


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

e Susan Silberberg - CivicMoxie
 Eradicating Silos + Building Long-lasting Coalitions: Fall River

* Thinking Big + Supporting Arts, Culture, and Creative Industries:
Newcastle, Australia

e Jennifer Erickson - MAPC

* Revive Outdoor Arts + Culture
 Contracting with Artists

e Mark Favermann — Favermann Design
* |lluminacidon Lawrence: Seeing Lawrence in Different Light
* Chelmsford, MA: Street Furniture as Functional Public Art
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The Relationship between Arts and Culture and Main Street is
Strong and Mutually Beneficial...Protect it and Grow it

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

e 220,000 - 400,000 ticket sales
annually

e 2100 + ticket sales per week for
cinema

* Economic impact up to S9m
annually or more for downtown
and region from a theatre

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




Arts +Culture 1s nimble and adaptable.. just what we need
right now

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

e Adaptation of municipal systems
to create fertile ground for all
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e Low-risk pilots — no one will lose
their job
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e Ask the questions — how does this
benefit arts + culture stakeholders
AND other local businesses (don’t
assume)

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

Source: Robin Bell http:/ effvisuals.com




#3

* Public health

e Mental health

* Physical health

* Environmental issues

* Mentorship and jobs
opportunities

* Economic development
* Inequality and injustice
e Education

* Beauty

Arts +Culture Provides Pathways to Align Multiple
Interests..and that opens Multiple Opportunities and
Funding Sources

Breaking down silos creates so many possibilities.




Data Collection 1s a Powerful Tool..and Data can Inform
Main Street Marketing + Support Strategies

Joining forces on data collection can help everyone.

TRUMAN WATERFRONT PARK
ARTS & CULTURE VISITOR SURVEY .

1. Why are you visiting Key West? BRTEEC TURE MASTEREL AN
D Friends here D Natural Beauty
D Family here D Recreational activities
. PUBLIC ART VISUAL PREFERENCE SURVEY D Business D Arts and Culture (anything in particular?)
[ D t t h t d t D Beaches D Other:
evo e e I m e a n res O u rce S O From the examples below, please select three (3) forms of art that you would preferto seein a D Restaurants and entertainment.
visual examples of how different formats of public artwork have been integrated into public spa

.
d O I t ARTS & CULTURE MASTER BLAN 2. Tell us if you visit Truman Waterfront Park:
a. Yes,lusethe Park

b. No, but | plan to visit
c. No, and | have no plans to visit
d

* Share across interests (cultural
destinations, business email lists,

I am not familiar with the Park
e.  Notsure

3. What events in Truman Waterfront Park would you be likely to attend as a
visitor? (select up to 3)

. .
t f t Music festivals / Concerts Community-hosted events (cookouts, bloc parties, etc)
C u S O m e r I n O r m a I O n ) D Theater / Dance Performances H Movie screenings
Children’s Programming D Food and Drink events

D Artist talks / Cultural speaker series D Other:

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

4. What is one thing you think a waterfront park should have to be successful?

5. What is one word you would use to describe Key West?

Demographic Questions
¢ GOOd neWS begets gOOd neWS 6. Where are you visiting from?

a. Zip Code OR b. Country

7. Select your age group:
D Under 18 D 35 - 44 years old
18 - 24 years old D 45 - 54 years old
D 25 - 34 years old D 55 .- 64 years old
D 65 years or older

8. Visual Preference - which of these arts and cultural features/events on the sheet would
you most like to see in the Park? (choose a maximum of 3)

A B [od D E F G H 1 J K L

CivicMoxie’

experts in place




Arts +Culture represents Pent-up Demand — Take
Advantage!

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

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

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

* Enjoying community

Source: Wikimania2009 Beatrice Murch CC BY2 0 <https: //creat/vecommons orl/censes/by/z 0>, via Wikimedia Commons




Source: FRACC -
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Principal Culture: Collaborations and
Connectivity
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Project #1: Winterbridge
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Winterbridge

Eradicating Silos + Building Long-lasting Coalitions

Origin

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

Location

e Downtown Fall River, MA

Budget

. Patronicity - $27,000

grant

. SSTAR Prevention

(photobooth services)
Timeframe
* Planning: 6-8 weeks

Implementation: 6
weekends - winter 2021




FRACC + Viva Fall River!

