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CREATIVE PLACEMAKING

CREATIVE PLACEMAKING:
EXECUTIVE SUMMARY

In creative placemaking, partners from public, private, non-profit, and community
sectors strategically shape the physical and social character of a neighborhood,
town, city, or region around arts and cultural activities. Creative placemaking
animates public and private spaces, rejuvenates structures and streetscapes,
improves local business viability and public safety, and brings diverse people
together to celebrate, inspire, and be inspired.

In turn, these creative locales foster
entrepreneurs and cultural industries
that generate jobs and income, spin

off new products and services, and
attract and retain unrelated businesses
and skilled workers. Together, creative
placemaking’s livability and economic
development outcomes have the
potential to radically change the future
of American towns and cities.

Instead of a single arts center or a cluster
of large arts and cultural institutions,
contemporary creative placemaking

envisions a more decentralized portfolio
of spaces acting as creative crucibles.

In each, arts and culture exist cheek-by-
jowl with private sector export and retail
businesses and mixed-income housing,
often occupying buildings and lots that
had been vacant and under-used. In large
cities, many such hubs reflect the ethnic
or historical character of place and invite
residents and visitors alike across porous
boundaries to visit, patronize, and enjoy.
In smaller towns, traditional cultural
practices and landscapes are transformed
into distinctive cultural centers and

festivals that revive emptying downtowns

and attract regional visitors. Large cultural
institutions, often inspired by their smaller
counterparts, are increasingly engaging in

active placemaking.

This white paper summarizes two decades
of creative American placemaking, drawing
on original economic research and case
studies of pathbreaking initiatives in large
and small cities, metropolitan to rural,

as well as published accounts. The case
studies stretch from Providence, Rhode
Island, to Los Angeles, California, and

THE PROBLEM
AMERICAN CITIES, SUBURBS,

STRUCTURAL CHANGES AND
RESIDENTIAL UPROOTING

AND SMALL TOWNS CONFRONT

THE SOLUTION

REVITALIZATION BY
CREATIVE INITIATIVES THAT
ANIMATE PLACES AND SPARK
ECONOMIC DEVELOPMENT

THE PAYOFFS

GAINS IN LIVABILITY, DIVERSITY, JOBS
AND INCOMES

INNOVATIVE PRODUCTS AND SERVICES
FOR THE CULTURAL INDUSTRIES
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ey CREATIVE ECONOMIES HOST

» 2 million artists

» 3.6 million cultural workers

» 4.9 million cultural industry jobs

Y CREATIVE PLACEMAKING
¥ FOSTERS ECONOMIC DEVELOPMENT

» Recirculates residents’ incomes locally at a higher rate

» Re-uses vacant and underutilized land, buildings, and infrastructure
» Creates jobs in construction, local businesses, and cultural activity
» Expands entrepreneurial ranks of artists and designers

» Trains the next generation of cultural workers

» Attracts and retains non-arts-related businesses and skills

CREATIVE PLACEMAKING FOSTERS AMERICAN
LEADERSHIP IN GLOBALLY COMPETITIVE INDUSTRIES

» Movies » Social media

» Broadcasting » Advertising

» Publishing » Design services
» News media » Architecture

» Musical recordings and video » Video games

CASES OF CREATIVE PLACEMAKING

» Three Cleveland west-side theatres, one owned by a community development
corporation, lead the redevelopment of a commercial corridor as Gordon Square
Arts District.

» Buffalo’s Mayor and a non-profit arts developer transform a vacant auto plant
into artist studios and housing, infusing the neighborhood with creative and
economic activity.

» Portland’s new transit stations incorporate artwork that reflects distinctive
neighborhoods and encourages ridership.

» San José’s 01SJ Biennial marries art and technology to generate new products,
bring people downtown, and showcase the City’s diversity.
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from Arnaudville, Louisiana, and Fond du
Lac, Minnesota, to Seattle, Washington.
Each reveals a distinctive strategy

that succeeded when initiators built
partnerships across sectors, missions, and
levels of government, leveraging funds
from diverse sources and programs.

