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EXECUTIVE SUMMARY

I N T R O D U C T I O N

Mission   
The mission of MEET ON MAIN is to energize Rochester’s center city by leveraging the Arts, Entertainment and Media 
sectors to activate the Main Street corridor.

MEET ON MAIN History
PHASE I of MEET ON MAIN produced a preliminary report (April 2018, then called Music on Main) that was used to 
promote this concept to leaders and stakeholders in the Rochester community. This led to the formation of an Executive 
Committee that was charged with defining a vision, developing measurable outcomes, and articulating steps for imple-
mentation – PHASE II.

Purpose & Scope of Report
This report is intended to support the MEET ON MAIN Executive Committee during PHASE II by providing a review of 
five cities that have successfully implemented similar initiatives. 

This report is not academic research. Rather, it is the review of publicly available information that was categorized and 
summarized to provide background information about each city, its planning, processes, programs, and results. This was 
supplemented by site visits and interviews with 25 leaders from diverse sectors in each city. This information was then 
used to draw relevant correlations to Rochester regarding the MEET ON MAIN initiatives, and includes the viewpoints 
and opinions of its authors.

Acknowledgements
The authors of this report are Jim Doser, Director, and Blaire Koerner, Career Advisor, Institute for Music Leadership, 
Eastman School of Music. Significant assistance was provided by Eastman graduate students Mimi Harding, Georgia 
Mills, D’Jean Vascianne, Janette Labarre, and Associate Professor of Music Leadership, Rachel Roberts.
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M E E T  O N  M A I N
Connecting Creative Resources to Activate Downtown

Review of Five Cit ies
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R E P O R T  O V E R V I E W

This report is organized into the following sections:

1. Executive Summary

2. Creative Economy Overview

3. City Reports
a. Why (name of city)?
b. Recent City Background
c. Recent Economic Reports & City Plans
d. Contributing Cultural, City and State Organizations
e. Communicating City Plans and Endeavors
f.  Funding for Research and Initiatives
g. Affordable Housing for Artists
h. Plans and Initiatives Timeline
i.  Narrative Report: Site Visit

i.   Meetings and Locations Visited
ii.  Overview
iii.  Key Categories
iv.  Key Takeaways

4. Concluding Statement

5. Appendices

	

This is an in-depth and relatively long report.  I encourage you to read the entire report as important information is 
included in the details. Most of the external reports and resources are linked and many of these may be especially 
relevant to our work in Rochester. Those reports which we felt are especially useful to the committee have been marked 
with a red *. The narrative reports for each city site visit are influenced by the interviews and by the material in the 
preceding sections. These serve as a summary of the most essential points of that city’s study. A chart that highlights the 
Key Points from each site visit, organized by category and city, is an appendix to this report.

EXECUTIVE SUMMARY
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S U M M A R Y  O F  F I N D I N G S

“Rochester is a remarkable place with outstanding potential.” Similar comments were made in each city that was visited 
when told of the assets in the Rochester community. Without exception, our colleagues offered their support, encour-
agement, and offer to assist us in our work.

However, the review of each city’s progress, corroborated by the in-person interviews, points to another similar conclu-
sion: Rochester is ahead of many other cities when comparing assets - especially at the launch of their initiatives - but 
behind in uniting behind a shared vision, identifying and messaging our story, and collaborating and communicating 
effectively between organizations and across sectors.

The Five Key Findings from the Preliminary Report (Leverage a Unique Identity, Create Creative Clusters, Design for 
Diverse Cultural Appeal, Empower Effective Partnerships, Ensure Entrepreneurship Training and Affordable Housing for 
Artists) were confirmed in this report, with one exception.  Not all communities supported the concept of ‘Affordable 
Housing for Artists’ with similar enthusiasm. Though all recognized the need for affordable housing, some cities (par-
ticularly the business and government sectors) felt that housing should be dictated by the market without interference. 
(Note: the Preliminary Report is available to all Executive Committee members upon request.)

Core Observations 
•	 Successful cities know their unique strengths, unite behind a shared vision, and message it effectively.
•	 A commitment to collaboration is necessary for success.
•	 Commitment to principles of equity must influence revitalization efforts.
•	 Design excellence is essential in all components of revitalization and placemaking initiatives.
•	 A single management entity, and/or clear and structured partnerships between entities, is necessary for success.
•	 An inclusive and representative arts council, trust, or other arts organization must be embedded in decision-mak-

ing processes.
•	 Public participation is essential in the design, programming, and implementation of city arts initiatives.
•	 Entrepreneurship and professional development resources must be accessible to artists.
•	 Affordable and appropriate work spaces for artists and affordable live/work spaces are important (not complete 

agreement for pt. 2).
•	 A civic source of funding for the arts is essential to support and sustain these efforts (One Percent Fund of some 

type is common to the cities studied).

Additional Observations 
•	 Successful creative clusters are dependent on a talented workforce, sustainable infrastructure, and a vibrant city 

environment.
•	 Successful initiatives are both planned and organic, strategic and flexible, and require ongoing processes to 

assess, reevaluate, and plan again.
•	 Reliable and objective data is an important tool in planning and advocacy efforts.

Summary
The information in this review – particularly the open and candid comments from city leaders – provide us with import-
ant perceptions as we move forward. There is no single formula that can be replicated from one city to another, but 
there are key strategic, organizational, and ethical considerations that are necessary for success. 
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CREATIVE ECONOMIC OVERVIEW

In 2002, the creative sector was thrown into the nation-
al spotlight when economist Richard Florida published 
his best-selling book The Rise of the Creative Class. His 
research explored and highlighted the section of the 
economy “whose principle orientation is to apply creative 
ideas and processes to generate goods, services and 
innovations that provide both economic and aesthetic 
value.”1 Terms such as ‘creative class,’ ‘cultural & cre-
ative economy,’ and ‘creative industry’ are now common 
amongst economists and arts organizations alike. Both 
cultural foundations, such as National Endowment for the 
Arts and America for the Arts, and governmental agencies 
funded research examining the arts’ economic impact. In 
local and national reports, cities were rated by a Creative 
Vitality index, based on the predominance of industries 
such as acting, architecture, fine art, directing, animation, 
dancing, design, entertainment and performance, music, 
photography, production, technology, and writing. 

The results showed a strong connection between arts 
sectors and the cities they support: “high concentrations 
of creative enterprises and workers in a geographic area 
may provide a competitive edge by elevating a communi-
ty’s quality of life, improving its ability to attract economic 
activity, and cre-ating a climate for innovation to flower.”2 
Overall, the industry is shown to help create jobs, stim-
ulate trade through cultural tourism, attract investment, 
diversify the local economy, and improve property and 
enhance value. With this in mind, the creative sector and 
“artists are often at the fore-front of revitalizing particular 
neighborhoods in cities. The arts have become a focal 
point of many cities’ economic development efforts” 
across the United States.3 During the development and 
implementation of these cultural programs, it quickly 
became apparent that the creative sector could impact 
much more than just financial income by also contributing 
 
1 Christine Harris, et al., America’s Creative Economy: A Study of Recent 
Conceptions, Definitions, and Approaches to Measurement Across the 
USA. (Oklahoma City: The Creative Economy Coalition, 2013), 7.
2 Kimberley Hodgson, et. al., “Overview: The Role of the Arts and Cul-
ture in Planning Practices.” Arts and Culture Briefing Papers. (Chicago: 
American Planning Association, 2011), 7. 
3 James Carr & Lisa Servon, “Vernacular Culture and Urban Economic 
Development: Thinking Outside the (Big) Box.” Journal of the American 
Planning Association, 75.1 (2009), 36.	

to the community’s social, physical, environmental, and 
educational welfare. The strategic collaboration between 
the arts community, local nonprofit and forprofit business-
es, and government agencies, creates a multiplier effect 
that enhances a city’s competitive edge, attracts local 
residents and visitors, forms positive bonds in the commu-
nity, develops a stronger workforce, and cultivates a sense 
of community energy and identity.

Leveraging the Creative Class for Urban  
Revitalization
To better inform and educate city planners and officials 
about creating cultural urbanizations, the nonprofit Amer-
ican Planning Association (APA) worked in collaboration 
with RMC Corporation and Rockefeller Foundation to 
develop five arts-specific briefing papers in 2011. As a 
current leader in “advocating excellence in planning, pro-
moting education and citizen empowerment, and provid-
ing…tools and support necessary,” APA aimed to demon-
strate the specific methods and collaborators needed for 
successful city-wide arts planning efforts.4  

The papers illustrate art-related strategies by providing an 
overview of the field and a framework for policy makers, 
planners, and economic/community development pro-
fessionals to utilize.5 The topics assess how the arts and 
culture industry relate to: city planning practice; catalyzing 
economic vitality; enhancing community engagement and 
participation; creating, reinforcing and enhancing com-
munity character; and strengthening culture values and 
preserving history.

Key factors for successful urbanization include:
•	 Concentrating creativity through physical density 

and human capital by placing cultural fa-cilities 
together, increasing economic development;

•	 Developing arts and cultural activities to draw in 
both locals and visitors, enhancing resi-dent and 
tourist participation; 

•	 Establishing partnerships across various economic 

4 “About APA.” American Planning Association. July, 2017. https://plan-
ning.org/aboutapa/.	
5 Kimberley Hodgson, et. al., “Overview: The Role of the Arts and Cul-
ture in Planning Practices.” Arts and Culture Briefing Papers. (Chicago: 
American Planning Association, 2011), 1.	

C R E AT I V E  S E C T O R  B A C K G R O U N D
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sectors and professionals, promoting economic 
development and creative collaboration; 

•	 Combining city planners with community partici-
pants to reinforce and support identity; 

•	 Utilizing arts and cultural programming as an educa-
tional tool geared for the community; 

•	 Understanding community context and needs to 
provide a platform that ensures the appro-priate 
community assets are revealed, enhanced, and 
maintained over time.

They also unveiled that the urbanization strategies which 
established the richest and most successful integration in-
corporated three main factors in their planning process: 1) 
physical facility/centers, such as developing art districts or 
arts incubator space; 2) people-oriented initiatives, such 
as affordable living/work spaces for artists and cooper-
ative educational training; and 3) program-based ap-
proaches aiming at a particular community issue, such as 
developing vacant property or repairing a neighborhood. 

Understanding a City’s Unique Assets & Needs
The APA also stresses that the definition of “art & cul-
ture,” as well as its role and impact, depends specifically 
on the community and locality. Each city brings a unique 
history, population, trade, natural and human resources, 
and structure, meaning that successful culture projects 
and implementations should not be simply replicated in 
other cities. Instead, the APA emphasizes the importance 
of understanding and acknowledging existing assets, 
stakeholders, and representatives. To accomplish this, 
research of a particular area and mapping community re-
sources is a crucial part of the strategic plan.6 In addition, 
this comprehension of the local identity can be further 
strengthened by also considering what a community 
wants and needs. In particular, APA recommends pursuing 
community interests in decisions, integrating arts with 
civic vision programs, and balancing inherent conflicting 
past, present, and future social values. It is “only through 
the understanding and reinforcement of its character can 
a community flourish civically and economically.”7 

6 Jeff Soule et. al.,“Community Character: How Arts and Cultural Strat-
egies Create, Reinforce, and Enhance a Sense of Place.” Arts and Culture 
Briefing Papers (Chicago: American Planning Association, 2011), 3.	
7 Kimberley Hodgson, et. al., “Overview: The Role of the Arts and Cul-
ture in Planning Practices.” Arts and Culture Briefing Papers (Chicago: 
American Planning Association, 2011), 4.	

Five Cities with Cultural Revitalizations
In an attempt to further understand and assess this 
process, we examined one small, three mid-sized and 
one large city around the United States that underwent 
(or is undergoing) a creative urbanization in the last 15 
years. The cities vary in population, location, funding, 
and cultural projects, but each researched their area 
and developed a long-term creative plan with economic 
reports assessing the outcomes. Although the approach 
for each area was distinct to the community, there were a 
few common threads across the board that aligned with 
APA’s suggestions; developing a cultural district or arts 
space incubator, creating low-income artist work/housing 
space, and utilizing programs to interact with and educate 
the community.

Cities Examined Include:
•	 Grand Rapids, MI
•	 Minneapolis, MO
•	 Nashville, TN
•	 Pittsburgh, PA
•	 Brooklyn, NY

Through the assessment of other city revitalizations, we 
can better understand how to appropriately plan for a 
MEET ON MAIN project that connects to, and has an 
impact on, the Rochester community.

“I have only been privy to cross-sector  
collaborations between the arts, technology 

and business having a positive effect.  
If there have been failures, I have never heard 

about them.”

- Audrey Russo, President and CEO,  
Pittsburgh Technology Council
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GRAND RAPIDS, MI

W H Y  G R A N D  R A P I D S ?
Of all of the cities selected, Grand Rapids, MI is the most similiar to Rochester. Both have populations near 200,000, 
with metropolitan areas of just over one million. Each has picturesque rivers (Genesee and Grand Rivers) that flow 
through downtown. They have familiar economic arcs that include early industries upon which their cities were founded 
(Rochester – the “Flour City”, and Grand Rapids – the gypsum and railroad industries), transformed their industrial iden-
tities in the 20th century, and continue to adapt as their corporate profiles evolve. Both cities are now defined by new, 
and in some cases, similar industries: healthcare, a national supermarket brand, and higher education among them. In 
addition, they also are identified by their rich arts environments and signature arts festivals – The Rochester International 
Jazz Festival and ArtPrize.

Even prior to the recession of 2008, Grand Rapids’ population was gradually decreasing and their national rankings 
dropping. However, in the past decade the city built upon revitalization efforts that had begun in the 1990’s. Entering a 
period of significant growth and economic successes, they were ranked by Forbes as #5 in economic recovery in 2014, 
and #1 in fastest-growing economy in 2017. A main catalyst for this growth was a cultural endeavor: the international-
ly known ArtPrize competition. Originally an experiment, the competition’s single venue received 80,000 visitors in its 
first year, 2009. In 2013, this annual festival increased the number of venues and attracted 225,000 attendees, and has 
now grown to a city-wide event that attracted 535,000 in 2017. Tourism exploded, doubling their downtown popula-
tion, emphasizing a need for hotels, better transportation, and event communication. Seeing the potential to grow in a 
variety of areas, the city developed Downtown Grand Rapids Inc., an organization focused on planning and placemaking 
initiatives. DGR assumed the role as the primary management entity for the city revitalization and community related 
projects. The first major project of DGR was the comprehensive city plan, GR Forward, which included placemaking and 
cultural endeavors as one of their six main goals. With their work catching the attention of the state, Grand Rapids was 
awarded funding to develop and improve their creative industries in 2017.

Additionally, we selected Grand Rapids because of four other notable aspects:
•	 A history of collaboration between public and private sectors to plan, develop, and build new venues and revital-

ization initiatives.
•	 An organization that is a national leader providing affordable housing for artists – Dwelling Place.
•	 An exceptionally comprehensive and effective public participation and communication strategy.
•	 A successful funding history for arts-related projects from corporate, foundation, and state government  

agencies.

Components of the Grand Rapids Study:
Our study of Grand Rapids included the review of two city plans, two state creative economy reports, one city assess-
ment report, one strategic communication plan, and twelve impactful organizations. Interviews were conducted with 
four principals representing Grand Action, Downtown Grand Rapids, and Dwelling Place. Visitations were made to three 
affordable housing units/buildings, the “Avenue for the Arts” and the Grand River corridor.
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R E C E N T  C I T Y  B A C K G R O U N D
From the introduction of GR Forward Downtown & River Action Plan, 2015

“In the past few years [Grand Rapids] has shown signs of renaissance abound. The city is on track to recover all of its 
pre-recession population…And Forbes recently declared the regional economy one of the fastest-growing in the U.S. 
Yet this rapid expansion is contrasted by a costly degree of deepening racial inequity. The unemployment rate exceeds 
25 and 50 percent for Hispanic and Black citizens, respectively, in our urban neighborhoods. Even in Downtown Grand 
Rapids, generally perceived as affluent, 66 percent of residents earn less than the area median income. The demography 
of metro Grand Rapids, continues to grow more racially and ethnically diverse… people of color grew from less than 9 
to more than 20 percent of the population. This diverse and growing multicultural population contributes significantly to 
the local community. But unintentional and intentional racial bias and persistent racial gaps in employment, income and 
other opportunities too often limit the ability of people of color to contribute equally to our city and region. 

An equity-driven growth model…will make Downtown Grand Rapids and West Michigan stronger by expanding op-
portunities for everyone to participate and prosper. The private sector must take the lead in generating truly equitable 
and inclusive growth. The public sector can support the movement by establishing an effective framework of civic goals, 
policies, investments, incentives, strategies and mutual accountability to guide the growth. What’s urgently necessary is 
a collaborative regional approach that recognizes our growing diversity has real potential to drive more robust econom-
ic growth, and focuses on building racial equity, increasing opportunity, and pursuing economic justice to ensure the 
metro area grows into a great place to live, learn, work and play – for everybody.”  

NATIONAL RANKINGS
Forbes Business Journal Ratings:2
2014 - Rated #5 in Economic Recovery
2015 - Rated #2 in Job Opportunities
2016 - Rated #1 in Housing Investment
2017 - Rated #1 with Fastest-Growing Economy2018 - Declared an “Emerging Downtown” 

https://www.forbes.com/sites/samanthasharf/2018/02/28/americas-fastest-growing-cities-2018/#23855a4b45dc
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GRAND RAPIDS, MI

R E C E N T  E C O N O M I C  R E P O R T S  &  C I T Y  P L A N S

MASTER          GR Forward: Downtown & River Action Plan | 2015, 31 pages of Executive Summary*	
CITY PLAN:     Initiated by Downtown Grand Rapids, City of Grand Rapids, & Grand Rapids Public Schools  

Developed by four Steering Committees, approved by Planning and City Commissions 
Funded by Dyer-Ives, Frey, GR Community, and WEGE Foundations

Summary: For 18 months, the 145 committee members interviewed 4,400 citizens and businesses in 
the community. Starting with an overall vision and assessment of where the city currently stands, the 
plan summarizes six overall city goals: 1) Restore and connect the riverway; 2) Create diverse down-
town neighborhoods; 3) Implement 21st C. mobility strategy; 4) Expand job opportunites & local econ-
omy, 5) Reinvest in space, culture & inclusive progamming, and 6) Attract and retain familes and talent 
with high quality public schools. Goal 5’s focus on arts and space includes expanding cultural events 
and programming year-round and expressing the downtown character through use of public spaces. 
Each objective has specific steps of implementation and explains how and why this could assist the city.

Implementation: Every six months since its publication, GR Forward provides community updates on 
the implementation process. As of the Q1 2018 update, each of their six goals has at least 1-2 projects 
in the process of being researched, initiated, or completed. 

Institutions Involved: Grand Rapids City Commission, Grand Rapids Planning Commission, Downtown 
Development Authority Board, Monroe North Tax Increment Financing Authority, Downtown Grand 
Rapids Inc. Board of Advisors, Downtown Grand Rapids Inc., and The City of Grand Rapids.

Planning Process: 

Planning Committees: There were three individual steering committees - Downtown, River Corridor, 
and River Restoration – with anywhere between 30-96 people per committee, each bringing various 
perspectives, backgrounds, and stakeholder interests.  

http://s3.amazonaws.com/downtowngr.org/general/FinalDraftGRFORWARD_SUMMARY.pdf?mtime=20151119111900
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NAME POSITION

Jamon Alexander West Michigan Center for Arts and Technology (WMCAT)

Mary Angelo Planning Commission; Downtown Resident James Berg Essence Restaurant Group 

Mark Breon Spectrum Health 

Brian Craig Director of the Graduate Program in Architecture at Kendall College of Art and Design 

Jessica Cruz Ferris State Center for Latino Studies

Sam Cummings CWD Real Estate

Jocelyn Dettloff Mary Free Bed; Dyer Ives Foundation Board

Steve Faber Friends of Grand Rapids Park; DGRI Alliance for Livability 

Dr. Wendy Falb DDA Board; GRPS School Board; DGRI Alliance for Livability 

Howard Hansen Monroe North TIFA Board Chair 

John Helmholdt GR Public Schools; DGRI Alliance for Livability Derrick Hollowell Heartside Neighborhood Resident

Mark Holzbach Downtown Resident

Ruth Kelly City Commissioner; Downtown Resident Ray Kisor Colliers International; DGRI Board of Advisors Chair

Kim McLaughlin Grand Rapids Chamber of Commerce

Greg McNeily Windquest Group

Nick Monoyios The Rapid; DGRI Alliance for Investment Chair

Chris Muller Grand Rapids Whitewater; DGRI Alliance for Livability

Tyler Nickerson Dyer Ives Foundation; DGRI Alliance for Livability; Downtown Resident

Jon Nunn Grand Action, DGRI Board of Advisors Evette Pittman DGRI Alliance for Vibrancy; GR Symphony

Mark Rambo Grand Valley State University; Grand Rapids Parking Commission

Steve Redmond Michigan Department of Transportation Darel Ross LINC Community Revitalization, Inc. 

Carlos Sanchez Grand Rapids Community College; DID Board

Chris Smith Network 180 Lynee Wells Williams & Works; DGRI Alliance for Livability Chair

Rick Winn Amway Hotel Group; DDA Board; DGRI Alliance for Investment

Creative          Creative State Michigan | 2016, 160 pages	
Economy           Initiated & Developed by Creative State Michigan & Data Arts 
Report:             Partially Funded by U.S. Economic Development Administration

Summary: This study explores four Michigan cities and their creative economies – including Grand 
Rapids – through quantitative and qualitative assessment. Dividing the creative industry into 12 clus-
ters, they developed regional profiles by examining the number and type of workers employed, their 
ages, and local impact.  For Grand Rapids, 53% of their economy is in design – furniture, graphic and 
interior, textile specialists, architecture, and medical devices. Main points demonstrate an increasing 
diversity of creative industries; 11,800 employed workers had an income totaling $674,060,461 (greatly 
increased), and projects such as ArtPrize are making the city a large tourist destination.

Downtown Steering Committee:

https://www.creativemany.org/research/2016-creative-state-report/
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GRAND RAPIDS, MI

City                  Destination Asset Study | 2016, 56 pages of Executive Summary*	
Assessment:    Initiated by Grand Action
                       Developed by Conventions, Sports & Leisure International 

Summary: For this city assessment, 125 individuals and 100 organizations were surveyed, in addition to  
plans such as Gr Forward, Longwoods Travel USA GR Visitors Report, and GR Parks & Recreation Strate-
gic Plan to learn more about Grand Rapids. Examining which areas could be improved upon to shape 
the city’s vision, the consulting team highlighted seven main areas of opportunities: 1) Convention 
center, hotel, and other venues; 2) Destination awareness and inclusion; 3) Transportation for visitors; 
4) Outdoor adventure opportunities; 5) Leveraging the Grand River, 6) Enhancing amateur sports; and 
7) attracting professional sports. For each category they provided specific data and charts of growth/
deficit, analysis of assets in comparison to state and federal levels, and recommendations of particular 
projects and implementation order. A summary of all sub-projects includes the costs of implementa-
tion, a 10-year timeline per project, and suggested organizations and stakeholders.
 

City Plan         GR Parks & Recreation Strategic Master Plan | 2017, 189 pages	
Subset:            Initiated & Funded: City Commission

Developed by City Commission, GR Parks & Recration, & Citizen’s Committee

Summary: An update of a 2014 plan, focusing more on Parks and Trails, this version considers the rela-
tionship and goals of the GR Forward & the Destination Asset Study. The plan details the green areas 
and water fronts that surround the city, the condition they are in, and a strategic direction to make 
improvements. The community’s opinion was heavily considered when building the four strategic goals 
and objectives within each goal. To support their mission, projects vary from specific physical changes 
to building connections across sectors. For instance, they wish to collaborate with placemaking proj-
ects such as public art programs and utilizing the spaces for cultural events and festivals.

Application: Marketing materials state that implementations have already occurred, including purchas-
ing kayaks and stand-up paddle boards, developing new studio space and senior wellness site, collabo-
rating with educational partners, and providing a free summer day camp.  

Advisory Board:
NAME POSITION

Lee Mueller Project Developer and Forestry Specialist of Davey Tree Expert

Rachel Skylis Program Manager of Friends of GR Parks; National Network of Depression Center

Daniel Vainner Associate Registrar at Grand Valley State University

Katrina Queenan (Unknown)

Ryan Waalkes Executive Director of Bridge Street House of Prayer

Tim Kelly President & CEO of Downtown Grand Rapids Inc., GR Forward Project Manager

Amanda St. Amour Senior Environmental Quality Analyst

Dan Wells Michigan Economic Development Corporation; AKT Peerless Consulting Firm 

Maranda Ward (Unknown)

Mark Augustyn Senior Lender at Mercantile Bank of Michigan

Tracy Smith Orthopedic Sports Medicine

http://grandaction.org/Downloads/ExecutiveSummary2016_12_05.pdf
https://www.grandrapidsmi.gov/Government/Departments/Parks-and-Recreation/Parks-and-Recreation-Strategic-Master-Plan
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Creative          Creative State Michigan | 2018, 10 pages	
Economy           Initiated & Developed by Creative State Michigan & Data Arts 
Report:             Funded by Creative Many Michigan, Irving S. Gilmore Foundation, The Kresge Foundation, Masco       
                           Corporation Foundation and the Michigan Council for Arts and Cultural Affairs

Summary: A annual state-wide assessment of Michigan’s arts and culture nonprofit organization’s 
economic impact based on 2015 Fiscal year data. Including 410 organizations (16% of the sector) the 
report highlights economic impact, job opportunities, tourism, community impact and educational 
support. Some highlights include a $1.25 billion direct expenditures (with performing arts spending the 
most), engaging 91,000 people with 25,144 jobs, and a total of $1.3 billion in tourism. There was a 14% 
increase in reaching school students (a total of 4.1 million) and all 410 organizations had an attendance 
of 17 million people.  

Planning Process (2016-2017): 

https://www.creativemany.org/research/2018-creative-state-report/
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GRAND RAPIDS, MI

C O N T R I B U T I N G  C U LT U R A L ,  C I T Y  &  S TAT E  O R G A N I Z AT I O N S 

ArtPrize 	
ArtPrize is an international art competition which takes place for 19 days each fall. More 
than five hundred thousand dollars in prizes are awarded, including a $200,000 public vote 
prize and another $200,000 prize awarded by a jury of art experts. In 2017, they reported 
525,000 visitors and a $33 million impact. With the increase of tourism and economic im-
pact, the city has recognized the importance of this event and created implementations to 
make it easily accessible. 

Avenue for the Arts 	
In 2003, Dwelling Place invested to change the cultural district by focusing on pedestrian 
accessibility, beautification of streetscape, and economic stability. The area has developed 
a rotating gallery for artists, a summer market for vendors and businesses, and Urban Lights 
Event and Spring for the Arts. The Avenue also supports a Learning Lab internship for busi-
nesses interested in assisting projects, developed a website for creative resources, an online 
artist directory for locals to find creative workers, and a downloadable phone app.

City Commission 	
Grand Rapids has a Commission-Manager form of government meaning the City leadership 
is made up of elected officials and the City Manager. The City Commission is a legislative 
body and its members are the community’s policy-makers. The Commission hires the Man-
ager to serve as the City’s chief administrator, though the Mayor is the official head of the 
City. They preside over city policies, initiatives, projects, and other legal matters.

Creative Many
Creative Many is a Michigan organization that develops creative people, places and econ-
omy through research, advocacy, professional practice and communications. They partner 
with a variety of private and public organizations and have a nonprofit sub-set called ‘Cre-
ative Many Michigan Action Alliance,’ which focuses on educating policy makers, media, 
and citizens on importance of arts & culture. Starting in 2012, they provide an annual assess-
ment of the states creative ecnomy and impact. 

Downtown Grand Rapids Inc.
Downtown Grand Rapids Inc. is the organization responsible for city building and place- 
management in the urban core. Established in 2013, DGRI serves as the singular manage-
ment entity for the combined operations of the Downtown Development Authority, the 
Downtown Improvement District, and the Monroe North Tax Increment Finance Authority. 
Having initiated GR Forward, they maintain quarterly updates on the city-wide projects, 
budgets, and meetings about the plan.  

Dwelling Place
This organization is dedicated to creating affordable housing in Grand Rapids. Currently 
they own over 30 properties, many of which are affordable housing for veterans, homeless, 
special needs, elderly, or below median income. In addition to having two artist housing 
properties, and several live/work spaces for artist, they revitalized the Avenue for the Arts in 
2003. 

http://www.artprize.org/
http://avenueforthearts.com/about/
https://www.grandrapidsmi.gov/Government/Departments/Office-of-the-City-Commission
https://www.creativemany.org/about/
http://downtowngr.org/announcements/2018/03/gr-fwd-update-q1-2018
http://www.dwellingplacegr.org/
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Experience Grand Rapids	
Grand Rapids Tourist group maintains an updated, engaging, and interactive media pres-
ence. Their website specifically highlights arts and cultural events including art festivals, the 
business of art, and art instruction. They created a printed/digital version up-to-date visitor’s 
guide and developed intearctive apps. They are funded through partnership and sponsor-
ship of local companies and assist with communication of GR Forward projects.

Grand Action	
This nonprofit organization of 250 representatives throughout the community was devel-
oped in 1990’s out of the “The Grand Vision Committee.” Their goal is to identify down-
town building and revitalization projects, galvanize public opinion and support, and design 
and implement funding strategies. Projects they’ve initiated included the VanAndel Arena, 
DeVos Convention Center, Meijer Theatre, and Pubic Market. In 2016, they collaborated 
with a consultant firm to summarize Grand Rapids assests. 

Grand Rapids Area Chamber of Commerce
This nonprofit organization provides solutions for its members to reduce business expenses. 
They help 2,800 businesses gain access to providers in insurance, telecommunication and 
other industries. It offers numerous programs, including networking, chamber university 
educational classes, business development programs, small business programs, and com-
munity leadership programs. 

Grand Rapids Public Schools  
Focusing on becoming a district that meets differing academic, social, emotional, and phys-
ical needs of every student, they strive for high achievement, high expectations, and prepa-
ration for the 21st Century economy. Superintendent Neal implements a non-stop quest to 
help children and remove barriers to learning, developing programs and support services 
such as The Wheel of Support, the Youth Advocate Program, the Family Support Specialist 
Program. With a motto of, “These are our students, our schools, and this is our City,” Grand 
Rapids Public Schools was one of the stakeholders in creating GR Forward. 

Michigan Film & Digital Media Office  	
Associated with Michigan Economic Development Corporation, this office is the preeminent 
place for filmmakers, digital media artists and producers, along with being home to a wide 
range of talent in the state’s creative industries. In 2017, they devoted $1.5 million to the 
Creative Chamber pilot program - charging specific communities (including Grand Rapids) 
to submit initiative proposals that will attract creative businesses, enhance creative and cul-
tural vibrancy, and attract/retain creative talent. 

Parks & Recreation Department
Within the City of Grand Rapids, this department is in charge of “Going Green,” environ-
mental sustainability, waterfront, parks, cemeteries, and other outdoor activities. Their mis-
sion is to provide their community with inspirational experiences through the collaborative 
stewardship of Grand Rapids natural, educational, and cultural resources - demonstrated 
through their 2017 Parks & Recreation Plan.   

https://www.experiencegr.com/things-to-do/summer/
http://grandaction.org/
https://www.grandrapids.org/
https://www.grps.org/
https://www.michiganbusiness.org/industries/mfdmo/
https://www.grandrapidsmi.gov/Government/Departments/Parks-and-Recreation/Parks-and-Recreation-Strategic-Master-Plan?BestBetMatch=master%20plan|d13b95b2-5146-4b00-9e3e-a80c73739a64|4f05f368-ecaa-4a93-b749-7ad6c4867c1f|en-US
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BUSINESS 
Foster Ground-Floor Businesses to Diversify Retail – 
Based on Goal 4 of GR Forward, Downtown Grand Rapids 
is building a framework for New Business Recruitment 
and Incubation Program. (IN PROGRESS)

Innovation/Entrepreneurship Investment – Supporting 
entrepreneurship at neighborhood level through invest-
ment in direct services and with the DDA and SmartZone. 
(IN PROGRESS)

Recruit Major Office Tenant – DGRI, City and Right 
Place are exploring an intentional recruitment strategy 
to attract larger businesses into the downtown area. (IN 
PROGRESS) 

HOUSING
Develop Housing Committee – Established a Housing 
Advisory Committee which met and submitted recom-
mendations to the City Commission for next step prepa-
rations. (COMPLETED)

Develop Downtown Resident Organization – Contract-
ed Byrum Fisk to facilitate identifying a purpose/structure 
for a resident organization and working with a planning 
committee for mission, vision, and goals. (IN PROGRESS)

EDUCATION
Museum Transformation – Transforming an old public 
museum into Grand Rapids Public Museum School high 
school. (COMPLETED)

Programming – Collaboration of Parks & Recreation, 
GRPS, Our Community’s Children, and other partners for 
environmental education features and programming on 
school sites. (COMPLETED)

Summer Camp – Free summer day camp for neighboor-
hood youth through the Parks & Recreation department. 
(COMPLETED)

CULTURE & ARTS
Beautify Public Plaza at Van Andel Arena – Developing 
preliminary conceptual designs to make the area more 
visually stimulating and engaging to the public, therefore 
supporting arts and businesses. (IN PROGRESS)

GRAND RAPIDS, MI

Continue Public Art Support – Based on Goal 5 of GR 
Forward, Downtown Grand Rapids is increasing the num-
ber of murals, collaborating with UICA Exit Space, and 
the GR Public Museum. (IN PROGRESS) 

Creative Chambers Pilot – State program focusing on 
initiatives that bolsters economic development and the 
creative industries by engaging the local business and cre-
ative community. Asks Grand Rapids to attract and retain 
creative talent in creative communities. (IN PROGRESS)

Develop River Park Stage Pavilion – As part of Parks & 
Recreation’s plan on programming more special events 
(such as arts, ethnic, and winter festivals), they are creat-
ing a stage pavilion for music/performance events during 
the renovation of a park area. (IN PROGRESS)

PARKS & R IVERFRONTS
Renovate Veteran’s Park – Based on Goal 5 of GR For-
ward, City of Grand Rapids completed construction on a 
park and opened it on Veterans Day. (COMPLETED)

Develop Riverfront Trail Design Guidelines – Project 
involves defining a “playbook” to guide construction of 
the proposed recreation trail on the banks. This includes 
establishing an overall character and identity for the trail 
and defining unique themes and amenities at different 
points along the trail. (IN PROGRESS)

TRANSPORTATION
Enhance Safety Down Main Areas – Increase transpor-
tation options for bikers, increase feasibility of bike share,  
add lighting and crosswalks to increase safety, and update 
Downtown streetscape guidelines. (IN PROGRESS)

Deploy Bus Shelters – Enhance public transit experience 
by creating more bus shelters before winter. (IN PROG-
RESS)

E X A M P L E S  O F  D O W N T O W N  I N I T I AT I V E S  A N D  E N D E AV O R S
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C O M M U N I C AT I N G  C I T Y  P L A N S ,  E V E N T S  &  U P D AT E S

Focus Groups
Meetings of stakeholders as a part 

of the planning process. Participants 
include residents, business owners, 
property owners, workers, institu-
tions, city officials, neighborhood 

representatives, nonprofit organiza-
tions, and other groups.

