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What we will cover

AA. Description and History of
MiPlace Partnership

AB. Placemaking

AcC. Curriculum

AD. Placemaking Guidebook
AE. Rural placemaking
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Overview

A A case study from Michigan
A Potential for use everywhere

A Overview of

I why it was needed,

[ what has happened,

i how it evolved,

[ what it has produced, and

[ how it is being institutionalized in state government
and stakeholder organizations
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Overview

Altis about
I Changing attitudes and mindsets.
I Accomplished without new legislation.
I Integration of economic development
A Can do this in your state!




A. Description and
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History of

MiPlace Partnership

A http://mww.miplace.org/

iotoce
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A. Historical
Context 1 Why in
Michigan?

A 2012, Just finished
10 years of severe
economic decline

A per capita income
plummeted.

Inexpensiveplace to do business was
key.

Extension

Y

August 2009
Unemployment
Ml 14.2%,
U.S. 9.6%

2000-2009

860,400 jobs lost
(18.3%, highest in U.S.)

2000-2010 in MI

54,804 persons,

or 0.6% population
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A. Comparing the Old and New Economy

Beingrich in talent and ideasis key.

Attracting companiesvas key.

Attracting educated peoplés key.

A highquality physical environment
was a luxurywhich stood in the way
of attracting costconscious
businesses.

Physical and cultural amenitiesire key
in attracting knowledge workers.

Success = fixedcompetitive
advantagein some resource or skill.
The labor force was skills dependent.|

Success = organizations and
individuals with theability to learn and
adapt.

Economic development was
governmentled. Large government

meant good services.

Bold partnershipswith business,
government and nonprofit sector lead
change.

Source: MSU Land Policy Institute, 2009.
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A. Comparing the Old and New Econom
Key Features of thedld Economy Key Features of theNew Economy

Industrial sector(manufacturing)
focus.

Sector diversity is desired, and
clusteringof related sectorsis targeted

Fossil fuel dependentmanufacturing.

Communications dependent, but energly

smart.

People followed jobs

Talented, weleducated peoplechoose
location first, then look for or create a
job.

Location mattered(esp. relative to
transportation and raw materials).

Quality placeswith a high quality of life
matter more.

Dirty, ugly, and goor quality
environmentwere common outcomes
that did not prevent growth.

Clean, greerenvironment andproximity
to open spaceand quality recreational
opportunities are critical.

Connection toglobal opportunitiesnot
essential

Connection toemergingglobal
opportunities is critical

2/9/2017

Source: MSU Land Policy Institute, 2009.
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A. Who are Talented Workers?

Not just Millennials.
I ncludesé
A Knowledge workers
A Artists and creatives

A Entrepreneurs

i Of any age, and are ofte
immigrants
e

n '
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A. Relationship of Business to

Talent to Place

Not just any i

workers, - |Bysiness i
talented | Naads

workers Talent

Place
Needs
Business

Not just any place,

quality places.
Talent Talented workers
Wants can live almost

Place anywhere they want

Not just any business, a
wide range of
businesses is best
because of improved job
and wage opportunities




A. Description
Partnership Initiative

PLACE. BU

Investing in People.
Investing in Places.

MICHIGAN STATE
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SINESS. TALEN
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MICHIGAN STATE HOUSING DEVELOPMENT AUTHORITY

A Unique partnership of

organizations

A Common goal

A improve the quality of life in

communities

A focusing on creating many

quality places

A with a strong sense of place

SITY

of Miplace

A Key Leaders:

A Michigan Municipal
League (MML)

A Michigan State
Housing
Development
Authority (MSHDA)

A Land Policy Institute
at Michigan State

A because PLACE MATTERS ~ University (LP1) In

conjunction with
MSU Extension
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A. Sense of Place Council Members
(partial list)

-

Executive Office of the Governor
American Institute of Architects Michigan
(AIAMI)

1 ArtServe Michigan

a-m-a-a—a-a-a -

—a-a e

Community Economic Development
Association of Michigan (CEDAM)

Great Lakes Capital Fund (GLCF)

Habitat for Humanity

Issue Media Group (IMG)

LOCUS Smart Growth America

Michigan Association of Planning (MAP)
Michigan Association of Realtors (MAR)
Michigan Chapter of the Congress of New
Urbanism

Michigan Economic Developers Association
(MEDA)

Michigan Fitness Foundation

Michigan Historic Preservation Network
(MHPN)

Michigan Humanities Council

Michigan Land Bank Association (MLBA)
Michigan Municipal League (MML)
Michigan Recreation & Parks
Association (MRPA)

Michigan State University-Center for

C ity and D

(MSU CCED)

Michigan State University-Land Policy
Institute (MSU LPI)

Michigan Suburbs Alliance (MSA)
Michigan Townships Association (MTA)
Presidents Council (State Universities of
MI)

Small Business Association of Michigan
(SBAM)

State Agencies

a s aa

-

- = a-a-a -

Most Active Members in RED
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B. Placemaking

Focus
Types

MICHIGAN STATE
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Photos by the Michigan Municipal League/www.mml.ora. ; Harry B
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B. Quality Urban P

Walkable & Bikeable rdgstri -Qriented Mixed-Use
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http://www.mml.org/
http://www.mml.org/

B. Quality

Quality places have good form, function and social opportunity.
Quality places have a lot of activity and a strong sense of place.
— == sm

n Detroit Partnership (righ

It | Extensio

Photo by Steve Price, Urban Advantage.

o SR A
Photo by Steve Price, Urban Advantage.
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Photo by Steve Price, Urban Advantage.
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C. Curriculum

Seven modules (classes)
Four versions of detail for each

MICHIGAN STATE
UNIVERSITY

Extension
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C. Overview of  Placemaking

Curriculum
MICHIGAN

PLACEMAKING
CURRICULUM .

