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Community 
Resilience: Covid-19 Impacts and 

Re-partnering Arts + Culture 
with Main Street



• Arts + Culture and Main Street: 5 Thoughts to Move us 
Forward

• Susan Silberberg - CivicMoxie
• Eradicating Silos + Building Long-lasting Coalitions: Fall River
• Thinking Big + Supporting Arts, Culture, and Creative Industries: 

Newcastle, Australia

• Jennifer Erickson - MAPC
• Revive Outdoor Arts + Culture
• Contracting with Artists

• Mark Favermann – Favermann Design
• Illuminación Lawrence: Seeing Lawrence in Different Light
• Chelmsford, MA: Street Furniture as Functional Public Art



• 220,000 – 400,000 ticket sales 
annually

• 2100 + ticket sales per week for 
cinema

• Economic impact up to $9m 
annually or more for downtown 
and region from a theatre

• Those ticket sales are 
people….who eat, drink, stroll, 
and shop

#1

The Relationship between Ar ts  and Culture  and Main Street is  
Strong and Mutually Beneficial...Protect it and Grow it

A survey of cinema and theatre ticket sales and economic impact from some 
LRRP downtowns….

Source: John Phelan https://commons.wikimedia.org/wiki/User:Faolin42



• Adaptation of municipal systems 
to create fertile ground for all

• Low-risk pilots – no one will lose 
their job

• Ask the questions – how does this 
benefit arts + culture stakeholders 
AND other local businesses (don’t 
assume)

• Questioning and peeling back 
regulations, restrictions, barriers 
to innovation and adaptability

#2
Ar ts  +Culture  is  nimble  and adaptable…just what we need 
r ight now

We will continue to require flexibility as we chart new territory and see what 
comes next.

Source: Robin Bell http://bellvisuals.com



• Public health

• Mental health

• Physical health

• Environmental issues

• Mentorship and jobs 
opportunities

• Economic development

• Inequality and injustice

• Education

• Beauty

#3

Ar ts  +Culture  Provides  Pathways  to Align Multiple  
Interests…and that opens  Multiple  Oppor tunities  and 
Funding Sources

Breaking down silos creates so many possibilities.

Source: CivicMoxie, LLC



• Devote the time and resources to 
do it

• Share across interests (cultural 
destinations, business email lists, 
customer information)

• Use data for advocacy, funding 
and policy changes and 
enhancements

• Good news begets good news

#4
Data Collection is  a Power ful Tool…and Data can Inform 
Main Street Marketing + Suppor t Strategies

Joining forces on data collection can help everyone.



• We will need multiple 
opportunities for arts, culture, 
entertainment

• Convening spaces/work and sale 
spaces for home creative workers

• Enjoying community

#5
Ar ts  +Culture  represents  Pent-up Demand – Take 
Advantage!

Connecting, laughing together, celebrating, reflecting….we are ready for all of 
these things.

Source: Wikimania2009  Beatrice Murch, CC BY 2.0 <https://creativecommons.org/licenses/by/2.0>, via Wikimedia Commons



Susan Silberberg
Principal

Community Resiliency through Arts + 
Culture: Collaborations and 
Connectivity

Source: FRACC



Project #1: Winterbridge

Source: Jonathan Berk



Winterbridge

Eradicating Silos + Building Long-lasting Coalit ions

Origin

• Collaborative effort 
growing out of 
MassDevelopment TDI 
project and involving 
other FRACC members

Budget

• Patronicity - $27,000 
grant

• SSTAR Prevention 
(photobooth services)

Location

• Downtown Fall River, MA

Timeframe

• Planning: 6-8 weeks 
Implementation: 6 
weekends - winter 2021 Source: FRACC



FRACC + Viva Fall River!

