left:
Mood Ring on STORYBOX 

Bottom right:
STORYBOX featuring ABC’s 

Chair Yoga in  
Darling Square.
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ABC on STORYBOX in Darling SquareCSIRO on STORYBOX in Darling Square AFTRS Symphony of Strangers (Saba Vasefi) 

SWF author Julia Baird on STORYBOX in PSQ and DSQABC on STORYBOX in Darling Square Local dancer on STORYBOX in Darling Square 

STORYBOX SYDNEY

Acknowledgement of Country 

NFSA on STORYBOX in Darling Square 

Selected scenes & partner contributions
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Climate Futures Portrait Dance Moves Portrait

STORYBOX SYDNEY
Community Portraits 
Created by Esem Projects for STORYBOX, supported by NSW Place Management and Darling Square 

Dance Moves Portrait Climate Futures Portrait 

Climate Futures Portrait Dance Moves Portrait Local Places Portrait - Simon Chan Chinese Gardens Local Places Portrait 
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Wig Star - Paddy’s Markets Chinese Youth League

PARTNER CONTENT
Community Portraits
Created by the ABC Content Ideas Lab 

Alice Zhu - Paddy’s Markets Marcel - Marcel’s Shoes 

The ABC Content Ideas Lab worked with local identities, 
community groups and retailers in and around Darling Square 
to capture their stories for STORYBOX.

Original Content 
Wig Star 
Chinese Youth League
Alice Zhu 
Marcel - Marcel’s Shoes
Chair Yoga 

Existing content 
Everyday Food: How to make dumplings
Jenny Kee 
Aus Talks - Marriage survey  results
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PARTNER CONTENT
ABC Archives 
Local curated collections from the ABC’s television archives showing scenes of the city through time 

ABC Archive features on STORYBOX: 

Sydney Aquarium Darling Harbour 1981
Chinatown Sydney 1961
Chinatown Sydney 1967
ABC Gathering - archives compile
ABC Archive Tour of Darling Harbour

ABC Archives: Chinatown ABC Archives: Aquarium

ABC Archives: Gatherings ABC Archives: Tour of Darling Harbour
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NFSA Trip View NFSA New Perspectives 

PARTNER CONTENT
National Film and Sound Archives of Australia 
Curated collections from the National Film and Sound Archives featuring scenes of everyday street life from the collection, presented in a new light 

The NFSA presented a curated collection of video items 
featuring scenes of everyday life in and around Sydney through 
time. 

NFSA Collections on STORYBOX 
Home Movies collection
Trip View
Lunch Break
Dance Card
Lunch Break

NFSA Home Movies Collection

NFSA Trip View NFSA Lunchbreak
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CSIRO Edible Insects CSIRO Plastics in Our Ocean Facts

PARTNER CONTENT
CSIRO Content 
The CSIRO shared a selection of new video assets curated around the themes of Regenerative Futures. 

The CSIRO presented a series of informational videos relating to 
regenerative futures, the future of cities, water ways and community 
resilience. 

CSIRO Videos on STORYBOX 

Edible Insects
Plastics in our Ocean
Resilience Planning 
Living Lab
Circular Economy 

CSIRO Plastics in our ocean 

CSIRO Living Labs CSIRO Resilience 

Migratory Birds
Using Our Parks 
Tuna Migrating 
Solar power in Sydney
Keeping homes warm in winter   

Digital Twin
Eye on Water AR
AI and Plastic 
Research 
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AFTRS: Symphony of Strangers by Saba Vasefi AFTRS: Epidemic by Andre Fenbi

PARTNER CONTENT
AFTRS
A selection of selected short films by AFTRS students showcased on STORYBOX. 

A selection of short films presented by AFTRS for STORYBOX

AFTRS  Short Films  

Blanca 
The Art of Doodling 
Epidemic
Handout 
Symphony of Strangers 
Warm Strangers 
Pats Studio 

AFTRS on STORYBOX 

AFTRS: Blanca by Jamieson Pearce AFTRS: The Art of Doodling by Nicola Macindoe
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Richard Flanagan Kylie Maslen

PARTNER CONTENT
SWF
Selected authors curated by the Sydney Writers Festival

Sydney Writers Festival authors on STORYBOX 
Kylie Maslen
Nardi Simpson
Julia Baird
David Malouf
Richard Flanagan

SWF author Nardi Simpson on STORYBOX 

Julia Baird David Malouf 
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Scenes of Chongching by Ian McArthur Eye Shen Studio Living

COMMUNITY & CREATIVE
Selected community & creative content for STORYBOX 

A total of 44 community participants contributed to STORYBOX. 

