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The Study Area expands slightly on the current borders of the established, MCC-designated Downtown Great 
Barrington Cultural District, extending north to encompass recent development at the Flying Church, and 
south to include the Visitor Booth and neighboring parcels. 
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Minimal street furniture on Main Street

Outdated wayfinding display in northern portion of study area

Damaged and unsightly awning on Main Street
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Great Barrington Town Hall

Visitor Center, Southern Berkshire Chamber of Commerce

Signage for the Downtown Great Barrington Cultural District





Location

Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Category

Throughout Study Area, with a focus on alleys and large exterior 
walls of private buildings

Cultural District Steering committee, downtown merchants

Low Budget (under $50,000)

Short Term (<5 years)

Medium Risk – project will necessitate partnerships 
with private landlords, involve juried selection process

Number of public installations guided by open and inclusive 
community engagement process

Downtown Great Barrington Cultural District

Funding leads: LISC; Commonwealth Places; Berkshire Taconic 
Community Foundation; GFCU; Lee Bank; Deann Dylandale
Foundation

Cultural/Arts

Public mural in alley of Great Barrington



Diagnostic

Pedestrian underpass leading from Town Hall to Castle Street and Castle Hill Avenue

• Identify locations which may 
accommodate large-scale outdoor 
art installations.

• Communicate with private 
landlords as well as tenants about 
potential collaborations.

• Promote outdoor art opportunities 
to a wide range of potential 
contributors, including high school 
students and area college students.

• Develop a system for adjudication 
and selection, as well as a calendar 
for installations over time.

• Launch an initial pilot process and 
revise for future iterations.

Action Items

Rainbow crosswalks were painted in spring of 2020as a sign of hope during the pandemic

Downtown Great Barrington has an 
established history of implementing 
public art installations in a variety of 
ways. The pedestrian underpass west of 
Town Hall features a collaborative 
effort, a mural honoring W.E.B. DuBois 
was installed in the alley from Railroad 
Street to the Triplex parking area in 
2018, and more recently, the town 
repainted north/south crosswalks along 
Main Street in a rainbow color scheme 
during the pandemic. 

There remain several wide alleys and 
large exterior walls which may be 
suitable for murals. Finding ways to 
draw more visitors downtown was 
ranked highly among business owners’ 
preferences for recovery strategies. This 
approach also aligns well with ongoing 
efforts to encourage social distancing 
and outdoor enjoyment of what the 
town has to offer. 

Interest has already been expressed in a 
“Paint Box” program, which would wrap 
existing utility boxes in historic scenes 
of Great Barrington, positioned to 
present an historic perspective 
alongside modern conditions. This 
program may be incorporated into a 
larger public art project or exist 
alongside of it.



• Conduct inventory of available 
spaces for future art installations.

• Determine which locations may 
need restoration or maintenance 
before artwork could be installed.

• Discuss potential with private 
property owners, establish 
ongoing discussions with 
interested parties.

• Solicit suggestions and input from 
artists from a range of disciplines.

• Share initial findings with key 
stakeholder groups including 
Selectboard and Cultural District 
Steering Committee.

• Develop draft program guidelines 
and procedures/policies for 
selection.

• Review with potential funders to 
gauge interest and determine 
what parameters may be imposed.

• Finalize program guidelines and 
publicize a Call for Art.

• Incorporate plans for events and 
educational opportunities to 
accompany the installation’s 
unveiling – artist reception, etc.

• Ingrain new installations into 
walking tours of downtown, and in 
overall marketing and 
communications efforts of Town, 
Chamber, and Cultural District.

Wide alley in Downtown Great Barrington that could house mural installations

Process

Utility box on Main Street – a possible location for small scale installation



Location Melrose, MA

In this example, the public art program was part of a 
Wayfinding and Creative Placemaking Master Plan, which 
may be a consideration for the Town of Great Barrington as 
both wayfinding and public art are among their Rapid 
Recovery Projects. This multi-pronged approach was 
accomplished with the help of a pairing of consultants who 
won the bid for a wayfinding study with design services. The 
scope of work required that the community’s past and 
present be honored through the final projects and 
incorporated extensive outreach to community members. 
Implementation of the projects involved local officials and 
town staff, but also local arts organizations, business 
owners, and school students.  

A full description of this Best Practice/Sample Project can be 
found in Appendix B.

Best Practice Summary



Location Frost Alley Somernova Campus, Somerville, MA

Activation of alleys in Great Barrington has the potential to 
dramatically expand the presence of public art throughout 
the downtown, as well as complement several other 
recovery projects described within this report. Encouraging 
safe, inviting alley usage can: 

• Connect primary foot traffic areas with less visible 
parking options

• Create additional space for live performances and social 
gatherings

• Expand the perceived business district to incorporate 
additional secondary streets

• Provide additional locations for self-watering pollinator 
plantings 

A full description of this Best Practice/Sample Project can be 
found in Appendix B.

Best Practice Summary



Location

Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Category

Throughout Study Area, with a focus on areas currently lacking 
street furniture 

Great Barrington Select Board

Low Budget (less than $50,000)

Short Term (<5 years)

Low Risk – business survey respondents are in favor, 
key stakeholders agree to prioritize this project

Total number of benches installed, replacement and expansion 
of rubbish and recycling containers 

Town of Great Barrington, Downtown merchants via 
Southern Berkshire Chamber of Commerce, Cultural District

Funding leads: Shared Streets and Spaces; T-Mobile 
Hometown Grant Program;  Jane and Jack Fitzpatrick Trust 

Public Realm

Sidewalk benches on Main Street in Great Barrington



Wide sidewalks provide opportunities for small gatherings 

Expanded and improved outdoor 
seating is one of the first projects 
suggested by members of the 
community upon launch of this 
planning project. It has been noted 
that many of the benches currently 
located on Main Street are positioned 
facing the street, which often results 
in a view of parked cars rather than 
foot traffic and storefronts. There are 
also multiple locations where 
gathering spots could be created with 
two or more benches accompanied by 
trash receptacles and/or seasonal 
planters.

While updated metal benches have 
been added along Main Street, other 
primary and secondary streets are 
lacking in street furniture or house 
benches and receptacles in poor 
condition.

Diagnostic

• Identify locations and areas 
lacking appropriate street 
furniture.

• Determine additional amenities 
which could contribute to a 
positive visitor experience 
downtown – bike racks, 
receptacles, public wifi stations, 
seasonal planters and other 
landscaping

• Prioritize areas which can 
become “social zones” and offer 
opportunities for small 
gatherings and pop-up events, 
meetings, performances. 

• Identify responsible parties for 
permanently positioned and 
temporary/seasonal fixtures, 
working with business 
community to enlist stewards

Action Items

A dilapidated bench sits in front of the Town Hall campus

Trash and recycling bins on Main Street



• Inventory existing assets 
(furniture, trash receptacles, 
planters and landscaping).

• Assess condition of existing assets 
– should some be removed/and 
replaced? What can be reused?

• Review a wide range of possible 
locations to install assets. Some 
may be revamping or re-
configuring of current locations, 
others will be new.

• Strategize about the most 
impactful locations for asset 
placement. How can the walkable 
business district be expanded by 
drawing people past typical 
circulation paths?

• Look at options available that fit 
the durability and aesthetic needs 
of the community. Investigate 
local sources for products when 
possible.

• Determine per unit costs of 
desired assets.

• Conduct further research into 
available funding opportunities 
and identify which will require 
local match. 

• Identify any potential local 
partners to help with placement 
decisions and ongoing 
stewardship of assets once 
installed. 

• Consider ADA requirements 
before finalizing purchases or 
placements.

• Iterate if needed – installations of 
street fixtures may need to occur 
over time depending on funding.

Trash and recycling bins on Main Street

Process



Location Grand Rapids, MI (and other locations)

In many of the “best practice” case studies provided through 
DHCD, expanded outdoor seating involved at least seasonal 
alterations to vehicle access and parking, with any 
reclaiming of street space designed to encourage spending 
with downtown restaurants. Given the concerns raised by 
Great Barrington business owners regarding immediate, 
storefront-adjacent parking, these scenarios are expected to 
be met with resistance locally.  However, the Grand Rapids 
example does set forth a system of “social zones” 
identification that might be applied to existing sidewalk 
bump-outs to create natural gathering spaces and facilitate 
outdoor gatherings and performances without impeding on 
existing parking spaces

A full description of this Best Practice/Sample Project can be 
found in Appendix B.

Best Practice Summary



Location Chelmsford, MA

In Chelmsford, previously uninspired and deteriorating 
streetscapes were contributing to an overall experience 
lacking in a sense of quality or vitality. Sculptured street 
furniture honoring a former beech tree on the town 
common carried forward the existing wayfinding system’s 
theme into benches, bike racks, planters, tree grates and 
tree trunk guards. Multiple committees provided advice and 
review, including the Historic Society and Bicycle 
Commission, among others. Despite a tight timeline for 
completion, this project incorporated custom fabrication by 
vendors.

A full description of this Best Practice/Sample Project can be 
found in Appendix B.

Best Practice Summary



Location

Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Category

Throughout Study Area, with a focus on pedestrians and cyclists

Business Survey Respondents

Medium Budget ($50,000-$200,000)

Short Term (<5 years)

Medium Risk – project must balance need for expanded 
signage with local regulations and branding expectations, 
may face resistance without community engagement.

Increase in pedestrian and cyclist-focused signage, continued 
usage by visitors and residents

Town of Great Barrington Planning Department

Funding leads: LISC, America Walks Community Change 
Grant; MA Downtown Initiative; Lee Bank; Coolidge Hill 
Foundation; Gendler Family Foundation

Public Realm

Wayfinding kiosk on Main Street in Great Barrington



A weathered A-frame branding sign displayed on Railroad Street

Field work by consultant staff quickly 
revealed a dearth of signage geared 
toward pedestrians or bicycle users. 
Existing signage is almost entirely 
focused on vehicular traffic, and itself 
is limited to roadway intersections and 
basic safety instructions. Information 
about major attractions, outdoor 
recreation opportunities, 
seasonal/semi-permanent events or 
parking is extremely limited. Extant 
parking signage is outdated, and the 
few instances of downtown maps 
show extreme weathering and 
degradation. 

Improved wayfinding will impact the 
success of several other initiatives, 
including improved parking 
management and the launch of a 
public art program. Successful 
wayfinding systems will also increase 
visitor experience satisfaction and 
have the potential to increase sales 
and revenue at local businesses.

Diagnostic

• Determine branded approach to 
wayfinding system to ensure 
consistency – this may need to tie 
in with brand identity as expressed 
on town website and/or other 
communication channels.

• Identify major attractions, 
activities, and venues that should 
be included in wayfinding system.

• Communicate with local business 
owners to understand wayfinding 
needs of visitors, ensure that a 
range of viewpoints are taken into 
consideration. 

• Consider what existing, legacy signs 
a new wayfinding system may need 
to replace, and communicate with 
stewards to ensure a well-received 
transition

Action Items

Exterior walls of the Visitor Center display maps and brochures/rack cards



• Consider whether wayfinding 
should be implemented 
independent of or in conjunction 
with the proposed public art 
program.

• Identify anchor attractions, 
outdoor recreation assets 
(including parks and playgrounds), 
basic amenities (public restrooms, 
parking) and other landmarks 
which should be included in the 
wayfinding system.

• Map locations and orientations of 
wayfinding elements and share 
with a wide range of stakeholders.

• Determine if the wayfinding 
project will necessitate a design 
firm or other consultant to guide 
the process.

• Solidify a branded, consistent 
approach to signs, kiosks, and 
other wayfinding elements. 

• Pursue funding opportunities to 
support fabrication and 
implementation.

• Communicate brand guidelines 
with all town departments and 
cooperating agencies to ensure 
consistency across platforms.

• Consider rollout of temporary 
signs in desired locations to test 
and tweak as needed.

• Implement system in phased 
approach, working on elements 
that can be moved or adjusted 
first before installing more 
permanent fixtures. 

Outdated parking guide signage at the southern end of the study area

Process

Map and brochure kiosk located at the northern entrance to the study area



Location Wakefield, MA

In the Wakefield case study, there was no universally 
accepted brand or wayfinding system prior to their project. 
In proximity to many popular outdoor recreation sites and 
other destinations, the community saw an opportunity to 
draw more people downtown to enjoy an already robust mix 
of restaurants, retailers, and service providers. This process 
included its share of disagreement and controversy over 
design direction and provides some valuable examples of 
the importance of public engagement throughout a 
branding process. The end result is an attractive, consistent 
signage and informational kiosk program with flexibility to 
adjust over time.

A full description of this Best Practice/Sample Project can be 
found in Appendix B.