Ar ts , Culture , and 
Creative  Economy 
Master  Plan

The Fall River Arts and Culture 
Coalition (FRACC):
• Over 50 members representing arts, 

business, creative entrepreneurs, 
community non-profits, public 
sector, individuals, foundations, 
education, food establishments



Winterbridge

Sponsors
• The Fall River Arts and Culture Coalition
• TDI MassDevelopment
• The City of Fall River
• Fall River Public Schools
• One SouthCoast Chamber
• BayCoast Bank
• Viva Fall River
• We Love Fall River
• Funding for Winter Places  design 

assistance from the Barr Foundation Source: FRACC



• Bring the community together –
image and connectivity

• Demonstrate the power of 
collaboration (put the power of 
FRACC to work)

• Provide community activities and 
spaces during winter under Covid-
19 guidelines

• Community pride – take back the 
narrative

Strategies

Providing a warm gather ing space for  s ix weekends  dur ing 
winter

Gromada Plaza in Downtown Fall River

Source: FRACC



• live painting
• community partners 

providing grab n go 
services

• dancing/zumba
• live entertainers 

(costume characters, 
singers, and musicians)

• We Love Fall River 
window display 
competition

Features + 
Implementation

Source: FRACC



Case Study

Risks Key Performance Indicators

Source: FRACC



Case Study

Partners + Resources

• Breaking down silos, demonstrating value of arts and culture across our lives….

• The Narrows Center for the Arts
• Craftyish
• Mass in Motion
• The Children's Museum of Greater Fall 

River
• SER Jobs for Progress
• JRI -Justice Resource Institute
• Tony Medeiros Entertainment
• Youth Build
• Fall River Youth Violence Prevention
• Recreation of Greater Fall River
• Fall River Public Library
• Camp Bow Wow

• Little Miss Art
• Custom Threads
• Potters Printing
• Rockland Trust
• Battleship Cove
• SSTAR Prevention
• EmVaro Designs
• People Incorporated
• YEEP
• Children's Advocacy Center
• YMCA of Fall River
• Coastal Food Shed
• Battleship Cove

• One SouthCoast Chamber of 
Commerce

• FRACC
• MassDevelopment TDI
• BayCoast Bank
• We Love Fall River
• Fall River Public Schools
• City of Fall River 





Case Study

COVID-19 Impact

• Building Momentum from one initiative and putting the power of FRACC to work

Source: FRACCSource: Colin Furze



Project #2: Renew Newcastle

Source: Renew Newcastle



Source: Jonathan Berk
Source: www.edwinarichards.com Instagram: @edwinajillrichards

http://www.edwinarichards.com/


Renew Newcastle

Thinking Big + Supporting Arts, Culture, and Creative Industries

Origin

• 2008 Former arts + events 
coordinator looking for 
ways to fill  empty 
storefronts, recognize new  
creative industries

Budget

• 2015-2016: $208,000

• Salaries, contractors, 
insurance, repairs/maint, 
admin and marketing

Location

• Newcastle, Australia – post 
industrial city 100 miles 
north of Sydney

• Population 150k

Timeframe

• Near to Long-term (at time 
of cost-benefit analysis, 
project was 7 years since 
inception) Source: Renew Newcastle



Source: Marcus Westbury. Making Communities. 2017 Placemaking Conference. The University of Oklahoma. https://www.youtube.com/watch?v=MuJsrU4WBxU&t=360s



Source: Marcus Westbury. Making Communities. 2017 Placemaking Conference. The University of Oklahoma. https://www.youtube.com/watch?v=MuJsrU4WBxU&t=360s



- Recognize mostly hidden 
creative work and industries 
with major export power

- Renew by shifting from one 
industry (defunct) to another

- Provide a density of uses and 
energy to draw entrepreneurs 
and customers – cluster 
theory

- Reduce hurdles for temporary 
occupancy of storefronts and 
buildings

Strategies

A storefront program at a mass ive  scale

Attracting “work at home” creatives to downtown





- Survey local restaurants, artisans, 
makers, creatives (look on Etsy)

- Who would benefit from 
temporary brick and mortar 
location downtown.