STRATEGIC COMMUNICATION PLAN 
To keep the community involved and informed of city events, plans, updates and other related activities, the City of GR devel-

oped a city-wide communication strategy in 2018. The 15-page document highlights the goals of public participation, key stake-
holders, and forms of public participation/information in community planning. Some completed initiatives include:

Public Meetings/Forums
Community based meetings that are 
topic-driven that can either be more 
informative or encourage participa-

tion. Incorporating various geo-
graphical focuses can help broaded 

the focus and encourage higher 
attendance. 

Tour Development*
Developed themed walking tours 

such as scenic Downtown, Heritage, 
Self-Guided Audio Tour, Sculpture 
& Historic Buildings, City Arts, etc. 
Helps residents and tourists learn 
more about the city and see and 

engage in changes.      

IN
 P

ER
SO

N

City Tourism Website
Categorizes events, promotes sites, 
developed a travelers package for 

Art-Prize, and offers deals like a 
3-day “Culture Pass of GR” giving 

free admission or discounted prices 
to museums, zoos, and concerts.  

Google Ads*
The city has developed Grand 

Rapids Google Ads so that it comes 
up higher on the list when searching 

related items.  

Social Media
Utilizes media pages to communi-
cate general information, topics of 

interest, city events and occurrences, 
news, project updates, and promote 

upcoming community planning 
events.  

 O
N

LI
N

E
 M

AT
ER

IA
LS

O
TH

ER
 M

ED
IA

City Plans & Reports
Downtown GR makes city plans, 

such as GR Forward, not only readily 
accessible, but also digestible. The 

website design makes it easy to 
search for specific aspects of the 
plan, who is involved, and what it 

means in English & Spanish.  

Virtual Visitors Guide*
Experience GR has developed an 

82 page, up-to-date virtual visitors 
guide that categorizes opportuni-
ties, restuarants, hotels, and actvi-
tives in the city while also allowing 
for local businesses to place ads.   

Quarterly Updates
Downtown GR not only has city 

plans available, but they also publish 
quartly announcements providing 
updates on each goal and explain 

the current stage intitiatives.

Phone Apps*
Supported by Experience GR, His-
torical Society, and Parks & Recre-

ation, a multitude of apps have been 
designed for the city. These include 
ArtPrize location, Walking Tours, Bi-
cycling Guides, Devos Performance 

Hall events, and more.  

News Media
The city uses traditional media, such 

as mLive newspaper, to provide 
stories on the initiatives, impact/end 
results, and reaction of community 

members and stakeholders.

Email Surveys
In addition to emailing stakehold-

ers about projects, they use Survey 
Monkey emails to gather public 

input and comments. This occurred 
for the planning process and will 
continue during development.  

Note: The majority of these focuses were specifically identified in the public participation strategy. Those with an * were not neces-
sarily specified in the plan, but contributed to the overall communication of city events and updates.

https://www.grandrapidsmi.gov/files/assets/public/departments/communications/files/strategic-communications-plan.pdf
https://www.grandrapidsmi.gov/files/assets/public/departments/communications/files/strategic-communications-plan.pdf
https://www.grandrapidsmi.gov/Government/City-Commission
https://www.experiencegr.com/things-to-do/tours-experiences/
https://www.experiencegr.com/
https://www.grandrapidsmi.gov/Government/Departments/Office-of-Communications
http://downtowngr.org/our-work/projects/gr-forward
https://www.experiencegr.com/emag/experiencegrandrapids2019/
http://downtowngr.org/announcements/2018/03/gr-fwd-update-q1-2018
https://www.experiencegr.com/blog/post/apps-to-make-your-visit-awesome/
https://www.mlive.com/grand-rapids-muskegon/
https://www.grandrapidsmi.gov/files/assets/public/departments/communications/files/strategic-communications-plan.pdf
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GRAND RAPIDS, MI

F U N D I N G  F O R  R E S E A R C H  &  I N I T I AT I V E S

GOVERNMENT 
•	 Community Development Block Grants
•	 Michigan Department of Natural Resources 
•	 Michigan Department of Transportation
•	 New Markets Tax Credit
•	 U.S. Department of Agriculture Regional Conser-

vation Partnership Program 
•	 U.S. Economic Development Administration
•	 U.S. Urban Waters Federal Partnership

PRIVATE SECTOR
•	 Bloomberg Philanthropies
•	 Diamond Place LLC
•	 Hello West Michigan!
•	 Jackson Entertainment LLC
•	 Michigan Economic Development Corporation
•	 Michigan Film & Digital Media Office 
•	 Partnerships with Riverfront park leaders and 

businesses
•	 The Ecosystem Initiative – Start Garden
•	 Urban Forestry Committee

LOCAL
•	 Ads in visitors guide from local businesses
•	 City Commission
•	 Downtown Development Authority
•	 Downtown Grand Rapids Inc.
•	 Dwelling Place
•	 Experience Grand Rapids
•	 Grand Action
•	 Increased Tourism
•	 Kent County
•	 Private Donors
•	 River Restoration Initiative

FOUNDATIONS
•	 Calder-Foundation
•	 Dick & Betsy DeVos Family Foundation
•	 Dyer-Ives Foundation
•	 Frey Foundation
•	 Grand Rapids Community Foundation
•	 National Science Foundation – Integrative Gradu-

ate Education and Research Traineeship Program
•	 Wege Foundation
•	 W.K. Kellog Foundation 

AFFORDABLE HOUSING 
•	 Community Development Block Grants from U.S. 

Department of Housing and Urban Development
•	 Donations/gifts to Dwelling Place
•	 Michigan State Housing Development
•	 Rental Income Assistance (from U.S. Department 

of Housing and Urban Development)
•	 Tenant Rent

D W E L L I N G  P L A C E
F U N D I N G  B R E A K D O W N  -  2 0 1 5
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A F F O R D A B L E  H O U S I N G  F O R  A R T I S T S

COMPANY HOUSING 
NAMES LOCATION OPENED HOUSING 

TYPE
# OF 

UNITS
MONTHLY 

COST
MARKET 

RATE
INCOME 
RANGE

WAITING 
PERIOD

Dwelling 
Place

Martineau
120 South 

Division Ave 
(Downtown)

2005 2 Bedroom 
Lofts 23 $664-$750 2 Bedroom 

$1045 
 

3 Bedroom 
$1,286

$16,000 - 
$24,000

6-12 
months 

Kelsey
235 South 

Division Ave 
(Downtown)

2007 3 Bedroom 
Lofts 12 $741-$800 $16,000 - 

$24,000
3-6 

months 

Application Requirements – Pre-Application, Artist 
Qualification Form, and non-refundable $25 deposit per 
adult.

Kelsey Apartments – These historical buildings are with-
in walking distance to downtown businesses and boast 
affordable live/work spaces for artists in an art-focused 
community. Apartments feature open floor plans, some 
spiral staircases, hardwood floors, energy efficient ap-
pliances and an intercom entry. Rent includes water and 
in-home washer and dryer.

Martineau Apartments – Located within walking dis-
tance of downtown, and designed with the artist in mind, 
these are affordable live/work spaces at Avenue for the 
Arts. They offer open floor plans, central air, intercom 
entry, and a community sound room for musicians. Many 
also have utility sinks for artist supplies. Rent includes 
water, washer and dryer, and parking (for extra fee).

News and Reactions to Affordable Housing – 
“Four affordable housing strategies Grand Rapids is tack-
ling first” - Grand Rapid News, 2018

The city has planned to stop the increase of rental 
properties and housing as Grand Rapids is improv-
ing economically and making it impossible for people 
in the “missing middle.” To approach this, the city has  
developed four main goals: 1. Change the pilot fees for 
housing developers to pay for the Affordable Housing 
Fund; 2. Change in zoning incentives to guide new con-
struction; 3. Create an equitable development policy; 4. 
Create a city policy to guide future property purchases.

“For better (or worse): 10 development projects that are 
changing the face of Grand Rapids” - Rapid Growth, 2016 

Article highlighting 10 mixed-use housing projects that 
are helping increase the downtown living and revital-
ization. Some places are high-cost, luxurious establish- 
ments while others are taking over abandoned buildings. 
Dwelling Place is pointed out as having a huge positive 
impact on their inclusion of affordable housing in S. Divi-
sion Corridor and the Avenue for the Arts.

http://www.dwellingplacegr.org/property/kelsey-apartments
http://www.dwellingplacegr.org/property/martineau-apartments
https://www.mlive.com/news/grand-rapids/index.ssf/2018/01/4_affordable_housing_strategie.html
https://www.mlive.com/news/grand-rapids/index.ssf/2018/01/4_affordable_housing_strategie.html
http://www.rapidgrowthmedia.com/features/012116GRDevelopment2016.aspx
http://www.rapidgrowthmedia.com/features/012116GRDevelopment2016.aspx


MEET ON MAIN PHASE TWO REPORT20

MEET ON MAIN

GRAND RAPIDS, MI

P L A N S  &  I N I T I AT I V E  T I M E L I N E PRIOR TO 2012 
City Plans:
2002 - City of Grand Rapids Master 
Plan 
2005 - Heritage Hill Master Plan 
2010 - Transformation Plan
2010 - Sustainability Plan 
2012 - Green Grand Rapids

GRP Growth from 2010-2015: 30.9% - Forbes 

2014 - #5 in Economic Recovery

2015 

2012 2013 2014 2015

Creative Industry:
10,097 Jobs

$556,901,798 in Wages

Creative Industry:
11,800 Jobs

$674,060,461 in Wages

Downtown Grand Rapids 
Inc. Founded

Tourists & Residents 
struggle to find hotels 

and housing

ArtPrize:
225,000 Visitors

$12.7 Million Impact

 GR Forward: Downtown & River Action Plan Research

F O R B E S  R AT I N G S
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PRIOR TO 2012 
Buildings & Resources:

1996 - Van Andel Arena

2003 - Cook-Devos Center

2004 - Art Museum 

2004 - Devos Convention Center

2005 - Avenue for the Arts

2005 - 2007 - Artist Housing

2009 - Van Andel Research Institue 

2013 - Downtown Market

#2 in Job Opp. 2016 - #1 in Housing 2017 - #1 in Economic Growth 2018 - Emerging City

2016 2017 2018

ArtPrize:
430,000 Visitors

ArtPrize:
500,000 Visitors

$23 Million Impact

ArtPrize:
525,000 Visitors

$33 Million Impact

Creative Chamber 
Award $ to Attract 

Creative Communities

Asset Study 
Published

 Parks & Rec. Strategic Master 
Plan Research

Plan  
Published

Plan  
Published
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MEETINGS & LOCATIONS VIS ITED 
The site visit to Grand Rapids was conducted on October 15 and 16, 2018 by Jim Doser. Meetings were held with:

Sites visited included the offices of The Frey Foundation, Grand Rapids Downtown, Dwelling Place, Avenue for the Arts 
(including three artist housing properties owned by Dwelling Place) and self-guided walking tours of the downtown 
corridor (Pearl Street and adjoining streets) and the River Corridor area.

OVERVIEW
There are a number of relevant parallels between Grand Rapids and Rochester’s background, activities, and revitaliza-
tion efforts. They both have a history of multiple agencies and initiatives that often work in isolation; substantial corpo-
rate and philanthropic support, particularly in the 20th century; focus on a riverfront as an area of economic and com-
munity growth; supporting large festivals for driving tourism and engagement, ArtPrize in Grand Rapids and Rochester 
International Jazz Festival.  

There are also a number of differences between the two cities. The economic and creative sector assets are dissimilar 
- both excellent, but with different focuses. Our higher education resources in Rochester and associated skilled work-
forces are significantly more robust than in Grand Rapids. However, Grand Rapids continues to boast substantial phil-
anthropic support by large corporations, whereas Rochester’s economic ecosystem is becoming increasingly diverse. 
Similiarly, Rochester’s arts scene is quite varied, whereas Grand Rapids has a strong focus in design & visual arts. 

The community leaders with whom I met represented a very interesting mix of political, generational, and demograph-
ic sectors. Nunn and Frey are of the older generation of Grand Rapids leaders, solidly representing the private sector, 
large corporations, the highest levels of philanthropy. Nunn served in the Gerald R. Ford White House; Frey is a Trust-
ee of the Gerald R. Ford Presidential Museum; both are on a first-name basis with the largest philanthropists in Grand 
Rapids, including the DeVos family. Nunn and Frey represent the very best of an age of civic-minded corporate philan-
thropists (George Eastman comes to mind), dedicating a great deal of their lives and resources in the service of building 
a robust Grand Rapids community. Their love and pride of the city has been matched by their accomplishments and 
impact through the nonprofit Grand Action.  

Downtown Grand Rapids, the single management entity that oversees current city initiatives, provides a different per-
spective. Initiated in 2013, the 501c3 is contracted by the city and run by president Tim Kelly, who manages an office 
staff of young millennials that represent a more contemporary and inclusive concept of community interaction. Their role 
in managing a large number of planning and private initiatives, events, agencies, and planning efforts is complex and 
inclusive. They seem to be extremely efficient, acutely aware of both the politics of government and corporate infra-
structure, while maintaining a remarkable level of engagement at the community and neighborhood level. 

Jenn Schaub and the nonprofit Dwelling Place are truly connected to street-level problems and their solutions. Since the 
1980’s they have focused on affordable housing, community building through the arts, and enabling poor and homeless 
citizens the opportunities and support to be included in all of their services and programs. In 2003, they specifically 
 

N A R R AT I V E  R E P O R T:  S I T E  V I S I T  T O  G R A N D  R A P I D S ,  M I C H I G A N

Jon Nunn:  
Past Executive Director, Grand Action
Special Projects Advisor for Michigan Governor’s Office

David Frey: 
Past President and Chairman, Union Bank and Trust 
Past Co-Chair, Grand Action 
Trustee, The Frey Foundation 
Trustee, Gerald R. Ford Foundation

Tim Kelly:  
President and CEO, Downtown Grand Rapids 
Project Manager, Grand Rapids Forward

Jenn Schaub:
Director of Community Building and Engagement, 
Dwelling Place
Professional Artist

http://grandaction.org/Committee.html
https://www.ubt.com/
http://freyfdn.org/
https://geraldrfordfoundation.org/centennial/oralhistory/david-frey/
http://downtowngr.org/announcements/2018/02/downtown-grand-rapids-inc-names-president-ceo-appoints-new-chair-and-board-members
http://downtowngr.org/our-work/projects/gr-forward
http://www.dwellingplacegr.org/staff-directory
http://www.dwellingplacegr.org/staff-directory
http://womenslifestyle.com/jenn-schaub-a-voice-behind-the-avenue/
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KEY CATEGORIES
1. Partnerships, Planning & Implementation
Grand Rapids revitalization projects began in the 1990’s 
with a series of economic studies and initiatives. Central 
to this work was a comprehensive economic feasibility 
study which determined that Grand Rapids must expand 
its competitive resources with a convention center, an 
arena for large events, and a minor league sports facility. 
It is important to note that the arts, though later becom-
ing one of the main initiatives, was not an original goal of 
their work.

Nunn and Frey stated “these initiatives just begged for 
private sector leadership,” and Grand Action took the 
reins. A corporate and philanthropic organization that also 
developed in the 1990’s, it became the leader in econom-
ic revitalization of Grand Rapids. Nunn and Frey empha-
sized – repeatedly – that this private leadership, and the 
private sector’s significant funding, is the reason that the 
revitalization was effective. According to them, private 
leadership forced the public leaders to be at the table. 
This functional arrangement was highly tilted towards 
private development and implementation, with govern-
mental support of providing the environment and infra- 

structure for business (and thereby community goals)
to flourish. This model existed successfully for several 
years, and led the Grand Rapids resurgence.

As the city evolved and new initiatives were launched, it 
became clear to both the private and public leadership 
that a single management entity was needed. It was es-
sential that all of the projects were guided by one authori-
ty, allowing for efficient decision-making that was relative-
ly free of political pressure from the various sectors. The 
resulting organization founded in 2013, Downtown Grand 
Rapids, serves that purpose, interacting with government, 
public and private entities. It is a 501c3, but connected 
and integrated with city government. They are not city 
employees, though the mayor sits on two of the boards 
within its scope. They do not officially report to the city, 
but the City Commission approves the budget.  

The transition from a privately-led initiative to a single en-
tity management model that integrates public and private 
entities has been successful for the Grand Rapids revital-
ization process. It led to a cohesive, guiding city plan in 
2015 which acknowledges all prior reports, focuses, and 
contributing stakeholders.

focused on revitalizing the cultural district - The Avenue for the Arts. The visits with Jenn Schaub and tour of the Avenue 
for the Arts affordable housing units were quite inspirational and humbling.  

Remarkably, despite the clear differences in political, social, generational and economic beliefs and priorities, the 
meetings with these three groups clarified some key factors to Grand Rapids recent success. Even with their differences, 
these individuals and organizations have designed processes to work together, if not always in the literal sense, under 
the umbrella of community vision and planning.  

After assessing Grand Rapids city plans, impactful organizations, revitalization efforts, and economic assess-
ments, five key categories were identified. These areas can be used to inform us as we work on the Meet On 
Main initiative in Rochester. They include: 

Entrepreneurial 
Training & Professional 

Development

Community  
Participation

Communication  
Strategies

Partnerships, 
 Planning &  

Implementation

Affordable 
 Housing Models for 

Artists
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2. Community Participation 
Believing that community input and communication was 
crucial to improving the city, Grand Rapids has placed 
significant emphasis on public interaction. For their city 
plan GR Forward, Downtown Grand Rapids conducted 
a national search to find a consultant that would help 
to develop a public participation strategy. They chose 
Interface Studios, who assisted them in creating an inten-
tional community engagement process. Central to that 
strategy was to go where people were, rather than asking 
people to come to them. They gave 200 presentations 
in an 18-month period, going into every single neighbor-
hood, scheduled a mix of traditional large-scale meetings, 
produced their own events, and attended and tabled at 
other community events, even setting up listening events 
in area bars. The City Planning Department assisted and 
participated in implementing these strategies and togeth-
er they gathered over 4,400 comments from community 
members and stakeholders.

This same deliberate effort to solicit public participation 
and transparency has been paramount to the success of 
Grand Rapids from the early days of Grand Action. These 
efforts restored the trust between the public, the business 
community, and the government.  

An important component of the public participation strat-
egy is frequent and in-depth reporting on initiative and 
planning progress. To accomplish this, they provide quar-
terly online progress reports of projects, initiatives, and 
large-scale accountability studies. Their Destination Assets 
Study and others like it, can be viewed ‘in process report 
cards’ that help move the initiatives to the next level and 
become a very public method of accountability.  

Grand Rapids agreed that this intentional public participa-
tion strategy requires time, energy, commitment, transpar-
ency, and money, but it has been key to their success.

3. Communication Strategies 
Grand Action was a 501c3 organized and led by the 
private sector, particularly the leaders of the city’s largest 
corporations. They used no public funds in its operations, 
but conducted all of its operations in a very open and 

transparent way, following and exceeding all guidelines 
and requirements, as if it were a government entity. By 
doing so, Grand Action set the stage for a consistent 
priority for the next several decades and continuing to 
this day: operations guided by private sector efficiency, an 
exceptional level of transparency, and a comprehensive 
public participation strategy. 

All of the stakeholders that I interviewed – from city 
elders to current management to community activists – 
echoed a similar theme: community participation in vision 
development, ownership of process, and a core princi-
ple of inclusiveness were essential to the success of the 
projects. This was made possible through a transparent 
and effective communication process, later detailed in 
the city’s 2018 Strategic Communication Plan. This value 
system and operations commitment is present in all orga-
nizations and leaders with whom I spoke. Outlined in the 
Communication Plan, they utilize a rich portfolio of tools, 
including a customer-friendly website, clear progress 
reports in English & Spanish, apps to guide residents and 
visitors to city events, and the development of personal 
relationships from the board room to the street. 

4. Affordable Housing Models for Artists
The mission statement of Dwelling Place shows a goal to 
“improve the lives of people by creating quality afford-
able housing, providing essential support services and 
serving as a catalyst for neighborhood revitalization.”  

This concept is clearly realized in their work in Grand Rap-
ids, especially so in their Avenue for the Arts. The model 
of the Avenue for the Arts is not one that we would rep-
licate for Meet On Main due to differences in our down-
town areas. However, there are components of their live/
work space concept that could be relevant to us.   

South Division Street is just two blocks from the Pearl 
Street area of activity in downtown. Dwelling Place owns 
multiple apartment buildings and store fronts on the 
street, which also contains several homeless shelters, food 
kitchens, small businesses of all kinds, and vacant store 
fronts. It has, by all accounts, substantially improved due 
to the amazing work that Dwelling Place accomplished. 
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That being said, it remains an area with visible challenges. 
However, I do not want to understate how impressive the 
residences, sense of community, and functional live/work 
spaces are. For example, store fronts have been convert-
ed into housing/gallery models for artists that enable a 
renewed sense of place.

Overall, strategies that characterize the Avenue for the 
Arts improvement and focuses include: 

•	 Hosting an ‘Art Downtown’ project that converts 
vacant store fronts to host pop-up artist shows, effec-
tively bringing in other residents to challenging neigh-
borhoods to view quality art and interact with artists; 

•	 Creating a model of community participation in 
art-making, rather than providing art as a passive 
experience. They developed multiple programs for 
artists and community members to make art together, 
creating an environment of collaborative art and place 
making, and community pride and ownership of these 
programs;

•	 Providing live/work spaces for artists that follow a 
similar model – abandoned store fronts converted 
into spaces that may house a gallery, informal music 
venue, art store, community art instruction space, or 
various other small businesses, with a micro-apart-
ment in the back – as small as 350 sq. ft. These spaces 
range from very developed gallery spaces to very 
informal art/music event spaces;

•	 Designing the live/work spaces – with affordable rents 
often below market value – to allow artists to launch a 
creative-sector business with an economic safety net. 
This environment, which a provides a ‘safe’ way to 
fail, is paramount to the success of the artist and the 
Avenue for the Arts concept; 

•	 Encouraging artists to provide stability to the neigh-
borhood, become part of the community, and create 
businesses that bring other city and suburban resi-
dents to a previously ‘off-limits’ area;

•	 ‘Walking the line’ in providing artist-specific housing 
without being in violation of housing discrimination 

    laws. Strategies for providing affordable housing,    
    while staying in compliance with housing laws,  
    include:

•	 Creating and marketing units that are “designed 
with the artist in mind” 

•	 ‘Encourages’ artists, but does not discriminate 
•	 Lets all prospective renters know exactly what it 

means to live next to an artist (store hours and   
traffic, music rehearsal, frequent guests, etc.)

•	 Consulting with national organizations was important 
in designing, building, and maintaining affordable 
housing projects as part of the arts-embedded envi-
ronment.

5. Entrepreneurial Training for Artists & Professional 
Development
Central to the success of the Avenue for the Arts is entre-
preneurship training for the artists. Programs include:  

•	 Direct support for the artists, including formal busi-
ness classes, offered in modules, sequences, and 
intensive 8-week sessions;

•	 Additional 3 week marketing module;

•	 Monthly meet ups from all the artists in the program. 
Topics are wide-ranging, but all with practical applica-
tions, e.g., ‘How to price your artwork’, ‘Tax consider-
ations for artists’. 

Dwelling Place has both collaborated with higher educa-
tion (Grand Valley State University) and developed their 
own curriculum, heavily involving interns that they train 
and supervise. An important component of their commu-
nity-building program has been to offer training (entre-
preneurship) and art education to the public in the South 
Division Street neighborhood. 

Jenn Schaub stated that if she could rewind time, she 
would design their entrepreneurship programs using an 
incubator approach – rather than just classes, workshops 
and events – to be more focused on the specific needs of 
individual artists, businesses, and projects.
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GRAND RAPIDS, MI

K E Y  TA K E A W AY S  F R O M  T H E  G R A N D  R A P I D S  R E S E A R C H  &  V I S I T

Planning and Implementation Structure:
•	 A clear leadership structure should be articulated, agreed upon, and supported by 

major stakeholders from the private, public and neighborhood sectors.
•	 A single entity management agency should have the resources and authority to 

connect multiple agencies, initiatives, and projects.
#1

Community Participation:
•	 A robust, inclusive, and genuine public participation strategy must be systemically 

supported and implemented.
•	 Though time, energy, and resource intensive, this is an essential core value that will 

lead to successful initiatives.
#2

Communication Strategy:
•	 Transparency must be expected and delivered in all activities.
•	 Accountability measures must be clear and communicated to stakeholders in the 

community.
•	 A clear, simple, customer-friendly, and diverse portfolio of communication  

tools must be consistently employed and maintained for both community members 
and visitors.

#3

Affordable Housing Models for Artists:
•	 Affordable housing and live/work spaces must be designed to fully integrate artists 

into the target areas and neighborhoods.
•	 Live/work spaces should be designed as one part of a ecosystem to support  

successful artist business ventures in the community.
#4

Entrepreneurship Training & Professional Development:
•	 Strategic entrepreneurship resources and training are required to support the  

artists and their business ventures within the target area.
•	 Developing these resources in collaboration with educational partners and focusing 

on the incubator model increases the effectiveness of these programs.
#5

http://Planning and Implementation 
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W H Y  M I N N E A P O L I S ?

Besides the obvious similarity – winter weather – both Minneapolis and Rochester are mid-sized cities (though Minneap-
olis is larger) with exceptional arts organizations, programming, and creative sector assets. However, Rochester aspires 
to do something that Minneapolis has already succeeded at: punch above its weight class. Minneapolis scores very high 
in national rankings in creative categories, the arts, and quality of life measurements, just behind the major arts cities in 
North America. In many ways, Minneapolis has developed a vibrant, unique, creative, and fun city that rivals its larger 
counterparts. And just for the record – it is colder than Rochester!

A key reason for choosing Minneapolis for this report is the comprehensive approach that it takes towards the support 
and inclusion of the arts in economic and community sectors. The Minneapolis City government (as well as its sister city, 
St. Paul) embraces a broad vision of the arts that includes the professional and amateur as being driving forces for its 
economy, as well as an essential component in the lives of its residents. Its commitment to creative sector planning is 
robust and influential, producing reports such as the Minneapolis Creative Index and the Creative City Road Map. From 
the outside, it appears that there is a systemic belief that the creative sector, especially the arts, is a magnet for compa-
nies and their employees and, equally as important, a connector between sectors, neighborhoods, and people.

Similar to Grand Rapids, Minneapolis has implemented and invested in public participation, utilizing this input in its 
planning.  Decision makers are guided by core principles for public engagement. They have made equitable distribution 
of arts resources and activities a priority. Its traditional arts organizations (like Hennepin Theatre Trust) have become 
champions of community engagement and have provided staff, resources, and creativity to engage residents in mean-
ingful and participatory activities. It celebrates arts from its local professionals and its local amateurs, effectively brand-
ing itself as a “community” of the arts.

Minneapolis is also the home of Artspace, the largest and most established organization that develops and maintains 
affordable housing for artists in North America. The region provides multiple opportunities for artists to access entrepre-
neurship training and professional resources. 

The inclusive, innovative, intentional and successful focus on the arts in the design and resurgance of Minneapolis’ 
makes it an exceptionally relevant city for our study.

Components of the Minneapolis Study:
Our study of Minneapolis included the review of three city plans (two of which are specifically for the creative sector), 
two creative economy reports, two city assessments, and seventeen impactful organizations. Interviews were conduct-
ed with six principals representing Springboard for the Arts, Bolton & Menk, Inc. Urban Planning, Artspace, Hennepin 
Theatre Trust, City of Minneapolis’s Arts, Culture and the Creative Economy Office, and Minnesota Citizens for the Arts. 
Sites visited included the offices of Hennepin Theatre Trust, Artspace, Midtown Global Market, Minneapolis City Coor-
dinator, Minnesota Citizens for the Arts, meetings in various restaurants, and a self-guided walking tour of the Hennepin 
Theatre District of downtown Minneapolis. 

MINNEAPOLIS, MN
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MINNEAPOLIS, MN

C I T Y  B A C K G R O U N D
From the Introduction of The Minneapolis Creative City Road Map

“The City of Minneapolis is the largest and most dynamic center of arts, culture and creative activity in the Upper 
Midwest. It is a national rising star of innovation, commerce and creative capital, excelling in music, theater, publishing, 
advertising, design and the visual arts. World-class artists, performance venues, festivals, museums, publishing houses 
and arts education centers complement strong neighborhood-centered cultural organizations and activities, creating 
a distinct, vibrant milieu of artists, for-profit enterprises, nonprofit organizations and community-based groups. It is 
evident that local community support for these activities is strong, with charitable giving and audience attendance rates 
three times above the national average.

For a mid sized middle-America city, Minneapolis’ high per capita ratio for cultural vitality places us in a competitive 
position among many of the nation’s larger cities. Our Creative Vitality Index (CVI) score places us sixth among the coun-
try’s most populous metropolitan areas, allowing Minneapolis to compete in a cultural arena with cities such as Washing-
ton, D.C., New York, Los Angeles and Boston. This is a remarkable achievement.

Beginning in 1974 with the development of the Minneapolis Arts Commission (MAC) and continuing in 1993 with Cul-
ture Talks, City government has been a key player in the local creative ecosystem, providing solutions to creative sector 
gaps in collaboration with the community, such as developing arts spaces and supporting arts districts and public infra-
structure. Past cultural plans for the City of Minneapolis have outlined visions for clear, efficient and orderly creative sec-
tor development in 10-year increments – the standard timeline for municipal plans. These efforts have helped strength-
en the foundation of the local creative ecosystem. Artspace is an example of an early initiative of the Minneapolis Arts 
Commission that came out of a need for affordable living and work spaces for artists. Most recently, the 2005 Minneap-
olis Plan for Arts and Culture led the way to strengthen the City’s public art policies and procedures and created a new 
leadership position within City government, supporting creative economy research, economics, programs and policies.
Even though Minneapolis boasts a strong mainstream creative economy with a high per capita income, we are also 
living in a city with some of the most pronounced racial, economic and educational disparities in the country. Income, 
employment, education and housing data all demonstrate significant racial disparities in the Twin Cities region.”  

 

1 Trust for Public Land’s ParkScore ® Index, 2013
2 Minneapolis Creative Index, 2013 
3 How Boston and Other American Cities Support and Sustain the Arts, 2015
4  U.S. News & World Report, 2017

NATIONAL RANKINGS:
2013 - #1 Park System
2013 - 3x National Average in Charitable  Giving and Attendance for the Arts

2015 - #2 Live Theaters per Capita
2017 - #2 in Education
2017 - #2 Quality of Life

1

2

3

4

https://parkscore.tpl.org/rankings.php#sm.00001nesr3c7isfm2tzgsnen86w30
http://www.minneapolismn.gov/www/groups/public/@clerk/documents/webcontent/wcms1p-103117.pdf
http://www.minneapolismn.gov/www/groups/public/@clerk/documents/webcontent/wcms1p-103117.pdf
https://www.tbf.org/-/media/tbforg/files/reports/arts-report_jan-7-2016.pdf?la=en
https://www.usnews.com/news/best-states/minnesota
https://www.usnews.com/news/best-states/minnesota
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R E C E N T  E C O N O M I C  R E P O R T S  &  C I T Y  P L A N S

City                Corridors of Opportunity: Connecting People, Places & Prosperity | 2014, 37 pages	
Assessment:   Initiated by Metropolitan Council Regional Planning Organization 

Summary: For this plan, the Council’s mission was to foster an efficient and economic growth for 
the metropolitan region. To accomplish this, Council members from 16 districts came to discuss the 
transportation system of the Twin Cities. The focus was accelerate twin-cities regional transit system 
with the $5 million grant from HUD Sustainable Communities grant and $13 million from Living Cities 
Integration Initiative. The COO had suggested five main projects types: 1) Community engagement; 2) 
Corridor-wide planning and development strategies; 3) Advancing local implementation in transit cor-
ridors; 4) Central cooridor demonstration projects, and 5) Research, technical studies and policy tools. 
Within these categories, they suggest specific projects to fund, identified as existing or new, co-leaders 
for said projects, and objectives.

Creative          The Minneapolis Creative Index | 2015, 17 pages*	
Economic        Initiated by Arts, Culture and the Creative Economy (ACCE) 
Report              Developed by Metris Arts Consulting and Arts, Culture and the Creative Economy

Summary: This report summarizes Minneapolis’s creative economy, ranking the findings against other 
U.S. cities. Minneapolis/St. Paul ranks #6 as a creatively vital metropolitan region in the nation. The 
Creative Vitality Index (CVI) is a tool that measures annual changes in the economic health of highly 
creative industries using information about organizational revenue, jobs, and other measures from 
creative businesses and nonprofits. In this report, ACCE used creative industry sales, nonprofit reve-
nues, and information on creative workers, including their gender and racial/ethnic demographics, to 
paint a picture of the creative economy. The report also details the demographics of creative workers.
The ACCE continues to issue annual data updates and biannual reports. Some specific results are: $4.5 
billion in creative sales, median hourly wage for creative workers is $20.79, creative jobs make up 4.8% 
in Minneapolis, and since 2005 the number of creative jobs has grown 10.4%.