Best Practice Summary



Location Wells, ME

In the Wells, ME case study, a majority of businesses were 
spread along a long commercial corridor rather than 
arranged in a downtown setting. For Great Barrington, this 
may serve as inspiration to extend a wayfinding system 
north and south along Route 7 to incorporate surrounding 
commercial activity into a branding effort. Elements from 
the wayfinding designs also impacted design of street 
furniture and other fixtures.

A full description of this Best Practice/Sample Project can be 
found in Appendix B.

Best Practice Summary



Location

Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Category

To be determined based on available publicly owned space

Town of Great Barrington business community

Medium Budget ($50,000-$200,000)

Short Term (<5 years)

Medium Risk – project will add maintenance burden 
to town’s Department of Public Works

Estimated usage, Visitor survey results

Town of Great Barrington land use department, DPW

Funding leads: local allocations; Community Development 
Block Grant; Berkshire Bank Foundation

Public Realm

Example of public restroom construction and configuration in West Stockbridge, MA



Temporary portable latrine adjacent to Town Hall in Great Barrington

For a downtown that draws many 
thousands of people on a typical 
weekend, there are too few public 
restrooms in downtown Great 
Barrington. The Town places a 
portable toilet outside the Town Hall 
in warmer months, but it is not 
accessible, it is hidden off to the side 
of the parking lot, it is not a year-
round solution, and it is hardly 
appropriate for commercial hub like 
Great Barrington. The only other 
public bathroom options are the 
library and the Chamber of Commerce 
booth, and of course these are not 
open after hours. 

A public bathroom that is conveniently 
located and accessible can greatly 
improve a patron’s experience of a 
shopping district. Public bathrooms 
are especially important for seniors 
and for parents with young children.  
Public bathrooms often include a 
lobby area or posting board outside 
for tourist information and maps, and 
other amenities that make it easy for 
people to enjoy their time downtown, 
not to mention make it easier for 
people to spend a longer period of 
time downtown.

Diagnostic

• Identify optimal location with 
access to water, sewer, and 
electricity, for a permanent, 
year-round building. 

• Identify the preferred style 
and size.

• Budget for operations costs, 
including maintenance and 
security.

• Align project with other 
public amenity initiatives.

Action Items

Example of public restroom facility along rail trail in Millerton, NY



• Survey possible locations for 
facility, documenting available 
footprint as well as proximity to 
necessary utilities. 

• Review eligible sites with town 
officials and staff.

• Work closely with Great 
Barrington DPW staff throughout 
process.

• Assess potential construction 
approaches – consider pros and 
cons of pre-fabricated/modular 
models as well as on-site 
construction. 

• Identify preferred construction 
approach based on combination 
of factors: available designs, cost, 
ability to withstand regular use in 
all seasons, etc.

• Present proposal to town officials 
for review and revision.

• Assess budget to identify any gap 
in financing ($100k allocated at 
Town Meeting in 2021).

• Include ongoing maintenance and 
security costs in budget 
considerations.

• Follow any necessary 
procurement procedures for 
construction/installation.

• Determine which amenities might 
be collocated at the bathroom –
tourist maps, bike racks, etc. 

Process

Example of public restroom facility along rail trail in Millerton, NY



Location

Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Category

Throughout Study Area

Business survey results, public input process

Medium Budget ($50,000-$200,000)

Short Term (<5 years)

Medium Risk – project will need to balance the needs 
of competing stakeholders

Visitor and business community survey results, overall increase 
in available public spaces

Town of Great Barrington, private lot owners

Funding leads: MA Downtown Initiative; Real Estate Services 
TA;  EEA Planning Assistance; MassWorks Infrastructure

Public Realm

Wayfinding kiosk on Main Street in Great Barrington



Downtown has a good amount of 
parking—over 1,300 public and private 
spaces—which on all except the 
busiest days, serve the business 
district well. But on busy days the 
most convenient parking is quickly 
occupied, and many other spaces, 
public and private, are not used at all. 
Poor signage, inconsistent regulations, 
and large private parking lots that sit 
empty are confusing, ineffective, and 
do not support a healthy business 
district. Double parked cars, 
employees parked in premium spaces, 
and traffic that circulates around 
Railroad Street only in search of the 
next curbside space are all symptoms 
of poor parking management. A good 
parking strategy could make 
downtown more welcoming and user 
friendly, less stressful, and could 
reduce traffic congestion and air 
pollution. A thoughtful approach could 
reduce the need for future supply and 
could free up unused and poorly 
located parking spaces for more 
beneficial uses. 

Diagnostic

• Solicit public input, performing 
outreach often and to as many 
groups as possible.

• Assess successful elements of 
the current system and identify 
pain points as specifically as 
possible.

• Consider what zoning or other 
regulations may need to be 
changed to make improvements.

• Test possible solutions in 
temporary manner, solicit 
feedback and adjust accordingly.

Action Items

Current signage regarding parking on Main Street in Great Barrington



• Define the specific area to be 
studied and its context within the 
larger community.

• Establish a working group with a 
broad range of stakeholders, 
including business owners, town 
staff, and members of 
boards/committees which may have 
decision making responsibilities for 
proposed changes. 

• Determine the public process to be 
undertaken, and whether an RFP for 
professional planning services will be 
required. 

• Collect and review all applicable GIS 
information, previous studies or 
changes implemented, as well as 
ownership information on private 
properties. 

• Confirm number and location of 
current publicly accessible spots, as 
well as parking restricted to private 
use

• Review current parking regulations 
and cross-check with existing 
signage.

• Coordinate with private parking 
owners and management 
representatives to encourage 
broader access to underutilized 
spaces.

• Remove or update any outdated or 
misleading information, replace with 
accurate and clear signage.

• Align updated signage with 
wayfinding system discussed in this 
plan.

Example of parking signage consistent with branded wayfinding system in Plymouth, MA

Process

Casual exploration of downtown benefits all merchants with increased, slower foot traffic



Location Florence, MA

Parking locations and availability are priority topics for 
business owners in downtown Great Barrington. Solutions 
will need to be multi-faceted, with flexibility from all sides to 
make incremental improvements. While a substantial 
number of parking spaces already exist,  many are out of 
site or controlled by private property owners. Discussions 
should include an array of possible approaches, including a 
recognition that parking directly adjacent to businesses will 
not often be possible in a bustling, vibrant downtown. 
Considering the high priority placed on this topic, in-depth 
public engagement will be crucial. Following the example set 
forth in this Best Practice sample project will help to guide 
that engagement process.

A full description of this Best Practice/Sample Project can be 
found in Appendix B.

Best Practice Summary



Location

Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Category

Throughout Study Area

Town of Great Barrington Planning Department

Large Budget (over $200,000)

Short Term (<5 years)

Medium Risk – project will temporarily disrupt access 
to Town Hall, include significant costs

Increase in public programming on site, Resident survey results

Town of Great Barrington, community organizations

Funding leads: MassWorks Infrastructure, MA Downtown 
Initiative,  Commonwealth Places, LISC, local funding 
allocations including CPA, Berkshire Taconic Community 
Foundation 

Public Realm

Town Hall Campus (eastern portion) in Great Barrington



Current vehicular access from northeast corner of campus

Aside from the park behind Town Hall 
and the front lawn of the Mason 
Library, there is little park space within 
the core of downtown Great 
Barrington. Both spaces are actively 
used and contribute to the vitality of 
downtown’s commercial area. These 
spaces, plus the Housatonic River 
Walk, prove that a little green space 
can go a long way in an urban 
environment—providing places to rest 
as well as environmental benefits like 
shade and air quality improvements. 

The Town currently lacks a green focal 
point or a New England style town 
common, which serve as community 
gathering spaces. The park is not 
handicapped accessible, and the 
entrance to Town Hall is dominated by 
driveways and parking. During the 
Town’s Main Street reconstruction, 
the design team recognized that a 
reimagined Town Hall campus would 
present numerous opportunities, but 
the design was outside the scope of 
the road project. It is now recognized 
that transforming the campus into a 
welcoming green gathering space, 
highlighting the historic significance 
and monuments on the campus, 
calming traffic, and increasing 
accessibility could benefit the entire 
business district. 

Diagnostic

• Develop a landscape design 
and historic preservation 
vision for the campus

• Work with the Historic District 
Commission and relevant 
town boards

• Identify funding options 
including CPA open space 
funds 

Action Items

Town Hall as seen from Main Street 



• Invite a wide range of 
stakeholders to take part in a 
visioning process.

• Consider impacts to current site 
users, including staff, officials, 
volunteers, community 
members, and adjacent 
businesses.

• Review multiple configurations 
to compare features – is parking 
increased or at minimum 
maintained at current numbers? 
Will traffic flow be improved? Do 
proposed plans impede upon 
current uses of existing park 
behind Town Hall? Will nearby 
businesses be impacted 
positively or negatively? Are any 
safety or other concerns raised?

• Ensure ADA compliance is fully 
integrated into any designs being 
advanced for final rounds of 
consideration.

• Reengage stakeholders to ensure 
broad community support.

• Research funding sources and
identify potential matching funds 
if needed. 

• Contract for final designs and
conduct bidding/procurement as
appropriate.

• Communicate with stakeholders 
regarding final design and 
timeline.

• Implement and celebrate!

• Launch programming made 
possible by campus 
reconfiguration.

Town Hall Campus reconfiguration concept, credit Walt Cudnohosfky, 2011

Process



Location Whately, MA

Reconfiguration of the Town Hall Campus in Great 
Barrington will provide additional open space within the 
downtown area for public events and gatherings, while 
preserving existing recreational space at the western 
portion of the campus.  This project will create a visible 
“town green” atmosphere without reducing the total 
number of parking spaces. It will also eliminate confusing 
and potentially unsafe vehicular traffic patterns by 
eliminating the northeast entrance to campus and routing 
all cars in a clockwise route around Town Hall. The Best 
Practice sample project provided demonstrates the value of 
broad community engagement and strong support for 
improved access by pedestrians. It also provides inspiration 
for events co-produced with adjacent properties and 
businesses.

A full description of this Best Practice/Sample Project can be 
found in Appendix B.

Best Practice Summary



Location

Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Category

Primary focus on Main and Railroad Streets

Consultant field work/observations, public input process

Low Budget (under $50,000)

Short Term (<5 years)

Medium Risk – project will necessitate support of 
private landlords, may be oversubscribed

Number of storefronts improved, number of applications 
received overall, visitor survey results

Town of Great Barrington, Cultural District, building owners

Revenue/Sales

Downtown Great Barrington Main Street façades 

Funding leads: MA Downtown Initiative; municipal ARPA 
allocation; GFCU; Lee Bank; Grassroots Fund Seed/Grow 
Grants



Storefronts on Railroad Street in varying conditions

While many storefronts and façades in 
the downtown study area are 
exemplary and the core area of Main 
Street is visually appealing, closer 
examination during field work 
revealed a range of conditions that 
included some instances of very 
dilapidated awnings, window sash, and 
ground-floor fixtures. Business owners 
did not note this topic as one of 
particular concern. However, during 
subsequent community meetings, 
participants agreed this may be 
overlooked and does contribute to 
both visitor experience and impact 
sales for merchants. 

While there are some instances of 
structural/architectural concern, many 
façades could be significantly 
improved with relatively minor 
investments in cosmetic upgrades. The 
proposed project establishes an 
improvement program granting or 
lending for minor upgrade 
investments.

Diagnostic

• Thorough review of existing 
programs within and outside of 
Massachusetts

• Determine financial and logistical 
structures for Façade 
Improvement Program

• Inventory storefronts in need of 
cosmetic improvements 

• Promote program with landlords 
and/or ground floor tenants

• Conduct pilot cycle of application 
acceptance, review, and awards

• Adjust program as needed based 
on applicant feedback and 
experiences

Action Items

Unoccupied spaces at downtown gateways impact visitor impressions

Facades adjacent to public parking offer opportunities for the business community



• Extensive research of other 
communities’ guidelines and  
procedures.

• Based on best practices, create  
easily understandable illustrated  
façade improvement guidelines 
and application materials.

• Consider inclusion of a wide 
range of possible improvements, 
including signage, awnings, trim, 
windows/window sash, 
plantings, minor upgrades and 
repairs to architectural features, 
lighting and up-lighting.

• Establish review criteria and 
procedures, as well as 
application materials.

• Develop a suggested Town of 
Great Barrington color pallet.

• Photo-document good and bad  
examples of façade elements.

• Circulate draft materials among 
town staff and applicable boards 
and committees for review and 
refinement.