Arts, 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




Strategies

* 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

Providing a warm gathering space for six weekends during
winter

Gromada Plaza in Downtown Fall River

Source: FRACC ®




Features +
Implementation

. 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




Case Study

Key Performance Indicators




Case Study

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

One SouthCoast Chamber of

Commerce

FRACC
MassDevelopment TDI
BayCoast Bank

We Love Fall River

Fall River Public Schools
City of Fall River

Partners + Resources

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
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“When | think about arts, culture, and creativity in Fall River | wish we had Wark o1 Warca en
“When | think about arts, culture, and creativity in Fall River | wish we had the Wap or el mapa.
ANrlFe your s % cooril S
“When | think about arts, culture, and creativity in Fall River | wish we had Rirteu) = Ll e g i
Favoerite Favorito
“When | think about arts, culture, and creativity in Fall River | wish we had Here: Aaul:

“When | think about arts, culture, and creativity in Fall River | wish we had FA |_ L R I V E R A RTS & ‘
“When | think about arts, culture, and creativity in Fall River | wish we had C U LT U RE S U RV EY

“When | think about arts, culture, and creativity in Fall River | wish we had

“When | think about arts, culture, and creativity in Fall River | wish we had The Fall River TDI DIStrICF IS, eieating an Arts & Qulture I\/Iast‘e.r o e

) ) o ) ) Plan that supports the city's arts, cultural diversity and traditions,

When | think about arts, culture, and creativity in Fall River | wish we had vibrant public spaces, and economic vitality. The goal is to

“When | think about arts, culture, and creativity in Fall River | wish we had understand how residents enjoy arts and culture in the city and

“When | think about arts, culture, and creativity in Fall River | wish we had region, identify what may be missing, and create a roadmap to

“When | think about arts, culture, and creativity in Fall River | wish we had move forward to support robust arts and culture in the city.

“When | think about arts, culture, and creativity in Fall River | wish we had Please take the 5-minute survey so we

“When | think about arts, culture, and creativity in Fall River | wish we had el makg SHIE Iy WOILES IS heard [ ] [ |

) o i ) during this planning process!

“When | think about arts, culture, and creativity in Fall River | wish we had b

“When | think about arts, culture, and creativity in Fall River | wish we had SHARE YOUR THOUGHTS h o iy 4 :
ﬁ. EI .-' ; T s |

“When | think about arts, culture, and creativity in Fall River | wish we had bit ly/36A07Z69g r@ @vivafallriver B I.:r " \ k. i 31 =

“When | think about arts, culture, and creativity in Fall River | wish we had " z L

“When | think about arts, culture, and creativity in Fall River | wish we had n facebook.com/vivaFallRiver _

“When I think about arts, culture, and creativity in Fall River | wish we had - r . e i

“When | think about arts, culture, and creativity in Fall River | wish we had 4 raFE

“When | think about arts, culture, and creativity in Fall River | wish we had

“When | think about arts, culture, and creativity in Fall River | wish we had

“When | think about arts, culture, and creativity in Fall River | wish we had
“When | think about arts, culture, and creativity in Fall River | wish we had

“When | think about arts, culture, and creativity in Fall River | wish we had

“When | think about arts, culture, and creativity in Fall River | wish we had
“When | think about arts, culture, and creativity in Fall River | wish we had

To add important places,

“facebook.com/VivaFaIIRiver l@l@vivafallriver SEGBMALITTIS, 8 &t 16 he Fall ;

River Map, go to: bitly/36A0Z6g
facebook.com aFallRiver 10 add important places, organizations, and art to ‘ . o :
n v " the Fall River Map, go to: bitly/36A0Z6g @ @vivafallriver - CivicMoxie




Case Study

Building Momentum from one initiative and putting the power of FRACC to work
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COVID-19 Impact




Project #2: Renew Newcastle




www.ediginagrichards. stagram: @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

Location

Newcastle, Australia — post
industrial city 100 miles
north of Sydney

Population 150k

Budget

2015-2016: $208,000

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

Timeframe

Near to Long-term (at time
of cost-benefit analysis,
project was 7 years since
inception)
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- Source: Marcus Westbury. Making Communities. ngumversity of Oklahoma. https://w j