Institutions Involved: Western States Arts Federation, City’s Community Planning and Economic De-
velopment department, Minnesota Compass, and Minnesota Citizens for the Arts. 

https://metrocouncil.org/Communities/Projects/Corridors-of-Opportunity/Corridors-of-Opportunity-Final-Report.aspx
https://metrisarts.com/wp-content/uploads/2016/06/MPLS_CI_2015.pdf
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City                 A Hub of Economic Activity and Innovation | 2015, 4 pages	
Assessment:   Initiated by City Coordinator Office, Community Planning and Economic Development, Public Works     
                           Department, City of St. Paul, Minnesota DEED, Hennepin Community Works, Latino Economic  
                           Development Center, McKnight Foundation and Metropolitan Economic Development Association. 

Summary: This report is a conversation of strategies of the City and regional partners that led to 
economic success. The brief assessment addresses what currently is and isn’t working in the City to 
understand how to further develop its economic viability. They found that relationships between City 
and Hennepin County departments are strained because their respective interdependence is not 
acknowledged when both parties try to work together. They acknowledge that there is no master plan 
connecting land use and economic development and that there are numerous initiatives and plans 
which can be streamlined. This report emphasizes the City’s desire to: 1) Creat City-County economic 
development mission; 2) Support efforts of reducing disparities and unemployment; 3) Participate in 
defining what economic success looks like; and 4) Move the Corridors of Opportunity initiative from 
planning stage to implementation stage. 

Creative          The Minneapolis Creative City Road Map | 2017, 43 pages*	
City                 Initiated by City of Minneapolis & Arts, Culture and Creative Economy (ACCE)
Plan:                  Funded by One Minneapolis Fund & the McKnight Foundation

Summary: The Road Map is comprised of ACCE research from One Minneapolis, Minneapolis Plan for 
Arts and Culture (2005), and Meet Minneapolis. The plan was developed by the Road Map Planning 
staff, Road Map Planning Consultants, Participating Organizations’ Focus Groups, and Artist Engage-
ment Teams. Guided by One Minneapolis’s commitment to racial equity, the Road Map works on all 
fronts to include diverse perspectives in the planning process. They used surveys, open houses, and 
artist engagment teams in the community that interacted with events, community initiatives, interviews, 
and social media interactions. They developed four vision points: 1) Amplify the local; 2) Arts and cul-
ture connect people across differences; 3) Creative workers have the resources and opportunities they 
need to thrive, and 4) Arts and culture are part of community development. The Road Map establishes 
priority objectives for these vision points that include points of contact with the public sector, nonprof-
its, for-profits, and philanthropic initiatives. With each point, they describe the goals, potential stake-
holders and implementation process.  

MINNEAPOLIS, MN

Implementation Strategy:

http://www.ci.minneapolis.mn.us/www/groups/public/@citycoordinator/documents/webcontent/wcms1p-141238.pdf
http://www.minneapolismn.gov/www/groups/public/@citycoordinator/documents/webcontent/wcmsp-187883.pdf
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NAME POSITION

Aisha Gomez  Aide to Councilmember Cano, Ward 9  

Alondra Cano  Minneapolis City Councilmember, Ward 9

Arleta Little Program Officer, McKnight Foundation

Ashley Fairbanks Minneapolis Arts Commission

Becky Franklin Minneapolis Arts Commission Chair; Managing Director, Weavers Guild of Minnesota

Ben Shardlow Director of Public Realm Initiatives, Minneapolis Downtown Council & Downtown Improvement District

Ben Somogyi Aide to Councilmember Bender, Ward 10

Calvin Keasling Minneapolis Arts Commission Vice Chair; Arts Content Lead, Minneapolis Public Schools Arts

David Rubedor Director, Neighborhood and Community Relations

Elizabeth Glidden Minneapolis City Councilmember, Ward 8

Erik Takeshita Twin Cities LISC

Ger Yang Aide to Councilmember Yang, Ward 5

Ginger Cannon Planner, Minneapolis Park and Recreation Board

Jay Stroebel Former Deputy City Coordinator

Jeff  Johnson Director, Minneapolis Convention Center

Jennifer White Aide to Council President Johnson, Ward 4

John Stiles Chief of Staff, Mayor’s Office

Kevin Reich Minneapolis City Councilmember, Ward 1

Kjersti Monson Director, Long Range Planning Division, Community Planning and Economic Development (CPED)

Kristin Guild Business Development Manager, CPED Economic Policy and Development

Lacy Shelby Principal Urban Designer, CPED Long Range Planning

Lisa Tabor Founder & President, Culture Brokers LLC & Foundation

Marcela Sotela Aide to Councilmember Warsame, Ward 6

Mary Altman Public Art Administrator, CPED Long Range Planning

Noel Raymond Minneapolis Arts Commission, Co-Artistic Director, Pillsbury House + Theatre

Nuria Rivera-Vandermyde Deputy City Coordinator

Renee Cheng Associate Dean, College of Design, University of Minnesota

Sara Lopez Aide to Councilmember Glidden, Ward 8

Sean Broom Aide to Councilmember Yang, Ward 5

Sheila Smith Executive Director, Minnesota Citizens for the Arts

Tom Borrup Principal, Creative Community Builders

The Steering Committee:
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Creative          Creative Minnesota: The Impact of Minnesota’s Arts, Creative Works and NonProfits         
Economic        Arts and Culture Organizations  | 2017, 4 pages	
Report:            Developed by Creative Minnesota      
                           Funded by Minnesota Citizens for the Arts, The McKnight Foundation, Minnesota State Arts Board, 
                           Forum of Regional Arts Council of Minnesota, Target, Jerome Foundation, Mardag Foundation, 
                           Springboard for the Arts, and Bush Foundation  
                        

Summary: Creative Minnesota is the second biennial report intended to fill the gaps in available infor-
mation about Minnesota’s cultural field and to improve understanding of its importance to the quality 
of life and economy. This project is a long-term endeavor to collect and report data on the creative 
sector every two years for analysis, education and advocacy. Significant findings include: 1) Total eco-
nomic impact of nonprofit organizations and audience spending is $1.4 billion; 2) Resident household 
income generated by nonprofit arts and culture organization is $1.1 billion; and 3) Full time artists are 
most likely to have no retirement plan. In addition, they found that the most urgent needs for artists 
include a space to work, connecting to the communities, developing wider audiences, learning more 
skills, and earning higher income.

 

Creative          5-Year Outlook 2017-2021 Art in Public Places | 2018, 16 pages	
City                 Initiated and Developed by City of Minneapolis Department of Community Planning and Economic 
Plan:                  Development Long Range Planning Division 

Summary: This plan was developed to identify potential projects to be funded by the City’s percent 
for Art Ordinance. The Division conducts research, oversees public art initiatives, models public realm 
and urban design principles, guides development, manages historic preservation studies, and partners 
on projects to implement adopted plans. The 5-year outlook has four main goals: 1) Be strategic and 
identify opportunities for Art in Public Places that support the City’s overall goals; 2) Increase stability 
and identify other sources of funding; 3) Increase fiscal predictability and develop long term budgetary 
timelines; and 4) Be adaptable, responsive to changes in the Capital Improvement Program and adjust 
to new opportunities, the capacity of partners, and emerging artists.

MINNEAPOLIS, MN

https://www.creativemn.org/wp-content/uploads/2017/03/Kick_MCA_2017Report_PDF_for_web_031017.pdf
http://www.minneapolismn.gov/www/groups/public/@cped/documents/webcontent/wcms1p-148996.pdf
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Institutions Involved: Minneapolis Park and Recreation Board, Minneapolis Arts Commission, and 
Minneapolis Public Works, Property Services.

MASTER         Minneapolis 2040 Comprehensive Plan | 2019, 481 pages	
CITY                Initiated and Developed by City of Minneapolis Department of Community Planning and Economic 
PLAN:               Development Long Range Planning Division 

Summary: Currently a draft of the 20-year Comprehensive Plan, this report guides equitable growth 
for the city. The plan covers topics such as housing, job access, land use, transportation, economic 
competitiveness, environmental systems, public health, heritage preservation, parks and open space, 
public services, technology, and arts and culture. Through May-December of 2016 they invited the 
community and public to engage on big question topics through open houses, meetings, tweets, dig-
ital workshops, and artist designed engagement. These were guided by the city’s “Core Principles for 
Community Engagement” to create a meaningful and relevant dialogue. With these comments, they 
developed over 96 goals that tackle multiple topics with specific action steps. These were all placed 
into an implementation timeline, focusing on short and long-term approaches and funding. To continue 
with the public engagement, the plan was then turned into an interactive and engaging website. Each 
section layout is in tabs, topics link to specific and related goals, images of the city are used, and  fur-
ther community engagement is encouraged. In Fall 2018, the draft was then revised, with the notations 
clearly provided so viewers can see the edits. The PDF version of the document also comes in two 
other languages to allow all community members a chance to be engaged.

The Planning Process:

Community Engagement Guidelines:

https://minneapolis2040.com/overview/
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MINNEAPOLIS, MN

C O N T R I B U T I N G  C U LT U R A L ,  C I T Y  &  S TAT E  O R G A N I Z AT I O N S 

Arts, Culture, and Creative Economy
As The Creative Road Map’s driving force, ACCE develops arts, culture, and creative indus-
try policies around economic development and programs for the City of Minneapolis. Other 
projects of theirs include Creative City Challenge and The Minneapolis Creative Index.

Artspace	
Creates, fosters, and preserves affordable and sustainable space for artists and arts organi-
zations. Starting in 1979, they were a local nonprofit organization which has since expanded 
to assist 20 states in the U.S. on developing work-live space and programs. 

Community Planning & Economic Development Department
Their vision is to be a driving force for innovation, collaboration and sustainability by pro-
viding thoughtful design and access to the tools and resources needed for all Minneapolis 
residents and businesses to prosper. They helped to produce the City’s Creative Economy 
Index Report and both work to develop a vital arts community within Minneapolis.

                                             Hennepin Community Works
This organization has partnered with cities and agencies, businesses, neighborhood organi-
zations, and county residents since 1994 to build long-term values of communities, create 
great places, and make quality investments in redevelopment, transportation, public works 
infrastructure, parks, trails and the environment. Helped develop Hub of Economic Activity.

Housing and Urban Development Sustainable Communities
Their Sustainable Communities Regional Planning Grants supports metropolitan and 
multi-jurisdictional planning efforts that integrate housing, land use, support economic and 
workforce development, transportation, and infrastructure investments. This grant has fund-
ed COO regional transit development projects.

Jerome Foundation
Created by artist and philanthropist Jerome Hill, this foundation seeks to contribute to a 
dynamic and evolving culture by supporting the creation, development, and production of 
new works by early career/emerging artists. They give grants to early career artists and non-
profit arts organizations in Minnesota and the five boroughs of New York City.

Mardag Foundation
Established in 1969, the Mardag Foundation gifts grants to nonprofit organizations that 
improve the quality of life in Minnesota for children, seniors and other at-risk populations, 
and for programs in education and arts. They contributed to Creative Minnesota Economic 
Report.

Minneapolis Arts Commission
Governed by Chapter 36 of the City Charter and Code of Ordinances and the Arts Commis-
sion’s Bylaws, the Commission works to strengthen that arts and enrich Minneapolis’s cultur-
al life. The Commission is also charged with advising the city council on arts related matters. 

http://www.minneapolismn.gov/coordinator/arts/acce
https://www.artspace.org/history
http://www.minneapolismn.gov/cped/index.htm
http://www.minneapolismn.gov/cped/index.htm
https://www.hennepin.us/your-government/projects-initiatives/community-works
https://www.hud.gov/sites/documents/2012OSHCACCOMPRPT.PDF
https://www.jeromefdn.org/
https://www.mardag.org/
https://www.mardag.org/
https://www.mardag.org/
https://www.mardag.org/
https://www.mardag.org/
http://www.ci.minneapolis.mn.us/dca/mac/index.htm
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Minneapolis Foundation
The Minneapolis Foundation has offered wise investment strategies, unmatched expertise 
about community issues, and first-class donor services for the Minneapolis Creative City 
Road Map. Stakeholders of the foundation participated in the Road Map’s focus groups.

Minneapolis Park & Recreation Board
This board has helped the city’s Art in Public Places initiative to navigate city regulations 
and use city resources to promote their project. The Park and Recreation Board is also 
involved in collecting artistic contributions to the city that are reflected in economic reports 
like Creative Minnesota and The Minneapolis Creative Index.

McKnight Foundation
Dedicated to the improving the quality of life throughout Minnesota, this foundation’s work 
is important to identifying the impact of artistic endeavors’ on quality-of-life. The foundation 
is also a great source of funding for projects like the Minneapolis Creative City Road Map, 
Creative Minnesota, and ArtSpace housing developments for artists.

Metropolitan Council Regional Planning Organization
Council serves as the federally-designated Metropolitan Planning Organization (MPO) for 
the Twin Cities. Federal funding for transportation projects and programs are channeled 
through the MPO planning process. Supported The Corridors of Opportunity in 2014.

Minnesota Citizens for the Arts	
This organization advocates to the Minnesota State Legislature and Congress the impor-
tance of opportunities for all citizens to have access to and involvement in the arts. This 
organization is the primary developer of Creative Minneapolis Plan.

Minnesota State Arts Board
Since the early 1900’s, this nonprofit’s overarching vision is that arts should be interwoven 
into the community as its essential for a vibrant society. To assist in this goal, the State Arts 
Board awards funding to arts organizations and initiatives based on accountability, public 
involvement, demographic fairness, sutainability and flexibility. 

Neighborhood & Community Relations Department
This department provides citizens information to participate and influence community deci-
sions. They connect the City and the community through cultural engagement and access, 
enterprise support, and neighborhood support. This department was an informational 
resource to the Creative Road Map and Minneapolis Creative Index.

One Minneapolis Fund
This fund is designed to support diverse leadership and community engagement in the City 
of Minneapolis. It is facilitated by the Minneapolis Neighborhood and Community Engage-
ment Commission and is funded by the General Fund of the City of Minneapolis Budget.

Springboard for the Arts
An economic and community development organization for and by artists, their mission is to 
cultivate vibrant communities by connecting artists with the skills, information, and services 
they need to make a living and a life. They collaborated in creating Creative Minnesota Plan.

https://www.minneapolisfoundation.org/
https://www.minneapolisparks.org/
https://www.mcknight.org/
https://metrocouncil.org/Transportation/Planning-2/Transportation-Planning-Process/Metropolitan-Planning-Organization-(MPO).aspx
http://artsmn.org/
http://www.arts.state.mn.us/
http://www.minneapolismn.gov/ncr/
http://www.minneapolismn.gov/ncr/boards/ncec/WCMS1P-121027
https://springboardforthearts.org/
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BUSINESS 
Local Business Focus – The Penn Avenue Communi-
ty Works is prioritizing creating access to jobs through 
boosting local businesses. (IN PROGRESS)

Foster Commercial Development – Increase retail and 
entertainment opportunities in North Minneapolis by 
providing technical assistance, reduce commercial rent in 
spaces, and support incubators. (IN PROGRESS)

Business Expansion – Promote and support business 
creation, innovation, entrepreneurship, and expansion. 
Connect entrepreneurs, particularly minorities, to resourc-
es, market information, and talent. (IN PROGRESS)

HOUSING
Affordable Live/Work Spaces for Artists – Ensure that 
artists and creative practitioners have access to affordable 
living and work spaces in Minneapolis. (COMPLETE)

Affordable Housing for Families – Built 42 affordable 
homes for working families in Midtown Greenway. (COM-
PLETE)

Develop Minneapolis Homes REHAB – A City intiative 
focusing on  acquiring vacant residential properties and 
competitively marketing the properties to responsible 
developers for rehabilitation. (IN PROGRESS)

EDUCATION
Support Creative Training – Commit resources for artists 
and creative practitioners for programming, training and 
creative skill building. (IN PROGRESS)

Artist Support & Education – Springboard for the Arts is 
providing documents, internships, resources, and career 
consultants to support artists in business and career-relat-
ed endeavors. (COMPLETE)

Job Training & Internships – Secure funding for job 
training, support paid internships, and train residents for 
county career opportunities. (IN PROGRESS)

CULTURE & ARTS
Amplify the Local – Promote the creativity of the cultural 
and geographic richness of each neighborhood on a local 
and national level. (IN PROGRESS)

Connect Across Stakeholders – Build connections and 
partnerships among artists, private sector and govern-
ment so that the arts can thrive. (IN PROGRESS)

Artistic Construction/Redevelopment – Pair local artists 
to assist in reconstruction projects for Nicollet Mall, pe-
destrian bridges, street and sidewalk paving projects, and 
City of Minneapolis Office Building. (IN PROGRESS)

Research & Promote Arts – Use research to highlight 
strength and diversity of local artists, creative entrepre-
neurs, and arts and cultural organizations in the vibrant 
downtown area and the city’s diverse neighborhoods and 
corridors. (IN PROGRESS)

PLACEMAKING 
Initiate Minnesota Compass Initiative – A social indica-
tors project where policymakers, businesses, community 
leaders, and citizens can track trends in the City’s edu-
cation, economy, housing, health, and public safety. (IN 
PROGRESS)

Foster Neighborhood Connections – Help connect local 
public health, safety, racial equity and economic vitality 
with creative placemaking. (IN PROGRESS)

Create Public Assembling Spaces – Partner with Public 
Works, Minneapolis Recreation Board, and local artists 
to  assist in placemaking on the bikeway trail to create a 
platform where community members are comfortable to 
assemble. (IN PROGRESS)

TRANSPORTATION
Initiate ”Living Cities Integration” – A regional tran-
sit change effort, it includes leaders in select cities who 
intentionally apply collective impact, public sector innova-
tion, capital innovation and real-time sharing of learning. 
(IN PROGRESS)

Launch“Minnesota Go” Vision – The Minnesota DOT 
launched a process to better align the transportation sys-
tem with what Minnesotans expect for their quality of life, 
economy and natural environment. (IN PROGRESS) 

Biking & Walking Transit – Continue planning and devel-
opment of walkable, bikeable places for light rail transit 
and new businesses along the paths - assisted by Henne-
pin County Community Works. (IN PROGRESS)

E X A M P L E S  O F  D O W N T O W N  I N I T I AT I V E S  A N D  E N D E AV O R S
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C O M M U N I C AT I N G  C I T Y  P L A N S ,  E V E N T S  &  U P D AT E S

Public Meetings 
Public city meetings are heard on a 
regular basis for a variety of topics. 
The clear, color-coded website not 
only shows all scheduled meetings, 
but also provides easy to see icons 
that demonstrates accessibility to 

the public.

Community Workshops 
Occuring during each phase of the 

Minneapolis 2040 plan, these events 
were easily accesible, provide food, 
include family friendly activities, and 
artist-designed engagment to hear 

feedback from the community.

Neighborhoods 2020
This opportunity further develops 
and improves Minneapolis’ neigh-

borhood engagement structure. The 
work groups are by the people, for 
the people. They provide weekly 

public updates on their focuses and 
progress.  

IN
 P

ER
SO

N

City Tourism Website
Meet Minneapolis provides a color-
ful, engaging, and up to date site 
that shows current activities and 
opportunities in the city. Events, 

neighborhoods, transportation (with 
construction alerts), and “things to 

do” are categorized based on topic.  

Interactive Map of  
Improvement Projects

Maps projects that impact and 
improve city infrastructure - street 
paving and resurfacing, sidewalk, 
bridge, traffic control & lighting, 

bikeway & pedestrian walkway, sew-
ers & water infrastructure, and more.

Hennepin Downtown
This website encompasses proj-
ect info, timelines, partners, and 

resources related to the Hennepin 
Downtown project. The website al-
lows visitors to find answers and ask 
questions about the cultural district’s 

development. 
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Minneapolis 2040 Plan
 Still a draft, the Minneapolis 2040 is  
an interactive website. Each section 

is divided up into tabs, provides 
content descriptions, photos, and 

details all 96 goals. It even shows re-
vision of the plans. The pdf version, 

however, doesn’t work.

Community Engagement Goals
In 2002, the Mayor and City Council 
adopted a set of citywide goals and 
expectations, updated in 2014, that 

articulate the City’s commitment 
to community engagement. This 

includes a 3-track work plan.

Development Tracker
Focusing on uniting the public and 
private, this organization website 
tracks development projects. The 

website is new and modern, aimed 
for engaging the community. How-
ever, they have not updated since 

summer 2018. 

Phone Apps 
A multitude of phone applications 
about Minneapolis are available 
to be installed for free or a small 
fee. Apps focus on local events, 
city walks, travel guides, parking 

options, and a transit tracker.

Minnesota Public Radio
This news medium is very active in 
describing updates, articles, and 
thought pieces on Minneapolis 

plans, funding, and a few projects.

Email Updates
Community members can sign up 

for Minneapolis City email updates 
to inform them of activities and 

projects that are occurring.

Sample of Online Presentation of Policies on Minneapolis 2040:

https://lims.minneapolismn.gov/calendar/all/upcoming
https://minneapolis2040.com/planning-process/
http://www.ci.minneapolis.mn.us/ncr/2020
https://www.minneapolis.org/
http://cityoflakes.maps.arcgis.com/apps/MapSeries/index.html?appid=8dd7c24b19cc42ecb87bf763654ca3f5
http://cityoflakes.maps.arcgis.com/apps/MapSeries/index.html?appid=8dd7c24b19cc42ecb87bf763654ca3f5
https://www.hennepindowntown.com/
https://minneapolis2040.com/
http://www.ci.minneapolis.mn.us/ncr/ncr_community-engagement
http://www.tdtmpls.com/
https://www.mpr.org/
http://www.ci.minneapolis.mn.us/subscriptions/sign-up
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F U N D I N G  F O R  R E S E A R C H  &  I N I T I AT I V E S

GOVERNMENT 
•	 Capital Project Funds
•	 City of Minneapolis Enterprise Funds
•	 City of Minneapolis General Fund
•	 Community Planning and Economic Development 

Department
•	 Minneapolis Park and Recreation Board
•	 Minnesota Department of Transportation
•	 Minnesota Department of Employment and  

Economic Development
•	 Minnesota State Arts Board
•	 National Endowment of the Arts
•	 Neighborhood and Community Relations  

Departments
•	 Public Works Department

PRIVATE SECTOR
•	 ITR group
•	 Minneapolis Convention Center
•	 Olympus Corporation of the Americas
•	 West Bank Business Association

LOCAL & STATE ORGANIZATIONS
•	 Forum of Regional Arts Councils of Minnesota
•	 Latino Economic Development Center
•	 Metropolitan Airports Commission 
•	 Minneapolis College of Art & Design
•	 Minneapolis Public Schools
•	 Springboard for the Arts
•	 University of Minnesota & other  

higher education institutions

FOUNDATIONS
•	 Airport Foundation
•	 Bush Foundation
•	 Cossack Foundation
•	 Ford Foundation
•	 Jerome Foundation
•	 Mardag Foundation
•	 McKnight Foundation
•	 Minneapolis Foundation
•	 Target Foundation

AFFORDABLE HOUSING 
•	 Artspace
•	 City Community Planning & Economic  

Development
•	 Dominium
•	 Minneapolis Public Housing Authority
•	 Minnesota Housing
•	 United Properties
•	 U.S. Department of Housing and Urban  

Development

MINNEAPOLIS, MN

C O M M U N I T Y  F E E D B A C K  I N  
C R E AT I V E  M I N N E S O TA
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A F F O R D A B L E  H O U S I N G  F O R  A R T I S T S

COMPANY HOUSING 
NAMES LOCATION OPENED HOUSING 

TYPE
# OF 

UNITS
MONTHLY 

COST
MARKET 

RATE INCOME WAITING 
PERIOD

Artspace

Hasting 
River Lofts

121 Tyler 
Street Hast-

ings
2017 Live/Work 

Mixed 37 AMI  
calculated

Studio to 
2 Bed-
room

$1,014 - 
1,690

No more  
than 40% 
of the rent

Waitlist 
Unknown 

Franklin 
Arts Center

1001 King-
wood Street 

Brainerd
2008 Live/Work 

Mixed 25 AMI  
calculated

No more  
than 40% 
of the rent

N/A

Dominium A-Mill  
Artist Lofts

315 SE Main 
Street 2015

Apartment 
& studio/

work space
251 $978 for 

studio

Min: 2x 
rent/ Max: 

$39,660

3 month 
wait

Artspace: Renovating vacant locations, most of these 
live/work spaces have around $8-12 million put into the 
properties, funded by both public and private sources. 
Spaces vary in size and have access to different public 
and work spaces. They decide monthly rental costs 
using the Area Median Income (AMI). 

Application: Rental Application, Sworn Income Verifica-
tion Statement, Resident Selection Acknowledgement 
or Full-Time Student Worksheet.

A-Mill Artist Lofts: A-Mill Lofts have an abundance of 
work spaces to use for residents including an art gal-
lery, rehearsal center, dance studio, paint studio, yogo 
studio, clay-pottery studio, and photography studio. 
Dominium accepts Department of Housing Section 8 
vouchers from renters if it covers the entire rent. Their 
developments are primarily funded by bank loans and 
corporate giving and are only required to remain “af-
fordable housing” for a set amount of years.  

Application: Essay Questions, Resume, Artwork Sam-
ples, and Interview.

News and Reactions to Affordable Housing – 
“Are Minneapolis and St. Paul Gentrifying?”- Institute on 
Metropolitan Opportunity, University of Minnesota, 2016

Analysis of twelve key economic and demographic 
indicators shows little or no evidence of gentrification in 
any Minneapolis or St. Paul neighborhoods. This work 
examines a range of characteristics associated with gen-
trification, including income, poverty, racial transition, 
displacement, home ownership, house values, rents, 
vacancies and affordability of the housing stock.

“Rise of White-Segregated Subsidized Housing” - Institute  
Metropolitan Opportunity, University of Minnesota, 2016

Highlights that affordable housing in areas of predomi-
nant color bring in colored residents. Those now being 
built in “white areas” are known to be more attractive 
and expensive to build, bringing in white tenants. This 
intensifies segregation even further.

A handful of other reports over the past few years have 
been created by the Univeristy of Minnesota’s Law School 
and can be accessed in their Housing and Planning web-
site.

https://www.artspace.org/hastings
https://www.artspace.org/hastings
https://www.artspace.org/franklin
https://www.artspace.org/franklin
https://www.a-millartistlofts.com/
https://www.a-millartistlofts.com/
https://www.artspace.org/
https://www.a-millartistlofts.com/
https://www.law.umn.edu/institute-metropolitan-opportunity/housing-and-planning
https://www.law.umn.edu/institute-metropolitan-opportunity/housing-and-planning
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P L A N S  &  I N I T I AT I V E  T I M E L I N E
PRIOR TO 2013 

City Plans:
2005 - Minneapolis Plan for Arts & Culture 
2008 - Affordable Artist Housing
2011 - Corridors of Opportunity for transit 
2011 - NEA funds Hennepin Theater Trust   
to redevelop Cultural District 
2012 - Minneapolis for a Lifetime

2015 - #6 in CVI

2013 2014 2015

Made Here launched 
by Hennepin The-

atre Trust

Dominium Artist 
Lofts open

Thrive MSP 2040
adopted by Metropolitan 

Council

N AT I O N A L  R AT I N G S

MINNEAPOLIS, MN

2015 -#2 Theaters per

2013 - 3x National Arts Donations

2013 - #1 Park System

Creative Minneapolis:
$4.5 billion in creative 

sales 

Artspace wins $120,000 each year from

City assessment of  
Corridors of  
Opportunity 

Hub of Economic  
Vitality Assessment

Creative CityMaking - Research & Draft Developed

Intermedia Arts 
awarded grant
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PRIOR TO 2013 
Buildings & Resources:

1953 - McKnight Foundation Created 

1974 - Minneapolis Arts founded

1979 - Artspace Founded

1995 - 1st Artspace Live/Work developed

2008 - Artspace Franklin Center created

2008 - “Legacy” Amendment for 25 years

2012 - Arts, Culture & the Creative  

Economy Program

2018 - #2 Quality of Life

2016 2017 2018

Springboard for the Arts 
adopts a 5-year strategic 

framework

Hennepin’s 2011 
renovated New Centry 

Theatre closes

Artspace Hasting 
River Lofts open

Creative Minnesota:
Nonprofit orgs. spend  

$1.4 billion

Minneapolis Creative City Road 
Map Research 

2017 - #2 in EducationCapita

2017 - #4 in Affordable Getaways2016 -#4 State in Business 

Minneapolis 2040 - Research & Draft Developed

McKnight Foundation

Plan 
Published 

5 Year Outlook of Art in 
Public Places Research

Plan 
Published 

Completion of 
“WeDo” Cultural 

District 
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MEETINGS & LOCATIONS VIS ITED 
The site visit to Minneapolis was conducted on November 26 - 28, 2018 by Jim Doser. Meetings were held with:

Sites visited included the offices of Hennepin Theatre Trust, Artspace, Midtown Global Market, Minneapolis City Coor-
dinator, Minnesota Citizens for the Arts, meetings in various restaurants, and a self-guided walking tour of the Hennepin 
Theatre District of downtown Minneapolis.

OVERVIEW
Minneapolis and its Twin City partner, St. Paul, share with Rochester a high concentration of world-class arts organiza-
tions, diverse artist communities, excellent universities and colleges, a talented workforce, appreciation for their parks 
and natural surroundings, and rich local stories that define their historical significance.

Where Nashville has intentionally cultivated a downtown arts scene that leverages the economic engine of its Music City 
brand and music industry corporate presence for its successes, Minneapolis has cultivated a Creative City environment 
that embraces placemaking, community engagement, diverse arts activities and organizations, quality of life amenities, 
and a commitment to ‘leveraging the local’ for its ascendance. This is reflected in many recent national rankings - #1 
Park System, 3X the National Average of Charitable Giving and Attendance for the Arts, #2 Live Theaters per Capita, #2 
Education, and #2 Quality of Life.1

The creative arts have a seat at the table along with government and private institutions in Minneapolis. The arts serve 
a triple role: an economic generator, a contributor to a vibrant downtown environment that attracts companies and 
workers, and an enricher of the lives of its residents through placemaking and neighborhood-embedded arts activities. 
Celebrating, supporting, promoting and leveraging their local creative assets has led to a vibrancy that serves as the 
connective tissue between residents, visitors, businesses, and government.  

The arts leaders at the city and state levels take a detailed and serious approach to measuring the economic impact of 
the creative sector. Their investment in acquiring, analyzing and communicating these numbers is a tactic to advocate 
for the support of the arts and other creative sectors in economic terms, while also stressing its intrinsic and social bene-
fits.

As in all cities, Minneapolis experiences tension between various sectors: private and public organizations, large and 
small businesses, neighborhoods and developers, residents, and tourists. However, the city government takes an active, 
often proactive, approach to leading initiatives, solving problems, and uniting these sectors through a focus on collab-
orative action. This is found in the structure of the government, partnerships between entities, and a default position 
that a civic perspective must permeate their work. From the city’s own Office of Arts, Culture and the Creative Economy 
in City Hall, to the diverse programming of the Hennepin Theatre Trust, Minneapolis has developed a complementary 
ecosystem that supports their Creative City concept. 

____________
1 Minneapolis Parks & Recreation Board Website

Jun-Li Wang
Community Development Program Director
Springboard for the Arts

Haila Maze
Senior Urban Planner, Bolton & Menk, Inc.

Wendi Holmes; Teri Deaver
Senior Vice President; Vice President, Artspace

Joan Vordorbruggen
Director of Placemaking and Public Art
Hennepin Theatre Trust

Gülgün Kayim
Director, Arts, Culture and the Creative Economy
Office of the City Coordinator, City of Minneapolis

Sheila Smith
Director, Minnesota Citizens for the Arts

N A R R AT I V E  S I T E  V I S I T S  T O  M I N N E A P O L I S ,  M I N N E S O TA

https://www.minneapolisparks.org/about_us/news/1_park_system_in_the_nation/ 
https://springboardforthearts.org/about-us/staff/
https://springboardforthearts.org/
https://www.bolton-menk.com/realpeople/Haila-Maze
https://www.artspace.org/staff
https://www.artspace.org/what-we-do
http://joanvorderbruggen.com/
https://hennepintheatretrust.org/
http://www.creativeminneapolis.org/the-road-map-team/staff-team/
http://www.minneapolismn.gov/coordinator/arts/index.htm
http://artsmn.org/team/sheila-smith/
http://artsmn.org/


MEET ON MAIN

43MEET ON MAIN PHASE TWO REPORT

Entrepreneurial 
Training & Professional 

Development

Community  
Participation

Communication  
Strategies

Partnerships, 
 Planning &  

Implementation

Affordable 
 Housing Models for 

Artists

KEY CATEGORIES
#1. Partnerships, Planning and Implementation 
Our Minneapolis colleagues have the same challenges 
in creating collaborations across disparate sectors in the 
community much like other cities. Yet, they have consis-
tently formed effective and sustainable partnerships. The 
common thread, among those I interviewed, is that they 
have developed expertise in defining and framing the 
value of the arts to other sectors in relevant, clear, and 
meaningful ways .

Jun-Li Wang, from Springboard for the Arts, emphasized 
the importance of creating networks across these sectors 
to build recognition, encourage and guide participation, 
and secure capital for arts engagement initiatives. She 
also notes – very directly – the problems that the arts 
sector has interacting with the government and business 
sectors: “The perception, and sometimes the reality, is 
that working with artists is like herding cats. Most in the 
business and government sectors are risk-averse and see 
artists as disruptive and causing distractions. We must – 
and to a great extent have – convince them of the value of 
including artists in economic development strategies.” 