• Announce inaugural cycle of 
façade improvement grants, 
publicize availability and 
communicate directly with 
landlords and tenants

• Accept feedback on policies and 
procedures, adjust as needed

• Offer application opportunities 
on an annual basis at minimum

Improvements to vacant storefront façades can help attract new tenants 

Process

An exemplary façade with fresh paint, appealing window display, and plantings



Location Everett, MA

Everett Square, the larger of the two retail districts in this 
working-class community north of Boston, is the  traditional 
downtown where the public library  and City Hall and many 
amenities are  located.

Stores and restaurants are primarily locally-owned, family 
enterprises. A small minority of Everett’s business are 
national or regional chains.

In a bid to encourage the appeal of Everett’s downtown to 
outside visitors, the year before the pandemic, the Mayor 
directed the Community Development Director to create a  
framework to better guide merchants in enhancing their 
storefronts. A subsidy grant  program was being developed 
to encourage merchant and landlord participation.

In this instance, the intention was to incorporate the new 
guidelines into the city’s Building Code. Such formality may 
not translate into a voluntary façade improvement program, 
but the process by which Everett developed their program 
may lend some guidance. 

A full description of this Best Practice/Sample Project can be 
found in Appendix B.

Best Practice Summary



During Phase 1 of the Local Rapid Recovery Planning process, local businesses were offered 
the opportunity to complete a survey regarding their pre-pandemic experiences as well as 
changes and impacts to their business model and revenue during the pandemic. This survey 
was shared during LRRP community engagement sessions, as well as on various social media 
accounts and in community-based e-newsletters.  Results of this survey are shared within 
Appendix A.



Great Barrington
Downtown Great Barrington Business District Responses: 34

This report provides the results of a businesssurvey conducted during March and April of 2021. Thesurvey 

is part of a program launched by the Massachusetts Department of Housing and Community Development 

to help communities develop Rapid Recovery Plans for downtowns and commercial districts. The survey 

was directed to owners or other appropriate representatives of business establishments located in the 

targeted commercial areas. (For Data Tables, seepage 9.)

12% 12%

3% 3%

Impacts of COVID-19

Decline in Business Revenue
74% of businesses generated less revenue in 2020 than they did in 2019.  

For 56% of businesses, revenue declined by 25% or more.

Revenue in 2020 Compared to 2019

32%

21%
18%

More About the 1 – 24% 25 – 49%   50 – 74%   75 - 100% Don't 
Customers Same Less Less Less Less Know/NA

Increased Stayed the Decreased Decreased Decreased Decreased Don't 
Same 1 – 24% 25 – 49%   50 – 74%   75 - 100%  Know/NA

Less Foot Traffic in Commercial Area
57% of businesses had less on-site customers in January and February of 2021 than before COVID. 

54% of businesses reported a reduction in on-sitecustomers of 25% or more.

On-site Customers 2021 (Jan - Feb) vs. Pre-COVID

24% 24%

18%
15%

12%

6%
3%
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9%

65%

71%

None of the Above

Established alternative mode to sell and deliver 
products

Incurred expense to implement safety measures

Decline in revenue 76%

Employee layoff 35%

Reduced operating hours/capacity 65%

Business closure (temporary or permanent) 59%

Stopped/defer red rent or mortgage payments 32%

Impacts of COVID-19 (cont'd)

Reported Impacts

91% of businesses reported being impacted by COVID.

COVID Impacts Reported by Businesses

% of Businesses

Operating at Full Capacity 39%

Reduced Hours/Capacity due to COVID 61%

Temporarily Closed due to COVID 0%

Permanently Closed due to COVID 0%

Operating Status

At the time of the survey, 61% of businesses reported they were operating at reduced hours/capacity or closed

Current Operating Status of Businesses (March/April 2021)
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Business Satisfaction with Commercial District

The charts below illustrate the average satisfaction rating among respondents regarding various elements.

Safety and Comfort of Customers &  

Employees

Very
Dissatisfied

Very  
Satisfied

Proximity to Complementary  

Businesses & Uses

Very
Dissatisfied

Very  
Satisfied

Access for  

Customers & Employees

Very  
Satisfied

Very
Dissatisfied

Condition of Public Spaces,  

Streets & Sidewalks

Very
Dissatisfied

Very  
Satisfied

Condition of Private Buildings,  

Storefronts, Signs

Very
Dissatisfied

Very  
Satisfied
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41%

3%

None - No Issues with Regs.

Other Regs.

Licensing or Permitting Regs. 15%

Signage Regs. 18%

Parking Regs. 41%

Outdoor Dining or Selling Regs. 15%

Allowed Use, Change of Use, Other Zoning Regs 6%

Historic District Regs. 0%

Business Satisfaction with Commercial District (cont'd)

Regulatory Environment
59% of businesses indicated that the regulatory environment poses an obstacle to business operation.

Regulations that Pose an Obstacle to Businesses Operation

% of Businesses

Prepared by FinePoint Associates MA DHCD RRP Program, Page 52



Business Input Related to Possible Strategies

Physical Environment, Atmosphere and Access
The charts below illustrate the average rating among respondents regarding importance of various strategies.

Renovation of Storefronts/ Building 

Facades

Improvements in Safety and/or  

Cleanliness

Unimportant/  
Not Needed

Very  
Important

Unimportant/  
Not Needed

Very  
Important

Changes in Public Parking 

Availability, Management or Policies

Unimportant/  
Not Needed

Very  
Important

Amenity Improvements for Public  

Transit/Bike Users
Improvement of Streetscape &  

Sidewalks

Unimportant/  
Not Needed

Very  
Important

Unimportant/  
Not Needed

Very  
Important

Improvement/Development of Public 

Spaces & Seating Areas

Unimportant/  
Not Needed

Very  
Important
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Business Input Related to Possible Strategies (cont'd)

Attraction/Retention of Customers and Businesses
The charts below illustrate the average rating among respondents regarding importance of various strategies.

More Cultural Events/Activities to  

Bring People into the District

Recruitment Programs to Attract  

Additional Businesses

Unimportant/  
Not Needed

Very  
Important

Changes to Zoning or  

Other Local Regulations

Unimportant/  
Not Needed

Very  
Important

More Opportunities for Outdoor  

Dining & Selling

Unimportant/  
Not Needed

Very  
Important

Implementing Marketing Strategies  

for the Commercial District

Unimportant/  
Not Needed

Very  
Important

Creation of a District Management  

Entity

Unimportant/  
Not Needed

Very  
Important

Unimportant/  
Not Needed

Very  
Important
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29%

21%

21%

15%

44%

18%

15%

None of the Above

Training on the Use of Social Media

Low-cost Financing for Storefront/Façade  
improvem ents

Low-cost Financing for Purchasing Property in the 
District

Participating in Shared Marketing/Advertising

Creating New Services such as Delivery

Setting Up an Online Store or Other Online Selling  
Channel

Business Input Related to Possible Strategies (cont'd)

Businesses Support
71% of businesses expressed interest in receiving somekind of assistance.

Businesses Interested in Receiving Assistance

% of Businesses
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Business Characteristics

Business Size

39% of businesses are microenterprises (≤ 5 employees).

Business Tenure

79% of businesses rent their space.

Tenure

Own,  
21%

Rent,  
79%

9%

30% 27%

12%
18%

3%

1 2-5 6-10 11-20 21-50 > 50

Employees

Businesses by # of Employees

12%
6%

Increased Decreased Stayed the Don't
Same Know/NA

Revenue Trend Prior to COVID

62% of businesses reported increasein revenue during the 3 years prior to COVID.

Revenue 3 Years Prior to COVID

62%

21%

Retail 21%

Food Service, Accommodation 29%

Personal Service 0%

Professional, Scientific, Technical, Legal 6%

Finance, Insurance 3%

Healthcare 6
%

Arts, Entertainment, Recreation, Fitness 24%

Non-Profit, Community Service 9%

Other 3
%

Businesses by Type

Prepared by FinePoint Associates MA DHCD RRP Program, Page 56



Business Survey Results - Data Tables

Community Where Targeted Downtown or Commercial District is Located

1. Please select the community where your business is located.

Great Barrington 34

1 3 9%

2 to 5 10 30%

6 to 10 9 27%

11 to 20 4 12%

21 to 50 6 18%

More than 50 1 3%

Total 33 100%

Own 7 21%

Rent 27 79%

Total 34 100%

Increased 21 62%

Decreased 4 12%

Stayed about theSame 7 21%

Don't Know/Not Applicable 2 6%

Total 34 100%

Retail (NAICS 44-45) 7 21%

Food Service (restaurants, bars), Accommodation

(NAICS 72)

10 29%

Personal Service(hair, skin, nails, dry cleaning) (NAICS

81)

0 0%

Professional Scientific, Technical, Legal (NAICS 54) 2 6%

Finance, Insurance(NAICS 52) 1 3%

Healthcare(medical, dental, other health

practitioners) (NAICS 62)

2 6%

Arts, Entertainment, Recreation, Fitness (NAICS 71) 8 24%

Non-Profit, Community Services 3 9%

Other 1 3%

Total 34 100%

3. Does your business own or rent the space where it operates?

Business Characteristics & Satisfaction with Commercial Area

2. Including yourself, how many people did your business employ prior to COVID (February 2020), 

including both full-time and part-time?

4. During the 3 years prior to COVID, had your business revenue . . .?

5. Please select the category that best fits your business.
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Very Dissatisfied 0 0%

Dissatisfied 2 6%

Neutral 5 15%

Satisfied 21 62%

Very Satisfied 6 18%

Total 34 100%

6. Please rate your satisfaction with the following aspects of the Downtown or Commercial District 

where your business is located.

Condition of public spaces, streets, sidewalks

Condition of Private Buildings, Facades, Storefronts, Signage
Very Dissatisfied 0 0%

Dissatisfied 3 9%

Neutral 6 18%

Satisfied 20 59%

Very Satisfied 5 15%

Total 34 100%

Access for Customers & Employees
Very Dissatisfied 1 3%

Dissatisfied 7 21%

Neutral 6 18%

Satisfied 19 56%

Very Satisfied 1 3%

Total 34 100%

Safety and Comfort of Customers & Employees
Very Dissatisfied 0 0%

Dissatisfied 1 3%

Neutral 3 9%

Satisfied 26 76%

Very Satisfied 4 12%

Total 34 100%

Proximity to Complementary Businessesor Uses
Very Dissatisfied 0 0%

Dissatisfied 1 3%

Neutral 5 15%

Satisfied 22 65%

Very Satisfied 6 18%

Total 34 100%
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Licensing or permitting regulations 5 15%

Signage regulations 6 18%

Parking regulations 14 41%

Outdoor dining or selling regulations 5 15%

Allowed uses, change of use or other zoning

regulations

2 6%

Historic District regulations 0 0%

Other regulations (not related to COVID) 1 3%

None - No Issues with regulations 14 41%

Impacts of COVID

8. Did your business experience any of the following due to COVID? Select All that apply.

Decline in revenue 26 76%

Employeelayoff 12 35%

Reduced operating hours/capacity 22 65%

Business closure(temporary or permanent) 20 59%

Stopped/deferred rent or mortgagepayments 11 32%

Incurred expenseto implement safety measures 24 71%

Established alternativemodeto sell and deliver

products (on-line platforms, delivery, etc.)

22 65%

None of theAbove 3 9%

Increased compared to 2019 4 12%

Stayed about thesame as 2019 4 12%

Decreased 1 – 24% compared to 2019 6 18%

Decreased 25 – 49% compared to 2019 11 32%

Decreased 75 - 100% compared to 2019 1 3%

Decreased 50 – 74% compared to 2019 7 21%

Don't Know/Not Applicable 1 3%

Total 34 100%

More customers than before COVID 5 15%

About the samenumber as before COVID 2 6%

1 – 24% less customers than beforeCOVID 1 3%

25 – 49% less customers than beforeCOVID 6 18%

50 – 74% less customers than beforeCOVID 8 24%

75 – 100% less customers than before COVID 4 12%

Don't Know/Not Applicable 8 24%

Total 34 100%

7. Do any local regulations (not related to COVID) pose an obstacle to your business operation?

9. How did your 2020 business revenue compare to your 2019 revenue?

10. Please estimate how the number of customers that physically came to your business in January and 

February 2021 compares to before COVID.
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Operating at full capacity 13 39%

Operating at reduced hours/capacity due to COVID 20 61%

Temporarily closed due to COVID 0 0%

Permanently closed due to COVID 0 0%

Total 33 100%

Unimportant/Not Needed 7 21%

Of Little Importanceor Need 8 24%

Moderately Important 9 26%

Important 9 26%

Very Important 1 3%

Total 34 100%

Strategies for Supporting Businesses and Improving the Commercial District

12. A few approaches to address Physical Environment, Atmosphere and Access in commercial districts 

are listed below. Considering the conditions in your commercial area, in your opinion, how important 

are each of the following strategies?