- Assess ownership for all vacant 
storefronts 

- Approach owners of vacant 
properties 

- Renew manages relationship with 
property owners and works with 
City to create a short-term 
agreement that avoids changing 
zoning. 

- Renew carries insurance for all 
temporary projects

- Renew  hosts events to garner 
attention

Features + 
Implementation

Source: www.edwinarichards.com Instagram: @edwinajillrichardsSource: Renew Newcastle

http://www.edwinarichards.com/


Case Study

Key Performance Indicators

Source:  An Economic Evaluation of the Renew Newcastle Project, CofFEE, 2016

• Creation of jobs  and skills  developed
• Convers ion to commercial leases
• Volunteer  engagement
• Mitigation of blight
• Improved bus iness  and community confidence
• Improved regional brand



The Benefits 

Source: 
An Economic Evaluation of the Renew Newcastle Project, CofFEE, 2016

Source: Marcus Westbury. Making Communities. 2017 Placemaking Conference. The University 
of Oklahoma. https://www.youtube.com/watch?v=MuJsrU4WBxU&t=360s



Case Study

Risks

Low
• Must reach a critical mass of occupancy to 

overcome stigma of vacancy and neglect and 
“reshape the story/image”

• Build political will to enable micro-enterprise and 
small-scale creative entrepreneurs to operate in 
temporary spaces.

• Overcome fear of risk from landlords
• City leadership must validate or temporarily 

authorize short-term use of vacant space 
(perhaps overcoming zoning ordinances)

Source: www.edwinarichards.com Instagram: @edwinajillrichards

http://www.edwinarichards.com/


Case Study

Partners + Resources COVID-19 Impact
Source: www.edwinarichards.com Instagram: @edwinajillrichards Source: www.edwinarichards.com Instagram: @edwinajillrichards

http://www.edwinarichards.com/
http://www.edwinarichards.com/


Jennifer Erickson,
Director of
Arts + Culture
Metropolitan Area 
Planning Council

Community Resiliency through Arts + 
Culture: Building on Best Practices and 
Creating Fertile Ground for Arts + Culture



Revive Outdoor Arts & Culture

• An effort to support municipalit ies looking to expand outdoor arts and 
culture programming during and after the pandemic in the face of 
resistance from municipal leaders.

Origin

• MAPC Arts & Culture 
Department with the cities of 
Beverly and Boston and the 
towns of Arlington and 
Franklin

Budget

• $36,000 for data collection 
and planning

Locations

• Cambridge, MA Starl ight Square

• Beverly,  MA Hale Farm + Cabot 
Theater

• Boston, MA Boston Lyric Opera 
Truck

Timeframe

• Data Collection: February –
March, 2021 

• Planning: March – June, 2021
• Implementation: July –

October, 2021



• Artist Survey in four communities 
• Impact of Covid
• Support needed
• Income/Housing/Demographics

• Case Studies on outdoor programming, 
interview with:

• Starlight Square
• Cabot Porch Sessions
• Boston Lyric Opera

Features + 
Implementation



• Artists’ survey sample questions



• Identify outdoor venue locations, 
including parks, historic sites, 
vacant storefronts, and parking 
lots.

• Partner with arts and culture 
organizations, property owners, 
and departments of public health

• Share info on how to hold 
programs safely

• Simplify permitting

• Marketing through partners for 
greater reach

Strategies

Case Study: Boston Lyr ic Opera Street Stage

A partnership between the Boston Lyric Opera and Artists For Humanity 
created a dynamic, moveable stage, and partnerships with outdoor venues 
brought opera across Greater Boston with safety protocols developed with 
the BLO Health Task Force for Opera Artists.



Case Study

Risks Key Performance Indicators

The Cabot Theatre Porch Sessions at Hale Farm (food prepared by Root)

Timeline: August – October 2020 



Case Study

Partners + Resources COVID-19 Impact

STARLIGHT SQUARE: CAMBRIDGE, MA

Timeline: June 2019 – November 2020 | Budget: $720,000



Contracting with Artists: Calls for Art

• Bringing artists into place-based projects can build energy and draw new 
activity into downtown commercial areas while also advancing social,  
cultural,  and public health objectives.