Creative placemaking serves livability,
diversity, and economic development
goals. Livability outcomes include
heightened public safety, community
identity, environmental quality, increased
affordable housing and workplace
options for creative workers, more
beautiful and reliable transportation
choices, and increased collaboration
between civic, non-profit, and for-

profit partners. Economic development
quickens because arts and cultural
investments help a locality capture a
higher share of expenditures from local
income. Instead of traveling elsewhere
for entertainment and culture, or going
to a big-box retailer or shopping mall,
residents are patrons of local talent

and venues, earnings that re-circulate

at a higher rate in the local economy.
Re-using vacant space generates local
property and sales tax revenues that can
be devoted to streets, lighting, sanitation,
greenery, and police and fire. Additional
jobs and incomes are generated in
construction, retail businesses, and arts
and cultural production. New businesses,
in the creative industries and others, are
attracted to these communities.

Place has always been important for the
emergence of new products, industries,
and jobs. We find that creative places are
cultural industry crucibles where people,
ideas, and organizations come together,
generating new products, industries, jobs,
and American exports. They nurture
entrepreneurs and expand the ranks of
self-employed artists and designers who
market their creations far afield. Training
grounds for area youth, they incubate the
next generation of creative workers and
entrepreneurs. Because jobs increasingly
follow people, rather than vice versa,
they draw and retain other businesses
and workers to their rich, lively, and
diverse environs!

As cultural industry incubators, creative
places make valuable contributions to the
national economy. More than 2 million
Americans support themselves as artists,
and the ranks of cultural workers exceed
3.8 million, or almost 3% of the nation'’s
workforce. Many are entrepreneurs, some
employ others; 65% of writers, 57% of
visual artists, and 41% of musicians are
self-employed.

Artists and related cultural workers
provide the core expertise for American
cultural industries, supporting close

to 5 million jobs. These industries—the
performing arts, movies, television,
broadcasting, sound recording, video
games, design, advertising, publishing,
tourism—are among our most competitive
internationally, producing billions of
dollars in export earnings.

Creative placemakers confront daunting
challenges. Many have stumbled along the
way. Others have been slowed down or
suffer growing pains. We asked leaders of
successful efforts about the challenges they
faced, how they met them, and what lessons
they learned. In addition to overcoming
fiscal challenges stemming from the Great
Recession, many creative placemakers

have navigated similar obstacles, namely:
difficulties in creating partnerships,
countering skepticism on the part of
communities and public leaders, assembling
adequate financing, clearing regulatory
hurdles, ensuring long-term maintenance
and sustainability, avoiding displacement
and gentrification, documenting progress,
and developing performance metrics.
These insights are as important as their
achievements for informing policy and
encouraging other communities.

In the United States, creative placemaking
operates at all geographic scales and
with a diverse array of initiators and
partners. We identify six components
of a successful strategy, drawn from
in-depth interviews. Each effort starts
with an entrepreneurial initiator;
demonstrates a commitment to place
and its distinctive character; mobilizes
public will, both in local government
and the citizenry; attracts private sector

CHALLENGES
FOR CREATIVE
PLACEMAKING
» Forging partnerships

» Countering community
skepticism

» Assembling adequate
financing

» Clearing regulatory hurdles

» Ensuring maintenance and
sustainability

» Avoiding displacement and
gentrification

» Developing metrics of
performance

SUCCESSFUL
CREATIVE
PLACEMAKING

» Prompted by an initiator with
innovative vision and drive

» Tailors strategy to distinctive
features of place

» Mobilizes public will
» Attracts private sector buy-in

» Enjoys support of local arts
and cultural leaders

» Builds partnerships across
sectors, missions, and levels
of government
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support, either from cultural industries or
place developers or both; wins the active
participation of arts and cultural leaders;
and succeeds in building partnerships
across sectors (for-profit, non-profit,
government, and community), missions
(e.g., cultural affairs, economic and
workforce development, transportation,
housing, planning, environment, and
health), and levels of government (local,
state, and federal).