Astorefront program at a massive scale

Strategies Attracting “work at home” creatives to downtown

- 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




A
Renew Newcastle N

A A AAAPLAAAAAAAAAAASASAAAASASAS AL SIS

MAP V.11 DEC 2013 www.renewnewcastle.org @
MARKET SQUARE, COMMERCIAL CENTRE
119 HUNTER ST @ ‘ glﬁ:zec\zr + ROSE Renew Newcastle @

‘ Suite 50, Level 1, 164-170 Hunter St
ARTIST STUDIOS
GALLERY / RETAIL  OFFICE / STUDIO ZEEG I LY IR THECHONIR Y Suite 3 & 4

Suite 5, Level 1 Grant Hunter
OPEN FOR VISITS BY APPOINTMENT ONLY ANTHROSITE ARCHITECTS 2l - Sara'h Mould
m David Hampton
BLACK BOX — Kate Parker

WILL DID
Suite 1

DE BRUYN BUILDING SUSTAINABILITY Sam Hughes p
ELEANOR HANLON ARTIST STUDIO o ZOOKRAFT THE ROOST CREATIVE
FOUR POINT GALLERY DRIFT BIKES MEDIA @ Suite 5 A Level 1, 152-160 Hunter St
681B Hunter St JACQUELINE LARCOMBE ARTIST STUDIO
WICKHAM PA_PER KITSCHEN QUEENS WHARF TOWER
STATION Suite 76, Level 2

CHRANY RN AR I RRNANAASA AN SRR RS NN A NS RN NN B ERREIRE AT EERERSNEN i nd DI

CIVIC STATION

T T, STEEL CITY COLLECTIVE
A E 451 Hunter St

TOWN HALL

£

ROLLINGBALL
2 & 3/850 Hunter St

THE EMPORIUM
185 HUNTER STREET A

MARKET SQUARE
MEZZANINE LEVEL
119 HUNTER ST &

THE CLINIC STUDIOS '
66 KING STREET @ CURVE GALLERY
37 Watt st

THE CARVED GREENMAN JO DYER ARTIST STUDIO

INVINTAGED - POCKET DESIGN MARKET SQUARE HEBRETTY
GROUND FLOOR
NANA EMPORIUM Shib 20 = " BEEP BICYCLE BELLS
o——_———
ONE MAN'S TRASH STUDIO BLISS DESIGNS STEPPING STONE OPEN STUDIOS ODDITORIUM VINTAGE LIZ ANELLI ILLUSTRATION
VINTAGE LAST TUESDAY Shop 21 . Basement, 14 Thorn St NEWCASTLE PRODUCTIONS
vous @
&?“Erb"&

— ,‘
RENEW NEWCASTLE MAKES TEMPORARY USE OF EMPTY SPACE FOR ARTISTS
AND CREATIVE ENTERPRISE, KEEPING THE CITY VIBRANT AND ACTIVE. ((@)) NEWCASTLE NOW FREE WI-FI THROUGHOUT THE CBD (((0)))
Proudly supported by

S~
X NEWCASTLE

Hunter Janen, SPARKER H CTIT
ﬁm‘ Trade & A Development NGTV"S,_C“ngﬂe Nuw G'PT &= APP HELMORE M N[w“w STLE

NSW | investment NSW | Corporation The GPT Group




Features +
Implementation

- 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 g -

- Approach owners of vacant ~YHIBITION ON NC W |
properties INRROD SKENE new Pa

- Renew manages relationship with M almal
property owners and works with .
City to create a short-term ac r}_e'w S‘h-lff.- .
agreement that avoids changing (50 GENRE ENERYTHING
zoning. ;

- Renew carries insurance for all ‘]/Fi L;ﬁ‘f
temporary projects e ..