Wang points out several tactics that have proven suc-
cessful. First, provide direct arts services to other sectors. 
For example, show how an artist can provide support 
and perspective, design activities, and facilitate effective 
conversations as a member of projects and committees. 
Artists can encourage engagement using the arts, acti-
vate events and meetings, and lead brainstorming ses-
sions. Springboard for the Arts often contacts business 
and government leaders with specific proposals for using 
artists in new and ongoing projects. This raises the profile 
of the arts as important catalysts in business and develop-
ment activities, creating strong relationships, and mining 
receptive partners for future work. This practice also helps 
Springboard to “connect the artists with the money,” 
providing revenue sources and career opportunities for 
community artists.

Wang and Gülgün Kayim (Director of the Minneapolis 
Department of Arts, Culture and Creative Economy) both 
point out that most foundations and politicians do not 
understand how to measure and quantify the value of the 
arts. It is essential to articulate these benefits in terms that 
are relevant to prospective partners. For this reason, 

Minneapolis is also home to Artspace – the leader in developing and managing affordable housing for artists in Ameri-
ca. Fully acknowledging that artists struggle to find affordable housing and work spaces, Minneapolis has shown com-
munities around the country how to provide solutions to this problem since the 1980’s.

In addition, several documents produced by agencies in Minneapolis – particularly the Creative City Road Map and 
Minneapolis Creative Index – may serve as important resources and templates for the work in Rochester. 

After assessing Minneapolis city plans, impactful organizations, revitalization efforts, and economic assessments, 
five key categories were identified. These areas can be used to inform us as we work on the Meet On Main initia-
tive in Rochester. They include: 

https://springboardforthearts.org/
http://www.minneapolismn.gov/www/groups/public/@citycoordinator/documents/webcontent/wcmsp-187883.pdf
https://metrisarts.com/wp-content/uploads/2016/06/MPLS_CI_2015.pdf
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Kayim’s office has spent considerable time and resources 
to acquire data and produce documents that accurately 
and objectively articulate the economic value of the arts, 
most recently in these two documents: The Minneapolis 
Creative Index (2015) and The Minneapolis Creative City 
Road Map. Kayim believes that many of the frequently 
cited economic reports, such as the Americans for the 
Arts Economic Prosperity Reports are not effective for this 
purpose, as they are clearly advocacy tools that shape 
data for that purpose. Rather, though “not perfect”, they 
focus on the Creative Vitality Index for economic data that 
is more relevant to the business and government sectors.

Sheila Smith, Executive Director of Minnesota Citizens 
for the Arts and Chair of the Creative Minnesota Project, 
is the unofficial ‘Dean’ of advocacy, research, and data 
collection. She has effectively led – for several decades 
– this same approach to data-informed partnerships and 
relationships at the state government level.

In addition, Wang encourages coordination between arts 
organizations and government committees, community 
outreach initiatives, and funding organizations to capi-
talize on the ability of the arts to frame their work. The 
arts – as we know – have the ability to ‘tell stories’ in 
engaging ways and garner positive news coverage. These 
interactions can provide positive press opportunities for 
politicians and foundations, and once again, build rela-
tionships.

One of the most effective channels at building impact-
ful partnerships has been the grassroots work of Joan 
Vordorbruggen, Director of Placemaking and Public Art 
at Hennepin Theatre Trust. Creating and implement-
ing placemaking activities has developed partnerships 
between neighborhoods – including the most disenfran-
chised residents – and city departments and business 
partners. One example of this work is the summer ‘pop-
up’ series “5 to 10 on Hennepin,” which features free 
community events that include concerts, games for youths 
and adults, community and human resource fairs, street 
performers, and free refreshments. One event, produced 
at the intersection with the highest level of violence in the 
city, has been so successful that the city police depart-
ment has not only asked for it to continue, but to repli-
cate it throughout the city. From the 5 to 10 on Hennepin 
website: “This project is just one of the ways the (Hen-
nenpin) Trust is bringing vitality and positive change to 
downtown — and tapping into the potential of our great 
city through the arts.”

The through-line of effective, diverse, and sustainable 
partnerships in Minneapolis has been the skill to articulate 
and demonstrate the value of the arts in the language(s) 
that diverse stakeholders understand, support, and are 
inspired by.
 
#2. Community Participation
The City of Minneapolis has committed to actions that 
develop hyper-local relationships and connections. As 
such, they have adopted these Guidelines for Community 
Engagement:

The most impactful initiative that brought residents to 
the planning process, restored and built trust between un-
der-served and under-represented communities and the 
government, and turned ‘no’ into ‘yes’ was the implemen-
tation of “artist engagement teams.” Piloted with two 
teams of artists, then expanded to five teams, they were 
charged with developing ways to connect and engage 
with communities outside of the regular processes (public 
meetings, surveys). Artists were free to design activities 
that solicited input from residents, with the only require-
ments being that activities were friendly, conversational, 
creative, and inclusive. Activities included community art 
participation activities where neighborhoods created art 
that responds to prompts about what they would like to 
see in their neighborhood and their city. This slide show 
includes pictures from some of these activities.

An important public participation activity included the 
implementation of “Data Jams,” guided activities where 
community members, organized in small groups, were 
asked to analyze information collected through the vari-
ous traditional and non-traditional feedback activities, and 
use this data to develop plans for the city.

These public activities all require resources, beginning 
with pilot projects funded from the private sector, a 250K 
grant from Artsplace, and continuing support from the 
Kresge Foundation (1M) and the city (1M). 

https://metrisarts.com/wp-content/uploads/2016/06/MPLS_CI_2015.pdf
https://metrisarts.com/wp-content/uploads/2016/06/MPLS_CI_2015.pdf
http://www.minneapolismn.gov/www/groups/public/@citycoordinator/documents/webcontent/wcmsp-187883.pdf
http://www.minneapolismn.gov/www/groups/public/@citycoordinator/documents/webcontent/wcmsp-187883.pdf
https://www.americansforthearts.org/by-program/reports-and-data/research-studies-publications/arts-economic-prosperity-5
https://www.americansforthearts.org/by-program/reports-and-data/research-studies-publications/arts-economic-prosperity-5
https://cvsuite.org/
https://hennepintheatretrust.org/5-to-10-on-hennepin/
http://www.creativeminneapolis.org/the-road-map-team/artist-engagement-team/
http://www.creativeminneapolis.org
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The commitment to public participation is meaningful and 
impactful in Minneapolis.  It is present in many of the pro-
cesses, programs, activities, and interactions throughout 
and between public and private sectors, and is in large 
part, led by the Minneapolis Department of Arts, Culture 
and Creative Economy and the Hennepin Theatre Trust. 

The Creative City Road Map Implementation Plan summa-
rizes many of the core values of their work:

#3. Communication Strategies 
As noted in the previous section, Minneapolis embeds an 
expectation of effective internal communications within its 
community.  

Its external communications, directed towards visitors 
and prospective new businesses and residents, are easily 
accessible, comprehensive, and convincing. The Meet 
Minneapolis website provides an effective summary of its 
brand, assets, and opportunities for visitors: 

Meet the biggest underestimated place in the 
north. A dramatic riverfront skyline, three profes-
sional sports stadiums within 1.3 miles, so much 
art you’re literally surrounded by it and a theater 

on almost every corner. A culture committed to 
perfecting the craft of the brew, the best park 
system in the nation, and a foodie paradise where 
you can get Nordic cuisine for breakfast, Ethiopian 
for lunch and this thing called a “Jucy Lucy” for 
dinner – and oh yeah, cocktails on a Ferris wheel.  
A place to bring your dancing shoes and party at 
festivals all year round, enjoy four gorgeous sea-
sons surrounded by 13 lakes, the Mississippi River 
and a waterfall, and meet friendly locals who can’t 
wait to show you why they love living here.

Several of my hosts commented that the greatest com-
munication challenge that Minneapolis faces is to pro-
vide a comprehensive, curated, current, one-stop online 
resource for all events in the city. This – as we all know – is 
not a simple challenge, because of the staff and dedicat-
ed time required to curate such a resource. There is not 
one agency in Minneapolis that has successfully assumed, 
or is funded to, maintain this important communications 
tool.

#4. Entrepreneurial Training and Professional Develop-
ment
The leading entrepreneurship training resource for artists 
in the Twin Cities area is Springboard for the Arts. This is a 
large organization, with two locations and a robust collec-
tion of services and resources available to artists. 

This includes limited professional development events 
for artists such as workshops and training sessions. They 
are more focused on being facilitators to bring people 
together and providing free and accessible materials to 
support their work, like curricula and resources. They do 
not often present courses or workshop series, but rather 
provide a portfolio of resources for artists to direct their 
own work and learning.

In many ways, Springboard for the Arts functions as a 
clearing house to provide career services (e.g., consulta-
tions with professionals, grants and funding information, 
job opportunities, health and wellness resources, access 
to professional services, housing information, etc.). Net-
working and partnership building are core to their mis-
sion, an excerpt of which is below:

Springboard for the Arts is an economic and 
community development organization for artists 
and by artists. Our work is about building stronger 
communities, neighborhoods, and economies, 
and we believe that artists are an important 

PLAN
#1. Prioritize the plan - In order to ensure an effective 
plan, we invite leadership in organizations, the City and 
individuals across Minneapolis to prioritize the Road 
Map goals and objectives to make them live in their 
own work.

SCAN
#2. Scan the environment, connect with each other, 
learn and develop new partnerships - New resources 
in the form of new relationships and partnerships will 
be needed to implement the plan goals. Our gretest 
barrier to success will be taking a business-as-usual 
attitude to achieving plan goals.

#3. Communicate with each other - As we move for-
ward in implementing the Road Map, we need to tell 
and hear the stories of our successes, share our strug-
gles and work to identify new opportunities so that the 
players in the creative sector can celebrate each other 
and continue to identify new areas for growth.

DO
#4. Activate the plan - Leadership in organizations big 
and small must seek ways to cultivate and activate the 
Road Map goals over the next 10 years. And repeat...

https://www.minneapolis.org/
https://www.minneapolis.org/
https://springboardforthearts.org/
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leverage point in that work. Springboard for the 
Arts’ mission is to cultivate vibrant communities by 
connecting artists with the skills, information, and 
services they need to make a living and a life.

They, like the Arts and Business Council in Nashville, 
provide a Fiscal Sponsorship program to assist emerging 
nonprofits and short-term arts initiatives, allowing artists 
to solicit charitable contributions and provide them with 
a basic level of financial accounting. However, unlike the 
ABC in Nashville, Springboard has a ‘hands-off’ approach 
to the management of its fiscal sponsorship partners. 
ABC maintains a significant managerial presence for 
those artists and organizations under its fiscal sponsorship 
umbrella. Springboard’s goal is to decrease the barriers 
and obstacles to emerging artists through its sponsorship 
program and not necessarily to guide and participate in 
their management.

Most of the funding for Springboard for the Arts comes 
from community economic development agencies, 
though they also receive operational funding support 
from national funders, including 25% of their budget from 
the Ford Foundation. 

#5. Affordable Housing Models for Artists
The mission of Artspace “is to create, foster, and pre-
serve affordable and sustainable space for artists and 
arts organizations.” As a nonprofit developer, Artspace 
is committed to keeping rents affordable for the lifetime 
of their properties. My meeting with Wendy Holmes and 
Terri Deaver demonstrated the organizational maturity 
and professionalism of Artspace and reinforced its status 
as the national leader of artist-specific affordable housing 
and workspace. 

Historically, the organization has been around for a few 
decades, though the evolution of the organization has 
changed dramatically, as demonstrated in the timeline 
below.

•	 1979 - Launched as an advocate for artist housing
•	 1980’s - Transition to developer including adaptive 

reuse and new construction
•	 2008 - Developed an affordable artist housing plan
•	 2008 - Opened, owned, and managed its first afford-

able housing facility for artists: Franklin Arts Center 
•	 Present - Property Developer, Asset Manager, Con-

sultant (45 properties in operation; 13 properties 
now leasing; 7 properties in development; provides 
consulting services to 230 communities)

A common question from cities is: How do these proj-
ects navigate HUD requirements for non-discrimination 
when creating artist-specific affordable housing projects? 
Holmes and Deaver explained that Artspace has worked 
with congress in the development of processes that allow 
these projects to be favorable to artists while meeting 
regulations. As a result:

•	 Units are available to all who qualify for affordable 
housing, but preference is given to artists;

•	 Applicants must submit an essay as part of the ap-
plication process to prove that one member of the 
household is an artist and earns a percentage of their 
livelihood from that work;

•	 Applicants are interviewed by an arts selection 
committee and scored according to answers on the 
application;

•	 Those meeting the artist criteria are considered first, 
followed by all others.

The questions on their application have been vetted and 
approved by HUD and those involved in the tenant deci-
sion process must receive HUD training.  Artspace oper-
ates in New York State (Buffalo, Patchogue and NYC), and 
according to Holmes and Deaver, “New York is in love 
with what we do.”

Artspace rarely works in partnership with private devel-
opers because its experience has been that developers 
do not commit to the properties remaining as dedicated 
long-term affordable artist housing. Funding for Artspace 
projects comes from a combination of both public and 
private sources. All projects are designed to be sustain-
able and self-sufficient.

Holmes and Deaver suggested that potential collabora-
tion between Artspace and Rochester might include cus-
tomized consulting services, a comprehensive arts market 
survey, and/or sustainable facilities assessment. 

https://www.artspace.org/
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Parterships, Planning and Implementation:
•	 It is incumbent upon the arts community to articulate and demonstrate the value 

of the arts in relevant, clear, and meaningful ways to their partners in the non-arts 
sectors, particularly those in government, business, and neighborhoods.

Community Participation:
•	 It is imperative that community stakeholders are represented, informed, heard 

and empowered when planning initiatives that affect their quality of life, neigh-
borhoods and city. Doing so substantially increases the potential for implementing 
programs that bring vibrancy, pride and a visible identity to a city.

•	 It is a shared responsibility for those who develop programs, policies, and initia-
tives to design a community participation process that is meaningful, relevant, 
accessible, inclusive and equitable.

•	 Artist engagement teams can be a powerful tool to engage disconnected commu-
nities with planning processes.

Communication Strategy:
•	 Development of a one-stop comprehensive and curated resource for residents and 

visitors to see event schedules and information is an important communication 
tool.

Entrepreneurship Training and Professional Development
•	 Providing resources, consultations, and access to professional services are import-

ant components of training and development for artists, and can be more impact-
ful than courses and workshops.

•	 Providing these resources in a ‘one-stop’ format increases efficiency and accessi-
bility.

Affordable Housing Models for Artists:
•	 Communities who wish to provide affordable housing options for artists should 

consult with experienced professionals in this field due to the complexities of 
regulations and financial considerations, as well as best practices in design and 
implementation. 

K E Y  TA K E A W AY S  F R O M  T H E  M I N N E A P O L I S  R E S E A R C H  &  V I S I T

#1

#2

#3

#4

#5

http://Planning and Implementation 
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W H Y  N A S H V I L L E ?
Despite Nashville being larger than Rochester (660,000/city; 1.75/metro), there are some interesting and relevant simi-
larities. The most obvious parallel is that each city is a home to a robust arts scene, especially in music. Universities and 
colleges are very important to both communities, in Nashville: Vanderbilt, Belmont, and Tennessee State Universities. 
The Health Care industry is central to the economies of both cities and regions, being the largest industry sector (not 
music!) in Nashville. Equity – economic and racial – are also serious issues both communities face. 

However, there are significant differences between our two cities. Nashville continues to climb the ratings charts in 
categories such as ‘Vibrant Creative City,’ ‘Arts Vibrant Large City,’ ‘Fastest Growing Cities,’ and ‘Best Cities for Big City 
Jobs.’ Its center-city entertainment district is a driving force of the regional economy and known as an international des-
tination site. Pure and simple, Nashville is an economic powerhouse, prime tourist destination, and an expanding hub of 
the music industry. 

Nashville is a positive case study in the power of harnessing a unique brand, messaging it effectively, and leveraging 
its strengths to attract leading corporations to be part of the synergy that the branding creates. Country music and the 
industry that surrounds it – Nashville’s identity – became the focus point for its effective economic development resur-
gence. Interestingly, embracing that brand was not without significant controversy, even within the business community. 
There was a distinct opinion that the ‘he-haw’ connotation that came with the country music would relegate Nashville to 
‘non-serious city’ status. However, once the business and government leaders decided to embrace the brand – not run 
from it – their focused and committed strategies (along with the popularity of country music itself) became one of the 
most notable economic success stories in American cities.

Nashville is also a negative case study, demonstrating the effects of not embracing comprehensive public participation 
in the development of its center city economic district. Though there is a nearly unanimous appreciation for the eco-
nomic benefits of the ‘Music City’ transformation, this is accompanied by a local dissatisfaction – residents feel their own 
downtown has become inaccessible to them. Extreme traffic congestion, an inescapable tourist ethos, quickly rising 
rents and real estate prices, and a loss of Nashville identity for all except ‘Music City’ are common refrains. These com-
ments are not isolated; they are voiced in the media, in public meetings, and ‘on the street.’ One wonders if a public 
participation strategy, as seen in Grand Rapids and Minneapolis, might have given the residents more opportunity to 
embrace the Music City moniker with a great sense of community ownership.

That being said, Nashville presents a powerful example of what a consistent and committed program of branding and 
messaging can mean to economic revitalization. Though Rochester may not replicate all of Nashville’s processes, this is 
a lesson that can and should be very impactful to our work.

Components of the Nashville Study:
Our study of Nashville included the review of three city plans (two of which are specifically for the creative sector), one 
city creative economy report, one city assessment report, and thirteen impactful organizations. Interviews were conduct-
ed with seven principals representing Nashville Chamber of Commerce, Metro Arts, Office of Economic and Community 
Development, Arts and Business Council of Nashville, Clearbrook Holdings Corporation, Giarratana LLC Developers, 
HOME  (Help Our Music Evolve), and the Nashville Ballet. Sites visited included the offices of Metro Arts, Nashville 
Chamber of Commerce, Mayor’s Office, HOME incubator space, meetings in various restaurants, and a self-guided 
walking tour of the entertainment district in downtown Nashville.
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C I T Y  B A C K G R O U N D
From NashvilleNext - the comprehensive plan produced in 2015, amended in 2017
“Nashville and the region are becoming more racially, ethnically and age diverse. For our region to continue to prosper, 
everyone needs equitable access to opportunities to advance their well-being regardless of their circumstances. Inequi-
ties and lack of access to basic services, jobs and housing prevent residents from fully participating in our community,
its economy and civic life. We all gain from creating a place where all people can improve their lives and contribute to 
the larger community. Meaningful opportunities for all is both a means to a healthy, prosperous, resilient community and 
an end that will benefit the entire community.”

From Culture Here: A Report on Cultural Assets and Activities 
“Nashville represents one of the nation’s largest cities as measured by geographic area. Covering some 525 square 
miles, the consolidated Nashville-Davidson County encompasses many types of community settings, from dense res-
idential patterns and commercial districts to suburban subdivisions and even areas with a rural character. Equally, the 
diversity of population has become a feature of Nashville’s cultural mix, with more than 100 languages spoken in Metro
Public Schools and some 12 percent foreign-born population. The cosmopolitan identity of Nashville continues to move 
to the forefront of everyday experience, along with many traditional longstanding elements that shape the truly unique 
culture of the city.

The cultural vitality of the Nashville area stands as its hallmark, enjoyed by residents and visitors and recognized glob-
ally for its uniqueness and quality. The breadth and depth of culture and the arts as a measure of community is felt in 
many ways. Residents gain pleasure from interacting with the cultural environment, young and old fulfill intellectual and 
emotional drives for expression and knowledge, and bonds between individuals and neighborhoods are strengthened. 
Surrounding this cultural milieu are institutions, organizations, leaders and participants that carry forward the cultural life 
and aspirations of the overall community. Nashville has achieved tremendous growth and development of its cultural 
life, building on a heritage extending more than two centuries. Each generation lives the life of the community anew, 
and this is where the excitement and vitality of contemporary Nashville as a city grounded in the arts is most spectacu-
lar. With more than 658,000 inhabitants, Nashville is a major city on the rise. Even more, a reputation as the ‘it city’ has 
catapulted the area to new appreciation of its cosmopolitan qualities and its direction forward.”1 

 

1 NashvilleNext, 2015 
2 SMU Data Facts, The Top 40 Most Vibrant Arts Communities in America, 2014
3 SMU Data Facts, The Top 40 Most Vibrant Arts Communities in America, 2016
4 Forbes Business Journal, 2017 
5 SMU Data Facts, The Top 40 Most Vibrant Arts Communities in America, 2018

NATIONAL RANKINGS:
2014 - #2 Most Vibrant Creative City in U.S.2014 - #2 Top Arts-Vibrant Large Communities 2016 - #2 Top Arts-Vibrant Large Communities2017 - #7 Fastest-Growing Cities 

2018 - #4 Top Arts-Vibrant Large Communities

1

2

3

4

5

https://www.nashville.gov/Portals/0/SiteContent/Planning/docs/NashvilleNext/PlanVolumes/next-volume2-Elements_ACC.pdf
https://www.smu.edu/~/media/Site/Meadows/NCAR/NCARArtsVibrancyWhitepaper
http://mcs.smu.edu/artsresearch2014/artsvibrancyindex2016
https://www.nashvillechamber.com/rankings/7-on-forbes-list-of-top-25-fastest-growing-cities-of-2018
http://mcs.smu.edu/artsresearch2014/arts-vibrancy-2018
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R E C E N T  E C O N O M I C  R E P O R T S  &  C I T Y  P L A N S

Creative          Culture Here: A Report on Cultural Assets and Activities | 2015, 44 pages     
Assessment:   Initiated & Funded by Metro Arts Commission	
                       Developed by Nashville Area Chamber of Commerce Research

Summary: This survey was completed between 2014-2015, utilizing over 400 key leaders, stakeholders 
and representatives of the arts and culture in the city. Over the past few years, Nashville has attempted 
to enhance creative infrastructure by; 1) being intentional about placemaking to further economic de-
velopment, 2) creating means to improve overall access and participation in the arts, and 3) sustaining 
a reputation of dense and diverse talent. After assessing the household and infrastructure profile, it ex-
amines private & public arts, culture assets, and activities. Of the 5000 organizations, the top creative 
sectors include performing arts (19.2%), arts and entertainment/arts and culture (each at 15.4%), and 
arts education (10.6%). In addition, there is a high concentration of cultural activity in the Central Busi-
ness District. Interestingly, the study also explored types of activities these organizations hosted, types 
of populations they served, the use of facilities (rental vs. owned), and pros/cons of being in a particu-
lar area. Overall, they note that challenges exist in meeting the facilitiy needs of cultural organizations, 
with key concerns being; gentrification, displacing affordable spaces, increasing costs of remaining 
downtown locations, and overall rental costs outweighting revenue.

MASTER          NashvilleNext | 2015 (UPDATED 2017), 195 pages	
CITY PLAN:     Initiated & Funded by Metropolitan of Nashville

Developed by Metropolitan Planning Commission of Nashville and Davidson County

Summary: Designed by the Metropolitan Planning Commission of Nashville, with participation from a 
variety of stakeholders and constituents, this is the most recent comprehensive city plan. Divided into 
5 volumes, they highlight visions, trends and strategies, elements, communities, actions, and Nashville 
2040. In their visions and trends, they acknowledge issues such as changing demographics, housing, 
safety, transportation, and managing the city’s finances. The “elements” volume is divided into 8 
specific categories: 1) Land use, transportation and infrastructure, 2) Growth and preservation, 3) Arts, 
culture and creativity; 4) Economic and workforce development, 5) Education and youth, 6) Housing, 7) 
Health, livability and the built environment, and 8) Natural resources & hazard adaption. Each element 
has an individual report, with specific action items and goals (based on near, mid, and long-term plan-
ning).  

Nashville currently invests $4.12 per capita in public cultural investments, a rate that has remained flat 
over the last decade, while the population has grown more than 5.1 percent. Peer cities like Austin, 
Charlotte, and Portland spend more than double what Music City does on cultural grants, festivals, 
and public art. Younger audiences are demanding new ways to participate in culture. Mobile cultural 
programming, pop-up and temporary exhibits, and creative experiences fit into a multimodal life and 
are all diversifying how Nashvillians experience culture. Their main goals include developing a thriving 
and healthy creative workforce, providing artist/entrepreneurs pathways to grow professional business-
es, supporting lifelong art education, and creating vibrant cultural neighborhoods and districts - each 
with specific policies provided. To assist with this, they have decided to develop a department in the 
Mayor’s Office, The Cultural and Creative Economy, to coordinate Metro and private sector planning 
and investments for the creative economy.

Institutions Involved: In addition to the Steering and Community Engagement Community, 8 resource 
teams were put into place for each of the elements - consisting of over 20 advisors per team.  

https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/docs/CultureHere/Culture%20Here%20Report-%20December%202015.pdf
https://www.nashville.gov/Government/NashvilleNext/The-NashvilleNext-Plan.aspx
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Implementations: Some specific action items that are marked as ongoing include: an annual review 
of improving opportunity and inclusion, balancing accessibility and safety for new routes when streets 
are closed for events, establishing a dedicated stream of revenue for arts and cultural programming, 
collaborating with artisans and the private sector to support local businesses, developing partnership 
to create lending tools for artists retail and co-op residential projects, building a high capacity tran-
sit system in Davidson County, supporting regional economic development activities, and ensuring 
post-secondary education institutions training programs to address the changing skills in industries. 

Creative         Metro Arts Crafting A Creative City: 5 Year Plan for Nashville | 2015, 18 pages*  
City Plan:       Initiated & Funded by The Metropolitan Nashville Arts Commission and Metro Nashville Government 
                           Developed by The Metropolitan Nashville Arts Commission

Summary: The Metropolitan Nashville Arts Commission was created to provide leadership to advance 
the arts in the community, undertaking a strategic plan called Theory of Change in 2010. The strategic 
plan uses the comprehensive material provided by the NashvilleNext plan, which examines the growth 
of cultural, economic and placemaking framework over the next 25 years. Metro Art’s mission is to 
“drive a vibrant and equitable community through the arts” by having “every Nashvillian participate in 
a creative life.” The document explores Nashville’s community challenges, such as stagnant funding for 
Metro Arts grants and programs, opportunities for community participation in cultural programming, 
and public art in neighborhoods. Their Logic Model includes the values, strategies, tactics and com-
munity outcomes they hope to achieve. Their main goals include increasing resources for the creative 
ecosystem, cultivating equity, improving neighborhood-based creative infrastructure, and leading by 
example through model programs and partnerships. Each strategy is provided with a brief chart detail-
ing activities and short to long-term goals. 

Institutions Involved: Nashville Arts Coalition, Tennesseans for the Arts and Americans for the Arts 
advocacy platforms, NowPlayingNashville.com, ECON Club Cultural Access Project (CAP), MNPS and 
Music Makes Us and over 100 individuals representing a variety of arts organizations. 

https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/docs/Crafting%20a%20Creative%20City%20Plan%20FINAL.pdf
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Logic Model:

Creative          Arts & Economic Prosperity 5: The Economic Impact of NonProfit Arts & Cultural  
Economic       Organizations and Their Audiences | 2017, 36 pages	
Report:           Initiated, Funded, and Developed by Americans for the Arts

Summary: Americans for the Arts has assessed the creative economies of 113 U.S. cities, providing 
reports that examine how art impacts full-time jobs, resident household income, and revenue for local 
and state government. Nashville’s report demonstrates that their creative income and local/state rev-
enue is above the national median. Data was collected from 82 nonprofit arts organizations, studying 
their financial, in-kind, volunteer, and cultural impact on the community. Local audiences and tourism is 
stressed, noting how attendance in cultural activities resulted in an increase of finances spent on other 
businesses. In 2015, the Nonprofit Arts and Culture Industry generated $429.3 million and 14,277 jobs, 
delivered $51.1 million in local and state government revenue, and spent $178.8 million.

NASHVILLE, TN

https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/docs/AEP5/AEP5_Nashville_Full%20Report.pdf
https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/docs/AEP5/AEP5_Nashville_Full%20Report.pdf
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Creative          Metro Nashville: Public Art Community Investment Plan | 2017, 133 pages  
City Plan:        Initiated and Funded by The Metropolitan Nashville Arts Commission and Nashville Government         

Developed by The Metropolitan Nashville Arts Commission

Summary: This investment plan combines the goals of NashvilleNext’s comprehensive plan with Craft-
ing a Creative City strategic plan to develop cultural participation and community vitality, promote 
equity, and strengthen the public art ecosystem for Nashville. The values are committment to equity, 
artists, and the public realm. Their main goals include a stronger public art ecosystem, deeper civic 
and cultural participation, creative neighborhoods, and vital public realm - each of which is divided 
into 5-6 strategies. Within each of these goals, the key issues are idenitified, as well as how it plays to 
the vision. In addition, the plan provides suggested working partners, tools for working with artists 
(such as residency, community-based art studios, and artist involvement on planning team), suggested 
programs, communication strategies, usefulness in private development and managing Metro Public 
art. The key implications are to build public art opportunities, support artists and organizations, enable 
artistic decision-making, and create development policies. They supply short case study examples of 
endeavors they would like to pursue from cities like St. Paul MN, Philadelphia PA, and Washington DC. 

Institutions Involved: Nashville’s Public Art Program, Metro Parks and Recreation, Greenways, Metro-
politan Housing and Urban Development Agency, Parks & Recreation, Public Health, Nashville Public 
Library, Transportation and the Metropolitan Transportation Authority.

Working with Partners Chart #1:

https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/Public%20Art/MetroNashville_ExecutiveSummary.pdf
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C O N T R I B U T I N G  C U LT U R A L ,  C I T Y  &  S TAT E  O R G A N I Z AT I O N S

Americans for the Arts
This nonprofit’s mission is to build recognition and support for the extraordinary and dynam-
ic value of the arts and to lead, serve, and advance the diverse networks of organizations 
and individuals who cultivate the arts in America. Connecting the best ideas and leaders 
from the arts, communities, and business, together they work to ensure that every American 
has access to the transformative power of the arts.

Community Foundation of Middle Tennessee	
CFMT provides personalized charitable solutions to help citizens make a difference and 
enrich the community in ways that matter. The Community Foundation of Middle Tennessee 
is a leader in philanthropy, bringing good people and good causes together in 43 counties. 
Their donors come from a vareity of community members, achieving charitable goals while 
impacting a broad range of needs.

Help Our Music Evolve (HOME)
A music incubator, HOME’s mission is to provide a supportive community for artist develop-
ment and music production. For a small monthly charge, HOME assists musicians in three 
key career-related areas - relationship building, personal/professional development, and 
increased productivity. Some services they offer include music industry coworking, artist de-
velopment, music production, recording/rehearsal/event space, and continuing education.

Metro Nashville Arts Commission
“Metro Arts” is the office of Arts & Culture for the city of Nashville and Davidson County. 
They believe arts drive a more vibrant and equitable community. They strive to ensure that 
all Nashvillians have access to a creative life through community investments, artist and or-
ganizational training, public art and creative placemaking coordination and direct programs 
that involve residents in all forms of arts and culture. 

Metropolitan Development & Housing Agency
The MDHA creates affordable housing opportunities, supports neighborhoods and, 
strengthens communities to build a greater Nashville. Along with the expansion of its hous-
ing programs, MDHA has assisted in all phases of land assembly, design and development, 
and has seen the initiation and completion of several downtown development projects. 

Metropolitan Planning Commission
In charge of general plans for the physical development of Nashville and Davidson County, 
they focus on approving conditions or denying subdivision requests. They operate in an 
advisory role to the Metropolitan Council on zoning change requests. 

Music City Music Council
An association of business leaders, MC2 develops strategies toward raising awareness 
and of Nashville’s reputation as the Music City. MC2 was formed as a partnership between 
the Nashville Mayor’s Office, the Nashville Area Chamber of Commerce and the Nashville 
Convention & Visitors Corp. The organization focuses on helping music-related businesses 
expand or relocate, bring televised shows to the city, and recruiting more music-related 
events.

https://www.americansforthearts.org/
https://www.cfmt.org/
https://www.helpingmusic.org/
https://www.nashville.gov/Arts-Commission.aspx
http://www.nashville-mdha.org/
https://www.nashville.gov/Committee-Information/ID/114/Metropolitan-Planning-Commission.aspx
https://www.nashville.gov/Mayors-Office/Economic-and-Community-Development/Music-City-Music-Council.aspx
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Music Makes Us
The music education program of Nashville’s Public Schools, Music Make Us is a public/pri-
vate partnership with the Mayor’s Office and the community to provide meaningful music 
support. They strengthen traditional school music while adding a contemporary curriculum 
that embraces new technologies and reflects the population. Their goal is to eliminate barri-
ers, increase student participation, and enhance the quality of music education for all.

National Arts Coalition 
This group advocates for public policy and public funding to support the arts. Their guiding 
principles include: a healthy arts ecology has a positive impact on the economy, culture, and 
education; an increased advocacy for the arts in the city as a whole will benefit the entire 
community; and working together results in equitable sharing of effort, learning, and reflec-
tion on progress along the way.

Nashville Chamber of Commerce (Research Center)
The center conducts research on a variety of different topics, striving to provide knowledge 
for the community. End products for research clients engage many levels of planning and 
analysis to support industry needs and goals for growth. With sensible, rational and consis-
tent methodologies, the Research Center works with businesses, social institutions, commu-
nities, and entrepreneurs to help them function better and make strategic decisions.

Nashville Civic Design Center 
Founded in 2000, the NCDC is a nonprofit organization whose mission is to elevate the 
quality of Nashville’s built environment and to promote public participation in the creation 
of a more beautiful and functional city for all. In 2005, they developed ten principles to 
guide planning development for the city of Nashville, which was implemented in Nashvil-
leNext. 

Nashville Convention & Visitors Corp. 
This organization is responsible for selling and marketing Nashville as Music City, getting 
over 14.8 million visitors every year. They utilize advertising, digital marketing, public rela-
tions, membership, publications, events, branding, promotions, sponsorships, packages, a 
call center, two visitor centers, convention services and research. The NCVC is governed by 
22 community leaders who represent a diverse array of Nashville businesses.