Renovation of Storefronts/Building Facades

Improvement/Development of Public Spaces & Seating Areas
Unimportant/Not Needed 2 6%

Of Little Importanceor Need 2 6%

Moderately Important 9 26%

Important 13 38%

Very Important 8 24%

Total 34 100%

Improvement of Streetscape & Sidewalks
Unimportant/Not Needed 4 12%

Of Little Importanceor Need 6 18%

Moderately Important 7 21%

Important 8 24%

Very Important 8 24%

Total 33 100%

Improvements in Safety and/or Cleanliness
Unimportant/Not Needed 4 13%

Of Little Importanceor Need 9 28%

Moderately Important 8 25%

Important 5 16%

Very Important 6 19%

Total 32 100%

11. At the current time, what is the status of your business operation?
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Changes in Public Parking Availability, Management or Policies
Unimportant/Not Needed 2 6%

Of Little Importanceor Need 2 6%

Moderately Important 1 3%

Important 5 15%

Very Important 24 71%

Total 34 100%

Amenity Improvements for Public Transit Usersand/or Bike Riders
Unimportant/Not Needed 1 3%

Of Little Importanceor Need 6 18%

Moderately Important 10 29%

Important 7 21%

Very Important 10 29%

Total 34 100%

Unimportant/Not Needed 2 6%

Of Little Importanceor Need 4 12%

Moderately Important 8 24%

Important 11 32%

Very Important 9 26%

Total 34 100%

13. A few approaches to address Attraction and Retention of Customers and Businesses in commercial 

districts are listed below. Considering the conditions in your commercial area, in your opinion, how 

important are each of the following strategies?

More Cultural Events/Activities to Bring People into the District

More Opportunities for Outdoor Dining and Selling
Unimportant/Not Needed 3 9%

Of Little Importanceor Need 0 0%

Moderately Important 8 24%

Important 13 38%

Very Important 10 29%

Total 34 100%

Implementing Marketing Strategies for the Commercial District
Unimportant/Not Needed 2 6%

Of Little Importanceor Need 3 9%

Moderately Important 5 15%

Important 7 21%

Very Important 17 50%

Total 34 100%
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Recruitment Programs to Attract Additional Businesses
Unimportant/Not Needed 1 3%

Of Little Importanceor Need 4 12%

Moderately Important 8 24%

Important 8 24%

Very Important 12 36%

Total 33 100%

Changes to Zoning or Other Local Regulations (not related to COVID)
Unimportant/Not Needed 3 9%

Of Little Importanceor Need 16 50%

Moderately Important 6 19%

Important 5 16%

Very Important 2 6%

Total 32 100%

Creation of a District Management Entity (Business Improvement District or other organization)
Unimportant/Not Needed 4 12%

Of Little Importanceor Need 8 24%

Moderately Important 15 44%

Important 3 9%

Very Important 4 12%

Total 34 100%

Setting up an onlinestoreor other onlineselling

channel

5 15%

Creating new services such as delivery 6 18%

Participating in shared marketing/advertising 15 44%

Low-cost financing for storefront/façade

improvements

7 21%

Low-cost financing for purchasing property in the

commercial district

5 15%

Training on the use of social media 7 21%

None of theabove 10 29%

14. Are you interested in receiving assistance for your business in any of the following areas? Select All 

that Apply.
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15. Please list any specific suggestions or ideas for possible projects, programs or actions that could help 

support businesses and improve the commercial district. (Optional)

Comments

Creating a permanent pedestrian mall, such would bring the community to a focal retail / hospitality / business area in our

tow

—

Coordinated flowers paid for, planted, and maintained by the town in the designated areas

—

Wheeler & Taylor Inc

Expand our local Cultural District to businesses that lay just outside the currentboundary so more businesses would be

included in its benefits

More public parking! Remedy traffic congestion

—

Berkshire Cooperative Association dba Berkshire Food Co op

—

—

—

—

—

Southern Berkshire Ambulance

More benches (for capacity overflow), more public bathrooms, more police presence for traffic/pedestrian safety

Clinton Church Restoration

—

improved parking, pedestrian walkways, outdooreating,

—

—

—

Invest in a physical facility for public restrooms- not port-a-potty style.

Live entertainment (music, poetry,dance, etc.). Close off all downtown including Main Street and have events planned.
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—

—

Mahaiwe Perfoming Arts Center

More areas restricted to pedestrian use only would be ideal - Railroad Street, Great Barrington for instance

—

The CDCSB has a small business assistance grant to offer free professionalconsultation. We would encourage referrals to

our website cdcsb.org for small businesses to apply

Our most difficult issue is a lack of parking. People often want to shop, can't find a place to park and go home.

Parking!

—

Free parking everywhere, so that employees can park without having to move their car during the work day when

tourism is high



For each of the Project Recommendations listed in this report, we have included at least 
one corresponding Best Practice example project within this appendix. In some cases, 
sample projects aligned well with more than one of the proposed projects for Great 
Barrington. Please refer to the list below for additional guidance.

Proposed Project Best Practice Sample Project(s)

Public Art Installations • Launch a Public Art Program
• Activate Alleys: Attract People to Under-

Utilized Spaces

Expanded Outdoor Seating and 
Amenities

• “Social Zones & Shared Streets”
• Beech Tree themed street furniture

Improved Wayfinding • Creating a way-finding system to help 
reinforce the downtown experience

• Create a way-finding theme based on the 
community’s seaside location

Public Restrooms • Undertake a Public Planning and
Visioning Process for the Public Realm

Improved Parking Management Plan

Town Hall Campus Reconfiguration • Creating Safe Pedestrian Access in a Rural 
Village Center

Façade Improvement Program • Developing storefront guidelines to energize 
downtown



Provided by SME Consultant

Location

Selbert Perkins Design

Melrose, MA 1



Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Diagnostic

Low Risk

City of Mel rose, MA

Medium Budget ($70K) - with ful l build-out

Short Term (1 years)

Number of survey engagementsandart commissions far exceeded 
expectations.

Mayor,City Manager,Planning Department, DPW, Local Arts Organizations, Local 
Businesses, High School Students

Selbert Perkins Des ign collaboratedwith the City andcommunity  
stakeholders to develop awayfinding and creative placemaking master plan 
for the City of Melroseincluding:

• WayfindingAnalys is

• Preliminary Design Concepts

• Art Opportunities

• Call-for-Art

• Art ProgramLogo

The entire project, including was conducted during Covid-19 with over 700 
participants. Community engagement was conducted in partnership with 
Civic Space Collaborative.

In February of 2020, the City of Melrose extended asolicitation for quotes 
regardingawayfindingstudy & des ign services . Thescopeof work
discussed in the solicitation described development of amulti-modal 
wayfinding system that speaks to the city’s past and present that will 
providewayfindingfor pedestr ians , cyclis ts & vehicles. TheCity of Mel rose
receivedfundingfrom the Massachusetts MarketingPartnership& the  
Massachusetts Officeof T ravel & Tour ism for this effor t.

Selbert Perkins Design, in collaboration with Civic Space Collaborative, won
the bid with the City of Melrose in March of 2020. The proposal submitted to
the City of Melrose met all the conditions of the original solicitation and was
modified after being awarded to include alarger outreach effort to the city’s 
residents. In addition to the amplified outreach, public art would be an 
important element of the placemakingandwayfindingeffort.

In late March, the COVID-19 virus becameaglobal pandemic.The project 
teamadaptedto the crisis, pivoting to webbasedresources for interviewing 
city residents, project meetings, committee and focus group meetings, as 
well as avirtual community meeting with the City’s residents.

“The selectedart projects are unique anddiverse andwill enhancethe 
vitality of the City’s public spaces and promote economicdevelopment, 
which were goals of the initiative” says Mayor Brodeur. “I amexcited to 
showcase andsupport the amazingtalent in our community through this 
effort.”

Working closely with Mayor Paul Brodeur, the Planning Department, and 
project committee, wewere able to successfully complete the project in 9 
months.



Action Items
Recommendations for signage and wayfinding include:

• Developadditional wayfinding as aplacemakingelement in Melrose to 
help residents and visitors find their wayaround the city.

• Create asignage pilot to roll out less expensive sign types throughout the 
city.

• Earmark funding for implementation over the next 1-2 years.

• Prioritize directing visitors and residents to downtown to support the 
local Melrose commerce.

• Install trail signage to help residents andvisitors successfully utilize 
trails and greenspace in Melrose.

• Include walking distances onmajor signage to encouragewalking as a 
method of transportation.

• Initiate outdoor seating, street narrowing, and other measures to support 
small business in the downtown and other commercial areas.

• Partner with local organizations to help envision andmanagethese 
programs to further support Melrose commerce.

• Consider aregular “openmain street” program, closing streets to car 
traffic to encourageoutdoor activity andsupport local downtown 
businesses.

Process • Understand whothe stakeholders and decision-makers will be.

• Form a committee to oversee the process.

• Visit the site to audit of existing conditions.

• ConductaWayfindingAnalysis including; multi-modal circulation, main 
decision points, and key destinations.

• Research the history of the place,uncover stories that might inspire the 
design.

• Identify opportunities for art/placemaking.

• Engage with stakeholders and the public to understand 
needs and  preferences. If possible, create asurvey and/or focus
groups to get feedback from alarger cross-section of people.

• Develop project goals and apositioning statement to guide design 
efforts.

• Design concepts for brand and wayfinding elements.

• Develop the preferred design into afamily of sign types with materials, 
colors, etc.

• Provide asign location plan and order of magnitude budget.

• Create public art criteria and develop acall-for-art to identify qualified 
public artists.

• Release the call for art or bid and select artists/vendors.

• Oversee installation.

• Celebrate!



Stakeholder engagement event outdoors



Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Provided by SME Consultant

Location

Rafi Properties LLC /Somernova Campus, Neighborways Design, Principal 
Group

Phase 1 and 2 - Labor Budget: $30,000 Materials Budget: $20,000

Phase 1: 2 to 6 months
Phase 2: 6 months to 2 years

Coordinate approvals with private public partnerships for traffic flow 

changes, Fire department access, parking impacts

Use: event registrations to track repeat visitors, non-event use to track how 
people use alley
Modal split: increase walking and biking mode share
Economic Impact: evaluate event and vendor profits
User Feedback: Intercept surveys to capture user perceptions and feedback

Somernova tenants, abutters, City of Somerville Traffic and Fire 
Departments, Somerville Groundworks (watering /maintenance)Greenand 
Open Somerville (Native Plant Experts), Local nurseries

Neighborways Des ign

Frost Alley Somernova Campus, Somerville, MA



Diagnostic

Frost Alley is a10-minutewalk from oneof  
Somerville’s most activebusiness districts, 
Union Square, andfor years has abeen a  
desolatecut throughdominatedbyvehicular   
traffic.

Working with the developmentteam atRafi 
Properties, theAlley Activation project aims  
to create amore inviting, artistic, andlively 
spacefor peoplewalking, biking, and  
wheeling, andas adestination for events and 
enjoyment.

Using traffic calming, placemaking,and 
programming, the team has beenengagingin 
planninganddesignefforts with abutters to  
vis ion thespace.

Phase1 involvedexistingconditions  
assessment, planning, andinstall ingself-
water ingplanters in thesummer of 2020. In  
2021 workingwith Green andOpen  
Somervil le, weplantedover 200 nativeplants  
in self water ingplanters. Brandedas native  
Nova, theplanters serveas an educational   
tool to encouragenativepoll inators and  
community engagement in ecological   
gardening.

Temporary publicart was spr inkledon the  
pavement to celebrate Earth Dayandcreate 
anengagingplacefor apop-upmarket,  
Somervil leOpen Studios. The alleyhosted  
over 20 vendors that wouldhaveotherwise  
not hadaspacetosharetheir artisan crafts  
duetoCOVID-19.

Next steps areunderwaytoengagelocal   
artists toimplement uniqueanddetailedart  
on themany blank walls andboardedup  
windows in the alley. Movableseating andan 
urban discgolf coursewil l beinstalledto  
encourageactivity andcreate adestination to 
spend time in, rather thanpass through.

Ayouth design competition organizedbya  
Groundworks Somerville, will engagehigh 
School students andoffer pr izes tothebest  
designof customplanters.

Concept Render ing

Before

Phase 1: T raffic CalmingviaSelf-Water ing Planters , 2019



Using traffic calming, placemaking, and 
programming, the team has been engagingin  

planning and design efforts with abutters to 

vis ion the space.