Esem Projects worked with dancers, writers, artists, retailers and storytellers to co-create portraits 
and video works. 

Community contributions were supported by callouts on ABC Sydney, through the City of Sydney 
Haymarket Library and through 2SER. 

A total of 21 participants shared Tiny Stories and we awarded commissions to nine of these in total. 
Published artists were also awarded commissions (10 in total).   

Lydia C Lee Tiny Stories Contributor Gillian Kayrooz A Walk Through Haymarket
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Liane Rosler Climate Futures participant Jayanto Tan Climate Futures particpant

CLIMATE FUTURES
Responding to the climate emergency

 In 2019 the City of Sydney declared a climate emergency. 

As part of the lead up to COP 26 in Glasgow, STORYBOX hosted the Climate Clock, a participatory 
engagement program drawing attention to the need for faster global action to prevent unstoppable 
climate change. 

Esem Projects ran a regenerative storytelling workshop with Dr. Claire Scobie, inviting a 
community group of artists, indigenous storytellers and community participants to explore 
personal responses to the Climate Clock. A select number of video portraits from this workshop 
were exhibited on STORYBOX in Darling Square, with more to be released as part of a new Vivid 
Sydney program. Dr. Claire Scobie Climate Futures Iron Matrix founders David and Claire Morgan
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CSIRO invited audiences to download their water quality 
monitoring app

The ABC presented Australia Talks data and invited audi-
ences to share their responses

DIGITAL ENGAGEMENT
Inviting audience participation 

STORYBOX Partners (CSIRO, ABC and Esem Projects) explored different ways to engage 
audiences outdoors using STORYBOX screens. A number of call outs included QR codes for 
audience participation. 

Esem Projects recorded 125 participants via its Mood Ring QR code. 
More information about Mood Ring Survey results are on page 25.   

= trim mark — DO NOT PRINTMood Ring call outs featured on ground stickers and on 
STORYBOX interstitials. 
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STORYBOX SYDNEY

Thank you to all our collaborators 
and contributors for helping us 

deliver a fantastic 
STORYBOX activation.   

We learned a lot, and look 
forward to future collaboration 

opportunities. 
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AUDIENCE INSIGHTS

STORYBOX Audience Surveys were undertaken in 
June 2021 to increase our understanding of audience 
perceptions and awareness of STORYBOX programming 
in both Parramatta Square and Darling Square. 

 The surveys were approved by the City of Parramatta and 
Darling Square precinct managers.

Survey participants Survey participants: additional 
questions

A number of willing participants were also 
asked questions in relation to our Anchor 
Content Partner ABC and the Mood Ring 
survey or functionality.

43 Participants: 3 x ABC specific questions 
28 Participants: Mood Ring Quiz via 
QR codes.

42 Darling Square

77 Parramatta

119 Total

KEY DETAILS

Objective: To gain insights into audience awareness and understanding of 
STORYBOX and its programming. 

Method: Particpants were randomly selected with the question ‘would you like 
to answer a short survey in exchange for a [coffee voucher or chococate]?

In order to keep the survey short, we did not collected demographic data. The 
survey interviewers report a mix of ages participating, from school children 
through to retirees. 

Locations: Darling Square, Parramatta Square
Total interviewers: 4
Times: Various times of the day.  9:30-11:30am, 12:00-2:30pm, 2:00-4:00pm 
and 5:00-7:00pm
Number of participants: 119
Total questions (all participants): 13

About the interviewers: Qualitative interviewers were recruited from UTS. 
Two were media undergraduate students and one was a professional journalist. 
Associate producer Claire Edwards also undertook a selection of surveys. 
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KEY FINDINGS 

SUMMARY OF RESULTS: ALL PARTICIPANTS 

Most participants said they thought STORYBOX improved the area, 
and either like or love the video content playing on STORYBOX. 
Participants were slightly more positive in Parramatta than in Darling 
Square. 

Many love the idea of local storytelling, archives, and community 
insights and want to know how they can get involved — over 40% in 
Parramatta.  

A high majority of participants across both locations want to see more 
community and creative content on outdoor screens rather than 
advertising.  

Very few people are aware they can contribute to STORYBOX, 
or know how to. Awareness is slightly higher in Parramatta, where the 
installation has been in place for a longer time period. 

Awareness and ‘notice’ levels of STORYBOX content is 
comparative to other outdoor media (see overleaf**), at approximately 
50% of all participants, with slightly less (43%) watching content. In busy 
pedestrian areas like Darling Square, 50% of weekly visitors equates to 
approximately 26,000 viewers. 