Our research finds that through

creative placemaking, arts and culture
make substantial contributions to local
economic development, livability, and
cultural industry competitiveness. These
contributions have not been given their
due in public policy. Many city and
small-town leaders are beginning to
understand these connections. Some are
modeling their initiatives on pathbreakers
elsewhere, tailoring them to their own
distinctive assets and challenges. At

the state and federal levels, politicians,
policymakers, and agency heads see the
potential for arts and cultural activities to
improve the effectiveness of their missions
in transportation, housing, workforce
development, health care, environmental
remediation, and education. Exemplary
cases of creative placemaking suggest
that a collaborative policy platform can
be developed across agencies, levels of
government and public/non-profit/private
sector organizations. This platform should
be constructed from evidence on what
works and where, and it should include
evaluation from the start.

Arts and culture at this historic juncture are
proving their power as economic and social
catalysts. Through smart collaborations
with other sectors—government, private
business, foundations—they are creating
opportunities for rejuvenation and
economic development, anchored in

and tailored to diverse communities. The
arts can be a fulcrum for the creative
transformation of American cities. A

' Ann Markusen and Greg Schrock, “The Artistic
Dividend: Urban Artistic Specialization and Economic
Development Implications,” Urban Studies 43, no.

10 (2006): 1661-1686; Richard Florida, The Rise of the
Creative Class (New York, NY: Basic Books, 2002).

Summer Performance Series, Cleveland Public Theatre

2008-024: Taste of Summer © 2008 City of Philadelphia Mural Arts Program/
Amnn Northrup and Reentry Workers.

Photo © Cleveland Public Theatre

Photo © JackRamsdale.com
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Urban Lab, where she is conducting a US/
UK comparative study of creative cities.

Markusen has published more than a dozen
books, include Reining in the Competition for
Capital (2007), From Defence to Development
(2003), Arming the Future: A Defense Industry
for the 21st Century (1999), Second Tier Cities
(1999), Trading Industries, Trading Regions
(1993), Dismantling the Cold War Economy
(1992), The Rise of the Gunbelt (1991), Regions:

The Economics and Politics of Territory (1987),
High Tech America (1986), and Profit Cycle,
Oligopoly and Regional Development (1985).

Markusen'’s recent work focuses on urban
revitalization, particularly on the contributions
of arts and culture, human capital, and public
policy. Her recent publications include:

v “Arts and Culture in Urban and Regional
Planning: A Review and Research Agenda”
(Journal of Planning Education and
Research, 2010)

V¥ Los Angeles: America’s Artist Super-City
(2010, Center for Cultural Innovation)

v Native Artists: Livelihoods, Resources, Space,
Gifts (2009, The McKnight Foundation)

Vv San José Creative Entrepreneur Project:
Artists' Resource and Space Study (2008)
and Final Report and Recommendations
(2009, Center for Cultural Innovation and
City of San José)

¥ Artist Data User Guide (2008, Leveraging
Investments in Creativity) exploring the
demographics of state and metro artists
from 2000 Census data

v Crossover: How Artists Build Careers across
Commercial, Non-profit and Community
Work (2006, The James Irvine Foundation,
The William and Flora Hewlett Foundation,
and Leveraging Investments in Creativity)

ANNE GADWA, Principal, Metris Arts Consulting

vV Artists’ Centers: Evolution and Impact on
Careers, Neighborhoods and Economics
(2006, The McKnight Foundation)

Markusen has given keynote addresses
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and arts and culture in urban revitalization
in Europe (Finland, Germany, France,

UK), Australia, Brazil, Japan, South Korea,
Canada, and in many cities and smaller
towns around the US.

Markusen is a frequent advisor to mayors
and city councils, state governments, and
the federal government. She has worked for
Chicago Mayor Harold Washington'’s Steel
Industry Task Force, the Michigan House

of Representatives as Staff Economist, and
the Government Accountability Office in
Washington. She is a widely sought public
speaker across the US and internationally
on economic development. Markusen has
held professorships of three to ten years
each at University of Colorado, University
of California Berkeley, Northwestern
University, Rutgers University, and University
of Minnesota, teaching in the field of
economic development. Her publications
can be downloaded from her website at
http: www.hhh.umn.edu/projects/prie.

Anne Gadwa is principal of Metris Arts
Consulting, which provides data, analysis,
and planning support to help communities
strengthen the arts and help arts activity
strengthen communities. An experienced
researcher, Gadwa holds a master’s degree
in Urban and Regional Planning from

the University of Minnesota’s Humphrey
Institute of Public Affairs and a B.A. from
Oberlin College. Gadwa has authored major
studies and journal articles, including:

v How Artist Space Matters (Metris Arts
Consulting for Artspace Projects, 2010),
a pathbreaking study of the impacts of
three artist live/work projects in Minnesota

on artists, the larger arts ecology,
neighborhoods, and the regional economy.