Diagnostic

Somerville’s most activebusiness districts, 
Union Square, andfor years has abeen a  

desolate cut through dominatedbyvehicular 

traffic.

Workingwith the development team at Rafi  
Properties, the AlleyActivation project aims  
to create amore inviting, artistic, andlively 
spacefor peoplewalking, biking, and  
wheel ing, andas adestination for events and  
enjoyment.

Temporarypubl icart was spr inkledon the  
pavementto celebrate Earth Dayandcreate 

an engagingplacefor apop-up market,  

Somerville Open Studios. The alley hosted 

over 20 vendors that wouldhaveotherwise  

not hadaspaceto sharetheir ar tisan crafts  
dueto COVID-19.

Action Items

Phase 1 involved existing conditions 
assessment, planning, andinstalling self-
water ingplanters in the summer of 2020. In  
2021 workingwith Green andOpen  
Somerville, weplanted over 200 native plants 
in self watering planters. Branded as native 
Nova, the planters serveas an educational   
tool to encouragenativepol l inators and  
community engagementin ecological 
gardening.

Concept Render ing

Before

Next s teps areunderwayto engage local   
artists to implement unique anddetailed art 

on the many blank wal ls andboardedup  

windows in the alley. Movable seating and an 

urban discgol f coursewil l be instal ledto  

encourage activity and create adestination to 
spendtimein, rather than pass through.

A youth des ign competition organizedby a  

Groundworks Somerville, will engagehigh 

School s tudents andoffer prizes to the best  

des ign of custom planters .

Phase 1: T raffic CalmingviaSelf-Water ing Planters , 2019



1. Project Ini tiation and Planning: Establ ish project goals , definesuccess  

andhowto measure it. Conductfieldwork and“negative space” 

assessment to determine available spaceto program with traffic calming 

and placemaking. Coordinate master planning efforts for area.

2. Community Design Process: Conductfeedbacklistening sessions to 

address challenges and vision opportunities for the future. Based on 

community feedbackdevelopconceptrenderings anddesign plans for a 

phasedimplementation. Consider arange of finishes andcost options. 

Consider ways to involve the community including community design 

contests engagingstudents andlocal artis ts .

3. Implementation: estimate quantities and procure materials. Meet onsite

for installation and assemble DIY self watering planters and plant native

plants. Hire local artists to install unique art pieces in the alley.

4. Programming: Plan for temporary street closures and events in the alley. 

Consider hosting existing events in the space and plan new events such as 

pop-up markets, concerts, performances, walking tours, urban frisbee 

golf, food truck festivals, and rotating art installations.

5. Ongoing Monitoring / Maintenance: hire people to maintain and water 

planters to ensureplants survive.

6. Iteration and Evaluation: conductbefore andafter analysis including 

quantitative (e.g., speeds, volumes, revenue of businesses) and qualitative 

(e.g. photo, video, conversations, surveys) measures .

Process

Keys to success: invest in an iterative public engagementstrategy that 

provides multiple opportunities for engagement.

• Conduct door to door canvass ingandflyering

• Host onl inecommunity feedback meetings

• Work to find awin-win whenthere are competinginterests – clarify 

needs vs desires.

DIY self-watering planters to reducemaintenanceandsave oncosts. 

Featured planters cost approximately $250/ea with labor and materials vs 

s imilar s i zedplanters can range in cost from $500-$700.

Chal lenges / les sons lear ned:

• Provide multiple opportunities andadvancednotice to engagethe 

community

• Vandalism and theft are opportunities to bring the community together

anditerate improvements .

Lessons Learned



Temporary painting and native pollinator garden installation

DIY Self watering planter construction.



Provided by SME Consultant

Location 1

Bench Consulting(from Patronicity)

GrandRapids, Michigan (andother communities)



Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Diagnostic

Action Item

Cityof GrandRapids

The total cost to implement is minimal dependinguponhow 
much youwantto activate your street. Tables andchairs are 
necessary but nicer street furniture, turf, games,artwork and 
landscapingwill make the spacemore comfortable andinviting.

Setup takes only afewdays andcanlast most of the year.

Outdoor alcohol consumption can haveits inherent r isks and  
you’ll haveto gaugeyour public’s stomach for altering vehicle 
access andparking. Is it anactual “parking problem” or aparking 
perception problem.

The number of attendees at different events andpedestrian counts in 
downtown. Area business increase ondays of events or activations. 
Increasein restaurant sales. Measurepublicperception of downtown and  
use patterns.

Area small business support groups, local chambers of commerce, 
designers, landscapers, contractors andcommunity groups.

DowntownGrandRapids piloted anumber of outdoor“social zones” last 
year onarapid implementationbasis in response to the impacts of the 
pandemic.The goalwas to getvisitors downtownandprovide asafe 
outdoor spacefor peopleto spend time andconsume food and 
beverages. With the success of last years installations, the City and 
State pushedforward with languageallowing broader outdoor social 
zones whichallow patrons to purchase AND consume alcohol in these 
designated areas, some of them beingas long as the Cityblock itself.
The ideais that encouraging peopleto visit the district, stop andstay 
longer while making it not just anerrand but also anexperience, solving 
for some of the issues facingbrick & mortar retail pre pandemic.

These types of programs aren’t new around the country but are being more
heavily adopted by cities as aresponse to the difficult conditions created by
the pandemic andissues driving sustained foot traffic into our downtowns.



Process

1. LOCATE: These types of interventions  
arebest suitedtocommercial settings.  
Typically they will involve reclaiming 
some street spacefor peopleandyou’ll 
want tobestrategicabout thetypeof  
street treatment that makes themost  
sense for your community, whether   
that’s shared street, or afull openstreet 
or apart timeopen street.

2. PARTNER: In GrandRapids downtown  
BIDwas theproject leadwhilecity  
officials supportedwith municipal   
resources andareapedestr ian and  
cycling organizations steppedupto 
ensurethesespaces werefullyadopted  
andsupportedbythecommunity with  
“adopt asocial zone” campaigns. In  
addition, more than150 artists were  
paidastipendtopaint thebarr icades,  
support thecreativeeconomy duringa  
difficult time.

3. PLAN: Planningfor an initiativelikethis  
involves anextensive array of program 
partners, from the state level to change 
theliquor l icensinglaws to local   
partners to close the street andsupport 
of businesses andrestaurant community  
to ensureall changes work well for   
everyoneandpolicetoensuresecur ity  
for attendees andtheCity. Ensure  
vehicleaccess levels

4. IMPLEMENT: DPWandother local   
contractors supported the installation 
whilearearestaurants weregiven the  
abil itytospruceuptheir sharedspaces.  
In addition “adopt asocial zone”  
programs createdvolunteer groups able  
to cleanandmaintain the spaces, taking 
some of theonerous off theCity, BID  
andrestaurant.

5. I TERATE: After avery rapidlydeployed  
year 1 of theSocial Zoneexperiment  
which occurredduringthepandemic,  
year twofeatures somechanges tothe  
layout anddemarcation of thedowntown  
social zones as well as an expansion into  
over adozen social zones across the  
rest of GrandRapids toencourage  
support of other neighborhoodbusiness  
distr icts without drawingtoomuch  
business awayfromthosedistr icts by  
focusingon Downtown only.



Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Location

Provided by SME Consultant

Medium ($80,000 - $100,000)

Short – planning and implementation in 6 months

Medium- DPW limited capacity to install and warehouse

Residential and visitor use of the furniture for comfort and function

Funded byMass Legislative Earmark +|support from Bicycle Commission, 
Historic Commission andEconomicAdvisory Commission of Town of 
Chelmsford

Chelmsford, MA

Mark Favermann, Favermann Design



Diagnostic

Action Item

Workingwith theTown’s administration  
including the Community Development 
Director, thePlanningBoard, theHistor ical   
Commission, the Bicycle Commission and 
theDepartment of PublicWorks. Due tothe  
rapidturnaround becauseof the Legislative 
earmark fundingsource, planning, design,  
reviewandfabrication took placeover afive
(5) period.

Beech T ree Leaf T ree GrateandTree Guard

Previouslyuninspiredandthedeter iorating  
older streetscape for the Town of 
Chelmsford, MADowntownHistoric District 
was in great needof addedvitality, visual  
qualityandplaces for rest and  
contemplation. It was ahard landscapethat 
neededsoftening. After thoughtful study, it 
was determinedthat a”family” of themed  
sculptured street furniture was neededthat 
providedbenches, bikeracks, planters,  
kiosks, treegrates andtreeguards.

Town of Chelmsford Beech Tree Leaf Metal Planter



Process

Theconfirmation of this project’s funding  
was made in ear lyFebruary. This meant  
that everythinghadto becompletedby  
June 30. Basing designs onvery popular 
thematicwayfindingsign detail of aleaf  
pattern, our firm createdaser ies of  
thematicstreet furnitureelements.
Considering the elements as functional
publicart pieces, theyweresharedat  
publicmeetings includingtheTown’s  
PlanningBoardEconomicDevelopment  
Committee, the Bicycle Commission and 
theHistor icCommission. Oncereviewed  
andrefined, thedesigns weredeveloped  
intoaspecifications packagethat  
allowedfor vendor reviewandcost  
proposals. The fabrication/installer 
vendors wereaskedtogivecosts in a10  
dayper iod. After thecontract was  
deliveredbytheTown, fabrication  
commenced. It was decidedtosavefunds  
that theChelmsfordDPWwouldbethe  
installers.

Themedbenches being fabr icated.

Part of the 20 themed bicycle racks that were blessed by the Bicycle commission.



Process – Strategic Decisions

• To usestreet furnitureas akey  
Downtown Histor icDistr ict  
Enhancement too.

• Decis ion touseBeech TreeLeaf as  
sculptural motif.

• To createathemedfamilyof street  
furniture

• To apply sculpturedstreet furniture
elements throughout the Downtown
Historical District

• To seek adviceandreviewof the  
Historic Society

• To seek adviceandreviewfrom the  
BicycleCommission

• For theTown’s DPWtobetheproject  
installer

• Appearedat aser ies of public  
meetings that includedtheplanning  
board, thehistorical commission and  
theSelect board

• Workedwith an expeditedscheduleto  
meet very restr ictedtime constraints

• Developedaset of specifications for   
biddingandfabricatingbyvendors

• Sitevis it tochosen vendor during  
fabrication

Inspiration for the brand camefrom afamous former beechtree onthe Town Common. A 
granite marker commemorates the tree’s long life and Town’s admiration for it.



Town of Chelmsford’s themedsculptural street furniture installations throughout the Downtown Historic District strategically addedinterest, visual and 

material texture and comfort to the previously rather barren, hard environment.



Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Provided by SME Consultant

Location

Town of Wakefield

Medium– approximately $80,000 (kiosk only; additional elements 
to cost $30,000)

Short – planning and implementation in 3-1/2 months

Medium--political will, lightning causeddevastatingfire, 
unjustified NIMBYism and lack of community transparency

Continueduseby vis itors andres idents

Wakefield Main Streets, Town of Wakefield, Mass Legislature, Wakefield Police
Department, Wakefield Public Library, Wakefield Historical Commissionand Wakefield 
DPW

Mark Favermann, Favermann Design

Wakefield, MA



• Overseen by the Wakefield Main Streets Board of 
Directors and invited Town officials , the kiosk  
design program was mandatedto haveonly 3.5 
months to complete des ign, des ign review, put out
for bidding and start implementation.

• The kiosk program went ful ly ahead.

• However, some community members felt left 
out of the des ign andplacement of the project  
elements . Their concerns had to be integrated.

Action Item

The two overlapping programs took two different paths.

• Over an eight-month period, the branding and 
wayfinding design process went through aseries of 
group meetings with alarge Advisory Group of 24 
representatives.

• Amonth after the town landscape-basedbrand 
was approvedbythe Advisory Committee and 
presentedin the local daily newspaper andto  
the Town Council , adevas tating l ightning-
inducedfire burned down the majes tic church  
steeple. The loss of the church set backthe 
discussion of whether or not the approved 
image should be brought forward as a  
historical image or changedto reflect the 
current conditions.

• The des igns andbranding andwayfinding  
program were put on hold.

Diagnostic

The Town of Wakefield is anorth of Boston 
middle-incomesuburban community. Most 
residents work outside of Wakefield and 
commutetowork. TherearetwoMBTA  
Commuter rail stations in Wakefield—Wakefield 
Center andGreenwood.

Therewas nouniversallyacceptedbrandor  

wayfindingsystem for the Town of Wakefield.

Ontheedgeof WakefieldCenter, Lake  
Quannapowitt is apopular settingfor walkers ,  
joggers, bikers, andin-line skaters off Route 128 
in Middlesex County. It i s the site of many 
organized races from 5Ks to Ultra Marathons.