- Renew hosts events to garner MICHIGAN oxL
attention U ..:TJ 2 Hi‘ﬂ_ fi fhhﬁ%”\

/i ] i1 A L4 D

-

Soufde: Renew'Newcastle

Source: com Instagram: @edwingijillrichards



http://www.edwinarichards.com/

* Creation of jobs and skills developed
 Conversion to commercial leases
 Volunteer engagement

* Mitigation of blight

* Improved business and community confidence
 Improved regional brand

250
236

200

-==Total projects
supported since

150 inception

—fi—Total projects

100 active in the
period
50 =4 New projects
commencing in
the period

2008 2009 2010 2011 2012 2013 2014 2015 2016*

® Office-based creative

projects

B Artist studios

W Special event projects

M Artist-run galleries

® Artisan retail initiatives

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

Key Performance Indicators




The Benefits

Estimate

Total Costs

Benefits
Creation of jobs and skills development
Conversion to commercial lease
Volunteer engagement
Mitigation of blight
Improved business and community confidence
Improved regional brand value

Total Benefits

$208,000

$2,358,436
$191,828
$62,763
$100,698
$55,183
$234,069

$3,002,977

PERFORMANCE MEASURES
Net Benefit
Benefit Cost Ratio

$2,794,977
14.4

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

ommunities. 2017 Plag
v,youtube.com/watch vt

ce. The University




Case Study

~ 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)



http://www.edwinarichards.com/

Case Study

ikl N
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oL ce: . € ik, com \Instagram:
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Partners + Resources



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

: NJICE OF
@° PHOTOGRAPHY
& FILMING

Jennifer Erickson, Community Resiliency through Arts +

Director of Culture: Building on Best Practices and

Arts + Culture : -

o . Creating Fertile Ground for Arts + Culture
etropolitan Area

Planning Council



Revive Outdoor Arts & Culture

An effort to support municipalities 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

Locations

Cambridge, MA Starlight Square

Beverly, MA Hale Farm + Cabot
Theater

Boston, MA Boston Lyric Opera
Truck

Budget

e $36,000 for data collection

and planning

Timeframe

Data Collection: February —
March, 2021

Planning: March — June, 2021

Implementation: July —
October, 2021



Artists are working from home
with limited access to creative Artists are isolated, but finding

space. more time for creative practice. However, they have lost most of

their income from that practice

PeatU.T'eS -+ A | qs | 24%Ic.)st85%.ormore
Implementation < ==l atasass > < > £ oftheircreative

I ‘

30% rely only on
income from their
creative practice.

59% of participants are working from 77% report that isolation and social
home. distancing are having an impact on their

practice and 40% report increased time for
72% of participants have limited access to creative practice.
their creative space.

 Artist Survey in four communities
e Impact of Covid

¢ Support needed As artists work to shift their

Loss of income is putting some

* In come/H ousi ng/De maograp hics artists in crisis even as needs are practit::, they are looking for Y
. - support.
. . increasing : S
* Case Studies on outdoor programming, - o support from their municipalities
. . . 6% of participants are &
interview with: e unable to provide > < creative practice to o @ > ( Only 16% of : )
o S t3 r| | h + S uare e — basic needs for their outdoor spaces. ® . f:erit:cégf:sut:ilt;ﬁs
g q . e 46% would like more -‘!'_,_1; doing a good job
4 Ca bOt PO rc h SeSSiO ns 28% of participants opportunities to take their creative supporting artists and

e frEes e practices outdoors. creatives

responsibilities caring for dependents.

* Boston Lyric Opera




‘REVIVE

o g @

Local Arts Indicators

e Artists’ survey sample questions

Approximately how much income did you earn in 20207

What percentage of your income comes from your creative work?

10 20 30 40 50 60 70 80 20 100

Slide the bar to select the percentage!

Comparing 2020 with 2019, what percentage of your creative income has been lost due to
the pandemic? (estimated)

0 10 20 30 40 50 60 70 80 90 100

Slide the bar to select the percentage

What support do you need for your creative work to recover?

How well has your city or town supported artists during COVID-197?

| v|




Case Study: Boston Lyric Opera Street Stage

Str'ategies 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.

 |dentify outdoor venue locations,
including parks, historic sites,
vacant storefronts, and parking
lots.

T e T e
% .

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

v
s
o
)

s

e Share info on how to hold
programs safely

e Simplify permitting

* Marketing through partners for
greater reach




Case Study

The Cabot Theatre Porch Sessions at Hale Farm (food prepared by Root)
Timeline: August — October 2020

i

et Pregents.