Vv “Arts and Culture in Urban and Regional
Planning: A Review and Research
Agenda” (Journal of Planning Education
and Research, 2010)

v San José Creative Entrepreneurs Project:
Artists’' Resource and Space Study (Center
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¥ Defining, Measuring and Comparing
Place-Based Public Investment Outcomes
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Vv Working Effectively with Somali Residents
Through the Arts, a study examining
how the non-profit, commercial and

academic arts sectors can work more
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Somali residents in the Cedar Riverside
neighborhood in Minneapolis. (Cedar
Riverside Neighborhood Revitalization
Program, Minneapolis, 2009)

Gadwa's past professional experience in
choreography and managing finances and
operations of non-profit arts organizations
(Movement Research, NY, 2001-2005 and

In the Heart of the Beast Puppet and Mask
Theater, MN, 2005-2007) informs Gadwa's
work. For more information and to download
publications, visit www.metrisarts.com.
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. INTRODUCTION

For two decades, American cities, suburbs, and small towns have struggled with
structural change and residential uprooting. The causes are powerful: an integrating
world economy, accelerating technological change, and Americans’ proclivity to move.
These forces unsettle communities and diminish returns on past investments in public
infrastructure and in local networks and know-how.

Prairie and rural Appalachian towns
shrink as capital-intensive agriculture,
resource exhaustion, and manufacturing
flight whittle down jobs and income. In
cities large and small, downtowns lose
business services and retail to low-density
suburbs. Lacking the room and resources
to build anew, close-in city precincts and
inner-ring suburbs continue to lose higher-
income residents. Venerable cities suffer
out-migration, especially of the young,
while fast-growing cities and outer-ring
suburbs struggle with the public sector
costs of sprawl. The Great Recession has
compounded these problems.

In response, governments have committed
billions to physical infrastructure and
incentives to induce companies to move
or stay, with mixed results. Physical capital
investments have crowded out human
capital investments that hold greater
promise for regional development.
Incentives to firms have quickened rather
than dampened business migration and
have cut deeply into long-term public
sector revenues!

Yet revitalization has come from an
unexpected quarter. Mostly under the
radar, unusual partners have made
significant arts and cultural investments,

leveraging resources from many funding
sources. They create and provide jobs,
nurture local businesses, generate spin-offs,
revitalize local economies, and stabilize
neighborhoods. They reinforce the nation’s
global leadership in cultural industries,

a major source of jobs. In Cleveland, for
instance, three theaters are driving the
redevelopment of a commercial corridor as
an arts district on the city’s under-served
west side. In dozens of cities large and
small, vacant auto plants, warehouses, and
hotels are transformed into artist studios
and housing, infusing creative and economic
activity into their neighborhoods—Buffalo's
Artspace Lofts are an example. In Portland,
new transit stations incorporate artwork
that reflects each neighborhood, quickening
the take-up of environment-friendly
ridership. San José's 01SJ Biennial marries
art and technology to generate new
economic sectors, bring people downtown,
attract 50,000 visitors, and showcase the
diversity of the City’s residents.

Animating new and existing infrastructure,
these creative placemaking developments
make important contributions to
economic competitiveness, livability,

and sustainability. Artists and designers
are an entrepreneurial asset ripe for
development, and in creative places,

they find business skills and access to
each other that improves their work and
earnings.? Cultural industries cluster and
thrive where creative workers reside. Arts-
anchored revitalization encourages non-
arts firms and families to commit to place
and to participate actively in remaking
where they live and work. Confirming the
investment payoff, seniors, families with
children, and young working people are
moving back into central cities and arts-
rich small towns.

Arts-based creative placemaking
complements American cultural industries
and supports their role as global economic
players. High tech and finance have
dominated American discussions of
competitive advantage. In fact, the nation’s
cultural industries are undisputed world
leaders and innovators, responsible

for millions of good-paying jobs. Film,
television, publishing, news media,
recorded music (classical, jazz, world),
video games, social media, advertising,
design, and traveling performances of
music, modern dance, musical theatre,

and drama—all are arenas where American
creativity, design, and workmanship excel.
Many non-arts sectors employ artists to
design products, improve work processes,
and illustrate marketing campaigns that
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make companies more productive and
successful in an increasingly visual and
aural world.