However, rarely dooutside visitors travel beyond 
the lakeside the 200 yards to the Town of 
Wakefield’s Downtown. This is alost opportunity  
to support restaurants andshops in the  
Downtown.

Old Band Stand adjacent to Lake Quannapowitt in Wakefield, MA

Joggers andrunners around Crystal Lake , atarget audienceof non-residents as potential 
patrons to the downtown .

With avital mix of restaurants, goods and  
services, thedowntown appearedrobust.  

However, things couldbeimprovedbyan effort  

for better direction andmoreon-street  

communication. Herewas an opportunityto  

buildon thedowntown’s commercial baseand  
solidify Wakefield as aNorthshore destination.

TheTown’s administration allottedfundingto  
design abranding andwayfindingsystem. Seven 
months later aMassachusetts Legis lative  
Earmark was grantedto the Wakefield Main 
Streets Program for the design andfabrication of 
informational kiosks.



• After anumber of kiosk des ign  
alternatives werepresentedto the  
Wakefield Main Streets Board, one 
design was chosen to develop, locate 
andspecify.

• Three(3) of the kiosks wereto betwo-
sided and analog; the fourth was to be 
digital and four-sided. The digital one 
wouldbeset closest to the lake.

• His tor ical town images andcommentary  
was developedto fit around as aborder 
aroundabus iness directory for one s ide  
of the directory.

• Set in an air tight lockedPlexiglas  
window, this information could be easily 
changeableon the two-sidedkiosks. On  
the oppos ite s idewas spacefor timely  
event posters andcommunity  
announcements.

• The digital kiosk was designed to have a
screen/monitor that was programmable
from the town hal l .

• Therewas much cr iticism aroundthe  
placement andlook of the digital kiosk.  
Thetown council eventual lyaddressed  
the publ icand took astand that the  
location, s izeand look of the kiosk was  
the best poss iblesolution.

• Kiosk-opposingres idents wereinvited  
to an expandedBranding and  
Wayfinding meeting to assist with 
eventual s ign element placement on  
maps.

• Favermann Design was then hired by 
the Town administration to create a 
styleguidel ineto reflect the iconickiosk  
toppers.

• After aper iodof about four months the  
guidel ines haveresul tedin the  
establ ishment of acons is tent Town of  
Wakefieldvisual brandfor internal  
communication, the official website, e-
mails , bus iness cards , interior town hal l   
s ignage, news letters andeven drop  
boxes.

• Theseguidelines werein placedur ing  
the Covid-19 pandemic, andfur ther  
thought was given to the on-hold  
wayfindingprogram. It was decidedthat  
anewapproachshould betaken that 
abandonedthe problematiclandscape  
and instead visually reflected the kiosk 
andstyleof the Town of Wakefield.

• Uti l izingthe new des ign approach, plans  
are goingaheadfor anew directional 
s ign for the Greenwoodneighborhood. A  
tes t wil l takeplaceduringthe Summer  
of 2021 to see howwayfindingcan  
connect the Lakewith downtown.

Process

Besides interested citizens, town officials including the Town Planner, Police Officer, City 
Counselor, and Main Street board member are making decisions regarding locations.

The Bandstandwas the inspiration for the shape of the s ignage.



Local Press Coverage of Controversial   
Town Council Meetings Occurred due to  
Kiosks

• Though careful lyannouncedby the Main  
streets Board, controversy was causedby  
residents feeling left out of the process.

• Several Town council meetings 
addressedthe s ize, content andlocation  
of the kiosks, especially the proposed 
digital oneadjacent to the lake.

• All kiosk locations are onTown property 
andareat the best decis ion-point  
locations possible.

• The“waters” wereeventual lycalmedand  
the process continueduntil asuccess ful  
implementation of the program.

• Belowis an imageof the previous des ign  
that was affected by the destructive  
church fire.

• The“new” s impler design has foundfavor  
in the community.

• The Town of Wakefield is now creating a 
fully consistent “look” for all its official 
elements.

Previous Historical Landscape Design for 
Wakefield’s Branding and Wayfinding 
Shelved



The Town of Wakefield “branded”elements andstrictly adheredtostyle guidelines demonstrate howprograms canbuild uponandevenimprove eachother to 
reinforce asense of place, asense of arrival andasense of shared experience.



Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Provided by SME Consultant

Location

Town Adminis trator andBoardof Selectmen

Medium–$30,000 design fee + $80,000 for implementation

Short- 8 months for des ign andplanning

Low

Installation and use of signage, Functionality of signage

Town of Well , Maine

Mark Favermann, Favermannn Design

Wel l , ME



• Wells, Maineis aseasidecommunity in  
Southern, Maine. It is locatedbetween the  
twomoreaffluent communities of  
Ogunquit andKennebunkport.

• Besides beingasummer seasideresort ,  
it is afishingvillageandlobster boat  
harbor as well as beingthesiteof the  
Rachel Carson National Wildlife Refuge.

• There is noconcentrateddowntown area.  
Insteadcommercial businesses are  
spreadalongUS Route1 or Post Roadin  
Wells.

• Thetown administration felt that thetown  
neededabrandingandwayfindingsign  
system that also hadapplications for   
internal communications andeven street  
furnitureandpublicart.

• Anational competition was administered,  
andFavermann Design was designated  
theconsultant.

• Our firmdidavisual surveyof thevarious  
parts of thecommunity includingways to  
thebeach, commercial activities and  
feeder streets androads.

• Histor icbuildings, structures andvarious  
types of estates andcampuses were  
reviewed.

• An advisorycommittee was appointedby  
thetown administrator todiscuss and  
reviewproject components.

.

• Meetings with theAdvisory Committee  
werescheduledover thenext four (4)  
months.

• Utilizing existing conditions, community
history and natural areas, each meeting
lookedat another aspect of theprogram.

• Locations wereexploredin terms of  
decis ionpoints anddirectional element  
considerations.

• After accessingneeds, street furniture  
designversions wereexplored.

• Publicart was lookedat as potential   
focal point andvisual markers.

• Local capabil ityfor fabr ication was  
reviewedanddiscussed.

• Newandexistingpublicbuildings,  
signageneeds wereconsidered

• Colors weretestedandexplored

Diagnostic

Action Item

Precedent: Lobs ter buoys .



• After photo documentation, a  
comprehensivecommunitydes ign  
alternative element presentation was 
madeto the advisory committee.

• This was fol lowedup afew weeks later  
with apresentation of past case studies  
createdanddevelopedfor other  
communities.

• An IdeationExercisefol lowedafew
weeks later that thoughtfully looked at 
ways to describethe “brand” of Wel l s by  
words andphrases .

• TheAdvisory Committeeful lyparticipated  
in this ideation exercise. It fostered a 
sense of ownershipby the participants.

• F rom the Ideation, anumber of
alternative designs were created. These 
werethen presentedto the Advisory  
Committee for review and refinement.

• Onceacoupleof des ign directions were  
approved, Creativedevelopment  
proceededfor anumber of s ign element
examples includingfor “beach rules” and  
anumber of studies for street furniture.

• Beach Rules includedpre-season  
regulations that restricted activities that 
couldendangerthe threatened Plowing 
Plover wholays their eggs on the Wells ’  
beaches in the Spring.

• Dogregulations andhorseback r iding  
rules were also included in Beach Rules. 
Symbols wereset paral lel to word  
descriptions.

• Photoshopvers ions wereset in placefor  
discuss ion of s ignage, s treet furniture  
andpublicart markers .

• Street furniture explorations included 
themedbenches , kiosk, bikeracks and  
trolley stops.

• Des ign options weredevelopedinto  
famil ies of elements .

• Avendor l ist was developedbasedon 
appropriatefabricator/ins tallers in both  
MaineandMassachusetts .

• Cost estimates weredevelopedin  
collaboration with fabricators/installers.

• Public art suggestions were scrutinized 
by the AdvisoryCommittee.

• A mapof locations for s ign element  
placement was created in col laboration  
with the AdvisoryCommittee.

• A ful l set of s ign element andstreet  
furniture pieces fabrication specifications 
werecreated for bidding.

Process

Plowing Plover bird on Wells Beach in the springtime next to the beachrules on the sign.

The trolley stop between Ogunquit and Kennebunkport.



Process – Strategic Decisions

• Thedecis ion byTown of Wells tostart  
theprocess

• Theappointment of strategic  
stakeholders totheAdvisory  
Committee representing across-
section of strategicinterests

• Reviewof commercial s ign program  
sponsoredbyStateof Mainefound  
program uneven, not maintainedand  
detractingfromthe  
environment/landscape

• Thegraphicdesign chosen bythe  
advisoryCommittee was twolobster   
buoys set ontheleft s ideof thepanel.

• Thecolors chosen for thesystem of  
wayfindingelements wereaturquoise  
andaCadmium Red.

• Street furnitureandgateway/entrance  
sign elements was tohavewavy  
elements symbolicof theocean.

• Sculpturewas tobemadefrom  
polishedaluminum or steel.

• The designs were sharedin theTown
administrator’s weekly newsletter to
residents andbusinesses.

• Apresentation was madetotheWells  
Select boardfor discussion andtacit  
approval of thetotal design package.

• Recommendations weremade for   
brandingtobeappliedtoWells internal   
communication including newsletter, 
stationery, agendas, etc.

• Adecis ion was madetodevelop  
elements that connectedwith the  
Rachel Carson National Wildlife  
Refugeandsignificant histor ic  
structures in town.

• Discussionwas heldabout aphased  
implementation of theWayfindingand  
signagesystem.

• Athoughtful decis ion was made touse  
Maine-basedvendors.

To meet overall activation goals downtown, two locations were targeted for public space 
events and activities.



Desired Outcomes

• A ful l set of detailedfabr ications  
specifications was createdfor vendors to  
makeproposals andto fabricate  
wayfindingands ign elements as wel l as  
street furniture units.

• The wayfinding elements included 
sculpture as “landmarks” in aKevin 
Lynch waythat were to serve as external 
referencepoints .

• Thethemedstreet furniturealsohad  
sculptural qualities marrying form and 
function with aesthetics.

• Thenotion of the Well s brandwas to  
makethe town more of adestination than  
jus t apass -through placeon the  
Southern coast of Maine.

• TheWell s brandvisual lyspoketo the  
hominess of the community and hard-
working residents.

• Signs were designed to be durable, easily 
maintainedandcost-effective.  
Replacement if damagedwas eas ilydone  
as well.

Add-ons

• The“brand” couldbeappl iedto many  
saleableobjects such as T -shir ts, mugs,  
sweatshirts, caps, etc.

• Revenuefrom the saleof these items  
couldpay for the sys tem of wayfinding  
ands ign elements and/or maintenance.

• Anexpensive, but “brand” reinforcement 
piececouldbe a“BeachPass” for   
residents. This would replace existing 
less color ful beach passes .

• S igns recognizingthe l inebetween  
Kennebunkport and Ogunquit and Wells 
couldbe strongidentifier s for the  
community.

• A gateways ign leavingthe Maine  
TurnpikeandenteringWell s would  
welcomeandvisual lyembracevis itors .

• TheWell s brandingandwayfindingand  
sign element program is only constrained 
by budget and community follow-through.



Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Provided by SME Consultant

Location

Planning andvisioning is acommonfunction of community planning 
departments, regional planning agencies,andtheir consultants, andthere are 
manygreat examples. Those includedhere are drawnfrom the experience of 
Dodson& Flinker andour client teams in Northampton, Turners Falls and 
Williamsburg.

Low Budget: (Under $50k) dependingon sizeandextent of  
project areaandthe goals of the project.

Short term: (less than 5 years) atypical master-planning and 
visioning process canbeaccomplishedin less than ayear, but 
the timeframeneeds to fit the community’s specificneeds and  
challenges relativeto outreach, publicinvolvement and  
consensus-building.

Low to Medium: With careful preparation and inclusion of all 
interests andcommunity stakeholders, most peoplecanbe 
brought to the table. Forging aconsensus amongthem is the 
point of the process .

Public support for necessary zoning and regulatory changes; increased 
funding and public investment in improvements and infrastructure; physical 
andpol icychanges adoptedto implement the vis ion.

Downtown residents, landowners, businesses, government agencies, boards
and commissions, non-profits, Chamber of Commerce, Downtown Business
Association.

Dodson & Fl inker

Florence, Massachusetts



Diagnostic The typical public realm planning process starts with adesire to improve 
physical and aesthetic conditions to bring people downtown, to make the area 
safer and more accessible, to accommodate new uses, or all of the above.
Often there is a real or perceived conflict that arises when different 
groups of  peopleneedto share alimited space. Landowners andbusinesses 
that have invested in aplacemayneedparking andamenities for their tenants 
and customers, while residents and visitors may have other needs.