Thon Az{o-*w-u::_,r

Key Performance Indicators




Case Study

STARLIGHT SQUARE: CAMBRIDGE, MA
Timeline: June 2019 — November 2020 | Budget: $720,000

POPPORTUNITY

=1 : HE—" :5."=- BB i M "-1
POP-UP SHOPS

Uil
Support Central’s newest
shops at Starlight Square

SATURDAYS « SUNDAYS
12=&PM WEATHER PERMITTING

Partners + Resources COVID-19 Impact




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 Budget

* MAPC Arts and Culture . S 5
Department with the town of Varied - $20,000 — 150,000

Natick and the city of Lynn

 MAPC working with a
coalition of local public
health advisors

Locations Timeframe
e Various city and town * Program Design: Minimum of 2 months
centers in Metropolitan .

Community Engagement: Minimum of
Boston 2-4 months

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



Strategies

e Establish funding source
* |dentify an artist support liaison

e Build program around values and
cultural equity

 |dentify priorities and partners

* Use grant agreement process to
release Calls for Art

* Respect artists’ intellectual
property

 Stay flexible and responsive

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




Features +
Implementation

* 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.

e 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

Creative COVID-19 Communications

MAPC's Arts & Culture and Public Health

teams are partnering with local artists and rd ’f'}}\* .
designers to produce creative, culturally ‘,3_\{ ?'lfhi ,
resonant communications about COVID-19 | i
and vaccinations.

Through this project, we hope to work with
artists, designers, and creatives to
communicate about the pandemic with
BIPOC and underserved communities
through graphic design, film, illustration, and
other creative products.




Case Study

* Natick Center Creative Placemaking Call for Art

Key Performance Indicators




Case Study

e Lynnstallation
* Began as creative placemaking project with $10,000 commission; shifted to $75,000 public art process
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% OO, K

I AV

e T

Mark Favermann Community Resiliency through Arts +

Principal Culture: Public Art as a Community
Favermann Design Signature



Public Art As A Community Signature




Permanent Public Art

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

* 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:

* 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.

Ephemeral Public Art

e

WHAT IsiT?
wwTite Newton b augmented reality ummmng fessabie in
el 3 villages of Me: TR

WHEN TO VIEW!
May 5, 2018 - May 31, 2018

HOWTDVIEW

WlN'

Jaihy
Underwoad !lmmm'kln .....
ol - Hydhe Camamunity Conter, 5

Lower Fally Commun
oper Fully - Depot Coffes Shey
= - Newton Senior Center,

Coletti-Magni Pask, 186

West Newio .r':ﬂlln Dok,
SKYWRITE NEWTON LAUNCH EVENT!
Joln us Saturday May 5, 1:00 pm

The Street, 33 Boylston Street, Chestut Hill “

G Atatior

Wmmd vMaﬂs D LW boatan

Nowton Frea Library, Druker Au um fum cyberarts
o e o

l:.VﬂlageBank WWW. llﬂmm.gm‘mﬂln

www.newtonartscalendar.org




Iluminacion
Lawrence context, community spirit and energy to Downtown Lawrence.

This public art installation has brought color, light, sense of place, historical

Seeing Lawrence in a Different Light







Lewis Hind’s Early 20t
Century Child Labor
Study

Bread and Roses
Strike of 1912
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Illuminacién Lawrence

eCe O e G| | es.wearelawrence.org

e

My ILUMINACION LAWRENCE | We Are Lawrence =k

L UMINACION LAWRENCE

CITY-WIDE LIGHTING PROJECT

0060

SEE LAWRENCE IN A NEW LIGHT

ILUMINACION LAWRENCE is a city-wide lighting project that aims to create a warm and inviting public realm
experience at night using LED lighting and projections. Lighting the city’s walls and pedestrian spaces not
only makes for a safer, more enjoyable city, but it also serves as a dynamic medium where creatives are
invited to turn city streets into immersive installations of art.

Get Involved

THANK YOU TO OUR PARTNERS

&
Lawrence ..§° !
Redevelopment §
Authority b

CHANGING FLACES

CHANGING LIVES LAWRENCE




Illuminacién Lawrence

e@e O < EH]

& patronicity.com i (4] |

™M lluminacién Lawrence | Facebook City of lights | Merrimack Valley | eagletribune.com Projects | lluminacidn Lawrence | Patronicity =+

:

‘ MassDevelopment

lluminacion Lawrence

Permanent, programmable lighting and projections to create immersive, artistic vibrancy and improved pedestrian safety throughout
Lawrence.