In this white paper, we report the results
of extensive research on placemaking led
by arts and culture and its contributions to
livability, economic revitalization, creative
entrepreneurship, and cultural industries.
The methodology consists of reviews of
existing literature, a scan of hundreds of
possible cases of place-based creative
revitalization, and an in-depth analysis of
more than a dozen pathbreaking efforts
that share common components of
successful creative placemaking but are
unique in their initiators, mission, partners,
diversity mix, and geography.

Not all creative placemaking efforts
succeed. Not all are good public
investments. Based on responses to our
interview questions about obstacles and
lessons learned, we identified common
challenges: creating partnerships,
countering skepticism on the part

of communities and public leaders,
assembling adequate financing, clearing
regulatory hurdles, ensuring maintenance

and sustainability, avoiding displacement
and gentrification, and developing
performance metrics. These insights are
as important as achievements in informing
policy and helping other communities craft
their creative placemaking strategies.

Successful pioneering cases share the
same ingredients. Each is rooted in

the talents and vision of one or several
collaborating initiators. Each project has
mobilized public will around its vision.
Each has garnered private sector business
support and buy-in. Each enjoys the
commitment of some or all of the area’s
arts and cultural community who give of
their talents, experience, and resources.
In each, initiators dovetail their aspirations
with those of other agencies and partners
to tap into diverse pots for funding.

A culture-based revitalization effort must
be appropriate to its local circumstances,
not a “me, too” replica of what other
cities and towns are doing. The best of
the projects nurture distinctive qualities
and resources that already exist in the
community and can be celebrated to
serve community members while drawing

in visitors and new businesses, as Mark
Stern and Susan Seifert’s longitudinal
study in Philadelphia finds.? In some
cases, the innovation is so powerful that
it becomes a role model for creative
adaptations in other cities and towns.
Some cities’ successful experiments have
induced state and national policy changes
that enhance placemaking, diversity,
environmental sustainability,

and economic competitiveness.

In this paper, we first review the
character and contributions of arts

and culture as placemakers. We then
explore the significance of creative
places as cultural industry incubators.
We address the challenges in successful
creative placemaking and review
characteristics shared by successful
arts-related revitalization efforts around
the country. The research findings call
for further investigation into how a new
intergovernmental policy platform could
be constructed to bridge functional and
sectoral divides, advancing the livability
and economic productivity of American
communities of all sizes. A
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Il. ARTS, CULTURE,
AND CREATIVITY
AS PLACEMAKERS

Today’s placemaking efforts celebrate and stabilize distinctiveness with modest-
scale investments, a dramatic change in American economic development. Cities and
neighborhoods used to compete for major infrastructure commitments, aspiring to
move up an urban hierarchy of look-alikes. In the new century, sponsors look beyond
physical alterations, paying more attention to the animation of places with economic

and cultural activity.

To participate in creative and cultural
activities, residents and visitors alike

are invited to spend their discretionary
incomes locally and to cross boundaries
between unique and diverse
neighborhoods and within networks of
small towns. Large-grained neighborhoods
dominated by destination facilities like
stadiums and mega-event centers are
giving way to mixed-used developments
that combine workspaces with housing,
retail, culture, and recreational space.
Elements of sustainability—transit, biking,
walkability, and clean water and air—are
also intentional goals. This new sensibility
aspires to make places attractive to
entrepreneurs, skilled workers, and new
and existing residents. Arts and culture
play a pivotal role in this transformation.

Placemaking is not a new American
preoccupation. Citizens, local and state
governments, and federal agencies have
always strategically shaped communities
and regions. In economists’ parlance,
governments supply “public goods” such as
infrastructure, parks, and education, none
of which can be adequately supplied by
private enterprise. Youthful American cities

competed for government-funded canals
and railroads and, more recently, interstate
highways. They also bid for job-generating
military bases, universities, state capitols,
and government agencies. Cities faced
with industrial crowding and suburban
exodus made investments in cultural and
recreational space, as in the nineteenth-
century City Beautiful movement. In the
twentieth century, cities engaged in federally
funded urban renewal, tearing down and
replacing aging factories and housing with
monolithic districts and structures. The
outcomes have been disappointing on

both livability and economic development
fronts and have not stopped the centrifugal
migration of business and residents.