Oftenthe varied stakeholders in avillage or downtownsetting havelittle to do 
with eachother until there is aconflict, or whenthat conflict comes before a 
local board, commission, council or townmeeting. Along with creating a 
physical plan and action strategies, the purpose of the planning and visioning 
process is to bring diverse stakeholders together to have aconversation about 
the future; to build ashared understanding of the facts of the matter; to 
evaluate alternatives andtheir resulting costs andbenefits; andto forge a 
consensus in support of that alternative that will achievebroadandlasting 
improvement for the whole community.

Action Item
The actions required to develop aplan or vision for the public realm follow the 
traditional planning process of inventory, analysis, exploration of alternatives 
andselection of apreferred approach.Each step requires alevel of public 
involvement and review appropriate to the specific location and issues at hand, 
but the most durable plans are usually rooted in ashared consensus that 
cannot be achieved in a vacuum. Typical steps in the planning process 
include:

1. Define the specific study area and its planning context.

2. Establish asteering committee and determine the means of organizing 
the public process, either through arepresentative working group, a 
series of open public meetings, or some combination of the two.

3. Collect andreview all relevant topographic surveys, GIS data, publicly 
available andproprietary data,previous reports andother materials 
relevant to the project area.

4. Prepare adetailed survey andanalysis of existing conditions, including 
dimension of streets and sidewalks, architecture, use patterns, materials, 
etc. as appropriate to the scope of the effort.

5. Prepare ananalysis of trends andlikely future conditions, basedon 
zoning, demographics, real estate market, business conditions.

6. Developandvisualize alternatives for redesign andredevelopment of the 
public realm within this larger physical, economic, social and 
environmental context.

7. Evaluate alternatives within arobust public discussion and build 
consensus in support of a preferred alternative.

8. Document the preferred alternative within afinal masterplan and/or 
design strategy and prepare an action plan to implement it.

Process Implementing the plan begins with adetailed action strategy that should be 
part of the plan itself. The best action plans detail realistic and achievable 
objectives andlist the specific actions necessary to achievethem. The 
description of eachaction includes the time frame, neededresources (whether 
funding or staff time), and most importantly, the party responsible for carrying 
out that action. If that party has not accepted that responsibility, at least on a 
preliminary basis, that action should not be included in the final plan.

Implementation of atypical public realm plan includes using staff or 
volunteers to identify andapplyfor grant funding (or secure townfunds) to 
pursue detailed design andconstruction, but it canalso include zoning and 
regulatory changes, establishment of formal or informal improvement 
organizations, and partnerships with local institutions, landowners, 
non- profits and developers. Even after changing zoning to enable
redevelopment, in many places the potential rental rates will not support
private redevelopment efforts. Some form of direct investment or subsidy by 
government or institutions mayberequired to overcomethese inherent 
economic challenges.



Get Public Input Early and Often

Getting public input onexisting conditions, 
problems andopportunities in the study area  
sets astrong foundation for further planning. 
Establ ishingasharedunders tandingof facts  
andaskingres idents andbus inesses to  
weighin on“what’s working well” and“what 
needs to befixed,” builds trust in the process  
andensures that the planninganddes ign  
process addresses the most important  
issues.

Ask “What’s Working?” “What Needs to be 
Fixed?”

Given the r ight tools , local res idents and  
bus iness owners canquickly identify the  
most important issues – saving time and 
ensur ingthe focus is on the keyproblems  
andopportunities .

Participants used stickers andnotes to identify positive andnegativeaspects of existing 
buildings ands treetscapeelements in Florence.

Images from publ icworkshops in Florence andWil l iamsburg



Reach out to Town Staff, Residents and 
Business Owners

Walkingthe study areawith res idents ,  
bus iness owners andtown staff is agreat  
wayto gather information whileforgingthe  
connections that wil l becritically important  
for fur ther planningand implementation.

Celebrate What’s Working Well

There are usually some successful elements 
within the exis tingpublicrealm, or as in this  
case, within the private frontage adjacent to 
the s idewalk. Theseexamples i l lustrate the  
goals of the planning process and can serve 
as models for continuedinvestment in other  
parts of the study area.

Images from publ icworkshops in Florence andWil l iamsburg

Document How the Public Realm Works 
Today

Streetscape des ign andother planning  
concepts can beconfus ingto a layperson.  
S implemaps, photos anddiagrams helpto  
communicatekey concepts us ingexamples  
that are famil iar to local res idents and  
business owners.

Take Stock of What’s Not Working So Well

Without pointing fingers, it’s useful to 
analyzewhysomeuses needto be improved  
or replaced. Often, as in this case, the  
approachsucceededin providing parking or 
meetingother needs but failedto account for  
how that use impedes the success of the  
surrounding area.



Test Alternatives and Get Public Feedback

Thegrowingpopular ityof Tactical Urbanism  
strategies demonstrates the valueof testing  
out potential improvements onatemporary 
basis. Whether applying paint striping for a 
per iodof months , or demonstration projects  
las tingaday or aweek, this methodof  
testing alternatives is guaranteedto prompt 
immediate engagementandfeedbackfrom 
those most affectedby the potential changes .  
As in the Wil l iamsburgexample, temporary  
ins tal lations can be combinedwith local   
festivals andother events that br ingpeople  
downtown.

“Burgy Revelation Day” in Williamsburg, combinedafestival atmosphere with temporary 
markings for anewmulti-use pathanda“ribbon-cutting” ceremony to celebrate envisioned 
future improvements (project byDillon Sussman while atPioneer ValleyPlanning 
Commission).

Images from Park(ing) Day in Florence, involving taking over a parking space for a day to
create a “parklet.” This is an annual event started by Rebar in San Francisco in 2005 and
sponsored locally by members of the American Society of Landscape Architects.



Visualizing Alternatives

Sketchup andother model ingtools al lowfor  
the creation of s implemodels and diagrams  
that help participants understand how 
various streetscape improvements fit 
together. In these views from the Downtown 
Turners Fal l s L ivabil ityPlan, aviewof  
exis tingconditions on Avenue Ais contrasted  
with adiagram showingarange of potential   
CompleteStreets improvements and 
pedestrian amenities. The project laid the 
groundwork for creation of as idewalk plaza,  
lighting upgrades, rebuilt sidewalks and 
other improvements.

https://www.montague-
ma.gov/files/Downtown_Turners_Fal ls_L ivab  
ility_Plan_2013.pdf

Digital model showing existing conditions along Avenue Ain Turners Falls.

Digital model showing potential Complete Streets improvements and streetscape amenities.



Visualizing Alternatives

Renderedmodels helpedstakeholders in  
Florence understand alternatives for 
redevelopingMainStreet, including the 
potential for new mixed-use buildings within 
the pr ivate realm and potential   
improvements to the publ ic realm.

A key benefit of the digital approachis  
allowingfor multiplealternatives to be  
turnedon an off. This helps makechoices  
clear, whileshowinghow publicandprivate  
realm improvements canbecoordinated 
within an overall masterplan. It also helps 
show the potential phasing of improvements 
over time– allowingparticipants to see how  
public investment in new sidewalks and 
street trees can helpset the stage for pr ivate  
redevelopment efforts .

Model view showing potential CompleteStreets improvements andtree plantings in the Public 
Realm.

Digital model showing existing conditions on Main Street in Florence.

Model showing potential infill development and anew park within the private realm.



Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Provided by SME Consultant

Location

The project was envisioned in amaster plan for the Whately Center Historic 
District.

Short Term (Less than 5 years)

Medium Risk

Measures of the positive impacts of the improvements are an increased 
number of events, visitors, and restaurant receipts as well as areduction in 
traffic speeds.

Municipal committees focused onthe target areaandtechnical assistance 
providers, including alandscapearchitecture school andthe regional 
planning agency.

Medium Budget ($50,000 - $200,000) for construction 
Design andengineeringfundedbythe Townof Whately
Additionalpublicparticipation process andconstruction fundedthrough 
Massachusetts Complete Streets grant

F rankl in Regional Council of Governments

Whately, MA



Chestnut Plain Roadhas awidelinear   
town common layout andis an integral   
part of the character andlandscape of the 
town center histor icdistrict.

Creating safe pedestrian access in the 
village center was identified as apriority 
dur ingthedevelopment of theComplete  
Streets Pr ior itizationPlan that was part of  
thetown’s participation in theMassDOT  
CompleteStreets Funding Program. The 
Complete Streets Prioritization Plan was 
developedthroughacomprehensive  
publicprocess. Acommittee comprisedof  
representatives from theSelectboard, the  
PlanningBoard, theHistor ical   
Commission, andthe FinanceCommittee, 
aLibraryTrustee, aresident, theTown  
Administrator, andtheHighway  
Superintendent workedwith theFranklin  
Regional Council of Governments staff to  
compile aCompleteStreets Prioritization 
Plan andseek implementation fundingfor   
theproject. Publicoutreach for the  
Complete Streets Prioritization Plan 
includedaser ies of meetings of the  
committee toreviewandprior itizethe  
projects, an input meetingwith the  
general public, andameetingof the  
Whately Selectboardto reviewand  
endorsetheproject rankings.

Therefore, tomove forward, this project  
neededtohavebroadandstrong  
community support. Theproject was  
successfully implemented becausepublic 
outreach andan engagedplanning  
process hadtaken placeduringthetown  
center master planningprocess before 
theinitiation of thefinal design and  
implementationof the improvements.

Diagnostic

Engineering plan created by Sara E. Campbell, PE, consulting civil engineer, for the project 
areaof Ches tnut Plain Road near Haydenvil leRoad.

BEFORE: GoogleMaps aerial imageof the Whately Inn at the corner of Chestnut Plain Road 
andHaydenville Road. Amajor renovation of the old Town Hall completed in 2019 resulted in 
anew community center and history museum across the street from the Whately Inn. With no 
crosswalks or sidewalks, the pedestrian pathwayconnecting these twoattractions was not 
well defined.



The The Whately Historic District 
CompleteStreets project included the 
construction of newsidewalks and  
pedestrian infrastructure onthe town’s 
main street, Chestnut Plain Road– e.g.  
construction of anewsection of sidewalk  
in front of theWhately Inn, avibrant local   
restaurant, where there was nosidewalk.  
Someof theparkingfor theWhately Inn  
was locatednext totheroadin thespace  
whereasidewalk wouldbelocated. The  
town workedcooperativelywith the  
Whately Inntoredesign andrelocatethe  
parking area to allow for the construction 
of asidewalk. By relocatingtheentrance  
to the parking area, additional parking was 
createdandthesidewalk was constructed.  
Siteownershipat alocation wherethere  
was nosidewalk has thepotential topose  
anobstacletothesuccessful   
implementationof acontinuoussidewalk 
through aproject area. Bythetown and  
theWhately Inncommunicatingand  
workingcollaborativelythis project was a  
success.

Theproject alsoimprovedpedestr ian  
connectionsbetweenthe Whately Inn and 
therecently renovatedoldTown Hall,  
which is nowacommunity center andlocal   
historymuseum. As in-personevents  
begin tobeheldagain at theoldTown  
Hall, residents andvis itors can safelyand  
easilypark andwalk toandfrom the  
Whately Innandtheevent.

Action Items

AFTER: With newcrosswalks andsidewalks, pedestrians havesafe access to the Whately Inn 
as well as the newcommunity center andhistory museum, Post Officeandpublic library 
across the street.

AFTER: The well defined parking area in front of the Whately Inn provides spacefor both 
parking andaseasonal tent for outdoor dining.



■ Completion of aconceptual design process that includedbroad  

participation.

■ Adoption of aCompleteStreets Policy.

■ Developmentof aCompleteStreets Prioritization Plan, facilitated by 

theFranklin Regional Council of Governments.

■ Approval of CompleteStreets Prioritization Plan bythe 

Massachusetts CompleteStreets Funding Program so that the 

community is eligible toapply for complete streets implementation 

funding.

■ Application to the Massachusetts Complete Streets Funding 

Program for project implementation funding.

■ Approval of implementationfundingthrough the Massachusetts 

Complete Streets Funding Program for the project.

■ Completion of thefinal design for theproject which includes  

collaboration with businesses andabutters so as to address needs 

for parking, outdoor dining, andpedestrian facilities.

■ Temporary construction or permanent easements were identified 

andsought

■ Conductprocurement process to hire contractor.

■ Contractor completes projectconstruction.