Brand recognition was relatively low for individual content items. 
We see this as an area to improve on in future programs, to support the 
engagement priorities of partner organisations. Improvements to the 
survey interactivity and interactive experiences were also an area 
highlighted as an opportunity area by some participants. 

79%

82%

28%

86%

6%

Think the area is better 
with STORYBOX than 
without it

Love or like the content 
they see on STORYBOX

Can recognise who has 
made the content playing 
on STORYBOX

Want to see more creative 
and community content 
on outdoor screens

Were aware they could 
contribute to STORYBOX, 
but 36% said they would 
contribute if they knew how

53% Noticed the videos on 
STORYBOX, and 43% had 
watched them

Survey Results for all participants (Parramatta Square and Darling Square)
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BEYOND OUTDOOR MEDIA 

We found there is strong unmet demand for greater community and 
creative content on outdoor screens instead of advertising, with 
over 80 per cent of participants wanting to see less advertising and more 
creative and community content. 

The content areas with strongest appeal were local archives, 
community stories, dance performances and interactive media. 

Results are visualised here for all participants, with location specific data 
presented on the following pages. 

KEY FINDINGS 

What kind of content on outdoor screens would interest you the most?
(119 respondents)

Want to see more creative 
and community content 
on outdoor screens86%

**In reviewing the effectiveness of public health campaigns on outdoor media, 51% report 
noticing the content of public health information on OOH (Outdoor Media Association 
Feb 2021).  A successful case study reported by Billboards Australia reported 38% brand 
recognition as a successful campaign outcome. 
See http://www.billboardsaustralia.com.au/why--outdoor/case-studies
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DARLING SQUARE 
VISITORS

How often do you come to this area?

Darling Square reports a total of 349,487 visits 
during the installation period of 22/04 to 30/06, 
with 103,583 unique visitors. This represents an 
average of 3,453 visitors per day. 

A total of 45% of survey respondents reported 
noticing the video content on STORYBOX. 

Among Darling Square visitors, a 45% ‘notice rate’ 
would equate to 46,612 visitors, or 1553 visitors per 
day. 

349,487 Visits

Total respondents: 42
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REFLECTION: 

We found brand awareness was relatively low, 
however not necessarily significantly lower 
than advertising campaigns run on outdoor 
media. For example, positive case study 
campaign reports 38% brand recognition as a 
successful advertising outcome. 

Expressed as a proportion of total visitors to 
Darling Square in May, 29% would amount to to 
56,232 visitors. 

Slightly lower brand recognition on STORYBOX 
may also reflect a focus on storytelling rather 
than purely brand promotion. 

AWARENESS OF STORYBOX CONTENT

Have you noticed the videos playing on 
the STORYBOX cube?

Did you notice who made the videos? Have you watched the videos playing 
on STORYBOX? 

45% 29% 38%

Noticed the videos playing on STORYBOX. This is 
slightly lower than in Parramatta Square. 

Could say who had made the videos playing 
on STORYBOX. 

Have watched the videos playing on STORYBOX. 
This is slightly lower than in Parramatta Square.  

DARLING SQUARE 
INSIGHTS
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ANECDOTAL COMMENTS:

Some participants noted a preference for 
STORYBOX to have content with sound. 
For example, to feature, soundscapes, 
content from local musicians, and links to 
sound content via an app. 

We believe the position of STORYBOX in 
Darling Square would be improved in a 
more spacious outdoor area. 

APPRECIATION OF STORYBOX 

Do you think Darling Square is 
better with STORYBOX or without?

What do you think of the videos 
playing on STORYBOX?

Would you like to see more community 
and creative content on outdoor 
screens, rather than advertising? 

70% 86% 88%

Think Darling Square is better with STORYBOX 
than without it. 17% didn’t have an opinion either 
way. This compares with 78% for all participants — in 
Parramatta Square 83% thought the area was better 
with STORYBOX. 

Were positive about the videos playing on 
STORYBOX in Darling Square, with 30% loving 
them, and 56% liking them. 

Would like to see more community and creative 
content on outdoor screens, rather than advertising.

DARLING SQUARE 



23

ABILITY TO CONTRIBUTE 

Not a single person interviewed in 
DSQ were aware they could contribute 
themselves to STORYBOX!

Would you consider contributing?

0% 24%

This shows us user contributions were not facilitated 
via on-location promotions, such as on the screen 
itself or via QR code stickers. 

Parramatta participants demonstrated slightly higher 
awareness (10%), perhaps due to the longer term 
nature of the installation in Parramatta. 