Nashville Entrepreneur Center
The NEC is a nonprofit organization on a mission to connect entrepreneurs with critical 
resources to create, launch and grow businesses. One of their main focuses is Project Music 
- the leading action to foster innovation within the music industry, a core business in the 
economy. Partnering with the Country Music Association, the EC provides opportunites for 
music, tech and business leaders to nurture startups to grow music industry revenue.

Tennesseans for the Arts
TFTA’s mission and passion is to advocate for the arts at all levels as a strong, unified voice 
throughout Tennessee. They actively support local arts organizations and the work of the 
Tennessee Arts Commission. They work with legislators to maintain funding, support and 
promote the work of the Arts Caucus in the General Assembly, and organize and produce 
advocacy events, culminating in the annual Arts Advocacy Day at the capital.

https://musicmakesus.org/
http://nac.nationbuilder.com/
https://www.nashvillechamber.com/research/the-research-center
https://www.civicdesigncenter.org/
https://www.visitmusiccity.com/aboutncvb
https://www.ec.co/
https://tn4arts.org/
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BUSINESS 
Support Small Businesses – Support entrepreneurs and 
small businesses by providing locations to develop and 
grow new businesses, offering business development 
training, supporting small-business and startup districts, 
and passing laws and regulations. (IN PROGRESS)

Assess Emerging Industries – Search for opportunities 
for new and emerging industries and economic sectors 
with the potential to grow and support rising incomes. 
(IN PROGRESS)

Update Municipal Zoning Code – Support artisan manu-
facturing practices and business models by enabling them 
with spaces to work. (IN PROGRESS)

HOUSING
Create Mixed Income Communities –  Encourage more 
market-rate housing at lower price levels, preserve afford-
able housing in gentrifying neighborhoods, and create 
new affordable homes when new market-rate homes are 
built. (IN PROGRESS) 

Develop Areas – Encourage the development, rede-
velopment, or improvement of property, buildings, and 
landscapes to promote safety and reduce opportunities 
for crime. (IN PROGRESS)

EDUCATION
Career Training – Foster student career and technical 
training options in the arts, design and creativity in Nash-
ville through THRIVE - a program for Public Artist Devel-
opment and Training. (COMPLETE)

Align Training with Job Needs – Ensure secondary, post-
secondary, and vocational opportunities in the Nashville 
region are matched to current employer needs and future 
job trends. (IN PROGRESS)

Assist the Youth – Create positive pathways for children 
and youth who are facing homelessness, delinquency/
gangs, dropping out of school, and other threats to their 
well-being such as drugs/alcohol. (IN PROGRESS)

CULTURE & ARTS
Grow Public Funding – Grow the funding for arts and 
culture so that Nashville remains competitive with peer 
cities. (IN PROGRESS)

Arts Funding Task Force – Establish a Task Force to 
Study and recommend a Sustainable Cultural Revenue 
Model (SCRM), including grant funding, and a Public Art 
Maintenance Fund. (COMPLETED)

Integrate Public Art – Better integrate art activation and 
public art into core city infrastructure planning for Parks, 
MDHA, MTA, and Public Health. (IN PROGRESS)

PLACEMAKING 
Increase Cultural Equity & Inclusion – Improve equity 
practices within nonprofit and city cultural providers by 
establishing Metro Arts Community Equity Advisory Com-
mittee. (IN PROGRESS)

Invest in City Areas – Invest in the built environment in 
and around centers to improve quality of life and attract 
private investment. The built environment includes gray 
infrastructure, green infrastructure, and placemaking. (IN 
PROGRESS)

Increase Community Engagement – Increase civic en-
gagement to provide youth a voice in the growth of the 
city and in decisions that will impact their lives, such as the 
education system, libraries, transit, activities, and parks 
and recreation. (IN PROGRESS)

Communicate to the Public – Recognize and bridge 
cultural differences and language barriers when providing 
services and engaging the public in community decisions.
(IN PROGRESS)

TRANSPORTATION
Safe Walking Environment – Create safe, walkable com-
munity, retail, and employment centers across the
county that fit within each community’s context and 
character and meet the needs of people of all ages and 
abilities. (IN PROGRESS)

Transport System– Build a complete, efficient transporta-
tion system that gives Nashvillians access to work, hous-
ing, cultural activities, and other needs throughout the 
county and region. (IN PROGRESS)

Increase Trailways – Connect network of accessible 
greenways, creeks, and rivers that connects Nashville 
residents to nature throughout Davidson County. (IN 
PROGRESS)

E X A M P L E S  O F  D O W N T O W N  I N I T I AT I V E S  A N D  E N D E AV O R S
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Marketing & Social Media
Between branding, online & in person 

marketing, imagery, and Music City 
Music Council, Nashville has a strong 

representation as a hub for culture and 
music. Their social media, such as Face-
book, is updated regularly with news, 

photos, upcoming activities.

UP TO DATE, CLEAR,  
& ENGAGING

City Plan Implementations
The City makes plans easily accessible 
and seems to encourage updating the 

public through an “Annual Report.” 
However, the most recent report  
posted is from 2016, making the  

content outdated.

USEFUL CONTENT, 
LACKING DEPTH

Phone Apps
Nashville has a multitude of different 

apps - from local news, parking & traf-
fic, to famous stars homes and visitors 
guide. Overall, the ratings on these are 

pretty low. Although there are many 
to choose from, they may not be very 

useful or functional. 

OUTDATED OR  
MISSING

City Plans 
After examining the City’s website, it 

becomes very clear which plan is prior-
itized: NashvilleNext. The easy to un-

derstand plan, with individual sections, 
is accessible and user-friendly. This also 
means any prior plans or side projects 
(Metro Arts Creative City) is obviously 

a subset.

Public Meetings
The City has documents detailing appli-
cation deadlines and meeting dates for 
Planning Commission, Metro Council, 
and other committees, projects, and 

initiatives. However, it is unclear if these 
are accessible to the public and there is 
not a cumulative place to view all meet-

ings as their calendar is empty.

Unified Messaging of Plans
The connection between the City of 

Nashville and the Civic Design Center 
is unclear. Although the City briefly 

acknowledges the 2005 Nashville Plan 
by the Civic Center, that is the only 

connection.The interaction, prioritizing 
and communication of ideas is very 

different.

Community Engagement
The City has a page describing the 
Community Outreach they imple-

mented for NashvilleNext - including 
constituents, survey results, and data. 

However, all of this information refers to 
past plans, without guidance as to how 
community members can take part in 

city initiatives today.

Nashville Music City Website
Although jam packed with information, 

this website is not incredibly user- 
friendly. Finding an event or something 
to do takes a lot of digging (i.e. finding 

“Up Coming Concerts” page took 5 
clicks). The information provided is de-
tailed and useful, but overwhelming. 

Civic Design Center Projects 
Nashville’s Civic Design Center pro-

vides multiple engaging publications, 
implementation descriptions, and other 
initiatives. They have catalogued these 
in an easy-to-use format, searchable by 
name or topic, and provide brief sum-

maries of larger reports.   

Tourist Sites
Due to their external and visitor mar-
keting focus, Nashville is commonly 
highlighted in a variety of tourists 

journals, blogs and videos. Outside 
organizations help to market the city for 

them by providing these resources.   

https://www.nashville.gov/Mayors-Office/Economic-and-Community-Development/Music-City-Music-Council.aspx
https://www.nashville.gov/Government/NashvilleNext/The-NashvilleNext-Plan.aspx
https://www.nashville.gov/Government/NashvilleNext.aspx
https://www.nashville.gov/Metro-Clerk/Council-Meeting-Schedules.aspx
https://www.nashville.gov/Government/NashvilleNext/How-the-Plan-was-Created.aspx
https://www.visitmusiccity.com/
https://www.civicdesigncenter.org/projects
https://www.youtube.com/watch?v=CS6SgIvGZXE
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GOVERNMENT 
•	 Land Trust for Tennessee
•	 Metro Nashville Government
•	 Metro Capital Improvement
•	 Metro Planning Department
•	 National Association of Counties
•	 National Endowment for the Arts
•	 National League of Cities
•	 National Lieutenant Governors Association
•	 National Conference of State Legislatures
•	 United States Conference of Mayors

PRIVATE SECTOR
•	 Conference Board	
•	 Destinations International
•	 Economic Club of Nashville
•	 Entrepreneur Center
•	 International City/County Management  

Association
•	 Independent Sector
•	 Informational Techonology Services
•	 Private Developers

LOCAL
•	 Arts & Business Council of Greater Nashville
•	 Force for Good
•	 Metro Arts
•	 Metro Nashville Arts Commission

•	 Metro Public Art
•	 Metropolitan Transportation Authority
•	 Nashville Police Department 
•	 Nashville Public Schools
•	 Nashville Area Chamber of Commerce Research 

Center
•	 Nashville Public Library
•	 Parks & Recreation
•	 Public Health Services

FOUNDATIONS
•	 Americans for the Arts
•	 Community Foundation of Middle Tennessee
•	 Council on Foundations
•	 Grantmakers in the Arts
•	 Tennessee Arts Commission

AFFORDABLE HOUSING & STUDIO SPACE 
•	 Barnes Fund
•	 Dean Administration
•	 Housing Fund 
•	 Kresge & Surdna Foundations
•	 Metropolitan Development and Housing Agency
•	 Metropolitan Homelessness Commission
•	 Studio Preservation Trust Fund

NASHVILLE, TN

2 0 1 4  I N D I V I D U A L  &  FA M I LY  I N C O M E 
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A F F O R D A B L E  H O U S I N G  F O R  A R T I S T S

COMPANY HOUSING 
NAMES LOCATION OPEN HOUSING 

TYPE
# OF 

UNITS
RENT 
COST

MARKET 
RATE

INCOME 
RANGE

WAITING 
PERIOD

Freeman 
Webb Ryman Lofts 100 Middleton 

Street 2013 1-3 Bed-
room Lofts 60 $618-905 Studio 

$1,275 
1 person 

$24-28,000
> 12 

months 

508 Lofts 508 Lofts 508 Davidson 
Street 2008 1-2 Bed-

room Lofts 30 $750-
1,800

2 Bedroom 
$1,334

2.5x 
monthly 

rent
12 months

Ryman Lofts – Ryman Lofts is a 60-unit rental develop-
ment with studios, 1 bedroom, and 3 bedroom apart-
ments built to meet the growing artist population. The 
building comes with inside/outside art display areas and 
on-site parking. Giving artists preference, applicants must 
practice, create or display in the visual arts, craft, sound 
and performance art, film and television, theatre, dance, 
music or literary art on a regular basis and must make 
under $28,800 annually.

Application: Artist Statement, Resume, Letters of Recom-
mendation, Artistic Samples, & Continuing Development.

508 Lofts – A renovated 1900’s industrial building, 508 
Lofts has 30 unique residential artists lofts, an event 
space and an art gallery. It is unclear if the loft is subsi-
dized or just specifically for the artistic community. Has 
laundry facilities, gas heat, and allows pets.

News and Reactions to Affordable Housing – 
Despite need, why is affordable housing hard to find in 
Nashville?” - WKRN.com, April 2018

Affordable housing includes those earning 60% or less of 
median household income - which is $48,547. Meanwhile, 
government statistics say to live comfortably, Nashville 
residents needs a monthly income of $4,627. With 70% of 
Nashville falling out of this bracket, it’s obvious that there 
is a great need for this type of home. However, despite 
developer tax credits, issues like zoning restrict compa-
nies from creating more affordable places.

“Affordable Housing in Nashville: The urban crisis worsens” 
- Tennessean, July 2018

Like many other cities across the country, there is a grow-
ing gap between prosperity and inequality in the boom-
ing city, resulting in public request for affordable hous-
ing. Although Nashville is sought as a desirable place to 
live and visit, it’s only for those who can afford it. A part 
of NashvilleNext community planning was to create more 
affordable homes, but little progress has been made.

Affordable Housing Funds – The Dean 
administration provides direct support for 
projects like the Ryman Lofts. The nonprofit 
The Housing Fund lent over $67 million for 
renovating and improving more than 4,500 
housing units. About 85% of their funding 
comes from affordable housing credits, 
private bank financing, and grants. In 2015, 
they received $200,000 from the Kresge 
and Surdna Foundations for the Catalyzing 
Culture and Community project, specifically 
helping artists with affordable living and 
studio spaces. 

https://www.rymanlofts.com/
http://508lofts.com/
https://www.wkrn.com/news/nashville-2019/despite-need-why-is-affordable-housing-hard-to-find-in-nashville/1104909673
https://www.wkrn.com/news/nashville-2019/despite-need-why-is-affordable-housing-hard-to-find-in-nashville/1104909673
https://www.tennessean.com/story/opinion/columnists/david-plazas/2018/07/13/affordable-housing-nashville-urban-crisis-grows-more-severe/777899002/
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P L A N S  &  I N I T I AT I V E  T I M E L I N E
PRIOR TO 2013 

City Plans:
2005 - The Plan of Nashville 
2008 - Community Character Manual
2011 - Music Makes Us  
2011 - Developing with Transit 
2012 - The Livability Project
2013 - Reclaiming Public Space Downtown

2014 - #2 Top Arts-Vibrant 

2013 2014

Ryman Artists Lofts 
Open

N AT I O N A L  R AT I N G S

2014 - #2 Most Vibrant Creative City

Nashville Next Research

Public Art Community Investment Plan Research

Culture Here: A 
Report on Cultural 
Assets & Activities 

2015

Plan 
Published Metro Arts: Crafting a Creative City Research

Plan 
Published 

Access & Livability 
Transit Planning

Helping Our Music 
Evolve (HOME) 

Incubator 
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2016 - #2 Top Arts-Vibrant 

2016 2017 2018

2017 - #7 Fastest Growing City 2018 - #3 Best Big City for Jobs

2018 - #4 Top-Arts Vibrant

Plan 
Published 

THRIVE Program 
Launched  

(Training for Artists)

PRIOR TO 2013 
Buildings & Resources:

1978 - Metro Arts Commission Founded

2008 - 508 Davidson Lofts Open 

2009 - Music City Council Founded 

2011 - “Music Makes Us” School Program

2012 - Metro Arts Public Art Program

2013 - Film, Television, and Transmedia Council

Arts & Economic 
Prosperity 5 Report 

Creative Sector 
Expenditures: 
 $429,340,841

Music Row Detail Design Plan Research

Metro Public Art 
Community Invest-

ment Intiative

Metro Arts  
Antiracism Transformation 

Team (ARTt) 

Public Art Inventory
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MEETINGS & LOCATIONS VIS ITED 
The site visit to Nashville was conducted on December 11 - 13, 2018 by Jim Doser. Meetings were held with:

Sites visited included the offices of Metro Arts, Nashville Chamber of Commerce, Mayor’s Office, HOME, meetings in 
various restaurants, and a self-guided walking tour of the entertainment district in downtown Nashville.

OVERVIEW
I believe that it fair to say that the predominant definition of ‘arts and culture’ in Nashville is derived from an econom-
ic-centric perspective. Nashville’s identity as ‘Music City’ is understood to be rooted in both the specific genre of coun-
try-western music and the burgeoning cluster of music industry corporations that operate there. This, as explained to 
me by Chamber of Commerce President Ralph Schultz, was a deliberate – and controversial – marketing decision. There 
was a fierce resistance by many in the Nashville business community to market itself as the Music City, because of the 
“he-haw” connotation that some believed it represented. However, Nashville came to realize that its brand was power-
ful, already established in the minds of the marketplace, and was ready to be leveraged for the economic benefit of the 
region. This has, of course, been realized.

There are significant and effective collaborations between the business community, and city and county government 
in Nashville, which operates in a Metro Government structure, sharing many services (including MetroArts), and are, in 
fact, housed across the hall from each other in the Nashville Courthouse.

Nashville does have programs for public art, community participation in the arts, placemaking, and some efforts at 
affordable housing for artists, though the community engagement process and broad support for the arts is dwarfed by 
the economic engine of the entertainment district and music industry sector. It is clear that tension exists between these 
two sectors, as well as between neighborhoods and the downtown entertainment district, workers and tourists, and 
entertainment industry businesses and other business sectors. The admirable efforts and initiatives identified by recent 
(2015 and later) creative sector reports to provide more equitable access to and participation in the arts for all commu-
nity members seem not to have been prioritized in the early planning stages for Nashville’s entertainment district. This 
likely has been a cause of the disconnect between the sectors mentioned above (not to mention the serious transporta-
tion and housing affordability problems).

This being said, Nashville leaders state – like both Minneapolis and Grand Rapids – that they approach all issues with a 
commitment to collaborations and finding solutions. This is backed up by the successful work that they have done as a 
region to make Nashville one of the ‘hottest cities in America’. 

Part of Nashville’s branding is that they pride themselves on hospitality, openness, and building friendships.  This was 
most certainly the case for my visit and included every person and organization that I met with. Our conversations were 
consistently warm, open, informational, sincere, and never guarded. Our Nashville colleagues have extended invitations 
to continue conversations with us as we move forward with our work in Rochester.

Ralph Shultz
President and CEO, Nashville Chamber of Commerce
Lisa Dixon French
Executive Director, Nashville Ballet
Caroline Vincent
Executive Director, Metro Arts
Nashville Office of Arts and Culture
Matt Wiltshire
Director, Economic and Community Development

Jill McMillan
Executive Director, Arts and Business Council of 
Nashville
Mike Shmerling
Chair/President, Clearbrook Holdings Corporation
Tony Giarratana
President, Giarratana LLC (Leading developer)
Logan Crowell
Owner and Founder, HOME (Help Our Music Evolve)

N A R R AT I V E  S I T E  V I S I T S  T O  N A S H V I L L E ,  T E N N E S S E E

https://www.uschamberfoundation.org/bio/ralph-schulz-president-and-ceo-nashville-area-chamber-commerce
https://www.nashvilleballet.com/administration/
https://www.nashville.gov/News-Media/News-Article/ID/7938/Metro-Arts-Commission-Names-Caroline-Vincent-Executive-Director.aspx
https://www.nashville.gov/Mayors-Office/Economic-and-Community-Development.aspx
https://www.abcnashville.org/our-team/
https://www.abcnashville.org/our-team/
https://www.bizjournals.com/nashville/news/2017/02/21/prominent-nashville-entrepreneur-and-investor.html
https://mpf.com/giarattana-llc/
https://www.helpingmusic.org/
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KEY CATEGORIES
#1. Partnerships, Planning and Implementation 
As in Grand Rapids, the private sector began the revital-
ization efforts that have led to the successful economic 
of Nashville today. As recounted by Chamber of Com-
merce President Ralph Schultz, the business community, 
led by downtown bankers, responded to the decline in 
Nashville’s diminishing profile with a call to action. Upset 
by a Wall Street Journal article in 1989 that said ‘every 
city in the south is gangbusters except for Nashville’ the 
business community discovered that there was no plan 
in place to address the issues at hand and facilitated a 
multi-pronged effort to change direction. Through their 
own financial and personal investment, and by gaining 
the trust of city and county officials through fulfilling the 
promises that they made to take meaningful action, their 
decades long initiatives led to the strong and effective 
private/government planning and implementation struc-
tures that exist today.

The Chamber was the lead organization for several years, 
and then the Downtown Partnership (first a department 
of the Chamber) was formed as a separate entity to serve 
as the center of thought process and leadership. One key 

to the successful implementation of their work was the 
mandate for a five-year cycle of assessing, revising, and 
implementing the city economic plan. According to Schul-
tz, “It’s the process that keeps people in the game, on 
task. It’s not the plan itself. Knowing that every five years 
there will be that process has a way of keeping the conver-
sation lines open. To know that this is reiterative and has 
been successful, allows us to put the petty squabbles to 
the side.”

A second key to their success was the personal invest-
ment of the top business leaders and the top government 
officials. Schultz again states, “It’s important to note that 
the CEO of Nashville’s largest health care company is at 
all the economic development meetings. He doesn’t send 
somebody – he is at the table, as is the Mayor. This is 
hugely important! Both make investment – it’s a real part-
nership. When the principal players are invested, the rest 
of the business community falls in line.”

Notably absent from these conversations of their process 
and current work is the same deliberate and extensive 
inclusion of stakeholders outside of the business/gov-
ernment partnership. Whereas Grand Rapids and Minne-

After assessing Nashville city plans, impactful organizations, revitalization efforts, and economic assessments, five 
key categories were identified. These areas can be used to inform us as we work on the Meet On Main initiative 
in Rochester. They include: 

Entrepreneurial 
Training & Professional 

Development

Community  
Participation

Communication  
Strategies

Partnerships, 
 Planning &  

Implementation

Affordable 
 Housing Models for 

Artists
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apolis went to great lengths to develop a wide array of 
formalized strategies and tools to include and incorporate 
the feedback from all sectors – especially at the commu-
nity and neighborhood level – these were not stressed in 
Nashville until more recently. Similarly, other city’s empha-
sis on principles of equity were at the forefront of their 
initiatives, Nashville’s emphasis seems to be later and not 
as rigorously supported. 

Many of the Nashville leaders commented about criticism 
from residents and workers regarding the changes to 
quality of life, strain on infrastructure, housing affordabili-
ty issues, and a diminishing feeling of connection to their 
own city. One leader suggested that these are “conflicts 
of abundance”, but also that questions like “Should we 
pour more gasoline on the fire by encouraging more eco-
nomic development?” are not uncommon.

Nashville’s partnerships, planning, and implementation 
strategies – as well as results – have not been as inclusive 
as others, and it’s possible that this has contributed to 
these criticisms. However, Nashville has also demonstrat-
ed the most significant economic resurgence of the cities 
studied.

#2. Community Participation
Nashville has taken active steps to increase the level of 
community participation in the arts, provide equitable 
access to the arts, and to give a greater voice to its com-
munity in defining what the arts look like in their city and 
neighborhoods. Leading these initiatives is MetroArts, 
or the Metropolitan Nashville Arts Commission. Caroline 
Vincent, the Executive Director of MetroArts, provided 
a detailed description of their community participation 
practices and policies – and in the spirit of Nashville – 
shared documentation and information readily.

MetroArts is an important part of the city’s arts scene, but 
not really connected to the economic action of ‘Music 
City’. They are outside the economic engine that drives 

the music industry in Nashville. Rather, they are focused 
on serving local artists, arts organizations, and most im-
portantly, neighborhood and community involvement in 
the arts.

MetroArts has a 40-year history of funding the arts in 
Nashville. It was created to be an arts funder for tradition-
al cultural arts organizations, but in recent years has made 
a shift to diversify the funding and programming more 
equitably. Previously, 90% of their funding was provided 
to the traditional arts organizations (symphony, ballet, art 
gallery, etc.). Currently, they allocate 30% to traditional or-
ganizations, 30% to smaller arts organizations and artists, 
and 30% to neighborhood art engagement and public art. 
(I believe that the other 10% is undesignated). 

These changes were made as a result of the perception 
that arts funding was being directed all towards economic 
revitalization of downtown and little to benefit the neigh-
borhoods and community at large. To respond to this crit-
icism, MetroArts initiated a series of surveys and events 
to gather information about the community’s needs and 
preferences regarding the arts in Nashville. Analysis of 
the data resulted in several reports that advocate for 
the implementation of new programs and strategies to 
invest in public art, to support community-initiated art 
participation programs in neighborhoods, to collabo-
rate with partners (e.g., the Nashville Arts and Business 
Council) to provide entrepreneurship training to artists, 
and a micro-funding program for individual artists. Addi-
tionally, MetroArts has worked to develop resources such 
as a ‘Good Neighbor Developer Guide’ that provides 
best practices for collaboration between developers and 
neighborhoods, a ‘Mural Guide’ that assists in the process 
of commissioning murals, and the Community Investment 
Plan in Public Art. MetroArts sees an important part of 
its mission to create a narrative where communities ask 
and advocate for public art and engagement from their 
government representatives.
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MetroArts is funded by the ‘One Percent Fund’, which is 
generated from development and construction projects 
in the city that utilize general bond funding. They do 
point out that despite this funding, Nashville lags signifi-
cantly behind its peer cities in public funding for the arts. 
For example, Nashville’s arts budget is approximately 
2.5M, compared to Austin’s arts budget, which is in the 
10M-12M range.
 
#3. Communication Strategies 
Nashville’s communication resources for informing and 
soliciting feedback from its community are adequate, 
but not at the same level of its external marketing com-
munications, which are highly developed and effectively 
distributed to a national and international audience of 
businesses, industry site consultants, conference and 
convention planners, and tourists. Nashville’s economic 
development community is an exemplary case study for 
successful marketing planning, effective strategy and tac-
tical implementation. Unlike Grand Rapids and Minneap-
olis, which prioritize and embed multiple communication 
platforms and strategies within their communities that are 
directed to internal stakeholders, Nashville’s internal com-
munication strategies do not stand out as being especially 
effective.

#4. Entrepreneurial Training and Professional Develop-
ment
There is a very robust and diverse community of artists 
in Nashville, from visual artists to dancers, composers 
and producers, and a very high concentration of musical 
talent, especially in the songwriting and production areas. 
Multiple resources exist to support the entrepreneurial 
and business training of artists who live and work in the 
Nashville area.

Belmont University has a rising and highly respected 
program in the arts, especially in Music Industry studies.  
Many consider Belmont to have the most comprehensive 

and successful music industry program in the country.  
The presence and concentration of leading music industry 
companies in Nashville (Sony, Capitol Records, Columbia 
Artists, to name just a few) provides a level of expertise 
and on the job professional development opportunities 
that are on par with other entertainment industry hubs in 
the country such as Los Angeles and New York. For those 
attending college and employed in the music industry in 
Nashville, there are numerous resources for professional 
training and development.

Nashville also attracts a very large number of self-em-
ployed emerging artists and music industry entrepre-
neurs. There are opportunities for training, professional 
development, co-working resources, and networking 
for this growing cohort. Several Nashville organizations, 
including the Arts and Business Council, MetroArts, the 
Chamber of Commerce, and the Nashville Entrepreneur-
ship Center, collaborate to provide structured resources 
of high quality to this community.

One example is the Periscope program, an intensive 
multi-week program of entrepreneurship and business 
training for artists. The Arts and Business Council – which 
is embedded on the Belmont University Campus – ad-
ministers this program (and others). This is a competitive 
program, only accepting 20 participants for a cycle; 
approximately a 20% acceptance rate. The ABC and Met-
roArts also sponsor several one-off workshops and events 
for artists that, depending on the topic, date and time, 
range from 5 to 25 participants. ABC also coordinates an 
active ‘chapter’ of the Volunteer Lawyers and Profession-
als for the Arts organization in Nashville, providing many 
workshops, online resources, and individual legal and pro-
fessional assistance to artist/entrepreneurs. It is clear that 
there are resources available to artists, but that the need 
exceeds the capacity to deliver resources. In the words of 
Jill McMillan, ABC Executive Director, “There is a great 
need for these services and we do what we can.”
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An interesting and unique model for providing support 
to artists – in this case musicians and producers – is a 
new organization called “Helping Our Music Evolve”, or 
HOME.  Conceived as a resource rich co-working space 
and incubator, HOME is dedicated to the personal and 
professional development of musical artists and produc-
ers. It is a subscription membership-based service, similar 
to standard incubators, but with several levels of member-
ship, ranging from ‘full’ membership and privileges (paid 
by monthly membership fee) to non-membership hourly 
rental of its studio, production facilities and event space.  

At first, I was skeptical of the concept, but less so after 
touring the facility and meeting with its founder, Logan 
Crowell. In the 8 months since its opening, HOME has 
over 200 full membership subscriptions and many low-
er-tier participants. At the time of my visit, the co-working 
space was being used for four different activities: the 

recording of a podcast; a rehearsal; a producer negotiat-
ing a new client contract; and some members networking 
in the ‘recreation area’ of the facility. Crowell sees the 
greatest value of the model in providing a learning and 
studio production environment for emerging artists and 
industry to create, interact and network together, in reac-
tion to the more isolated home studio environment that is 
made possible through advances in low-cost home studio 
technology.  It’s an interesting model that seems to have 
applications in Rochester, specifically in the game design, 
filmmaking, and musical composition/performance sector.

#5. Affordable Housing Models
There are some affordable housing programs for artists 
that have been developed in Nashville.  All of my hosts 
agreed that these efforts have been less than successful, 
and for a number of reasons.  

One reason is the overwhelming need for affordable 
housing in Nashville, which affects several sectors includ-
ing the homeless, the impoverished, and the increasingly 
expanding number of working-class people who find it 
difficult to afford Nashville’s soaring rental and property 
prices. A second reason is that the projects have not been 
envisioned using best practices. 

The third reason – and I believe the most impactful – is 
that there is a lack of commitment to the concept of 
providing affordable housing to artists. In two meetings, 
this was clearly stated to me in very direct terms. For 
example, “Nashville is as free-market a city as you will find 
in America. We believe that the market should determine 
the cost of housing and that in most cases, government 
should stay out of the equation.” There was also strong 
sentiment that artists have chosen this career path and 
that they will need to create enough value in what they 
do to earn a good living. 

Though some did believe that it was in the city’s best 
interests to support affordable housing for artists, all rec-
ognized that this was not a priority for Nashville, and that 
earlier efforts have been half-hearted and not successfully 
designed.

NASHVILLE, TN
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Partnerships, Planning and Implementation:
•	 Successful economic revitalization initiatives must be predicated by a com-

mitment for collaboration between the private and public sectors, including 
the active participation by the highest levels of corporate and government 
leadership.

•	 Collaboration should be reflected in structural design, e.g., a lead manage-
ment entity and city/county government cooperation models.

•	 Economic development is an ongoing process and requires reiterative pro-
cesses for reviewing and updating plans.

#1

Community Participation:
•	 Visioning initiatives that do not prioritize public participation, especially those 

involving the arts, leads to a lack of support by residents, and can exacerbate 
a disconnect between the community and the government/business sectors.

•	 Adding public participation strategies after initiatives have been designed and 
launched is less effective than including them at the beginning of the process.

#2

Communication Strategy:
•	 External marketing efforts for arts/economic districts must focus on amplify-

ing a consistent image and message.
•	 When defining and marketing that image and message, “go big or don’t do 

it at all”.

#3

Entrepreneurship Training and Professional Development:
•	 Multi-agency collaborations that provide diverse and accessible entre-

preneurship and training resources are the most effective way to support 
artists and their business ventures in the target area.

•	 Providing resources in a ‘one-stop’ format increases efficiency and accessi-
bility.

#4

Affordable Housing Models for Artists:
•	 Affordable housing initiatives for artists must be aligned with the values, 

beliefs and commitment of the community to be successfully implemented.#5

K E Y  TA K E - A W AY S  F R O M  T H E  N A S H V I L L E  R E S E A R C H  &  V I S I T

http://Planning and Implementation 
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PITTSBURGH, PA

W H Y  P I T T S B U R G H ?
Yes, Pittsburgh is a likely and obvious choice for this study. 

High ratings (No. 20 in Arts Vibrancy; 2nd Most Livable City in US; 2nd Best City for Millennials), similar economic arcs, 
proximity to Rochester, a hotbed of hi-tech industry, downtown vibrancy, exceptional universities, and a very successful 
Cultural District are all relevant to Rochester. We also face similar challenges that include the transformation of our in-
dustrial base, under-performing city schools, issues of economic and social equity and, of course…winter. Notwithstand-
ing these characteristics and similarities, there is something even more compelling about Pittsburgh.

Pittsburgh – most especially its residents – has captured and embraced an ethos of its local culture and history, diversi-
ty, arts, economy, educational institutions, and many other unique assets. Residents proudly communicate the richness 
of their collective identity. They believe that Pittsburgh is indeed the place that they and you would want to live, visit, 
work, or build in. They do not begin a conversation about their city by apologizing for the weather, but rather, reinforce 
that Pittsburgh is a cool place to live. They believe it, they communicate it, and they have found ways to work together 
to make it so, despite the inevitable conflicts that arise in any community.

Pittsburgh has captured what has tended to elude Rochester – an ethos that embraces its culture, history, assets, and a 
pride in solving its problems. Their first inclination is in communicating the positive, not the negative, to actively and co-
operatively work to build upon the positives and solve the negatives, and to tell the outside world that this is indeed the 
place with which you want to visit, experience, and interact.  It lives up to its moniker as having “the biggest small-town 
atmosphere” in the country. Pittsburgh has a sense of pride, energy, and story that is communicated both internally and 
externally by its residents. We seek to have this on the minds (and voices) of all who live and work in Rochester as well.

This attitude is not by chance, but intentional. Pittsburgh has not only identified and capitalized on its persona, but 
has also strategically supported, coordinated, and leveraged its economic, cultural, and community assets to create it. 
Private and public organizations have committed to collaborative practice for building, assessing, and improving the 
city. Foundations have taken the lead in providing investment, operational support, and leadership. Government entities 
have bridged differences and crafted a cooperative working relationship with shared goals. Community leaders from all 
sectors have been active, dedicated, and present. 

Pittsburgh is an important example of successful revitalization in many ways, including placing its creative sector at the 
foundation of its strategic planning and community identity.

Components of the Pittsburgh Study:
Our study of Pittsburgh included the review of two city plan frameworks, one arts organization strategic plan, one 
creative economy report, four city assessments, and fourteen impactful organizations. Interviews were conducted with 
eight principals representing City Theatre, Pittsburgh Arts Council, Pittsburgh Cultural Trust, Three Rivers Young Peoples 
Orchestras, Heinz Foundation, Brew House Association, and Pittsburgh Technology Council. Sites visited included the 
Pittsburgh Cultural District, Pittsburgh Technology Council, Brew House Association affordable housing, Heinz Endow-
ment, Pittsburgh Arts Council, and City Theatre.
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C I T Y  B A C K G R O U N D
From Pittsburgh Equity Indicators Report, 2017

“The city of Pittsburgh, has a population of roughly 300,000, is 64% white, 24% black, and 6% Asian, with other racial 
and ethnic groups comprising a small percentage of the remaining population. There are disparities between these 
groups in terms of quality of life outcomes, economic opportunity, and access to resources. This inequity is one of the 
key long-term stress identified by the city in its OnePGH Resilience Strategy. 

