Workshop:
Placemaking for the Win!

Your secret weapon for keeping your town and
neighborhood beautiful.
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Keep Texas Beautiful, 2019



Your Guides Today

Amanda & Tracy

Amanda Popken
Development



Businesses & visitors are

Places are valuable because | important valuerivers, but

what real creates lasting value is

of the people there.

the social capital a place creates.



Placemaking is...
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Placemaking 1s...
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Placemaking is...

* Placemaking brings public space to life by creating
places to sit and chat, opportunities for strangers to
spontaneously interact, and things to do, see, eat, drink,
and observe.

* Where individuals are inspired to invest themselves —
their own time, talent and treasure — into the details
that make a place authentic, lively, and economically
stable.

* Placemaking is creating that synergy of the place.
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Placemaking is...

+ Visually pleasina THE BENEF'TS OF

+ Gewnevally g.‘imu\a}i-\j

+ Sewnse of belonging GREAT pLACES

4+ Greater securiby
+ Better ewvivonmental quality

+ Feeling of Frecdom

PROMOTES SENSE
OF COMFORT

+ Greaber comminniby
ovaaniZation

v Sense of pride amd volunteeviom NURTURES &
+ Pevperuation of integrity l s‘:"s"[‘?'

oand values COMMUNITY
b Less need :ov th;(\.?a' (‘Cﬁho'

+ 'Se‘?-vvmag'mg

PROMOTES
HEALTH

+ mcrveased physical actviby
+ Access ro fresh food
+ Greater securiby

+ Greater socia) mclusion

+ Enhanmced ewvironmental health

BUILDS &
SUPPORTS
THE LOCAL
ECONOMY

PROJECT FOR

PUBLIC
SPACES

+ Move walkable

+ Safe Pov pedestvians amd bicyclishs
+ Compatible with public transit

+ Reduces weed Lov coavs amd par\ninj
+ Move efhcient use of Hwme and wmoney

& Greaber covmechions bebween uses

+ Swall-scale entveprencurship
+ Economic development

+ Higher renl estate values

+ Loca) awmership, local value

+ Move desivable jobs

+ Greater bax vevenne

b Less need For mumicipal sevvices

+ Improves sociability

K + Move cultural exposure, imberaction
+ Dvavws & Aivevse population

+ Move womew, elderly, childven
+ Greater eHanic/culbural pluralism

+ Encourages commmunity creativity



The Sma]l IﬂVC SthHtS Integrate project plans with

the long-term vision & bigger

H dVC the B 1 g g C St Imp aCt planned investments.
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Developing a Vision

Engage partners
Bring a vision together
Vet potential pittalls

Everyone has seen and
felt the vision




How to... the Process

* The framework that makes placemaking events successful
is different from simply throwing a festival or market
event. This key framework for success:

* Identify the need
* Find the right partners
“ Action plan

* Qutreach strategy
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Any Project Must be Rooted In...

* Spirit of creativity and

partnership

* Find your allies (talk up
your idea until you build a

team that shares the vision)

* Commitment to finding a

way to make it happen, no

matter the hurdle




Look for Assets & Gaps

Underutilized spaces
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Places where people
already go

Synergistic or
complementary act1v1ty
nearby
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Partmer Planning

City Leadership
Elected Officials

Community Organizations

A Variety of Roles: volunteers, info and resources, $,
city staff support, insider insight, community buy-in,
promotion, & supporters to carry on the legacy.



Partner Planning

* The more partners you have...
* the easier the workload is on your team
* the more support you have if there are naysayers

« All ages
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* Special interest groups |6

“ Volunteer groups BT IO b

“ Include city departments 2 et W T
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“ Local businesses

“ Senior Center

Example Partners

* Lion’s Club, Rotary Club

* High School Honor Society

* Clubs and groups with
similar interests (use
facebook to search local pages
and groups!)
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What’s motivating you?

Obj e Ctive S What's driving your success?
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Plano Parklet

Example




xample: Arlington Dog Park & Plans
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Example




Example: 100 Parkhouse




Example: Bishop Arts Bicycle Parking
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Example: Corsicana
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Marketing
—. APRIL 7th - 9th
pACES R

LA

PopUp Shops, Biergarten, 'y#3 @\ =
Dog Park, Events All Day ~ﬁf !

| Downtown open
C CORSICANAMAINSTREET.ORG D to 9pm!

SEEn P
",‘?u 'é oy § ; )- %

L
"

. 1. ‘.-'z',--»'zxf-lt
ﬂ-uﬂ';{;IPl’l'\tL

o AOEIELT

'.
. 2 >
O 2 L o
. '??\ﬁ’
K. - A
_ ~"-v..‘:'914




reative Marketing: Property Tour
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Make amazing communities!

Amanda Popken
Development

amandapopken.com

ap@amandapopken.com
214-906-5652