Process

Early in the project developmentthe interests, concerns, and 
perspectives of many residents were considered through amaster plan 
development process. Concerns related to the preservationof the 
historic streetscape while updating the sidewalks andcrossings to 
improve accessibility for pedestrians was achallenge. Specifically, a 
robust publicoutreach process was completed that includeda 
solicitation of input from those whowould beimpacted by the project. 
Two major considerations/challenges to implementationwere making 
sure to preserve the historic doublerow of trees andto avoiddamaging 
the root systems andalso making sure that anysigns did not detract 
from the historic character of the neighborhood. The project involved 
balancingpedestrian andmotorist safety while also not detract from the 
histor icqualities andfeel of thearea.

With the approval of the Select Board, the Whately Historical 
Commission formed anadhoccommittee to focus on the Whately 
CenterHistoric District. The adhoc committee included abroad range 
of representation. They engagedthe ConwaySchool of Landscape 
Design to facilitate avisioning process and create conceptual designs 
for aWhately Center Historic District master plan. Since the visioning 
took placeearly in the project development, many interests and 
concernswere considered andincorporated into the conceptual designs 
that helpedcommunicate proposedimprovements.

Later, during the development of the design plans for the Chestnut Plain 
Roadsidewalk, representatives of the Whately Inn were also consulted 
to discuss andbrainstorm asolution to the parking issue. The solution 
was developedthat improved the access to the parking lot andthe 
configuration of the parking to allow for the constructionof the sidewalk.
The Inn donatedtowards the construction costs to compensate for a
portion of the projectthat was ontheir property.

Importance of Public Engagement



Origin

Budget

Timeframe

Risk

Key Performance Indicators

Partners & Resources

Location

Provided by SME Consultant

Mayor, Cityof Everett

Low - $35,000 for design fee + program to subsidize 
implementation for $25,000

Short– 10 -12 months

Low

Level of participation by landlords andmerchants

City of Everett, Everett Building Department andCommunity 
Development Department, andlandlords andmerchants.

Everett, MA

Mark Favermann, Favermann Design



Diagnostic

The City of Everett is aprimarily working 
class community just north of Boston. It has  
alargeshareof Brazil ian, LatinoandItalian  
first- andsecond-generation residents.

In the last fewyears, avery large casinohas 
locatedthere that gives the city some needed 
donations andfees for publicimprovements.  
Therearetwomajor retail enclaves in  
Everett: Everett Square andGlendale Square.

Everett Square, thelarger of thetwo, is the  
traditional downtown wherethepubliclibrary  
andCityHall andmanyamenities are  
located.

Stores andrestaurants arepr imarily locally-
owned,family enterprises. Only aminority of 
Everett’s business are nationalor regional 
chains.

In abidtoencouragetheappeal of Everett’s  
downtown to outside visitors, the year before 
thePandemic, theMayor directedthe  
Community Development Director to create a 
framework tobetter guidemerchants in  
enhancing their storefronts. Asubsidy grant 
program was beingdevelopedtoencourage  
merchant andlandlordparticipation.

TheMayor alsofelt that amore restr icted  
approach tostorefront design beadheredto  
with s imilar s ign details andlimitedawning  
colors. Astudywas commissionedtodevelop  
Guidelines for SignageandStorefronts.
Followingthis, theguidelines were tobe  
translatedintotheCity of Everett’s Building  
Code.

• Draftingdis tinct pages referencing  
individual aspects of s torefronts . These  
included wall signs, bladesigns, awnings 
andwindowtreatments .

• Reviewthe draftedpages with Everett’s  
planning staff , Building Departmentand 
representatives of the Mayor’s office.

• Final approval of Storefront Guidel ines .

Action Items

• Photo-documentation of all commercial  
blocks andstores in both Everett Squareand  
GlendaleSquare.

• Creatingapanoramicvieweach block  
showing“existing” and“proposed.”

• Thorough reviewof exis tingstorefront  
improvement programs throughout the 
UnitedStates andCanadato recognize  
applicable precedents and best practices.

• Development of aCity of Everett Guidelines  
format while exploring various cases for 
refinement andreview.

The high number of vacant storefronts contributed to lack of vibrancy downtown.

Everett Square



Process

• Extensiveresearch of other cities  
andtowns guidelines and  
procedures.

• Basedon best practices, create  
easilyunderstandable il lustrated  
storefront component pages that  
referenceCityof Everett  
regulations.

• Establish storefront element  
criter iathrough including  
specificallyreferenced  
dimensions, mater ials and  
placement.

• Photo-document goodandbad  
examples of storefront elements.

• CreateaCityof Everett color   
pallet.

• Showbyil lustrationapprovedand
not approvedways of applying  
storefront elements.

• Circulateamongtown staff the  
drafts individual guidelinepages  
for reviewandrefinement.

• OrganizewholeStorefront  
Guidelines set of pages.

• After completion of Storefront  
Guidelines, dur ingtheCovid-19  
shutdown, work with theBuilding  
Commission torewriteEverett’s  
BuildingCodetoreflect the  
clearer storefront criter ia.

• Others involvedin therewritingof  
BuildingCodeincludethecity  
attorneyandcommunity  
development director.

• This sentencebysentenceintense  
exercisegavefocus totheBuilding  
Codewhiledoingawaywith  
unnecessaryzoningcodecriter ia

• This Collaborationmade atedious  
set of tasks quitereasonableto  
complete.

• This process allowedan  
opportunitytoaddress s ign issues  
throughout theCity such as non-
conforminguses, public/pr ivate  
garages, etc..

The blockparty was anear-term, easy action item in the overall implementation plan and 
was intended to support agood image for this area of the downtown and set up for larger and 
longer-term actionitems such as building redevelopment, wayfinding, andbusiness 
recruitment for ground floor spaces.



Process- Strategic Decisions

• City of Everett decidingto create  
storefront guidelines

• Building Commission desiring to match 
new guidelines to City’s Building code.

• Creation of adigital set of storefront 
criteria for use by merchants, landlords 
andfabricator/ins tallers .

• Useof panoramicphoto-montageto  
establish existing conditions.

• Useof photo-montages to act as basel ine  
show proposed conditions using new 
storefront criteria.

• Col laboration between strategicCity  
departments for ownershipof the  
guidel ines andshareddevelopment of the  
reviewprocess for des ign andgrant  
applications.

• Creation of eas i lyunders tandableand  
illustrated storefront criteria.

To meet overall activation goals downtown, two locations were targeted for public space 
events and activities.

Review Process and Grant Application



Case Study of Walgreen’s non-conforming storefront signage on set-back shopping strip façade.Examples of City of Everett’s Storefront Guideline Pages.



This section includes summary information on grant programs and foundations mentioned 
as a funding lead under the projects listed in the plan. COVID-related relief programs, 
particularly those funded through the American Rescue Plan Act, are not described in this 
Appendix, as guidelines and specific authorized uses continue to evolve. However, it is likely 
that some portion of the projects listed here would be eligible for support through the 
Town’s allocation of ARPA funds, and/or may be suitable for pending sub-grants of the 
ARPA allocation to the Commonwealth of Massachusetts. 

The list that follows focuses on promising leads identified through a variety of sources. 
DHCD also compiled a set crowd-sourced lists organized around the Recovery Project 
categories defined during the LRRP process. These much more comprehensive lists can be 
found at the following links:

Public Realm:
https://airtable.com/embed/shrh5rVQMbVbpYLKF/tblk00qQMPM2JPpie

Private Realm:
https://airtable.com/embed/shrhYPjzJxaDNAnLd/tblk00qQMPM2JPpie

Tenant Mix:
https://airtable.com/embed/shrRjd2TKWvkesvB8/tblk00qQMPM2JPpie

Revenue/Sales:
https://airtable.com/embed/shrGwkcX0JeOOUwDW/tblk00qQMPM2JPpie

Administrative Capacity:
https://airtable.com/embed/shrIcJ9EmP9PAW6JD/tblk00qQMPM2JPpie

Arts/Culture: 
https://airtable.com/embed/shrGt0Q6HzMWergit/tblk00qQMPM2JPpie

Overall program resources may be found here:
https://www.mass.gov/info-details/rapid-recovery-plan-rrp-program#resources-

https://airtable.com/embed/shrh5rVQMbVbpYLKF/tblk00qQMPM2JPpie
https://airtable.com/embed/shrhYPjzJxaDNAnLd/tblk00qQMPM2JPpie
https://airtable.com/embed/shrRjd2TKWvkesvB8/tblk00qQMPM2JPpie
https://airtable.com/embed/shrGwkcX0JeOOUwDW/tblk00qQMPM2JPpie
https://airtable.com/embed/shrIcJ9EmP9PAW6JD/tblk00qQMPM2JPpie
https://airtable.com/embed/shrGt0Q6HzMWergit/tblk00qQMPM2JPpie
https://www.mass.gov/info-details/rapid-recovery-plan-rrp-program#resources-


MassDevelopment’s “Commonwealth Places” is a competitive 
opportunity to advance locally driven placemaking in downtown 
and neighborhood commercial districts in eligible communities 
throughout Massachusetts.  This program requires crowdfunding 
to match grant investments.  Awards range from $5,000 to 
$300,000. 

Commonwealth Places

BTCF prioritizes Educational Attainment, Community Engagement, 
Economic Opportunity, and Philanthropic Stewardship. A wide 
range of competitive grant programs can be searched on their 
website, including programs for non-profits and individual artists. 

Berkshire Taconic Community 
Foundation

Coolidge Hill Foundation is based in Lee, MA, and indicates an 
interest in funding arts and culture as well as community and 
economic development.

Coolidge Hill Foundation

Deann Dylandale Foundation Deann Dylandale Foundation is located in Sheffield, MA, and 
indicates an interest in funding arts and culture. Grants showing on 
Foundation Directory online also indicate community and 
economic Development as well as public/private ventures, 
festivals, parks, and playgrounds. 

Based in Stockbridge, MA, subjects of interest include community 
and economic development, historic preservation, arts and 
culture. Support strategies encompass building and renovations, 
capacity building and technical assistance, infrastructure, 
equipment, and general program support. 

Jane and Jack Fitzpatrick Trust

Based in Great Barrington, MA, subjects of interest include 
community improvement, natural resources, performing arts, and 
recreation. 

Gendler Family Foundation

Berkshire Bank Foundation, Inc. Subjects of interest include community and economic development 
as well as community improvement. Support strategies encompass 
building and renovations, capital and infrastructure, general and 
program support. 

The Community Change Grant program supports the growing 
network of advocates, organizations, and agencies working to 
advance walkability. Grants are awarded to innovative, engaging, 
and inclusive programs and projects that create change and 
opportunity for walking and movement at the community level. 

America Walks Community 
Change Grant

Grassroots grants are aimed at building an inclusive movement by 
shifting power at the community level. Seed funding generally 
applies to projects and coalitions that have been underway for less 
than a year. Grow grants further established projects following the 
Guiding Practices of the Grassroots Fund.

Grassroots Fund Seed/Grow Grants

GFCU provides community support through grants to certified 
501c3 organizations and schools, in certain priority areas including 
economic development and arts and culture. Partnership with an 
established non-profit would be required for consideration. 

Greylock Federal Credit Union 



T-Mobile’s Hometown grants are focused on helping small 
communities thrive. Partners include Smart Growth America and 
Main Street America. Up to $50,000 will be awarded to up to 100 
towns per year. 

T-Mobile Hometown Grant

Local Initiatives Support Corporation 
(LISC)

LISC invests in an overlapping set of program areas including creative 
placemaking, economic development, financial stability, and sports 
and recreation, among others. LISC receives funding from banks, 
corporations, foundations and government agencies. In turn, they use 
that funding to provide financing (loans, grants and equity) and 
technical and management assistance to local partners and 
developers.

The MassWorks Infrastructure Program is a competitive grant 
program that provides the largest and most flexible source of 
capital funds to municipalities and other eligible public entities 
primarily for public infrastructure projects that support and 
accelerate housing production, spur private development, and 
create jobs throughout the Commonwealth. Offered annually 
through the Community One Stop for Growth Portal. 

MassWorks Infrastructure

The primary mission of the MDI is to make downtown 
revitalization an integral part of community development in cities 
and towns across the Commonwealth. All communities are eligible 
to apply. Some funding is reserved for only non-entitlement 
Community Development Block Grant (CDBG) communities. The 
consultant used to deliver the technical assistance will be chosen 
by MDI staff from a list of pre-qualified consultants. Maximum 
award is $25,000 to the chosen consultant. Offered annually 
through the Community One Stop for Growth Portal. 

Mass Downtown Initiative (MDI)

Lee Bank Lee Bank’s grant and sponsorship recipients range from arts and 
culture organizations to grass-roots groups focused on food security, 
literacy, job readiness, economic development and other initiatives 
benefiting area families and children.


