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Communities to invest in. Communities to grow in.

People, Places & Placemaking
Module 1 Conceptual Overview

The MIPlace Partnership Initiative
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' Communities to invest in. Communities to grow in.

The Miplace Partnership Initiative

The goal of The Mlplace Partnership Initiative is
to create more jobs, attract and retain talented
workers, and raise incomes at least in part,
through targeted local and regional Placemaking
activities; thereby restoring prosperity in
Michigan.

www.Mlplace.org

IO

Have Questions? | Site Map

Placemaking

V/hat defines a community? It's the common ground where
people gather - from housing, squares, streets and plazas to
parks, green spaces and waterfronts. Ve b elieve that by

3k ities and rebuilding neij we can
strengehen the entire state. Together with our many parners, we
invest in Michigan communities to enhance the quality of life of
our residents - and to attract and retain businesses,

To revitalize Michigan we must examine our state through a new
lens, taking into account the types of places where New Economy
and expand.

This approach is commonly deseribed as creating 3 “sense of
place” or just“placemaking.” It's a simple concept really, based
o a single principle - people choose to sertle in places that offer
the amenities, social and professional networks, resources and
opportunities to support thriving lifestyles. Michigan can attract

and rezain talent - especially young, knowdedge-based talent - by

regional nique
placemaking assets.

Our job begins by create, i
maintain quality places across Michigan that will help us
reimagine our state for the 21t century.
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Michigan’s Growth Strategy

What will be the Outcome?
Prosperous PLACES

Governor Snyder has established a focus on
Urban Initiatives & Rural Development

How?

Strategies & Techniques

Community Development
& Placemaking

Development o
Gardening | Entrepreneurs | Talent | Downtowns Re- LERtION
to “Place Deli
development elivery

Economic Development

Miplace Partnership Initiative

What are the
targeted
activities?

What are the
outcomes?

What is Who is
Placemaking? participating?

Local Engagement &
Visioning

Great
Places

MSHDA
Strategies
that create

whee WL |
where Green & Other

talented Public Spaces

people
want to live

Local Officials &
Stakeholders

Arts & Culture

Household
increases

Talent increases

Increased
Investment Return

Transit

and work
Public Cost

Transportation Efficiencies

Led and Coordinated by MSHDA
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Miplace Initiative Components

Research

Placemaking Curriculum Development

Cross-sector, Cross-discipline Training

Practice

Policy

Measurement

Communities to invest in. Communities to grow in.

Placemaking Strategy

Targeted
Placemaking
Projects

Regional
Economic

Retains
Development
Slratggic Results in Talented

Planning Quality Places, Workers
More Jobs &

Greater Economic
Competitiveness

Attracts &

Raises Per d Raises

Capita ; Educational
Incomes Attainment
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Who are Talented Workers?

* Knowledge workers
e Creative class

* Entrepreneurs

— Of any age, and are
often immigrants

MS Clipart

* Talented workers look .
for urban form activity
centers with lotstodo [
and people around to
interact with

Communities to invest in. Communities to grow in.

What are Talented People Looking for?
e Quality Places to Live, Work & Play!
Active/dynamic living environment with lots of fun:

— Entertainment, recreation, cultural amenities, social
interaction, and diverse cultural and ethnic experiences.

Amenities driven: parks, outdoors, thriving farms, sports,
hunting, fishing, waterways, greenery, etc.

Diverse lifestyle choices:

— Multi-modal transportation housing type
and range of prices, density range. LB

Business and entrepreneurial opportunities: _
— Creativity, risk taking, good market for innovation,
high wage jobs.
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Trends in
Residential
Choice

Source: RentCafe.com, 2012

BOOMERS ON V.7.A. 11
THE MOVE

Baby Boomers are
locking to downsize

N
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*17-31 years old

* Children of Baby Boomers:
Thay'ra postponing buying homes,
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What the
Trends Mean...

For context: Only
429,000 single-family
homes were started
in 2011, down 9
percent from 2010,
the lowest rate in 60
years. Starts for
multi-family units
have grown sharply
since 2009 (91% will
be rented). (census surean)

Source: RentCafe.com, 2012
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Apartment communities are becoming
more denss, averaging 200 units per
acre, up from 150
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Ditching the suburbs to rent in the city —
it's & whoke new version of the
American dream
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MAP 2: YOUNG

Young professionals (red = NO kids)  (blue = WITH kids)

MAP 5 YOUNG PROFESSIONALS IN GRAND RAPIDS

Lou Glazer, Michigan Future

Rural

Rural Context Zon

Natural Place:
Wildernass, natural
Iendscape. woodland, forest,
lakes and vacation shots

[Transect.org

Communities to invest in. Communities to grow in.

TRANSECT

Urban Context Zones

Urban

- (
Ve
Suburban Place:

Simgla famiky homes,
landscaped lwns, parks,
lamilies, ne

Downtown Place: Urban Core Place:

Mixad heusing, nai

Mixed-use bubdings,
3 d offices, witural
shops, gallaries and local

locally run sheps
- -

restaurants
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Strategic Public Actions*
to Support Placemaking
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K 3 <+— Key Employment/‘rransat Corridors—»
Planning
Regulation
; e
Thicker the arrow

the greater the
focus/emphasis I

this zone

Targeting efforts are greatest where talented workers want to live and work.

Defining the Context

Rural Suburban

Images: www.pedbikeimages.org Bob Boyce; Dan Burden; and Heather Bowden
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Complete Streets — Variation by Place Type
(AKA Context)
Bike lanes

e

Dedicated bus lanes
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Sidewalks

Wide shoulders ;
Multiuse paths Curb extensions
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* Definition of Strategic PLACEMAKING

 Strategic Placemaking is a TARGETED PROCESS (i.e. it is
deliberate and not accidental) involving
projects/activities in CERTAIN LOCATIONS (defined areas)
that results in :

e QUALITY, SUSTAINABLE, HUMAN SCALE, PEDESTRIAN-
ORIENTED, BICYCLE FRIENDLY, SAFE, MIXED-USE, BROADBAND
ENABLED, GREEN PLACES, with lots of RECREATION, ARTS AND
CULTURE, MULTIPLE TRANSPORTATION AND HOUSING
OPTIONS, respect for HISTORIC BUILDINGS, PUBLIC SPACES,
and broad CIVIC ENGAGEMENT.
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Placemaking Toolkit

e Set of statutes, programs and initiatives
available to local governments and private
developers to assist with development of
plans and properties.

e Often state technical assistance is available for
those interested in using the tools and
toolbox.

¢ Visit www.MIplace.org to learn more.
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Questions?
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