These divisions are deep and complicated and rooted in history and embedded in systems. Taking the difficult, but first 
step of looking in the minor and acknowledging these separations and their associated challenges is not new. In fact, 
it’s actually in Pittsburgh’s DNA. In 1908 the Russel Sage Foundation commissioned The Pittsburgh Survey, a pioneering 
sociological study on the City of Pittsburgh. The Survey is one of the first detailed descriptions of an industrial city. The 
study focused on the seemingly simple topics of the people, the place and the work. The result of this landmark analysis 
served as a foundation for reform, and a pathway to systemically address the growing inequalities that had developed 
between industrial titans and the people who helped to build the city and its wealth. Today, we have come full circle. 
One hundred and ten years later, amidst great advancements in society, we are now experiencing the same systemic 
inequalities that existed during the turn of the 20th century.” 

From p4 Pittsburgh Framework, 2015 
“Pittsburgh has rapidly emerged as one of several world leaders in robotics, automation and artificial intelligence, be-
coming potentially one of the world’s ‘future cities’ while drawing international attention as a proving ground for tech-
nologies such as automated vehicles and advanced manufacturing. While we welcome these advances for the invest-
ments they are bringing, we are also clear-eyed about what the rapid deployment of these technologies could mean for 
inequality, employment, gentrification and perhaps the very nature of work in our society.  Other cities in the U.S. and 
the world are experiencing similar changes creating an opportunity to learn.

As one of the epicenters of these emerging technologies, we also have a responsibility to be an epicenter for new think-
ing about how cities adapt to rapid technological change while addressing social and economic inequality, environmen-
tal threats, and the built environment. Cities such as Pittsburgh that are at the center of the innovation economy have 
the opportunity to become not just economically successful, but also inclusive and just. That belief lies at the heart of 
our p4 framework and the four essential values of ‘People, Planet, Place, & Performance.’”1

 

1 CNBC, The Top 25 Cities Offering Jobs and Affordable Housing, 2017
2 CNBC, The 25 Best Cities in the Us for People Under the Age of 35, 2017
3 SMU Data Facts, The Top 40 Most Vibrant Arts Communities in America, 2014
4 SMU Data Facts, The Top 40 Most Vibrant Arts Communities in America, 2016
5 The Global Liveability Index, 2018 	

NATIONAL RANKINGS:
2017 - #1 in Jobs & Affordable Housing
2017 - #2 Best City for Millennials
2017 - #16 Arts Vibrancy Index
2018 - #20 Arts Vibrancy Index
2018 - #2nd Most Livable City in the U.S.

1

2

PITTSBURGH, PA

3

4

5

https://www.cnbc.com/2017/09/15/the-top-25-cities-offering-jobs-and-affordable-housing.html
https://www.cnbc.com/2017/05/22/the-25-best-cities-in-the-u-s-for-millennials.html
http://mcs.smu.edu/artsresearch2014/articles/blog-white-papers/top-20-most-vibrant-arts-communities-america-2017
http://mcs.smu.edu/artsresearch2014/arts-vibrancy-2018
https://www.eiu.com/home.aspx
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R E C E N T  E C O N O M I C  R E P O R T S  &  C I T Y  P L A N S
PLEASE NOTE: As of Winter 2019, Pittsburgh is still developing their comprehensive city plan. They have released sec-
tions of the plan including: Preserve PGH (cultural and historic resources), Open Space PGH (use of vacant, green, and 
recreation spaces), Climate Action Plan, and Neighborhood Plans. OnePGH & p4Pittsburgh mentioned below are their 
planning frameworks, helping to direct the comprehensive city plan. Two sections they are currently working on, but have 
no public documentation for, include the Public Art Plan and Pittsburgh Bike Plan.

Creative          Pittsburgh’s Creative Clusters | 2014, 118 pages     
Assessment:   Developed by Pittsburgh Technology Council, Echo Strategies, and Martin Prosperity Institute
                       Funded by Carnegie Mellon University and Claude Worthington Benedum Foundation 

Summary: This economic study is intended to provide community leaders with a stronger understand-
ing of the current state of Pittsburgh’s creative industries and the creative class of people that power 
their success. The seven artistic clusters focused upon include creative industry support, data sciences, 
design, entertainment, fine arts, media communications, and software/hardware. Individual sub-cate-
gories and title names are then provided by NAICS Codes to show which category they fit under. Of 
the seven clusters, the highest industry is creative industry support (57.2%) and design (17.9%). Within 
these, there are 176,000 people with occupations-related to creative clusters making $19.6 billion a 
year (20% of the region’s workforce). In the core observations, they highlight positive growth, such as 
the industry growing 14x the national rate, especially in the technology fields. However, some shortfalls 
include a lack of inclusiveness and interconnectivity. Charts show how the city compares to 18 other cit-
ies in the U.S. in regards to creativity, technology, talent, and inclusiveness. Pittsburgh’s creative sectors 
are then explored in terms of job growth, industry growth, and economic impact of the sectors.

Seven Creative Clusters:

http://www.pghtech.org/media/161037/PittsburghCreativeClustersFinalReport-2014.pdf
https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/docs/CultureHere/Culture%20Here%20Report-%20December%202015.pdf
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City                 P4 Pittsburgh | 2015, WEBSITE	
Planning         Funded by The City of Pittsburgh, Heinz Endowments, Sustainable Pittsburgh, Push 7, Joshua Franzos, 
Framework:    and Wall-to-Wall Studios
                       Developed by The City of Pittsburgh

Summary: This is a collaborative framework focused on a model of urban growth and development 
that is innovative, inclusive, and sustainable. Building upon Pittsburgh’s global comparision, it advo-
cates for equity and inclusion, clean technology innovators, universities, and renowned architects and 
planners to create a new sustainable and inclusive approach. The framework is divided into four main 
categories – People, Planet, Place & Performance – assisting with the development of sustainability 
principles for city’s plans. For ‘People,’ some of the focuses include: Equitable Development: The Path 
to an All-In Pittsburgh, Barriers and Bridges, Equity, Justice and Inclusion Agenda for Pittsburgh, and 
Clean Jobs. For ‘Planet,’ categories they are tackling are: Pittsburgh Climate Initiative and Resilient 
Pittsburgh. Their ‘Place’ initiatives include: Affordable Housing Taskforce, Envision Downtown, Urban 
Matters, and Rise as a Global Innovation City. Finally, for their ‘Performance’ section they have: P4 
Performance Measures Project, Southwest PA 2016 Sustainability Goals and Indicators Report, and The 
EcoInnovation District Plan.

Institutions Involved: Resilient Pittsburgh, Affordable Housing Task Force, Land Recycling Working 
Group, Market Value Analysis (MVA) Steering Committee, The Equitable Development study- Policy 
Link, Neighborhood Allies, and Urban Innovation 21, and Pittsburgh Principles for Design & Planning.

Creative          Greater Pittsburgh Arts Council Strategic Plan | 2016, 1 page visual     
Plan:               Funded and Developed by Greater Pittsburgh Arts Council

Summary: Their mission is to expand the reach and impact of the region’s arts and culture community 
through leadership, advocacy, capacity building, and connections. To accomplish this, they developed 
a strategic plan for organizing and implementing arts-based initiatives. The plan has four main goals, 
each with multiple objectives: 1) Serve as agent of change to increase visibility, relevance, and support; 
2) Enhance the capacity, efficiency, and effectiveness of the arts community; 3) Create environment and 
opportunities supportive of individual artists and; 4) Serve as model organization striving to incorporate 
best practices, increase internal efficiency, and ensure sustainability. With this plan, the organization 
hopes that outcomes will include an increase in supporters and donors, more people with disabilities 
will engage with the arts, artists can make research-based decisions, health insurance is available to all 
at lower rates, and arts community workers will work better across sectors.  

PITTSBURGH, PA

http://www.p4pittsburgh.org/
https://www.nashville.gov/Government/NashvilleNext/The-NashvilleNext-Plan.aspx
https://www.pittsburghartscouncil.org/storage/documents/Strategic_Plan_2016_Summary.pdf
https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/docs/CultureHere/Culture%20Here%20Report-%20December%202015.pdf
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Creative          Pittsburgh’s Creative Assets Corridors and Convergence Centers | 2016, 57 pages     
Assessment:   Presented and Developed by Pittsburgh Technology Council and Echo Strategies
                           Funded by FortyEighty and Claude Worthington Benedum Foundation

Summary: An updated version of the 2014 Creative Cluster study, it’s geared to provide communi-
ty leaders with an in-depth understanding of the city’s Creative Industries assets and people. They 
utilized the seven sectors as their basis, looking to see where and how people work, live, create, and 
collaborate. Overall, they found a total of 268,560 regional creative workers, of whom 176,863 work 
as freelancers in the Fine Arts & Creative Industry Service. Other key findings include: the majority 
of “creatives” do not live where the work, creative workers residencies tend to cluster, and industry 
support services can be found all across Pittsburgh. They summarize by highlighting the top 28 neigh-
borhoods were creative employers work and live. In addition, they examined and detailed a services 
asset inventory of the area looking for entrepreneurial support, facilities & spaces, and exhibition/per-
formance venues all with at least four subcategories. In summary, they demonstrate that even though 
there is a high amount of freelancers in the Pittsburgh area, they go underutilized and underserved. To 
combat this, the city plans to create community hubs and acceleration programs. 

Creative          Arts & Economic Prosperity 5: Impacts of the Arts in Allegheny County | 2017, 40 pages 
Economic        Funded by Greater Pittsburgh Arts Council
Report:           Developed by Americans for the Arts

Summary: This report reflects the findings from Arts & Economic Prosperity 5 (AEP5), for which AFTA 
partnered with 250 partners representing 341 communities. The findings in this report for Allegheny 
County are based on 2015-2016 data from 194 area arts and culture organizations and 1,075 audience 
surveys. The arts and culture section had an economic impact of $2.38 billion, in addition to a large 
amount of volunteers and in-kind contributions, and maintained 32,211 jobs. The main types of orga-
nization disciplines were performing arts (34%), museums and visual arts (33%), and community arts 
(15%). They highlight that their strengths are in finances, public funding, corporations, foundations, 
artists, and audience attendance. However, challenges include organizations lack of racial equity and 
artists have difficulty with financial stability. The report compares their economic impact to other large 
cities, including Minneapolis and Nashville, which reveals that Pittsburgh is No. 1 in both expenditures 
and jobs in the arts. They finalize with four main conclusions about the arts and the next steps to con-
tinue expanding and growing. 

City                 ONEPGH: Pittsburgh’s Resilience Strategy | 2017, 61 pages  	
Planning         Funded by The Rockefeller Foundation 
Framework:    Developed by City of Pittsburgh-Department of City Planning and 100RC

Summary: OnePGH is the strategy for Pittsburgh to thrive in the 21st century as a city of engaged, 
empowered and coordinated neighbors. In 2017, Pittsburgh applied to and was selected to become 
one of 100 Resilient Cities, pioneered by The Rockefeller Foundation. Pittsburgh’s Resilience Strategy 
is a strategic plan created as part of the One Pittsburgh Initiative. OnePGH establishes a bold vision for 
the city, building on recent successes and a wealth of community assets, while directly confronting the 
complex challenges that cities continue to face. The goals of Pittsburgh Resilience Strategy purpose-
fully align with the four ‘P’s of the p4 Initiative. The Resilience Strategy then builds upon p4 to create 
holistic, community-centered strategies to improve Pittsburgh. Specific goals include improved coor-
dination among government and non-government organizations, better budgeting and capital coordi-
nation city-wide, adoption of resilience practices in government, institutions, organizations, neighbor-
hoods, etc., and increased resident engagement and empowerment.

http://www.pghtech.org/media/165946/Creative-Industries-Study-Pittsburgh-2016-RFS.pdf
https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/docs/CultureHere/Culture%20Here%20Report-%20December%202015.pdf
https://www.pittsburghartscouncil.org/prosperity
https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/docs/AEP5/AEP5_Nashville_Full%20Report.pdf
https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/docs/AEP5/AEP5_Nashville_Full%20Report.pdf
http://pittsburghpa.gov/onepgh/index.html
https://www.nashville.gov/Government/NashvilleNext/The-NashvilleNext-Plan.aspx
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Creative          Pittsburgh Music Ecosystem Study | 2018, 86 pages     
Assessment:   Funded by Heinz Endowments & The Henry L. Hillman Foundation
                           Developed by 91.3 WYEP, The City of Pittsburgh Office of Nighttime Economy, and Pittsburgh  
                           Downtown Partnership

Summary: The study is the outcome of an intensive 10-month process, including input from more than 
1,800 musicians, civic leaders and others, about the music industry and artists in Pittsburgh. It examines 
the complex network and interconnected system of creative and business professionals providing mu-
sic-related outputs within a city or region. The study reveals weaknesses within Pittsburgh’s intercon-
nected music ecosystem such as a lack of civic involvement which means music-related issues are going 
unaddressed by policies, regulations being constricting for venue owners, and a lack of support for DIY 
artists to fully understand options and career paths. However, they promise opportunities for progress 
identifying five targeted areas for long-term focus and development; 1) leadership development, 2) ca-
reer development, 3) regulatory reform, 4) industry development, and 5) audience development. Each 
of these essential area is supported with a summary of the issue, background data, brief case studies 
of other successful cities or organizations, recommended implementations, to-do lists and a planning 
roadmap. 

City                 State of Downtown Pittsburgh Report | 2018, 41 pages     
Assessment:   Funded by URA, Alco Parking Corporation, Huntington, Point Park University, McCaffery Interests,  
                           and Q Development
                           Developed by Pittsburgh Downtown Partnership

Summary: This is an annual comprehensive resource for land owners, developers, investors and com-
munity leaders to showcase the economic vitality of Downtown Pittsburgh. The report assesses seven 
large categories: 1) Office, employment and education; 2) Housing and population; 3) Restaurants and 
retail; 4) Hotel, culture and entertainment; 5) Transportation and connectivity; 6) Place and environment 
and; 7) Downtown development. A large amount of data supports all of their categories as they com-
pare to past quarters as well as their ratings against other cities. They summarize that there is a shift in 
the industry to technology and creative industries, that the restaurant industry is increasing downtown 
activity, there is a greater downtown venue attendance but a lower hotel occupancy, biking and walk-
ing paths are expanding, and downtown development continues to grow.

PITTSBURGH, PA

http://pghmusicproject.org/
https://www.nashville.gov/Portals/0/SiteContent/ArtsCommission/docs/CultureHere/Culture%20Here%20Report-%20December%202015.pdf
http://downtownpittsburgh.com/research-reports/state-of-downtown/
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C O N T R I B U T I N G  C U LT U R A L ,  C I T Y  &  S TAT E  O R G A N I Z AT I O N S

100 Resilient Cities
Pioneered by The Rockefeller Foundation, 100RC is dedicated to helping cities around the 
world become more resilient to the physical, social, and economic challenges that are a 
growing part of the 21st century. 100RC supports the adoption and incorporation of a view 
of resilience that includes not just the shocks – earthquakes, fires, floods, etc. – but also the 
stresses that weaken the fabric of a city on a day to day or cyclical basis.

Affordable Housing Task Force	
In 2015, a Councilman proposed creating a task force to assess the current and projected 
future landscape of housing affordability in the City of Pittsburgh, evaluate current pro-
grams and initiatives to produce new affordable units and preserve existing ones, and make 
recommendations to the Mayor and City Council.

Americans for the Arts
This nonprofit’s mission is to build recognition and support for the extraordinary and dynam-
ic value of the arts and to lead, serve, and advance the diverse networks of organizations 
and individuals who cultivate the arts in America. Connecting the best ideas and leaders 
from the arts, communities, and business, together they work to ensure that every American 
has access to the transformative power of the arts.

Department of City Planning
This department establishes and sustains an orderly and consistent approach to land use 
that incorporates sustainability, city design, resilience, equity, and opportunity. Planning 
works with communities, civic organizations, and public entities for districts to individual 
project applications. Planning works to integrate completed and evolving major citywide 
strategies including but not limited to ONE PGH resilience strategy and p4 Pittsburgh.

Greater Pittsburgh Arts Council
This organization provides financial, professional, and political support for the arts and 
culture sector. Comprised of over 400 artists and nonprofits, GPAC offers valuable research, 
legal and business consulting, and networking and professional development opportunities 
so that artists can grow their skills. GPAC provides grants, leads arts advocacy at the local, 
state, and national level, and models practices for accessibility and equity in the arts.

Greater Pittsburgh Chamber of Commerce
This organizations serves as Pittsburgh region’s chief advocate at all levels of government 
to secure the public sector investment and legislative to improve the economy and quality 
of life. The chamber brings people and organizations together around issues critical to the 
region’s competitiveness and, through a unified voice, effectively convey the needs and 
priorities of the region to local, state and federal decision makers.

Heinz Endowments 
Based in Pittsburgh, Heinz Endowments provides grant funding for three strategic funding 
areas: creativity, learning and sustainability. They strive to improve the quality of life for ev-
eryone in southwestern PA region. Their vision is to help everyone in the community share in 
the prosperity of a Pittsburgh region as a vibrant, healthy, and creative center of innovation, 

PITTSBURGH, PA

http://www.100resilientcities.org/
http://pittsburghpa.gov/dcp/ahtf/index.html
https://www.cfmt.org/
https://www.americansforthearts.org/
http://pittsburghpa.gov/dcp/about
https://www.pittsburghartscouncil.org/
https://www.greaterpittsburghchamberofcommerce.com/
http://www.heinz.org/
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fairness, and social, economic and environmental sustainability. They helped to fund the 4P’s 
focus and the Music Ecosystem Study.

Office of Nighttime Economy
An office of the City, they implement the Pittsburgh Sociable City Plan. Developed in 2014, 
it addresses the complex issues required to sustain a safe and vibrant social experience 
for residents and visitors. Nighttime Economy Department coordinates five action teams 
focused on public safety, hospitality, development, transportation, and personal account-
ability, as well as the Pittsburgh Sociable City Alliance.  

Pittsburgh Downtown Partnership
PDP is a nonprofit organization that develops and implements innovative programs and 
initiatives to enhance Downtown Pittsburgh by focusing its resources on five strategic areas: 
Clean and Safe, Economic Development, Transportation, Marketing and Advocacy, and the 
Downtown Business Improvement District.

Pittsburgh Technology Council 
This council supports Pittsburgh’s tech sector. A part of the council is the Creative Indus-
tries Network (2008) - dedicated to the growth of Pittsburgh’s creative technology-related 
capabilities. The network serve as a collaborative hub that ignites creativity and innovation, 
enhances interconnectivity, and provides opportunity for cultural transformation.

The Pittsburgh Cultural Trust
A nonprofit organization since 1984, they have worked to make Pittsburgh a place where 
the arts flourish. Their main focus is on the cultural and economic development of the Cul-
tural District, which is now a vibrant center for culture, art, food, and community. The Cultur-
al District stands as a model for how the arts can play a pivotal role in urban revitalization.

The Pittsburgh Foundation
Since 1945, this community foundation distributes endowment funds established by individ-
uals, businesses, and organizations with a deep commitment to the Pittsburgh community. 
With assets of more than $1.14 billion, they support self-sufficient individuals and families, 
healthy communities, vibrant democracy, and community projects. They are responsible for 
the initiatives Advancing Black Arts and Investing in Professional Artists Program.

Urban Redevelopment Authority
The URA is the City’s economic development agency, committed to creating jobs, expand-
ing the tax base and improving the vitality of businesses and neighborhoods. They provide 
a portfolio of programs that include financing for business location, relocation and expan-
sion, housing construction and rehabilitation, home improvements.

Visit Pittsburgh
Established in 1935, VisitPITTSBURGH is dedicated to generating convention, trade show 
and leisure travel business for the Pittsburgh region. VisitPITTSBURGH is a nonprofit organi-
zation serving its business membership. They provide annual reports, accolades, and a de-
tailed website categorizing aspects of the city, as well as advertising and promoting events, 
businesses, and opportunities to explore.    

http://pittsburghpa.gov/publicsafety/nighttime-economy
http://downtownpittsburgh.com/what-we-do/
http://www.pghtech.org/creative-industries-network.aspx
https://trustarts.org/
https://pittsburghfoundation.org/
https://www.ura.org/
https://www.visitpittsburgh.com/media/press-kit/pittsburgh-accolades/
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BUSINESSES & JOBS 
Develop EcoInnovation District – Create a district that 
combines the goals of Eco and Innovation to improve the 
environment, support the needs of existing residents, and 
expand entrepreneurship and job growth. (IN PROGRESS)

A Welcoming Pittsburgh – Develop an initiative that pri-
orities and recommendations efforts on educating, train-
ing,  and attracting talent for more jobs. (IN PROGRESS)

HOUSING
Affordable Housing Task Force Assessment – Create a 
task force to assess and submit policy recommendations 
and community engagement suggestions towards afford-
able housing. (COMPLETED) 

Support Affordable Housing Spaces – Provide neces-
sary support for Garfield Glen, Krause Commons, and 
Lawrenceville Community Land Trusts affordable housing 
projects. (IN PROGRESS)

Develop a Affordable Housing Trust Fund – Based on 
the recommendations of the Housing Task Force, the 
city is establishing a $10 million affordable housing fund. 
(COMPLETED)

Larimer/East Liberty Choice Neighborhoods Initiative 
– Utilize the $30 million award towards 334 mixed income 
rental housing units and a neighborhood park while con-
sidering the communities needs. (IN PROGRESS)

EDUCATION
Provide Social Justice Arts & Education – Cultivate a 
more educated and engaged group of young people in 
distressed communities to encourage participation in 
decision-making processes. (IN PROGRESS)

Create the Placemaking Academy – Create an acade-
my that provides workshops, design studios and training 
sessions to train and coach artists on the implementation 
of placemaking projects in Pittsburgh. (COMPLETED)

CULTURE & ARTS
Establish Temporary Public Art Pilot – Reduce the chal-
lenges of blight, harness creative cultural potential, and 
help reenergize and shape how residents imagine their 
neighborhoods. (IN PROGRESS)

Finalize Artwork for Carrick Artistic Intersection – Re-
ceive and assess proposals to create a high quality artist 
designed intersection at Brownsville and Parkfield Roads, 
in Carrick. (COMPLETED)

Advance Black Artists – Install grant-making program 
that helps create a vibrant cultural life to build community 
awareness of the black arts sector. (IN PROGRESS)

Invest in Professional Artists Program – Support artists 
program to assist creative development, career advance-
ment, partnership establishments, and increase their 
visibility. (IN PROGRESS)

NEIGHBORHOOD & PLACEMAKING 
Implement “100 Percent Pittsburgh” – Collaborate with 
nonprofit organizations to meet the basic needs of indi-
viduals and families who find themselves facing economic 
and social challenges. (IN PROGRESS)

Develop “Just Pittsburgh” – Develop a city-wide frame 
of mind to addresses some of the major challenges and 
aspirations of the city by encouraging differences and 
embracing all. (IN PROGRESS)

Rebuild Sustainable Communities – Support Project RE 
in reusing materials to facilitate landfill diversion, to re-
build communities, and to restore lives by teaching trade 
skills to help people secure a living wage. (IN PROGRESS)

TRANSPORTATION
Assess Urban Mobility – Have a team to assess the mo-
bility and urban design of Pittsburgh in accordance with 
the 4p’s. (COMPLETED)

Increase Accessibility of Broadway Avenue Transpor-
tation – Create ADA-accessible transit stops that include 
shelter from the elements, changes to the roadway, 
stormwater management infrastructure and related street-
scape improvements. (IN PROGRESS)

Increase Nighttime Safety – Utilize both venue safety (an 
alliance of nightlife businesses) and public safety depart-
ment to formalize practices, improve communication, 
coordinate training system, and identify at risk venues. (IN 
PROGRESS)

E X A M P L E S  O F  D O W N T O W N  I N I T I AT I V E S  A N D  E N D E AV O R S
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C O M M U N I C AT I N G  C I T Y  P L A N S ,  E V E N T S  &  U P D AT E S

Task Forces
The City of Pittsburgh shows de-
votion to getting the community 

involved in decisions. They created 
an Affordable Housing Task Force, 

Public Engagement Working Group, 
and other active groups.

Public Meetings
The City website has an up-to-date 
page detailing upcoming council 

meetings and public hearings. There 
is even an easy form to fill out to 

request to speak. Beyond that, they 
have a calendar of upcoming events 

with attached agendas.

Panels for Comprehensive  
Planning

To assist with the comprehensive 
planning, public panels are held in 
spaces like the Childrens Museum 

(with light dinner provided) for free 
to engage the public. They even 
offer interpreters and child care! 

IN
 P

ER
SO

N

ONEPGH & p4
Both city frameworks have individ-
ual websites that are digestible and 
engaging. Individual initiatives and 
supporting documents are divided 
up or summarized appropriately to 
help the reader. The content is up 

to date.

VISIT Pittsburgh
Has a fluid, engaging, and easy to 
follow website. Events, activities, 
places, coupons, accessibility, and 
other relevant details are catego-
rizes appropriately. Many sections 

come with short videos that further 
engage the viewer. 

Individual Organizations  
Websites

Major arts organizations and foun-
dations are very forthcoming in their 
materials. Websites are encouraging, 

with supporting documents, lists, 
calendars, and applications.

 O
N

LI
N

E
 M

AT
ER
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LS

O
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ER
 M

ED
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City Comprehensive Plans
The city has created a timeline of 

City Plans, detailing which ones are 
currently being utilized in develop-
ing their Comprehensive plan. They 
also provide a summary of what is 

in the plan is completed and what is 
still being developed.

Guide to Affordable Housing
Created by a digital news media 
and updated in November, 2018, 

this website details the ins and outs 
of Pittsburgh Affordable Housing. 
It explains the terms, restrictions, 
where to find it, stakeholders, and 

types available.

Visitors Guide
VISIT Pittsburgh advertises their 

visitors guide, however they do not 
have an online version. One must 
request a printed copy well in ad-

vanced to visiting.

Social Media
VISIT Pittsburgh maintains a very 

active Facebook (45,000 followers) 
and Instagram (19,400 followers) ac-
counts. Although upcoming events 
are not posted, there are multiple 
videos, links to events, resources, 

and news articles about city events.

City of Pittsburgh YouTube  
Channel

The City of Pittsburgh has an incred-
ibly active YouTube channel where 
you can find recordings of council 
meetings, panel events, press con-
ferences, station ID, and employee 

of the month! 

News & Media
In regards to the Affordable Hous-
ing, ONEPGH, and 4P’s, the news 

media is very active in covering 
these topic. It seems these are 

household names for the public, 
making locals more invested.

Examples of City of Pittsburgh YouTube Videos:

http://pittsburghpa.gov/dcp/ahtf/index.html
http://pittsburghpa.gov/clerk/council-meetings
http://pittsburghpa.gov/dcp/upcoming-events
http://pittsburghpa.gov/dcp/upcoming-events
http://pittsburghpa.gov/onepgh/index.html
https://www.visitpittsburgh.com/
https://www.pittsburghartscouncil.org/index.php
http://pittsburghpa.gov/dcp/documents
https://projects.publicsource.org/guide-to-affordable-housing-pittsburgh-pennsylvania/
https://www.visitpittsburgh.com/plan-your-trip/visitors-guide/
https://www.youtube.com/channel/UC-YfIv9wvBjGT3LMxo9hLoQ/videos
https://www.nextpittsburgh.com/latest-news/mayor-says-onepgh-will-fund-critical-services-through-nonprofit-partners/
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F U N D I N G  F O R  R E S E A R C H  &  I N I T I AT I V E S

GOVERNMENT 
•	 Department of City Planning
•	 Department of Innovation & Performance 
•	 Department of Public Safety, Bureau of Police
•	 Institute for State and Local Governance at the 

City University of NY
•	 Mayor’s Office
•	 Office of Management and Budget
•	 Office of Community Affairs
•	 Southwestern PA Commision
•	 Urban Redevelopment Authority
•	 U.S. Department of Housing and Urban Dev.

PRIVATE SECTOR
•	 Bridgeway Capital
•	 Forbes Funds
•	 FortyEighty Architecture
•	 Intermedix
•	 Manchester-Bidwell Corporation
•	 McCaffery Interests
•	 Push 7
•	 Q Development
•	 UrbanKind Institute
•	 Wall to Wall Studios

LOCAL
•	 Allegheny Conference on Community Develop-

ment
•	 Carnegie Mellon University
•	 Greater Pittsburgh Arts Council: GPAC 
•	 Huntington
•	 Individual Donors 
•	 Neighborhood Allies
•	 Pittsburgh Public Schools, Career and Technical 

Education Division
•	 Point Park University 
•	 Resilient Pittsburgh
•	 Responsibile Hospitality Institute
•	 Sustainable Pittsburgh
•	 Western PA Regional Data Center
•	 University Center for Social Urban Research

FOUNDATIONS
•	 Buhl Foundation
•	 Benter Foundation
•	 Charles E. Kaufman Foundation
•	 Dietrich Foundation
•	 Fine Foundation
•	 Heinz Endowments
•	 Hillman Family Foundation 
•	 Richard King Mellon Foundation
•	 Rockefeller Foundation
•	 The Pittsburgh Foundation
•	 William Talbott Hillman Foundation

AFFORDABLE HOUSING & STUDIO SPACE 
•	 Artists and Cities Development Corporation
•	 Community Development Block Grants 
•	 Home Investment Partnership Program
•	 Pittsburgh Housing Trust Fund
•	 Tenant-Based Vouchers

F R O M  P I T T S B U R G H  H O U S I N G 
 N E E D S  A S S E S S M E N T

http://apps.pittsburghpa.gov/dcp/Pittsburgh_Housing_Needs_Assessment.pdf
http://apps.pittsburghpa.gov/dcp/Pittsburgh_Housing_Needs_Assessment.pdf
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F R O M  P I T T S B U R G H  H O U S I N G 
 N E E D S  A S S E S S M E N T

A F F O R D A B L E  H O U S I N G  F O R  A R T I S T S

COMPANY HOUSING 
NAMES LOCATION OPEN HOUSING 

TYPE
# OF 

UNITS
RENT 
COST

MARKET 
RATE

INCOME 
RANGE

WAITING 
PERIOD

Brew House 
Association

The Brew House 
Lofts

711 S. 21st 
Street 2001

Studio, 1-2 
Bedroom 

Lofts
76 $668-961 Studio - 2 

Bedroom 
 

$800-
$2,510

$20-29,000 ?

Action 
Housing Inc.

Spinning Plate 
Artist Lofts

5815 Baum 
Blvd. 1998 1-2 Bed-

room Lofts 37 $711-
1,025

1 person 
$29,940

(Being 
Renovat-

ed)

The Brew House – The Brew House supports emerging 
artists by providing opportunities for collaboration and 
professional development. They are affiliated with the 
Brew House Association, which provides artists with the 
support they need to be successful in their respective 
fields. They also offer Live/Work Space with roof top 
deck, community room, laundry, and fitness center. In 
addition, they have Cluster workspaces for creative busi-
ness, such as community nonprofits.

Application: Workforce and Market Rate Application

The Spinng Plate Artist Lofts – Located in the center of 
Pittsburgh’s redevelopment, these lofts opened in 1998 
as a live-work building with a preference for artists. The 
building has large units with high ceilings, open floor 
plans, large windows and a spacious first-floor gallery 
available for all residents to showcase their work. Now 
in its 19th year, the Spinning Plate is undergoing critical 
upgrades and improvements worth $1.3 million. 

Application: Artist Statement, Interview, and a Certifica-
tion Checklist.

News and Reactions to Affordable Housing – 
“Pittsburgh rents are rising for the poor, dropping for the 
rich” - Pittsburgh City Paper, August 2018

According to data from Zillow, 2018 rents have in-
creased 2.8% for poorer residents and decreased 2.7% 
for wealthier. Typically rent rises or falls across all tiers, 
but a unique dicotym has changed the situation. Resi-
dents want to stay downtown, but their demand for low-
er-cost housing is making landlords increase the price. 
Meanwhile, luxury places are 40% vacant and offering 
free rent for the first month to incentivize. 

“Who is taking a stand on affordable housing?” - NEXT-
Pittsburgh, October 2018

Pittsburgh is facing a housing crisis as the average cost 
of a rental property increased by $116 monthly, exceed-
ing the rate of inflation, while the median renter income 
is around $26,000. Since the city is facing a home short-
age of 17,000 units, the Affordable Housing Task Force 
recommended a city fund of $10 million. That has now 
been put into place, managed by URA. In addition, in 
October, a bill was passed by the Senator of Delaware 
County to give tax credit to incentivize private invest-
ment of affordable housing.

http://apps.pittsburghpa.gov/dcp/Pittsburgh_Housing_Needs_Assessment.pdf
http://apps.pittsburghpa.gov/dcp/Pittsburgh_Housing_Needs_Assessment.pdf
http://brewhousepgh.com/
http://www.actionhousing.org/index.php/spinning-plate-artist-lofts
https://www.pghcitypaper.com/pittsburgh/pittsburgh-rents-are-rising-for-the-poor-dropping-for-the-rich/Content?oid=9905581
https://www.pghcitypaper.com/pittsburgh/pittsburgh-rents-are-rising-for-the-poor-dropping-for-the-rich/Content?oid=9905581
https://www.nextpittsburgh.com/city-design/who-is-taking-a-stand-on-affordable-housing-in-pittsburgh/
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P L A N S  &  I N I T I AT I V E  T I M E L I N E
PRIOR TO 2013 

City Plans:
1999 - Pittsburgh Downtown Plan  
2010 - PGHSNAP
2012 - PreservePGH
2012 - OpenSpacePGH
2012 - Pittsburgh Sociable City Plan

2013 2014

Ryman Artists Lofts 
Open

N AT I O N A L  R A N K I N G S

Pittsburgh p4 Research

Pittsburghs 
Creative Clusters 

Report 

2015

Greater  
Pittsburgh

Selected by 100 RC  
become a Resilient City 

Affordable Housing 
Task Force Initiated

Framework 
Published 

ONEPGH:

2015 - Top 20 Cultured2014 - One of Safest Walking Cities
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2017 - 2nd Best for Millenials

Pittsburgh’s Resilience Strategy Research

Plan 
Published 

Pittsburgh Comphrensive Plan Research

2016 - 3rd Most Affordable City

2017 2018

2017 - #16 Arts Vibrancy Index 2018 - #20 Arts Vibrancy Index 

2018 - 2nd Most Livable City

PRIOR TO 2013 
Buildings & Resources:

1941 - Heinz Endownments

1984 - Pittsburgh Cultural Trust Established

1992 - Public Art Projects

1998 - Spinning Plates Artist Lofts

2001 - Brew House Artists Lofts

2005 - Greater Pittsburgh Arts Council

2008 - Creative Industries Network (PTC)

Pittsburgh’s 
Creative Assets 

Cooridors Report 

City Affordable 
Housing Fund 

Created

Arts Council Plan 

Heinz Endowments 
introduce a “Just 

Pitttsburgh”

Creative Sector 
had a $2.38 billion 
economic impact

2016

Impacts of the 
Arts in Allegheny 

County Report 

Framework 
Published 

Pittsburgh Music 
Ecosystem Study

State of  
Downtown Report

Temporary Public 
Art & Placemaking 

Initiative

Spinning Plates is 
getting renovated by 

ACTION-HOUSE

Citie
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MEETINGS & LOCATIONS VIS ITED 
The site visit to Pittsburgh was conducted on January 8 – 9, 2019 by Jim Doser. Meetings were held with: 

Sites visited included the Pittsburgh Cultural District, Pittsburgh Technology Council, Brew House Association, Heinz 
Endowment, Pittsburgh Arts Council, and City Theatre.