Said they would consider contributing in Darling 
Square, 69% said they would not, even if they were 
eligible for an award. 

This is slightly below all participants (36% reported 
they would consider contributing).

The most popular categories for contributions were 
art (25%) and short stories (24%). 

Gillian Kayrooz contribution on 
STORYBOX in Darling Square

DARLING SQUARE
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QR CODE ENGAGEMENT  

Did you see or use the QR code 
around STORYBOX?

Would you consider completing a 
survey via QR code?

17% 19%

Close to one in five said they were aware of the QR 
code. 

One in five people said they would fill out a survey via 
QR code. A quarter of survey participants also agreed to 
complete the QR code quiz as part of the Audience Survey.  

= trim mark — DO NOT PRINT

DARLING SQUARE 
RESULTS

Mood Ring is accessed via 
QR code on mobile device  

and survey results are visu-
alised on the STORYBOX via 

colourful pulsating 
 ‘Mood Rings’. 
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MOOD RING SURVEY

Total respondents 
QR code survey respondents:    125 unique responses

All survey respondents:    207 unique responses

Highest month:     66 responses in May 2021

How are you feeling today? How do you feel about the future?

DARLING SQUARE SURVEY RESULTSThe Mood Ring Survey tool is designed to 
capture audience sentiment via colourful 
interactive ‘mood rings’. 
Originally designed as an interactive touch screen feature, audience access 
to the Mood Ring survey is currently via QR code and mobile device due to 
concerns about the use of touch screens in public spaces.  Users are asked 
a set of three questions about their mood on key topics and responses are 
visualised intermittently on the STORYBOX.  

Total April to June: 207 (125 on location)
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KEY FOCUS AREAS

Creativity & Culture

STORYBOX celebrates the 
value of everyday creativity 
and storytelling in shared 
spaces and precincts, and 
showcases innovative digital arts 
programming. 

Digital  Engagement 

STORYBOX facilitates digital 
engagement, co-creation and 
storytelling in shared spaces by trusted 
organisations in support of creative 
and resilient communities.

Place Insights & Activation  

STORYBOX is designed to enhance 
a sense of place, shared connection 
and vitality within place-based 
communities and audiences.  

We do this by:
• Showcasing historical and First 

Nation insights and knowledge;
• Surfacing local historical 

collections on STORYBOX; 
• Curating bespoke and partner 

programming on STORYBOX to 
advance precinct development and 
activation priorities; and 

• Developing interactive tools that 
support new data & insights about 
a place & local community.

We do this by: 
• Showcasing and commissioning 

First Nations stories;
• Providing in-kind access to 

STORYBOX by local arts and 
culture organisations; and

• Showcasing the work of 
independent creatives, writers 
and performers & awarding 
commissions for digital exhibition.

We do this by:
• Developing partnerships with 

organisations across public 
media, culture, education, science 
communications and local 
government to showcase partner 
content on STORYBOX; 

• Commissioning and producing 
new digital storytelling content on 
behalf of partners; and 

• Testing and trialling new forms 
of digital engagement in outdoor 
spaces.

Public participation

STORYBOX facilitates 
participatory storytelling and 
insights from diverse publics and 
communities. 

We do this by:
• Providing tools that measure 

public sentiment on key topics;
• Working with communities 

to identify and share diverse 
voices and perspectives; and

• Partnering with councils and 
precinct owners to deliver 
community surveys and 
campaigns.

THE STORYBOX MISSION 

STORYBOX was built to celebrate people, place and planet.  Inspired by the potentials of creativity 
and collaboration in shared spaces, each STORYBOX activation features unique digital showcases 
developed in partnership with precincts, communities and program partners. 
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We champion 
the civic 

We celebrate 
people and 
planet

We love 
creativity and 
innovation 

PUBLIC SPACE MEDIA

BEYOND OUTDOOR MEDIA 

Public space media should support 
the value and experience of shared 
spaces and places in strengthening 
communities. It celebrates and 
enhances what’s unique about a place 
and its community. 

STORYBOX CHAMPIONS PUBLIC SPACE MEDIA THROUGH 
OUR CORE VALUES  

STORYBOX rethinks the potential of media in public spaces through the lens of public value. 

As digital outdoor screen networks evolve and expand, cities need to strike a balance between 
commercial advertising and place-based outdoor media promoting community benefits. 
We call this public space media. 

DIGITAL
PLACEMAKING

MEDIA
ARCHITECTURE

OUTDOOR
MEDIA

PUBLIC
SPACE
MEDIA