Placemaking

Talent Attraction
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C. Overview of  Placemaking

Curriculum
MICHIGAN
PLACEMAKING
CURRICULUM

Pracametiing Talent Attraction (IR PNAREA/Administeri
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C. Overview of  Placemaking

Curriculum
MICHIGAN
PLACEMAKING
CURRICULUM
e |
£
a

Talent Attraction

C. Background Information

A See handout with graphic on all six modules
A Logic flow of modules is as follows:
Goal and Rationale for Placemaking; must have Good Form
Why Placemaking can Succeed; Principal Arguments
Elements of Good Form; What and Why Important
How to get Good Form; Local Codes and Regulations
Reaching Consensus on Plans and Projects; Engagement
6. Placemaking Case Studies; Applying everything Previous
A Not everyone needs content of all modules or at highest
(longest classes) level i see handout

o h W NP
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Module # and Title | Primary Purpose/Conten| Target Audiencg

1. People, Places & Context, definitions, quality ~ All stakeholders
Placemaking places & initiatives

2. Economics of Place Supporting research Skeptical

stakeholders

3. Neighborhoods, Streets, Fundamentals of place and - All stakeholders
& Connections form

4. Form Planning & Achieving desired form Technical
Regulation stakeholders

5. Collaborative Public Stakeholder engagement Technical
Involvement in that gets everyone on sami  stakeholders
Placemaking page

6. Applied Placemaking Tools & techniques All stakeholders

SUMMARY OF MODULES & LEVELS Dec. 12,2012

Module Number Introduction  Parts or Allof Short Version Long Version Custom Version Custom Version
& Name to Topic (Not  Most Modules  of All Modules of All Modules  with

anOverview  of 300 Level ~ of 300 Level  of 300 Level ~ Combinations  Combinations
of Whole Program Program Program of 100,200 and  of 200 and 300
Scope) 300 Level Level Modules
& Time Modules

1 People, Places | 101 201 301 351 Depends nds

Placemaking | 20 - 60 minutes | 2-3 hours 5.6 hours 6+ hours. 0.5- 6+ hours 26+ hours
(327 slides) No Strateg)

2 Economics of | 102 202 302 352 Depends Depends
Place 20 - 60 minutes | 2-3 hours 46 hours 6+ hours 05-6+ hours 2- 6+ hours
(276 Sides)

- 103 203 303 353 Depends Depends
Neighborhoods, | 20 - 60 minutes | 2-3 hours 46 hours 6+ hours 05- 6+ hours 2- 6+ hours
Streets &

Connections
(244 siides)
4 Form Planning | 104 204 304 354 Depends Depends
& Regulation 20 - 60 minutes | 2-3 hours 46 hours 6+ hours 0.5- 6+ hours 26+ hours
(269 slides) No Technical
Material

5_Collaborative | 105 205 305 355 Depends Depends
Public 20 - 60 minutes. | 1-2 hours 23 hours 3+ hours 05-3+ hours 23+ hours
Involvement in No Technical
Placemaking Material
(163 slides)
6 - Applied 106 206 306 356 Depends Depends
Placemaking 20 - 60 minutes | 2-3 hours 46 hours 6+ hours 0.5- 6+ hours 2- 6+ hours
(200+ skdes) Just Examples | —— - — —— — — —
Total Time 2-Ghours i 17hours |23 -33hours | 33+ hours 3-33 hours 12-33+ hours
Al 6 Modules
C 0 YES vE 5 N

B Must have " Thave 3 Mo
Merged for a exercises xercise crses exercise
Presentation?
Target Audience Key Stakeholders | Key Stakeholders

UNIVERSIT

C. Summary of Modules and Levels

Aln your handouts

A Will find document
that looks like this A

Alt summarizes
Placemaking:

A Curriculum
A Intended audience
A Length of training
A And more

10
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D. Placemaking Guidebook

Four parts
13 chapters

MICHIGAN STATE
UNIVERSITY

Extension

D. Placemaking  book

A Placemaking as an
Economic Development
Tool: A Placemaking
Guidebook

A May 31, 2016
by Mark Wyckoff, Brad
Neumann, Glenn Pape
and Kurt Schindler

A http:/Nlandpolicy.msu.ed A
u/resources/pmedtguide ploce
book

D. Placemaking book: Four Parts

A1. The Importance of Placemaking
A2. Design

A3. Planning and Regulation

A4. Placemaking Types

2/9/2017
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Part one, chapter 1

Part one, chapter 1

PART ONE
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Part two, chapter 2

13
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Part three, chapter 7

MICHIGAN S

PART FOUR

CHAPTER 9: ¢ NDARD PLACEMAKING

CHAPTER 10: TAcTICAL PLACE KING

CHAPTER 11: CREATIVE PLACEMAKING

CHAPTER 12: STRATEGIC PLACEMAKING

CHAPTER 13: MIXING
TCHING, BARRIER BusTi
PREVENTING UNINTENDED CONSEQUENCES
or Pi AKING

MICHIGAN S

Part four, chapter 11
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