OVERVIEW
Rochester is approximately one-third the size of Pittsburgh, yet their similarities are striking: the industrial arc of our re-
spective steel and photography film industries; major universities driving the economy; hi-tech expertise and workforce; 
exceptional and varied artists and arts organizations; major medical centers; and downtown river(s). There are also major 
differences that are especially notable in two areas: financial underpinning of its arts, culture and nonprofit ecosystem 
and its city persona. 

Pittsburgh has a clear identity that is embraced by its residents and recognized by outsiders. As described to me by 
Lindsey Nova, Executive Director of Three Rivers Young People’s Orchestra, “Pittsburgh’s vibe is that it is a cool place to 
live and work.” Audrey Russo, President and CEO of the Pittsburgh Technology Council stresses that this is intentional: 
“Art and design is critical in all things technology and needs to be of primary importance in the cities and neighbor-
hoods in which their workers live. There has been a lot of work with placemaking activities in Pittsburgh to develop this 
city’s persona.” 

Similarly, Janet Sarbaugh, Vice President for Creativity at Heinz Endowment, states that “Weaving design excellence 
and artistic points of view into community is the torch that Heinz is going to bear. We feel that this is essential to revi-
talization efforts, that every citizen deserves to participate in the city and in the arts, and that doing so is an important 
component of creating an equitable and just city.” 

From the Bohemian type atmosphere of Lawrenceville and the Southside districts, to the art/technology infused 
Northside sector, to the downtown Cultural District, ‘a cool place to live and work’ has not been as much a marketing 
strategy, but the deliberate support of creativity, innovation, arts, culture and diversity.

Foundations are the principal economic driver of all arts, cultural, community, nonprofit and even in many ways, business 
activity in Pittsburgh. Led by the Heinz Endowment and Carnegie Foundation, there is little that has happened in the 
last 40 years that Pittsburgh foundation support has not had an important role in – if not direct control. Carol Brown, 
former President and CEO of the Pittsburgh Cultural Trust (created and supported by the Heinz Endowment) was the 
‘chief architect’ of Pittsburgh’s Cultural District. In the 90’s, the Trust purchased most of the properties in what became 
the Cultural District, built theatres, venues, and arts institutions. Their model was to buy up property and then control its 
function and design. They are as much a real estate developer as they are a cultural organization, but all in the service 
of the cultural mission. Since the early 2000’s, it has continued to purchase, renovate and design to fill in between the 
major institutions with storefront galleries, arts related businesses, public art and support venues. 

James McNeel, Managing Director
Marc Masterson, Artistic Director
City Theatre

Mitch Swain, CEO
Pittsburgh Arts Council

Carol Brown, President and CEO (retired)
Pittsburgh Cultural Trust

Lindsey Nova, Executive Director
Three Rivers Young Peoples Orchestras

Janet Sarbaugh, Vice President for Creativity
Heinz Endowments

Natalie Sweet, Program Director
Brew House Association

Audrey Rose, President and CEO
Pittsburgh Technology Council

N A R R AT I V E  S I T E  V I S I T S  T O  P I T T S B U R G H ,  P E N N S Y LVA N I A

http://www.citytheatrecompany.org/
https://www.pittsburghartscouncil.org/index.php
https://trustarts.org/
https://trypo.org/admin/
http://www.p4pittsburgh.org/pages/janet-sarbaugh
http://brewhousepgh.com/association/
http://www.pghtech.org/#council
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KEY CATEGORIES
#1. Partnerships, Planning and Implementation 
A common theme among our subject cities is that of col-
laboration between public and private entities. This is cer-
tainly true in Pittsburgh, where it has, in a rather unique 
way, been demonstrated throughout the arts, nonprofit, 
and business sectors. Similarly, there is a stated cooper-
ative spirit between the city and county governments. In 
both our preliminary study and the site visit, it seems that 
Pittsburgh’s government organizations are secondary to 
the foundation and business sectors. Though nothing in 
our cities happens without political support – and this 
is certainly true in Pittsburgh – the city government has 
not taken the same type of leadership role that has been 
prominent in other cities, particularly in Minneapolis, 
Grand Rapids, and Nashville. 

Pittsburgh is dominated by the foundation communi-
ty. Each city has its own unique power structure, and in 
Pittsburgh, a large aspect of its power structure resides in 
the foundation structure. Their financial and operational 
support is exceptional, yet arts leaders worry about the 

decades ahead because Pittsburgh has very low individ-
ual donor and philanthropy rates, a result of today’s (but 
perhaps not tomorrow’s) robust foundational support.

The foundation model has also had an interesting ef-
fect on the planning and implementation of the Cultural 
District, which is as successful an example of ‘top-down’ 
initiatives as there may be. Essentially paid for by Jack 
Heinz (Heinz Endowment) and implemented (some would 
say controlled) by Carol Brown, it was not, by nature, a 
collaborative, inclusive, visioning and planning process. 
There was no doubt where the power was, and there is 
also no doubt that it was used successfully, has benefited 
the city’s arts, business, and community ecosystem, and 
that they have contributed greatly to what Pittsburgh is 
today. They built the infrastructure, primed the pump, 
and the rest of Pittsburgh followed. They led – or perhaps 
forced – the cultural renaissance that Pittsburgh is known 
for today.

Interestingly, the Heinz Foundation has made a deliberate 
and significant pivot in its operations, granting priorities, 

There is a unique version of collaboration in Pittsburgh that is one sense integrated and in another very separated. The 
Cultural Trust has been described by arts organizations as ‘sucking all the air out of the arts scene’, and one sentence 
later as ‘a true benefactor of arts in Pittsburgh’. There are contradictions throughout Pittsburgh: The Heinz Endowment 
is systemically committed to public participation and placemaking, yet the Pittsburgh Arts Council has no structures 
in place to solicit public input; the Brew House Association (gallery, artist incubator, artist housing) identifies friction 
between the small and large arts organizations, yet partners effectively with the Carnegie Museum on programs. The 
Pittsburgh ecosystem – like many of our subject cities – has found ways to be independent and to make a commitment 
to collaboration and problem-solving for the good of its city and residents at the same time.

As with all our host cities, the willingness to share, consult with, and visit with Rochester colleagues has been enthusi-
astic, warm, and supportive. Each of the cities that I have visited have been very impressed with Rochester’s assets, this 
initiative, and the diverse, impressive membership of the Executive Council, and in the words of Audrey Russo, Pitts-
burgh Technology Council, “These people are a treasure!” 

After assessing Nashville city plans, impactful organizations, revitalization efforts, and economic assessments, five 
key categories were identified. These areas can be used to inform us as we work on the Meet On Main initiative 
in Rochester. They include: 

Entrepreneurial 
Training & Professional 

Development

Community  
Participation

Communication  
Strategies

Partnerships, 
 Planning &  

Implementation

Affordable 
 Housing Models for 

Artists
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and initiatives. Janet Sarbaugh, Heinz Vice President of 
Creativity, has expressed the foundation’s commitment 
to public participation in the arts, placemaking, equity, 
access, and ensuring that Pittsburgh become a leader in 
the JUST City movement. Grants are filtered through this 
lens of community participation and equity, with a strong 
effort to positively impact youth, disengaged communi-
ties, diverse communities, and immigrants. They have em-
braced the concept that equity and community participa-
tion lead to, and is necessary for, achieving the next level 
of economic, cultural, and social success for Pittsburgh. 

In an example of the apparent contradiction that the 
organizations in Pittsburgh both collaborate and maintain 
strong individual identities, two of the smaller arts orga-
nizations pointed out that while they strongly support 
these goals and priorities, it has been increasingly difficult 
to receive funding for programs that do not specifically 
address education or diversity and equity issues.

Representatives from the Arts Council, Cultural Trust, and 
the Technology Council all emphasized another recurring 
theme in the successful implementation of arts, culture, 
technology and revitalization efforts, this being the 
existence of a single management entity to align efforts 
within a vision and to utilize the economy of shared ser-
vices. There was a strong recommendation for Rochester 
to establish either a single management entity, and/or 
to empower an arts council to effectively represent and 
coalesce the arts community around these initiatives. 

The Pittsburgh Arts Council provided several examples of 
how it serves this function, including management of pro-
motion (described later in the communications section), 
creating and supporting peer to peer networking and 
development groups. The Cultural Trust provides other 
services as well, such as owning and scheduling most 
events in the major venues. 

The most interesting challenge that was expressed by 
several organizations is that Pittsburgh may be nearing 
a saturation point of professional arts organizations and 
offerings. They recognize, with increasing frequency, that 
they do not yet have a firm grasp of what supply the mar-
ket can bear in Pittsburgh, and how this may impact its 
current commitment to collaboration.

#2. Community Participation
Historically, and certainly in the development of the Cul-
tural District, community participation was not a primary 
driver in the planning of Pittsburgh’s revitalization strate-
gies using the arts. Once again, however, the foundation 
community is leading the understanding and application 
of the community participation principles.

The Heinz Endowment has prioritized community involve-
ment in arts programming and activities in its activities 
and grant making. This is a substantial shift for them and 
has been reflected in the creation of new positions, pro-
cesses, departments and initiatives. Sarbaugh suggests 
that their community programs are successful because 
they are not imposed, but rather the community plays an 
important role in designing them. 

One example of this is turning a community YMCA 
program into a creative center youth branch where teens 
create, record, produce and perform music. A second is 
their ‘Arts Excursions’ program, where community mem-
bers are invited to take field trips to playgrounds, muse-
ums and other institutions to envision and design their 
own. Heinz also has its own public art office that focuses 
on neighborhood level art, again based on feedback from 
the community. 

Sarbaugh stresses that design excellence is an essential 
part of revitalization and community engagement, from 
playgrounds and buildings to murals and public sculpture. 
She also emphasizes that public art, community program-

PITTSBURGH, PA
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ming, and equitable access are relatively inexpensive 
strategies for engaging communities and revitalizing 
cities.

In another example of apparent contradiction is that the 
Pittsburgh Arts Council has no structure to solicit any in-
put from the community. Their studies, programming, and 
initiatives are focused on the arts community itself. This 
may be an excellent and efficient strategy for the division 
of priorities among different organizations in Pittsburgh, 
or may reflect a true philosophical and strategic difference 
in priorities.  Their programs are, however, very important 
to the arts community, including economic impact reports 
(distributed to the arts organizations, not the community) 
and extensive surveys of artists twice annually to identify 
and support their needs, such as performance health and 
professional services. 
 
#3. Communication Strategies 
The Arts Council leads and coordinates the promotional 
communications for arts activities in Pittsburgh and is very 
effective at doing so. They highly recommend a third-par-
ty solution for this work called Artsopolis. It is affordable, 
professionally managed, and used by many cities in 
America.

As mentioned in the introduction, the Council also 
organizes many networking, social, and topic focused 
professional groups. These are regularly scheduled and 
well-attended events that have served to connect arts 
groups (large, small and individual artists) in compre-
hensive, timely conversations to coordinate and solve 
problems. Mitch Swain, Arts Council CEO, suggests that 
these types of activities are very important to keeping 
the collaborative nature of Pittsburgh arts organizations 
and artists healthy.  He believes that this has allowed 
proactive conversations of issues to be discussed openly 

and not escalate to a breakdown in communications. The 
Arts Council, which is a membership-based organization, 
serves this vital role in the Pittsburgh community.
The Council also reports data to government organiza-
tions and politicians and serves an advocacy role for the 
arts. Swain believes that the Cultural Data Project serves 
as the best data resource for organizations like theirs. 
Much of the Americans for the Arts data comes from the 
CDP. This data enables arts organizations to avoid de-
bating issues from a position of passion, rather allowing 
them to have discussions based on data. 

#4. Entrepreneurial Training and Professional  
Development
The Pittsburgh Arts Council provides some unique and 
exceptional resources for entrepreneurial training and 
professional development for artists in Pittsburgh. They 
are one of the few Arts Councils in the country that have 
a full-time ‘Artist Relations Manager’ on staff.  This posi-
tion supports artists with individual consultations, advice, 
skill-building, and most importantly, provides connections 
and referrals to professional services. The Arts Council 
version of professional development workshops is called 
a ‘salon’, and they regularly provide these to creators, 
makers, performers, and teachers of the arts to develop 
their professional skills. A retired attorney who supports 
the arts coordinates their Volunteer Lawyers for the Arts 
program, connecting artists and organizations with volun-
teer lawyers in the Pittsburgh area. Americans for the Arts 
provides a support program called Business Volunteers 
for the Arts (BVA) to which the Arts Council subscribes 
and provides an on-site coordinator. The Council also em-
ploys its own researcher who is tasked with researching, 
compiling research, creating reports, and communicating 
reports to artists and arts organizations.

https://www.artsopolis.com/
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The Brew House Association (BHA) also provides sever-
al incubator-based programs for artists. Their Distillery 
program accepts seven artists each year who have access 
to individual work space, cooperative resources, collab-
oration with other participants in all of the Brewhouse 
programs, and most importantly, a community of dedicat-
ed artists to work with. Participants pay a $100 per month 
fee to work in this incubator environment and have access 
to the resources. A similar program, called Prospectus, is 
an incubator for curators.

The BHA also provides large co-work spaces for organi-
zations. Currently, two of their four spaces are occupied, 
one with an aerial-dance company (just presented three 
sold out performance of an ‘aerial’ Nutcracker!) and a 
metal/jewelry company. BHA does occasional workshops 
for the general public, but not many, and they are not 
sure that they will continue to do this. They feel that the 
incubator approach allows them to attract and work with 
artists who are more invested and dedicated to their 
projects.

#5. Affordable Housing Models
Affordable housing for artists does have a presence in 
Pittsburgh. The BHA owns a 72-unit artist apartment 
building that adjoins their workspaces and gallery.  It 
is fully rented with a wait list. Recently, BHA made the 
decision to contract with a management agency (TREK) to 
manage the facility, because it requires the expertise that 
a management agency provides. 

They have struggled with the definition of ‘artist’ and are 
in the process of refining their criteria for acceptance. 
Currently, they estimate that 30% of their residents are 
dedicated artists, with the remaining 70% more appro-
priately classified as ‘creative persons’. BHA hopes to 
increase the number of dedicated artists in their housing.

Two Artspace projects have been developed in Pitts-
burgh, though friction between Pittsburgh and Artspace 
have led to some damage in that relationship. Details 
were not provided, though Janet Sarbaugh expressed 
her unequivocal support and admiration of the work that 
Artspace does to meet this important and greatly unmet 
need in Pittsburgh and other cities. 

Heinz Hall in the Cultural District
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Parterships, Planning and Implementation:
•	 A single management entity, and/or an umbrella cultural arts organization, is 

essential for developing and maintaining a corridor (or city) of successful arts and 
economic activity. 

•	 Design excellence is an essential component of successful revitalization initiatives 
and community revitalization programs.

Community Participation:
•	 Community participation in planning, programming, placemaking, and implemen-

tation is seen as an essential component of the next wave of providing an activat-
ed urban environment.

•	 Equity, accessibility, and justice must underpin the work of revitalization and com-
munity engagement activities in our cities.

Communication Strategy:
•	 Third-party solutions can be effective solutions to outward facing communications 

about cultural activities and resources.

Entrepreneurship Training and Professional Development
•	 Coordinating direct access to professional services and resources, particularly 

through programs like the Volunteer Lawyers for the Arts, Business Volunteers 
for the Arts, and dedicated staff (such as artist relations managers) is an effective 
component of support in training and professional development.

•	 Incubator models attract and retain more dedicated participants than workshops, 
but also reach fewer artists requesting assistance.

•	 Providing opportunities for coworking, networking, and building community 
among artists are impactful practices.

Affordable Housing Models for Artists:
•	 Affordable artist housing is needed and should be provided, but it comes with 

a number of complex management issues that are likely best handled by expert 
management agencies with experience in artist housing.

K E Y  TA K E A W AY S  F R O M  T H E  P I T T S B U R G H  R E S E A R C H  &  V I S I T

#1

#2

#3

#4

#5
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W H Y  B R O O K LY N ?  ( ...   A N D  W H Y  N O T...   )
In the last decade Brooklyn has undergone an amazing transformation. 

Culture, arts, technology, business, and real estate sectors have all made exceptional gains, as has the perception that 
Brooklyn is the place to be in New York today. Over the last four years, Brooklyn has rated a consistent “#2” in Arts Vi-
brancy in the US. For these reasons, Brooklyn is one of the cities, or rather boroughs, of interest (and inspiration) for our 
work. However, there are several factors that have led us to delay a site visit at this stage of our initiative. 

The formative work for revitalization efforts – coalition building, visioning, goal-setting, strategic planning – are substan-
tially different in Rochester and our other subject cities than in Brooklyn. The complex, multi-layered web of relation-
ships within the borough, and between Brooklyn, New York City and New York State, is very different than Rochester. 
The models for planning, though certainly of value to study, many not be as readily applicable to our work here at this 
time.

In our preliminary study and current contacts in Brooklyn, it has also become apparent that their various public and pri-
vate entities are much more siloed than we would expect and need here in Rochester. The robust connection between 
organizations and sectors that we will both depend on and value in Rochester does not seem to be the reality in  
Brooklyn. 

Additionally, it has been much more difficult to connect with and schedule meetings with substantive players in the 
Brooklyn sphere, so much so that those meetings we have had (Downtown Brooklyn Arts Alliance and National Sawdust) 
have had to be scheduled by phone. These interviews – though valuable – have reinforced our perception that the rela-
tionships in Brooklyn are so different than in Rochester and our other city subjects, that they will not be entirely relevant, 
nor worth the site visit in our initial planning stage of our project. The connective tissue of Brooklyn is very different than 
Rochester.

Rather, we see the greatest value in our continued study of Brooklyn to be focused around specific sites, organizations 
and initiatives, which by the nature of their marriage of the arts, technology and other creative sectors, provide very 
relevant models for us to study in Rochester. These organizations include the Brooklyn Navy Yard, BAM, Dumbo, BRIC 
Media House and National Sawdust. For this reason, the Brooklyn report does not include the Site Visit section or inclu-
sion of Key Points in the summary.

This being said, the information provided in the general review of Brooklyn, provided here, is both important and can 
contribute perspective and detail to our conversations.

Components of the Brooklyn Study:
Our study of Brooklyn included the review of five city plans (two of which for the creative sector), one economic report, 
one plan assessment, and twenty impactful organizations. 
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C I T Y  B A C K G R O U N D
From the introduction of Economic Snapshot of Brooklyn, 2018

“Brooklyn is the most populous of the five boroughs that make up New York City. It has a large foreign-born population, 
which has contributed to its success, and is one of the most diverse counties in the nation. Private sector job growth 
has been strong since the recession ended in 2009, outpacing the rest of New York City, New York State and the nation. 
Brooklyn has gained 172,600 private sector jobs, far more than the 1,400 lost during the recession. Downtown Brooklyn 
is the City’s largest business district outside of Manhattan, and job growth has been strong there as well.

The Brooklyn Tech Triangle is now home to more than 1,350 innovation companies. The tech sector has become one 
of the fastest- growing employment sectors in the borough, increasing by 57 percent since 2009. The borough is also 
home to world-class cultural and academic institutions, which are integral to the local economy and residents’ quality of 
life. With its many restaurants, active nightlife and diverse neighborhoods, Brooklyn is attractive to young professionals.

Brooklyn has an extensive transportation network, making it easily accessible to Manhattan. The L subway tunnel be-
tween Brooklyn and Manhattan, however, is scheduled to be closed for repair for 15 months beginning in April 2019.
Brooklyn has set employment records for eight consecutive years, and the unemployment rate has fallen to a record 
low. Despite impressive gains in household income, the borough still faces challenges, including poverty and a shortage 
of affordable housing. Nonetheless, Brooklyn’s economy is booming, creating new opportunities for its residents.” 

NEW YORK-JERSEY CITY-  WHITE PLAINS RANKINGS
National Center for the Arts:
2015 - Rated #3 in Arts Vibrancy
2016 - Rated #3 in Arts Vibrancy 
2017 - Rated #2 in Arts Vibrancy
2018 - Rated #2 in Arts Vibrancy

http://mcs.smu.edu/artsresearch2014/tags-articles/arts-vibrancy-index
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R E C E N T  E C O N O M I C  R E P O R T S  &  C I T Y  P L A N S

City Plan:        Brooklyn Tech Triangle | 2013, 90 pages	
                       Initiated & Funded by Brooklyn Navy Yard Development, Downtown Brooklyn Partnership, and Dumbo    
                           Business Improvement District 

Developed by WXY Architecture and Urban Design

Summary: The “Tech Triangle,” consisting of Downtown Brooklyn, DUMBO, and Navy Yard, is currently 
the highest concentrated area of tech in New York outside of Manhattan. Currently hosting 10% of the 
tech sector in NYC, DUMBO is known for its digital companies. The Navy Yard is known for employer 
makers and artisans who utilize tech for product making and Downtown Brooklyn is a hub of artistic 
endeavors revolving around tech, educational institutions, and students. With this combination, this 
report proposes growing tech jobs 18,000 directly and 43,000 indirectly. To accomplish this, five goals 
were put into place: 1) Place for tech growth; 2) A new tech ecosystem; 3) Connections across the tech 
triangle; 4) Dynamic places for tech; and 5) Tech triangle interface. Each of these are broken down into 
specific initiatives, including incentives, rehabilitation, and funding programs. 

Implementation: In 2015, businesses moved into abandoned spaces in all three Tech Triangle neigh-
borhoods, starting the push for tech in businesses, educational institutions, and transportation.1 As of 
fall 2017, the neighborhoods and the Brooklyn Chamber of Commerce proposed the area as the home 
for Amazon’s expansion.2 In Spring 2018, the Tech Triangle plan moved forward with the new Living 
Lab, a program researching, testing and reporting information on urban planning, noise pollution moni-
toring, and public data analysis.  

Institutions Involved: NYC Deputy Mayor’s Office for Economic Development, NYC Department 
of Small Business Services, NYC Council Speaker Quinn, NYS Empire State Development, New York 
University & Center for Urban Science and Progress, and Polytechnic Institute of New York University. 

1 Brooklyn Tech Triange Webiste, Space to Grow	
2 “Brooklyn Tech Triagle Selected for Amazon’s H2Q Proposal,” Downtown Brooklyn, 2017

BROOKLYN, NY

http://brooklyntechtriangle.com/assets/Brooklyn-Tech-Triangle-Strategic-Plan.pdf
http://brooklyntechtriangle.com/2015-update/1-space-for-tech-to-grow/
http://downtownbrooklyn.com/news/2017/brooklyn-tech-triangle-selected-by-city-for-amazon-hq2-proposal
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Creative          Culture Forward: Downtown Brooklyn | 2016, 29 pages	
City Plan:        Initiated & Funded by City and State of New York 
                           Developed by Downtown Brooklyn Partnership (DBP), Downtown Brooklyn Arts Alliance (DBAA), and       
                           AEA Consulting 

  
Summary: Initiated by NYC’s $100 million investment towards downtown Brooklyn, this artistic plan 
was developed to capture values and take advantage of current cultural, business, and residential 
development. The report demonstrates Brooklyn’s commitment to the arts by proposing 13 initia-
tives based on four areas of focus; 1) Promoting opportunities for artists, arts groups, and future arts 
leaders; 2) Animating public space; 3) Signaling the area as a hub for creativity and innovation and; 
4) Providing appropriate resources and governance. Initiatives include converting building space into 
long term artist studios, creating a community identity by utilizing the existing structures and culture, 
codifying through various works of arts, putting on cultural public festivals, and increasing funding. 
The Culture Forward initiatives would also involve technology, allowing information about Downtown 
Brooklyn and its offerings more accessible. Overall, the plan builds upon the already extensive arts cul-
ture in the community by making it even more habitable for creative clusters, anticipating 20,000 new 
jobs and 30,000 new residents in the next decade.

Implementation: A Culture Forward festival, highlighting Brooklyn’s cultural organizations and offer-
ings, has been presented in 2017 and 2018. Outside of this, not much has been publicized about how 
the plan has progressed.

City Plan:        Brooklyn Strand: Urban Design Action Plan | 2016, 113 pages	
                       Initiated NYC Office of the Mayor
                           Developed by Downtown Brooklyn Partnership (DBP), NYC Department of Parks & Recreation,  
                           Brooklyn Bridge Park, WXY architecture + urban design

  

http://downtownbrooklyn.com/about/publications/culture-forward
http://s3.amazonaws.com/downtown-brooklyn/imgr/Brooklyn-Strand-Community-Vision-Plan.pdf
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Summary: Going along with the 2013 Tech Triangle plan, the Brooklyn Strand is about connecting the 
Brooklyn Bridge, Downtown Brooklyn, and the waterfront through public landmarks and parks. They 
highlight the history of the Brooklyn Strand, showing what these places currently look like and activities 
that occur there. The objective is to transform the public space to reconnect neighborhoods, advance 
public space equity, improve park access, craft a gateway to Brooklyn, and explore economic oppor-
tunities to to create a sense of culture and community. After gathering data from 40 walkthroughs of 
local organizations, 5 community workshops, interacting with 200 people, and logging 300 comments, 
they settled on connecting 9 landmarks/neighborhoods and developing related activities. Of the 11 
recommendations, the last one is utilizing arts and innovation to boster large-scale concept vision with 
an actionable arts initiatve. 

Implementation: According to an article by Regina Myer, President of DBP, the action plan has not 
had much put into action since 2016, but the area is in dire need of movement on the project.

Economic        Economic Assessment of Brooklyn Economy | 2017, 43 pages	
Borough          Initiated & Funded Brooklyn Chamber of Commerce
Report:             Developed by The Land Econ Group, Washington Square Partners

Summary: This report shows details on the current and future state of the Brooklyn economy. It ex-
amines economic performance in population, job growth, unemployment, and wages. They analyze 
industry specialization, job growth projections, and wages by industry. Some notable factors include 
unemployment rate is at an historic low and employment is increasing, but wages have stayed the 
same. The industries examined include health care and social assistance, tourism and entertainment, 
construction, retail trade, and professional, scientific, and technical services. Tourism and entertainment 
is the second largest industry, growing at 9.9 per year since 2012. It is projected that, by 2022, this 
sector will add over 33,000 jobs and make up about a fifth of employment in Brooklyn.

BROOKLYN, NY

http://downtownbrooklyn.com/news/2018/its-time-to-build-the-brooklyn-strand
http://download.brooklynchamber.com/EconomicAssessment.pdf
http://download.brooklynchamber.com/EconomicAssessment.pdf
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Creative          CreateNYC | 2017, 161 pages	
City Plan:        Initiated & Developed by NYC Office of the Mayor & NYC Cultural Affairs
                           

Summary: Initiated in 2015, by Mayor DeBlasio, CreateNYC began with over six months of research, 
reaching out to 200,000 community members in all boroughs of New York City. Specifically, the focus 
was what can, or should, be done about the arts and lack of accessibility. In the spring of 2017, they 
produced a report sharing statistics, issues and strategies on how to address this information in 8 dif-
ferent formats: 1) Equity and inclusion; 2) Access; 3) Affordability; 4) Social and economic impact; 5) Ed-
ucation; 6) Public art; 7) City wide coordination and; 8) Neighborhood character. Within these focuses, 
each strategy is prioritized via a timeline, from immediate (within 12 months) to long (within 10 years). 
The report highlights specific cultural participants and stakeholders, funding sources, and research data 
to support the suggestions.  

Implementation: The CreateNYC website, which outlines the report in a visually stimulating, easily 
digestible fashion, states an implementation update would be published in early 2018. However, such a 
publication has not occurred. Instead, a few articles have stated updates, such as seven projects being 
designated for grants from the Department of Cultural Affairs & the Inaugural Disability Forward Fund 
provided $640,00 to 22 organizations that deeply engage people with disabilities in the arts. 

NAME POSITION

Ben Rodriquez-Cubenas Rockefeller Brothers Fund

Karen Brooks Hopkins Former BAM President, Onassis Cultural Center of New York

John Calvelli Executive Vice President of Public Affairs, Wildelife Conservation Society 

Gianna P. Cerbone-Teoli Owner and chef of Manducatis Rustica

Tino Gagliardi President of American Federation of Musicians, Local 802 

Catherine A. Green Executive Director at ARTs East New York Inc.

Myrah Brown Green Arts Consultant, Agent, Artist, and Curator

Joanna Haigood Zaccho Dance Theatre Choreographer/ Artistic Director 

Adam Huttler CEO of Exponential Creativity Ventures

Sandra Jackson-Dumont Chairman of Education for Metropolitan Museum of Art

Arnold Lehman Former Director of Brooklyn Museum

Miguel Luciano Faculty at the School of Visual Arts & Yale University School of Art

Kenneth Pietrobono Artist & Writer - Occupy Museums

Tia Powell Harris Chief Executive Office of Duke Ellington Schol of the Arts

Eric Pryor President of Harlem School of the Arts

Daisy Rodriquez (Unknown)

Verdery Roosevelt Senior Vice President, Cultural Investments, Upper Manhattan Empowerment Zone

Rosalba Rolon Artistic Director at Pregones, Puetro Rican Traveling Theater

Amanda Straniere Development Manager, Staten Island Museum

Kenneth Tabachnick Executive Director at Merce Cunningham Trust

Tattfoo Tan Social, Helath, and Political Artist

Jennifer Walden-Weprin Executive Director at Queens County Farm Museum

Cultural Plan Citizens’ Advisorry Committee Members:

http://createnyc.org/wp-content/uploads/2017/07/CreateNYC_Report_FIN.pdf
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City Plan          People’s Cultural Plan for Working Artists and Communities in NYC | 2017, 17 pages	
Assessment:    Initiated & Developed by Jenny Dubnau, Alicia Grullon, Shellyne Rodriguez
   

Summary: This document is a rebuttal to the CreateNYC plan, written by artists, individuals, and orga-
nizations calling out flaws and lofty goals. The collaborators point out issues of numerous provisions, 
such as fair payment for artists, accessibility for minorities, gentrification issues, and changing housing 
plans. The document provides data, explains issues one by one, and demands some specific solutions, 
but does not provide implementation, strategic goals, or other organization concepts. On the corre-
sponding website, the People’s Cultural Plan shows support for 21 organizations and their correspond-
ing policy demands including, Ameriacan Indian Artist Inc, Art Handlers Bill of Rights, Artists Studio 
Affordability Project, Disability/Arts/NYC Task Force, Fair Wage on Stage, and NYC Artist Coalition. 

MASTER         OneNYC: The Plan for a Strong & Just City | 2018, 354 pages	
CITY PLAN:     Initiated & Funded by The City of New York, Mayor’s Office3
                        

Summary: After highlighting prior plans challenges and successes, this extensive plan begins with out-
lining 4 visions for the city; growth, justice and equity, sustainability, and resiliency for all five boroughs. 
Each of these goals has 4-8 subcategories such as housing, thriving neighborhoods, culture, industry 
expansion, education, healthcare, waste management, parks, etc. To reach these goals, they gathered 
information from the community through public surveys, community meetings, civic organization meet-
ings, leaders from neighboring cities, and multiple representatives. The plan tackles issues such as a 
growing population and economy, poverty, infrastructure needs, climate impacts, and housing. Brook-
lyn initiatives include Brooklyn Bridge Rehabilitation, college expansion, improving transit, investing in 
fashion manufacturing, more affordable housing, supporting cultural capacity, and providing healthcare 
access. The plan ends with charts detailing the initiatives, funding, sustainability and current status. 

Implementation: According to the plan, initiatives that are already underway include finding new 
development areas in Brooklyn, funding affordable housing, and promoting walkablility. Completed 
projects include Brooklyn Bridge Park being re-opened, activating the street-scape, using the Water-
front to connect green corridors, and other environmental related projects.  

Anticipated Capital spending by NYC for the next ten years:

BROOKLYN, NY

https://docs.wixstatic.com/ugd/8c7daf_c9c9a291aed945788a2d862fa1d68634.pdf
http:// 
https://onenyc.cityofnewyork.us/
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C O N T R I B U T I N G  C U LT U R A L ,  C I T Y  &  S TAT E  O R G A N I Z AT I O N S 

Actors Fund
A nonprofit human services organization focusing on the needs of the entertainment com-
munity. Services include emergency financial assistance, affordable housing, healthcare and 
insurance counseling, senior care, secondary careers and more. They serve all professionals 
in film, theater, television, music, opera, radio and dance through programs that address the 
community’s needs. They are responsible for creating Schermerhorn affordable housing.

AIA New York Housing Committee	
Their mission is to explore issues of design, policy, and technology in the development of 
new housing and livable neighborhoods. They invite community participation, including the 
development community, students, and members of the public. They are responsible for 
projects like Brooklyn Greenway and assisting with the creation of guidebook to Designing 
New York Quality Affordable Housing. 