The arts quarters of cities participated

in these movements. For more than a
hundred years, larger American cities built
monumental art museums, symphony

halls, opera houses, and theatres. Often
these were clustered together, as in San
Francisco's Civic Center or New York’s
Lincoln Center, the latter an urban renewal
project. Most were designed as stand-alone
edifices or complexes with little integration
with street life or arts-related businesses.

By the late twentieth century, some of these
had become isolated in inner cities suffering
from population loss and disinvestment.
Aging fine arts audience members drove

to these destinations, parked in municipal
garages, saw a show, and went home.

Over the past two decades, under the
rubric of “the creative city,” arts, community,
and civic leaders have joined forces to
fashion and nurture a larger portfolio of
smaller spaces for arts and culture and
animate them with activity® The creative
city embeds arts and cultural activities in
neighborhoods cheek-by-jowl with private
sector export and retail businesses and
mixed-income housing. The vision invokes
what Jane Jacobs celebrated in post-World
War |l Manhattan—a mosaic of distinctive
neighborhoods, each with its cultural
hallmarks, cuisines, festivals, and street

life: Little Italy, SoHo, Greenwich Village,
Chinatown. Across porous borders, city
folk and visitors alike are invited to shop,
enjoy, and learn alongside local residents.
Even large cultural venues and revitalization
efforts can encourage neighborhood
diversification: New York's recent Time
Square makeover is an example.
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CREATIVE PLACEMAKING: SCALE AND STRATEGY

Placemaking can occur at scales as large as a multi-state region and as small as a rural town or city

neighborhood. Spanning the tiny and the huge, there are literally hundreds of American cities and

regions that have looked critically at their cultural and economic development portfolios and sites,

debating how best to use their scarce resources to foster a distinctive creative milieu.

In our literature review and the appended
case studies, we found creative
placemaking projects working at many
geographic scales and with a diverse array
of initiators and partners. The multi-

state New England Creative Economy
Initiative, launched in 2003 by the New
England Council, brought together
leaders from the business, cultural, and
political communities of each of New
England’s states to insist that economic
development include investment in
creative industries, a creative workforce,
and a community life rich in arts and
cultural heritage. Also in 2003, Governor
Jennifer Granholm funded Michigan's
Cool Cities Initiative to promote place-
based creative jobs and industries across
the state” In 2005, Lieutenant Governor
Mitchell Landrieu started Louisiana’s
Cultural Economy Initiative, convening

an annual Cultural Industries Summit and
subsequently designating cultural districts
around the state. In each of these cases,
state governments devoted substantial
resources and leadership to creative
placemaking.

Citywide creative placemaking strategies
have also been crafted, often with
prominent mayoral or city councilmember
leadership. For twenty years,
Philadelphia’s Mural Arts Program has
uplifted neighborhoods with distinctive
large-scale artwork created by artists,
neighborhood youth, reentrant workers,
and prison inmates, simultaneously
beautifying, delivering arts training, and
increasing public safety and community
health (see case study). Emerging in the
mid-2000s from the Mayor’s office, Seattle

City of Music embraces commerecial, non-
profit, and community music-making in
many venues (see case study). San José's
2008 Creative Entrepreneur Project
sought to animate its downtown and
neighborhood cultural nodes long-term
with enterprising artists and designers
(see case study).

Some small towns have put themselves
on the map by cultivating a distinctive
creative face. Asheville, North Carolina,
has remade itself as a city of craft,
mounting its annual HandMade:

The Western North Carolina Craft,
Architecture & Design Expo. Ashland,
Oregon’s Shakespeare Festival has
blossomed over the years into a huge
undertaking that draws visitors nationwide
for more than a dozen serious plays, many
contemporary, over a nine-month season.
Branson, Missouri, building on bottom-
up commercial music venues, attracts
large numbers of visitors to its dozens

of country music stages. Arnaudbville,
Louisiana, has recently recast itself as

an arts locale celebrating Cajun culture
(see case study). All four of these rural
areas and towns increased livability

and economic development through
distinctive strategies.