Origin

• MAPC Arts and Culture 
Department with the town of 
Natick and the city of Lynn

• MAPC working with a 
coalition of local public 
health advisors

Budget

• Varied - $20,000 – 150,000

Locations

• Various city and town 
centers in Metropolitan 
Boston

Timeframe

• Program Design: Minimum of 2 months

• Community Engagement: Minimum of 
2-4 months

• Design, Construction, and 
Implementation: Medium and Long 
Term (3+ months)



• Establish funding source

• Identify an artist support liaison

• Build program around values and 
cultural equity

• Identify priorities and partners 

• Use grant agreement process to 
release Calls for Art

• Respect artists’ intellectual 
property

• Stay flexible and responsive

Strategies Natick Center Creative Placemaking Approach: MAPC workshops help 
community to identify guiding values for activation, audit public space needs, 
and release Calls for Art



• Advisory and Selection Committees 
build relationships and buy-in with 
community partners.

• Creative engagement elements 
activate downtown spaces, and 
vacant storefronts.

• Partnering with art departments in 
public schools provides youth 
opportunities to practice public art.

• Partnering with public health 
advisors during the COVID-19 
pandemic provides opportunities to 
create local jobs by commissioning 
culturally resonant artworks with a 
social impact

Features + 
Implementation



Case Study

Risks Key Performance Indicators

• Natick Center Creative Placemaking Call for Art



Case Study

Partners + Resources COVID-19 Impact

• Lynnstallation

• Began as creative placemaking project with $10,000 commission; shifted to $75,000 public art process



Mark Favermann
Principal
Favermann Design

Community Resiliency through Arts + 
Culture: Public Art as a Community  
Signature



Public Art As A Community Signature



• The first takes a traditional direction, 
such as monuments, memorials, and 
civic statuary. It features conventional 
representation: the war memorial, 
symbolic soldiers, likenesses of famous 
people and historical or metaphorical 
figures. Added in the 20th Century, 
abstract and kinetic forms strongly 
strive for the self-consciously poetic. 

• Permanent public art is constructed of 
durable, easily maintained, and 
resilient materials meant to withstand 
the worst effects of nature (wind, rain, 
snow, extreme heat, etc.) as well as 
very human desecration and damage.

In recent decades, public art 
has morphed into two 
rather distinct formats:

Permanent Public Ar t



• The second direction of public art is 
purposely temporary or ephemeral 
and is technical and highly interactive 
(changes due to viewer movement or 
action) and is often dedicated to 
reflecting a specific community and its 
space. 

• This approach encompasses a wide 
range of electronic or digital art, 
including performance art, digital 
imaging, video, animation, specialized 
lighting, projection, augmented reality, 
virtual reality and sound. At times, 
several media forms are interwoven 
together.

In recent decades, public art 
has morphed into two 
rather distinct formats:

Ephemeral Public Ar t



• This public art installation has brought color, light, sense of place, historical 
context, community spirit and energy to Downtown Lawrence.

Illuminación
Lawrence
Seeing Lawrence in a Different Light





Lewis  Hind’s  Ear ly 20th

Century Child Labor  
Study 

Bread and Roses  
Str ike  of 1912



Illuminación Lawrence



Illuminación Lawrence



























Case Study

Beech Tree Sign Bands

Chelmsford's Beech Tree Themed Street Furniture as Functional Public Art













Case Study

Sign Bands

Springfield Benches – Springfield BID Competition



Case Study

Sponsored by the ACNA and the City of Boston’s Browne Fund 

The Birds of Audubon Circle



• Susan Silberberg, CivicMoxie
• Susan@civicmoxie.com

• Jennifer Erickson, MAPC
• JErickson@mapc.org 

• Mark Favermann, Favermann Design
• favermann@gmail.com

mailto:Susan@civicmoxie.com
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