American Institute for Grapic Arts, NY	
AIGA/NY’s mission is to demonstrate the impact of design and cultivate the future of design 
in NYC. They accomplish this through connecting professional designers and students with: 
ideas, information, and each other; advocating for design within the city’s civic and cultural 
life; leading collaborative projects with local communities; and championing excellent work 
and innovative practices. Their Special Initiatives is assisting DUMBO in their renovation. 

Arts & Business Council of New York	
This organization blurs the lines by developing creative partnerships between the arts and 
business communities. Their goal is to enhance the business skills of the arts sector while 
facilitating creative engagement within the traditional business world. They engage with 
constiuents through three programs: art@work, the Diversity in Arts Leadership internship, 
and professional development that leads to partnerships. 

Brooklyn Arts Council	
This nonprofit originally operated as an arts programming organization, helping artists get 
a start through performance opportunites at the Downtown Cultural Center. Today, the 
organization not only presents free and affordable events, but they give grants, train artists, 
teach students, and promote artists/cultural events across the borough of Brooklyn.

Brooklyn Chamber of Commerce
The Brooklyn Chamber of Commerce is the largest and fastest growing chamber of com-
merce in New York. Celebrating its centennial this year, the organization mission is to pro-
mote a healthy and robust business environment throughout Brooklyn.

Brooklyn Creative League
Starting in 2009, this organization is a physical space that provides a creative work environ-
ment and coworking spaces. These spaces cultivate authentic professional communities to 
support companies and individuals who share a commitment to community, collaboration, 
and mutual benefit. In 2017, a 10 year (2027) plan was designed to help expand their initia-
tives throughout many locations in Brooklyn.  

https://actorsfund.org/
https://www.aiany.org/committees/housing/
http://ftp.aigany.org/about/
https://www.americansforthearts.org/by-program/networks-and-councils/arts-business-council-of-new-york
http://www.brooklynartscouncil.org/
http://www.ibrooklyn.com/
http://brooklyncreativeleague.co/about-us
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Brooklyn Navy Yard Development
With more than 400 businesses generating 2 billion in economic impact every year, this 
nonprofit’s mission is to fuel New York City’s economic vitality by creating and preserving 
quality jobs, growing the city’s modern industrial sector and its businesses, and connecting 
the local community with the economic opportunity and resources of the Yard.

Downtown Brooklyn Arts Alliance 	
Consisting of 35 arts organizations, the central vision of this alliance is to advocate and act 
on the best of Downtown Brooklyn and it’s cultural art forms. The alliance is a unified voice 
speaking to business, political, and community leaders about the economic benefits of the 
arts. They also act as resource for discussion issues that affect the arts community.

Downtown Brooklyn Partnership
A local nonprofit development corporation, the mission of the DBP is to attract new busi-
ness and strengthen existing structures and communities already in place. The organization 
champions Brooklyn as a world class business, cultural, educational, residential and retail 
destination. Currently, the organization focuses on Business Improvement Districts which 
consist of: A. MetroTech, B. Fulton Mall, and C. Court-Livingston-Schermerhorn. 

DUMBO Business Improvement Project
A nonprofit organization, they are dedicated to enhancing and promoting DUMBO, Brook-
lyn. The Improvement District showcases DUMBO as a world class destination, advocating 
on behalf of DUMBO’s businesses, property owners and residents.

Friends of the Brooklyn Queens Connector
Recognizing that Brooklyn and Queens is the new destination for the living and working res-
idents of NYC, this is an organization built of residents and and companies based in the two 
boroughs. They spearhead meetings, advocacy, and update plans for the proposed BQX 
streetcar to connect Queens and Brooklyn along their waterfronts.

Hester Street Collaborative
Known for giving equity to all members while conducting urban planning projects, Hester 
Street has engaged over 150,000 community members while finishing out their projects. 
They want to represent the communities and the people that live in them. Their goal is to 
create equitable, sustainable, and resilient neighborhoods and cities.

Metropolitan Transportation Authority Arts for Transit
Starting in the 1980’s, this organization is responsible for overseeing cultural and permanent 
art installations within the NYC subway system including sculpture, mosaics, music, poetry, 
or graphic posters. The MTA system serves over 8.7 million people in all of the five bor-
oughs.

NYC Department of Cultural Affairs	
This department is dedicated to supporting and strengthening cultural life in all of the five 
boroughs. They mainly focus on providing public funding to nonprofit organizations. Some 
of their initiatives include DCLA’s Diversity, Equity, & Access, Affordable Real Estate for Art-
ists (AREA), Creative Aging partnership, and taking part in CreateNYC. In 2014, the depart-
ment had a capital budget of $822 million.

BROOKLYN, NY

https://brooklynnavyyard.org
https://www.dbartsalliance.org/about/
http://downtownbrooklyn.com/
https://dumbo.is/hometo/dumbo-bid
http://www.bqx.nyc/
https://hesterstreet.org/
http://web.mta.info/mta/aft/
https://www1.nyc.gov/site/dcla/about/about-cultural-affairs.page
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NYC Office for Economic Development	
This organization oversees the planning and carrying out of initiatives that affect all of New 
York City. There are many other departments that sit underneath its umbrella: NYC Econom-
ic Development Corporation, Department of Housing Preservation & Development, Capital 
Projects Development, Department of City Planning, Department of Small Business, and 
Mayor’s Office of Film Theater & Broadcasting. 

NYC Parks & Recreation	
The department of Parks and Recreation cares for all the trees, playgrounds, public pools, 
beaches, sporting courts, and community gardens within the city. Their mission to plan re-
silient and sustainable parks, public spaces, and recreational amenitites, build a park system 
for present and future generations, and care for parks and public spaces.   

NYC Public Design Commission
NYC’s design review agency, they have jurisdiction over permanent structures, parks and 
open spaces, streetscapes, signage, and art proposed on or over City-owned property. The 
Commission is an advocate for excellence and innovation in the public realm, ensuring the 
viability and quality of public programs and services throughout the city.

NYC Center for Urban Sciences & Progress	
A research center founded in 2012, its home is based in the Tandon School of Engineering 
focusing on urban research and education programs. They use NY as a way to understand 
how cities work and what can be done to make them more productive and livable.  

Spaceworks	
In 2011, Spaceworks was founded due to a partnership between the Rockefeller Brothers 
Fund, Bloomberg Philanthropies, Andy Warhol Foundation for the Visual Arts, NYS Council 
of the Arts, and NYC Cultural Affairs. The initiative provides low-cost rehearsal and studio 
rooms for NYC area artists, including in WIlliamsburg and Brooklyn Conservatory of Music. 
Free to join, the rentals are on a per hour basis and the organization has plans to expand 
into empty properties.

https://www.idealist.org/en/government/8df34b92e93c4e0ab4ba0a0ba3120b59-city-of-new-york-office-of-the-deputy-mayor-for-economic-development-new-york
https://www.nycgovparks.org/about
https://www1.nyc.gov/site/designcommission/index.page
http://cusp.nyu.edu/
https://spaceworksnyc.org/history/
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BUSINESS & TECHNOLOGY
Market Brooklyn BOLD Intiative – Cultivate excitement 
for Tech Triangle’s with campaigns, leasing competitions, 
and interior design contests. (IN PROGRESS)

Develop a Public Market – Use the plaza public space 
under the Brooklyn Bridge in the Strand to create com-
mons that incorporates a public market. (IN PROGRESS)

Strengthen Resiliency of Small Business – Invest $37 
million to strengthen small businsses that support innova-
tive ideas, energy, and technology. (IN PROGRESS)

AFFORDABLE HOUSING & SPACES
Develop Affordabe Artist Workspaces & Housing – 
Long-term provision of space for art creation, such as stu-
dio spaces, rehearsal rooms, and meeting rooms. Provide 
more units of affordable housing with artist preference 
and seminars on navigating the complicated process of 
applying. (IN PROGRESS)

Make Affordable Housing Mandatory – Create 4,000 
units of affordable housing and making it a mandatory for 
affordable housing to be created when land is available. 
(IN PROGRESS)

EDUCATION
Expand Tech Internships – Place 50 college students in 
internship with employers in Tech Triangle managed by 
Brooklyn Navy Yard, DBP & Dumbo. (COMPLETED)

Develop an Innovation Hub – A nonprofit and public/
private venture to meet education and training needs of 
technology, creative, media, and manufacturing firms. (IN 
PROGRESS)

Raise Summer Program Enrollments – Increase enroll-
ment in summer programs to provide youth with work 
and educational experiences. (IN PROGRESS)

CULTURE & ARTS
Sharing Creative Knowledge – Build upon Downtown 
Brooklyn Arts Alliance collective meetings to improve 
economic information exchanges. (COMPLETE)

Animate Public Space – The Cultural District received $3 
million to create a cohesive streetspace, including parks 
and plazas, while incorporating existing cultural assets.  
(IN PROGRESS)

Arts & Innovation – Use innovative art in urban design 
by working with local communites to create placemaking 
installments to animate Brooklyn Strand. (COMPLETE)

PARKS & R IVERFRONTS
Redevelop Open Sapces – Reprogram and design Co-
lumbus Park & Cadman Plaza as open spaces to connect 
important streets and invite foot track and events. (IN 
PROGRESS)

Reopen Brooklyn War Memorial – Reopen the memorial 
to rehabilitate the building and advance the vision for the 
learning center. (IN PROGRESS)

Improve Waterfront Access – Improve poor connections 
of Strands neighborhoods to waterfront. Unlock large 
areas of public land that is inaccessible, widen sidewalks, 
and improve paths to businesses. (IN PROGRESS)

TRANSPORTATION
Bus, Ferry, and Bike Improvements – Develop additional 
bus stops, with easy connections to trains, the ferry and 
bikelanes to improve manueverability around DUBMBO, 
Navy Yard and other areas. (IN PROGRESS)

Create Wayfinding Signage – Install citywide wayfinding 
signage system, in addition to phone apps, to help locals 
and tourists navigate the neighborhoods. (IN PROGRESS)

Improve Entrance to Brooklyn – Fix the narrow and not 
clearly marked, Gateway to Brooklyn so that exit ramps 
and pedestrian access is easy to follow. Use the leftover 
underpass space in creative ways. (IN PROGRESS)

COMMUNITY REVITALIZATIONS
Implement Downtown Revitalization Initiative – Down-
town Brooklyn applied to and was awared $10 million to 
help with revitalizaing the Tech Triangle, Brookyn Strand, 
and DUMBO neighborhood improvement projects. (IN 
PROGRESS)

E X A M P L E S  O F  D O W N T O W N  I N I T I AT I V E S  A N D  E N D E AV O R S
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C O M M U N I C AT I N G  C I T Y  P L A N S ,  E V E N T S  &  U P D AT E S

City Reports
Access to Brooklyn & NY reports are 

easy to download, engaging visu-
ally, and at an appropriate reading 
level. Most of these locations have 

corresponding websites that help to 
highlight the crucial goals. Many city 
websites point to these locations for 

further information.

UP TO DATE, CLEAR,  
& ENGAGING

Tours
There are multiple options to get tours 
of certain Brooklyn areas - from profes-
sionally guided to phone apps. The up 
and coming areas do not have isolated 
tours, but are part of an intense 3 hour 
session. In addition, using apps alone 

can still be confusing to navigate.

USEFUL CONTENT, 
LACKING DEPTH

City Plan Updates
The websites with the city & cultural 

plans are engaging from a report per-
spective, but do not portray updated 

information, implementation strategies, 
news, or other related conent. 

OUT DATED OR  
MISSING

Neighborhood Websites
Websites supporting neighborhoods 

like Williamsburg and DUMBO help to 
summarize what to see, a calendar of 

events, and current news about projects 
in the area. The sites may not be the 
easiest to follow always, but the con-

tent is very useful for locals or tourists.

Public Meetings
Although it is possible to find calen-

dars of meetings on the NYC website, 
Brooklyn Arts Council, and community 
boards, information is often missing. 
Location of the meetings, and if they 

are even public, can be hard to find. Ac-
cess to previous minutes of meetings, 

however, are easy to obtain.

Media Coverage
Although a few news articles and video 
recordings can be found, it is challeng-
ing to find recent updates, information, 

and media coverage of plans and 
implementations.

Tourist Organizations Websites
Downtown Brooklyn, Explore Brook-
lyn, & Department of Cultural Affairs, 

all have structured, engaging sites 
that categorize activities and events, 

lodging options, interactive maps, and 
provide the city plan documents to view 

and download.

Tourist Organizations 
 Social Media

Although well laid out and inviting with 
images and branding, the social media 
platforms are not up-to-date nor always 
provides useful information. In addition, 
the amount of followers is relatively low. 

Affordable Housing Initiatives
Since affordable housing is such a large 
focus in Brookyn, there are many sites 

providing resources and tools on where 
to find, how to apply, and even how to 

design affordable housing homes. 

BROOKLYN, NY

https://www1.nyc.gov/site/planning/index.page
https://freetoursbyfoot.com/new-york-tours/brooklyn-tours/
https://dumbo.is/
https://legistar.council.nyc.gov/Calendar.aspx
http://downtownbrooklyn.com/
https://ny.curbed.com/affordable-housing-nyc
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F U N D I N G  F O R  R E S E A R C H  &  I N I T I AT I V E S

GOVERNMENT 
•	 Brooklyn Borough President’s Office
•	 Brooklyn Chamber of Commerce
•	 Brooklyn Navy Yard Development  

Corporation
•	 NYC Department of Parks & Recreation
•	 NYC Department of Small Businesses
•	 NYC Department of Transportation
•	 NYC Economic Development Corporation
•	 NYC Office of the Mayor
•	 NY State Empire State Development
•	 U.S. Department of Housing and Urban  

Development
•	 U.S. General Services Adminstration 

PRIVATE SECTOR
•	 AEA Consulting
•	 BJH Advisors LLC. 
•	 ETSY 
•	 Fulton Area Businesses
•	 Hester Street Collaborative
•	 Individual small businesses
•	 James Lima Planning and Development
•	 JP Morgan Chase Co.
•	 Trestle
•	 WXY Architecture

LOCAL
•	 Brooklyn Academy of Music
•	 Brooklyn Arts Council
•	 Brooklyn Bridge Park
•	 Brooklyn Education Innovation Network
•	 Brooklyn Historical Society
•	 Downtown Brooklyn Arts Alliance
•	 Downtown Brooklyn Partnership
•	 DUMBO Business Improvement District
•	 Individual donors
•	 NYU Center for Urban Science and 

Progress

•	 NYU Tardon School of Engineering
•	 Polytechnic Institute of NYU
•	 Pratt College

FOUNDATIONS
•	 Brooklyn Community Foundation 
•	 New York City Cultural Agenda Fund in the New 

York Community Trust
•	 Rockefeller Brothers Foundation
•	 Surdna Foundation 

AFFORDABLE HOUSING & STUDIO SPACE 
•	 Actors Fund
•	 AIA New York Housing Committee
•	 Brooklyn Creative League
•	 Center for Urban Community Services
•	 Delta Airlines
•	 Fine Arts Federation of New York
•	 Hamlin Ventures, LLC.
•	 NYC Department of Cultural Affairs
•	 NYC Department of Housing Preservation & De-

velopment
•	 NYC Public Design Commission
•	 Time Equities 
•	 Various Community and Program Partners

Affordable Housing Units Created in 2017

BROOKLYN, NY
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A F F O R D A B L E  H O U S I N G  F O R  A R T I S T S

COMPANY HOUSING 
NAMES LOCATION OPEN HOUSING 

TYPE
# OF 

UNITS
MONTHLY 

COST
MARKET 

RATE
INCOME 
RANGE

WAITING 
PERIOD

The Actors 
Fund Schermerhorn 160 Schermer-

horn Street 2009 Studio 100 for 
Artists $635 Start Studio  

$2,204
$21,770 - 

43,860
6-12 

months 

SpaceWorks SpaceWorks 540 President 
Street Unit 2e 2011

Studio/
Rehearsal 

rentals
20 $12-20 per 

hour
$200-500 
per day

Not 
Income 

Dependent
N/A

Schermerhorn – 100 studio apartments for eligible indi-
viduals from Community Board 2 and the performing arts 
(no full-time students). The remaining apartments house 
formerly homeless individuals living with HIV/AIDS or 
mental health needs with on-site social services provided. 
Housing includes private bath/kitchen, 24/7 security, laun-
dry facility, fitness room, computer lab, outdoor terrace, 
and rehearsal space/ black box for performances.

Application Requirements – Application, Intial Screen 
Process (credit & criminal background check)

SpaceWorks – Initiated by the Department of Cultural 
Affairs, this nonprofit organizations partners with groups 
to create affordable work spaces. Currently they have 
spaces in Williamsburg, Long Island City, Gowanus, and 
Park Slope for dancers, musicians, artists, and theatre 
groups. They charge rent for the hour and it is a self-ap-
pointed system. Must join the with a membership, though 
it is free, to receive a SpaceWorks card to get access to 
the buildings.   

News and Reactions to Affordable Housing – 
“The Importance of Beauty in Affordable Housing” - NEXT 
CITY, May 2018

Highlights the goals of the affordable housing, saying 
they designed it in such a fashion to create a sense of 
pride and help residents gain stability and dignity. They 
are trying to break the stigma of “affordable housing” & 
to fit into the neighborhood. Another boon is that the 
city is maintaining ownership of sites and not privitizing, 
allowing control of prices. 

“An Insider’s View of Brooklyn’s Affordable Housing Crisis” - 
Multi-Housing News, May 2018

Brooklyn is one of the least affordable markets with the 
median home price at $753,886 and rent at 60% of the 
average income. Despite multiple affordable buidlings, 
occupancy exceed 99% in February 2018, highlighting 
a shortage of homes. Governor Cuomo’s Vital Brooklyn 
initiative includes building 2,000 affordable homes next 
year. To help, developers receive low-interest loans and 
favorable repayment terms, tax abatements, and subsidy 
money.

https://actorsfund.org/services-and-programs/schermerhorn
https://spaceworksnyc.org
https://nextcity.org/daily/entry/the-importance-of-beauty-in-affordable-housing
https://www.multihousingnews.com/post/an-insiders-view-on-brooklyns-affordable-housing-crisis/
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BROOKLYN, NY

P L A N S  &  I N I T I AT I V E  T I M E L I N E

PRIOR TO 2013 
Plans & Organizations:

1966 - Brooklyn Arts Council

1980 - Transportation for the Arts

1999 - Tech Boom Began

2004 - $100 Million to Downtown  
2009 - Brooklyn Creative League 

2013 2014 2015

Made in NY Intiative - 900 
tech companies at Media  

Center in Dumbo

F O R B E S ,  C I T Y L A B  &  N C A  R AT I N G S :

2009-2018 - Brooklyn has 3% Employment Growth 

Job Growth - 
16,900 new jobs

Tourism and Entertainment 
Industry

Update of Brooklyn 
Tech Triangle Plans

Brooklyn Strand Plan Research

2015 - #1 Powerful 

Brooklyn Tech Triangle  Research 

Plan 
Published 

Mayor De Blasio steps 
into office - increasing 

arts budget by $10 million 
in 2016

Increase in property 
 development and 
 investment in the 
DUMBO district
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PRIOR TO 2012 
Buildings & Resources:

2009 - The Schermerhorn & Bric Media 

House Opens

2010 - Brooklyn Bridge Park

2011 - SpaceWorks studio rentals

2012 - NYU Center for Urban Science 

and Progress

2012 - BAM Fisher Building developed

2018 - #1 Tech Transplants

2016 2017 2018

 SpaceWorks has  
27 rentable spaces,  

4,000 cardholders, &  
$21M in capital since 2012 Job Growth - 

 33,263 new jobs
Tourism and Entertainment 

Industry

Peoples Cultural 
Plan retort is  

published 

 $10 Million awarded 
to DUMBO Improve-

ment Project

Culture Culture Forward  
 Research 

2017 - #1 Art Vibrant City2016 - #3 Vibrant Arts City 

Create NYC Plan Research 

Plan 
Published 

One NYC Research

Plan 
Published 

Factory was 
turned into  

National Sawdust 
venue 

Economy

Plan 
Published 

Plan 
Published 

Job Growth - 
 Projected 99,000 new jobs 

by 2024 in Tourism and  
Entertainment Industry

7,177 affordable 
housing units created
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CONCLUDING STATEMENT

R E V I E W  O F  F I V E  C I T I E S
The information included in this report is important, relevant, and valuable to our work on the MEET ON MAIN initia-
tive. It is also overwhelming. Let’s keep in mind that our colleague’s work has developed over many years, if not de-
cades. Though we certainly have a much shorter timeline for our MOM project, it too is part of a much longer continu-
um of past, current and future visioning in Rochester.

We must continue to focus on the goals of PHASE II, which are to:

The resources and information shared with us provide perspective, examples of plans that have succeeded (and failed), 
and important people with whom we can call upon for additional advice and input.

With this in mind, we will continue to move forward with a series of targeted activities and outcomes towards achieving 
the goals of PHASE II and the mission of MEET ON MAIN. 

DEFINE A VISION
Emerge with a vision for the 

Main Street Corridor that sup-
ports the mission. The vision will 
be an outgrowth of the Execu-
tive Committee work to solicit 

substantial feedback from a 
broad range of stakeholders. DEVELOP MEASURABLE  

OUTCOMES

Determine indicators of success 
for the vision.

ARTICULATE NEXT STEPS  
(PHASE III)

Recommend the next steps nec-
essary to implement the vision.
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CATEGORY GRAND RAPIDS MINNEAPOLIS NASHVILLE PITTSBURGH

Partnerships, 
Planning and 
Implementation

It is essential that a 
clear leadership struc-
ture is articulated, 
agreed upon, and 
supported by major 
stakeholders from the 
private, public and 
neighborhood sectors. 

A single entity manage-
ment agency must have 
the ability to connect 
multiple agencies, ini-
tiatives, and projects.

It is incumbent upon 
the arts community to 
articulate and demon-
strate the value of the 
arts in relevant, clear, 
and meaningful ways 
to their partners in 
the non-arts sectors, 
particularly those in 
government, business, 
and neighborhoods.

Successful economic 
revitalization initiatives 
must be predicated 
by a commitment for 
collaboration between 
the private and public 
sectors, including the 
active participation by 
the highest levels of 
corporate and govern-
ment leadership.

Collaboration should 
be reflected in structur-
al design, e.g., a lead 
management entity and 
city/county government 
cooperation models.
Economic development 
is an ongoing process 
and requires reiterative 
processes for reviewing 
and updating plans.

A single manage-
ment entity, and/or an 
umbrella cultural arts 
organization, is essen-
tial for developing and 
maintaining a corridor 
(or city) of successful 
arts and economic 
activity.

Design excellence is an 
essential component of 
successful revitalization 
initiatives and com-
munity revitalization 
programs.

Community 
Participation

A robust, inclusive, and 
genuine public partici-
pation strategy must be 
systemically supported 
and implemented.

Though time, energy 
and resource intensive, 
this is an essential core 
value that will lead to 
successful initiatives.

It is imperative that com-
munity stakeholders are 
represented, informed, 
heard and empowered 
when planning initiatives 
that affect their quality of 
life, neighborhoods and 
city. Doing so substantially 
increases the potential for 
implementing programs 
that bring vibrancy, pride 
and a visible identity to 
a city.

It is a shared responsibility 
for those who develop 
programs, policies and 
initiatives to design a 
community participation 
process that is meaning-
ful, relevant, accessible, 
inclusive and equitable.

Artist engagement teams 
can be a powerful tool 
to engage disconnected 
communities with plan-
ning processes.

Visioning initiatives that 
do not prioritize public 
participation, especial-
ly those involving the 
arts, lead to a lack of 
support by residents, 
and can exacerbate a 
disconnect between 
the community and the 
government/business 
sectors.

Adding public partici-
pation strategies after 
initiatives have been 
designed and launched 
is less effective than 
including them at the 
beginning of the pro-
cess.

Community partici-
pation in planning, 
programming, place-
making, and imple-
mentation is seen as an 
essential component 
of the next wave of 
providing an activated 
urban environment.

Equity, accessibility, 
and justice must under-
pin the work of revital-
ization and community 
engagement activities 
in our cities.

KEY TAKEAWAYS COMPARISON CHART

APPENDIX A: Takeaways 
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CATEGORY GRAND RAPIDS MINNEAPOLIS NASHVILLE PITTSBURGH

Communication 
Strategies

Transparency must be 
expected in all activities.

Accountability measures 
must be clear and com-
municated to all stake-
holders in the community.

A clear, simple, custom-
er-friendly, and diverse 
portfolio of communi-
cation tools must be 
consistently employed 
and maintained for both 
community members and 
visitors.

Development of a one-
stop comprehensive 
and curated resource 
for residents and 
visitors to see event 
schedules and infor-
mation is an important 
communication tool.

External marketing ef-
forts for arts/economic 
districts must focus on 
amplifying a consistent 
image and message.

When defining and 
marketing that image 
and message, “go big 
or don’t do it at all”.

Third-party solutions 
can be effective solu-
tions to outward facing 
communications about 
cultural activities and 
resources.

Entrepreneurial 
Training

Strategic entrepre-
neurship resources and 
training are required to 
support the artists and 
their business ventures 
within the target area.

Developing these 
resources in collabora-
tion with educational 
partners and focusing 
on the incubator model 
increases the effective-
ness of these programs.

Providing resources, 
consultations, and 
access to professional 
services are important 
components of train-
ing and development 
for artists, and can be 
more impactful than 
courses and workshops. 

Providing these re-
sources in a ‘one-stop’ 
format increases effi-
ciency and accessibility.

Multi-agency collab-
orations that provide 
diverse and accessible 
entrepreneurship and 
training resources are 
the most effective way 
to support artists and 
their business ventures 
in the target area.

Providing resources 
in a ‘one-stop’ format 
increases efficiency and 
accessibility.

Coordinating direct access 
to professional services 
and resources, particularly 
through programs like the 
Volunteer Lawyers for the 
Arts, Business Volunteers 
for the Arts, and dedi-
cated staff (such as artist 
relations managers) is an 
effective component of 
support in training and 
professional development.

Incubator models attract 
and retain more dedi-
cated participants than 
workshops, but also reach 
fewer artists requesting 
assistance.

Providing opportunities 
for coworking, network-
ing, and building com-
munity among artists are 
impactful practices.

Affordable 
Housing for 
Artists

Affordable housing and 
live/work spaces must 
be designed to fully 
integrate artists into 
the target areas and 
neighborhoods.

Live/work spaces must 
be designed as one 
part of an ecosystem 
to support successful 
artist business ventures 
in the community.

Communities who wish 
to provide affordable 
housing options for art-
ists should consult with 
experienced profes-
sionals in this field due 
to the complexities of 
regulations and finan-
cial considerations, as 
well as best practices in 
design and implemen-
tation. 

Affordable housing 
initiatives for artists 
must be aligned with 
the values, beliefs and 
commitment of the 
community to be suc-
cessfully implemented.

Affordable artist 
housing is needed and 
should be provided, 
but it comes with a 
number of complex 
management issues 
that are likely best 
handled by expert 
management agencies 
with experience in artist 
housing.
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APPENDIX B: Community Building Goals & Objectives

CREATING
Grand Rapids, Michigan 

•	Expand job opportunities and ensure the continued 
vitality of the local economy

•	Attract talent and link job seekers with local oppor-
tunities

•	Create and preserve space for job creation and eco-
nomic growth

•	Build partnerships with grand rapids institutions to 
develop a locally-rooted workforce 

San Jose, California*
•	Provide emerging cultural organizations with direct 

technical assistance, workshops, and fully equipped 
office space

•	Stabilize and grow emerging groups by developing 
ongoing professional staff positions

•	Help emerging groups gain experience in audience 
development, generate earned income, and produce 
public presentations

•	Provide experience in nonprofit structure and 
management by involving clients in committees and 
governance

STIMULATE TRADE THROUGH CULTURAL 
TOURISM
Minneapolis, Minnesota

•	Amplify the diverse creative assets through develop-
ing, celebrating, and promoting them

•	Promote locally, nationally and internationally the 
creativity that arises from the racial, cultural, and 
geographic richness of each neighborhood 

•	Leverage and communicate existing assets through a 
comprehensive communications platform

Grand Rapids, Michigan
•	Reinvest in public space, culture & inclusive pro-

gramming
•	Expand arts and cultural events to further activate 

the public realm year-round 
•	Raise the profile of downtown parks and public 

spaces

Brooklyn, NY
•	Develop a comprehensive plan to infuse the area 

with public art 
•	Stage regular performances within public spaces 
•	Cultivate broad, engaged participation and collabo-

ration through the creation of an area festival 

•	Ensuring media access and visibility for cultural orga-
nizaitons and activities in the area 

Lanesboro, Minnesota*
•	Advance the civic, commercial, industrial, cultural, 

environmental, and recreational interests of Lanes-
boro and its residents 

•	Promote Lanesboro as the best place to live, learn, 
work, visit, and operate as a business 

Peekskill, New York*
•	Coordinate monthly gallery tours and other annual 

events and festivals to include and highlight the city’s 
new creative image

•	Connect cultural and historical assets with the scenic 
riverfront to promote tourism

City of Alexandria, Virginia*
•	Encourage tourism by maintaining well-lit, clean and 

welcoming circulation areas 
•	Coordinate activities with nearby food, commer-

cial, and historical entities to promote circulation of 
visitors in adjacent neighborhoods Operate a sales 
gallery and lease space for private and cooperative 
galleries 

ATTRACT INVESTMENT BY CREATING L IVE/
WORK ZONES FOR ARTISTS
Brooklyn, New York

•	Develop affordable artist workspaces for artists by 
changing zoning to allow for cultural uses

•	Amend the definition of “community facility” to bet-
ter align with types that enable creative endeavors

•	Work with property owners to include studio space 
in development sites close to the Cultural District 

Pittsburgh, Pennsylvania
•	 Increase the number of artists in live/work spaces
•	Support the purchase and renovation of properties 

to make them more accessible to artists

Peekskill, New York*
•	Create a welcoming and supportive environment for 

artists and support the Peekskill Artists Council
•	Leverage public funds for renovation and new con-

struction
•	Provide building owners with tax incentives, grants, 

and loans to renovate building that can be used as 
live/work spaces by artists

SAMPLE CULTURAL & PLACEMAKING GOALS & OBJECTIVES
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City of Alexandria, Virginia*
•	Promote high-quality artistic work through jury selec-

tion of artists for the eighty-three studios 
•	Require that the 160 resident artists maintain public 

hours and interact with and provide demonstrations 
for visitors

DIVERSIFY THE LOCAL ECONOMY
Minneapolis, Minnesota

•	Use art to actively build and foster access and con-
nections to partnerships among artist, organizations, 
and government

•	Commit recourses to supporting artist and through 
programming, training, and creative skill building 

•	Align City government definitions, resources, part-
nership and initiatives to foster creative placemaking 

Nashville, Tennessee
•	Strong public art ecosystem through a network of 

individuals, businesses, and organizations focusing 
on public art

•	 Increase resources to support the creative ecosys-
tem, such as funding and program

•	Cultivate equity within the ecosystem and have an 
artist population that reflects the city population

•	Sustain collaborations that offer working relation-
ships between partners

•	Develop programs that support public art ecosys-
tem, such as artist training & mentorship programs 

Pittsburgh, Pennsylvania
•	Attract and support new midsize “anchor” arts orga-

nizations
•	Develop public arts projects to distinguish the dis-

trict and leverage artists involvement in infrastructure 
reconstruction

Boston, Massachusetts*
•	 Increase the economic viability of Roxbury artists, 

cultural institutions, and arts-related businesses by 
broadening their entrepreneurial savvy and their 
audience base 

•	Actively partner with retail and service businesses to 
capture more economic activity in the neighborhood 
Develop a more diverse and interactive economy by 
attracting creative-sector business and generating 
local employment

•	Foster collaboration with multiple institutions and 
organizations

City of Alexandria, Virginia*
•	Amplify activity levels through co-location of artists, 

galleries, the Art League, and the archeology muse-
um, all of which work with large numbers of volun-
teers and students

•	Maintain a high level of public activity through rental 
of space for events and sponsorship of annual and 
period cultural activities and festivals

•	Operate with a high level of involvement of artists in 
governance

San Jose, California*
•	Foster cross-fertilization and peer network develop-

ment among groups
•	Expand audience and supporter base by engage a 

more diverse range of arts and immigrant communi-
ties in professional and participatory arts activities

Lanesboro, Minnesota*
•	Ensure cooperation among Lanesboro area business-

es and community organizations
•	Retain, expand, and develop beneficial area busi-

nesses

IMPROVE PROPERTY & ENHANCE VALUE
Grand Rapids, Michigan

•	 Integrate art, education, infrastructure, and ecology 
to the River corridor 

•	Enhance neighborhood access to the river 
•	Support initiatives that improve downtown living for 

existing residents and attract new residents

Asheville, North Carolina
•	To support the development of new economies in 

the neighborhood born of the work of local artist 
and craftspeople

•	To recognize and celebrate the unique spirit and 
history of the locale

•	To create and revitalize active and meaningful public 
space

•	 Inclusion of landscaping, environmental restoration, 
and gardens

•	Development of public spaces that have strong aes-
thetic qualities and that bring people together

These objectives and initiatives came from the The Creative 
Community Builder’s Handbook, 2006 by Tom Borrup. Those 
with an * are not cities highlighted in this report, but were 
focused upon in the book. 
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APPENDIX C: American Planning Association Chart

FROM “THE ROLE OF THE ARTS & CULTURE IN PLANNING PRACTICE”
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APPENDIX D: Cultural Districts Asset Maps
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APPENDIX D: Cultural Districts Asset Maps



113MEET ON MAIN PHASE TWO REPORT: APPENDIX

MEET ON MAIN



MEET ON MAIN PHASE TWO REPORT: APPENDICES 114

MEET ON MAIN

APPENDIX D: Cultural Districts Asset Maps
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APPENDIX D: Cultural Districts Asset Maps
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APPENDIX D: Cultural Districts Asset Maps
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APPENDIX E: Rochester Main Street Map 