00

Lawrence, MA Arts Education
Community Placemaking

$30,400

funded of $30,000 goal

46

patrons

Project Closed

This campaign reached its goal on Jun
30,2019 11:45 PM.
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BERINGING ART TO LIGHT

Hatched

January/February 2021
A four week illumination and sound installation to provide a family-

friendly and physically-distant celebration at the famed Hatch Memorial
Shell. “Hatched” cut through the darkness of the winter months,
offering a public space for joy and optimism in the New Year. The work
was an original 15-minute visual and sound performance led by Boston-
based creative Maria Finkelmeier of MF Dynamics and is shaped

specifically for the 80-year-old amphitheater itself.

Producer and Creative Director:

IRATING 28 YEARS OF PARTNERSHIP

Maria Finkelmeier, MF Dynamics

Visual Artist: Pamela Hersch, Hersch Visuals

Commissioned and Presented by:

The Esplanade Association

Project Partners - LuminArtz, Epson, The Massachusetts Department of
Conservation and Recreation

photos by: Aram Boghosian



BOSTON CYBERARTS

UNITING THE WORLDS OF ART AND TECHMNOLOGY SINCE THE LAST MILLENNIA

THE AUTO SHOW: AUGMENTED REALITY ON THE GREENWAY




Case Study

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

rL
PLANTED BY THE & SPORTE SLHOAL
CHILOREN 0N AEBOE Do M VRS

THIS MAREER WaS, DOBATER B
THE CHELMSFORD :GARDES EAMTA8 RS

Beech Tree Sign Bands




A













TREE GRATE

STRUCTURE

Overall Dimensions: 48" x 48™
Material: Cast Iron or Aluminum
Powder coated: Black

Paint applied to all sides; must have 10 year guarantee

SPECIAL CONDITIONS
# of Units

Custom Artwork

Material

Frame Option

Top View

Side View 48"

Top View

RQ

()

Side View ol

I
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Case Study

Springfield Benches — Springfield BID Competition




Case Study

The Birds of Audubon Circle

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




Thank You!

e Susan Silberberg, CivicMoxie
* Susan@civicmoxie.com

* Jennifer Erickson, MAPC
e JErickson@mapc.org

 Mark Favermann, Favermann Design
e favermann@gmail.com

CivicMoxie

experts in place

®

MAPC

METROPOLITAN AREA PLANNING COUNCIL

Massachusetts

RAPID RECOVERY PLANS


mailto:Susan@civicmoxie.com

	Community Resilience: Covid-19 Impacts and Re-partnering Arts + Culture with Main Street
	Slide Number 2
	#1
	#2
	#3
	#4
	#5
	Susan Silberberg�Principal
	Project #1: Winterbridge
	Winterbridge
	FRACC + Viva Fall River!
	Winterbridge
	Strategies
	Features + Implementation
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Project #2: Renew Newcastle
	Slide Number 20
	Renew Newcastle
	Slide Number 22
	Slide Number 23
	Strategies
	Slide Number 25
	Features + Implementation
	Slide Number 27
	The Benefits 
	Slide Number 29
	Slide Number 30
	Jennifer Erickson,�Director of�Arts + Culture�Metropolitan Area Planning Council
	Revive Outdoor Arts & Culture
	Features + Implementation
	Slide Number 34
	Strategies
	Slide Number 36
	Slide Number 37
	Contracting with Artists: Calls for Art
	Strategies
	Features + Implementation
	Slide Number 41
	Slide Number 42
	Mark Favermann�Principal�Favermann Design
	Public Art As A Community Signature
	In recent decades, public art has morphed into two rather distinct formats:
	In recent decades, public art has morphed into two rather distinct formats:
	Illuminación Lawrence
	Slide Number 48
	Slide Number 49
	Illuminación Lawrence
	Illuminación Lawrence
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65
	Slide Number 66
	Slide Number 67
	Slide Number 68
	Slide Number 69
	Slide Number 70
	Slide Number 71
	Slide Number 72