Many creative placemaking efforts
address specific neighborhoods, including
downtowns and residential and industrial
areas that offer under-utilized private

and public capacity ripe for human
ingenuity. In the early 1990s, the City of
Chicago devoted a vacant downtown lot
to gallery37, a workforce development
program that apprenticed youth to

working artists—the program soon spread
throughout the city as the renamed

After School Matters (see case study). In
Buffalo, Paducah, and Providence, vacant
industrial spaces and run-down housing
were transformed into artist housing

and arts workspaces, jump-starting
neighborhood renewal (see case studies).
A community development corporation
and two theater companies joined forces
in Cleveland’s west side to create Gordon
Square Arts District, a commercial
business and housing revitalizer (see

case study). In Los Angeles, Hollywood
Boulevard's past glory and present
creativity has been preserved and revived
in a concerted public/private effort (see
case study).

Other creative placemaking initiatives
seek to fuse arts and cultural content with
the missions of other sectors. In Portland
(see case study) and Los Angeles, new
transit stations incorporate public art that
has been designed, with community input,
to reflect the neighborhood, harnessing
artistry to quicken ridership. The City of
Phoenix is complementing freeways and
aqueducts with sculptures and artwork
that softens hard edges and creates
recreational space (see case study). On
the Fond du Lac reservation in northern
Minnesota, a health care and social
services manager has improved healing
and community identity by commissioning
and suffusing a network of dispersed
buildings with Native artists’ work (see
case study). San José's 01SJ Biennial
seeks to merge art with Silicon Valley's
formidable high technology sector (see
case study).
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OUTCOMES: LIVABILITY AND ECONOMIC DEVELOPMENT

The creative city vision serves livability, diversity, and economic development goals. It addresses

safety, aesthetic, expressive, and environmental concerns of people who live, work, and visit.
Resident artists, often traversing the neighborhood at all hours, make the streets livelier and safer,
as do patrons of cultural venues and well-designed streetscapes.

Local arts offerings—public art, murals,

art parades, art fairs and crawls,
museums, performances, and open studio
nights—offer people an opportunity to
enjoy and participate. Federal research
shows arts and cultural participants are
more likely to be civically engaged in
their communities than non-participants,
even after controlling for other factors.?
Arts activities are often fused with new
environmental initiatives to clean up

the streets, create bike paths and bus
shelters, expose and transform unsightly
public utilities, and design landscaped
urban parks over sewer and waterworks.
They also showcase an area’s heritage and
the culture and skills of newer residents

from many ethnic and racial groups. By
dispersing arts and cultural resources
across multiple districts, they create
vibrant hubs that serve residents and
attract visitors.

Creative placemaking generates economic
returns in multiple ways. Arts and cultural
investments help a locality capture a
higher share of local expenditures from
income. Instead of traveling elsewhere
for entertainment and culture, or going
to a big-box retailer or mall for shopping
fun, residents spend more on local talent
and venues, money that re-circulates

at a higher rate in the local economy.

By using vacant and underutilized land,

buildings, and infrastructure, investments
in creativity increase their contribution
to the public good and private sector
productivity. Sales, income, and property
tax revenues paid to local governments
rise, enabling better maintenance of and
additions to public infrastructure like
streets, lighting, sanitation, greenery, and
public safety. In short-term construction
and permanent work with arts and cultural
presenters and producers, new jobs and
income streams are created. Additional
jobs and incomes are generated in retail
businesses that serve an expanded
population of residents and visitors. And,
as we next show, they spawn, attract, and
retain creative businesses. A
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lll. CREATIVE PLACES AS
INCUBATORS OF ARTS
AND CULTURAL ENTERPRISE

Cultural industries flourish in creative places. New products and services sprout in
districts where skilled creative workers congregate by day and night. There, “the
secrets of the industry are in the air,” as pioneering economist Alfred Marshall put it.
Creative places nurture entrepreneurs, expanding the ranks of self-employed artists
and designers and related workers who market their creations far afield and often
employ others in whole or part.

They anchor multiple enterprises in cultural
industries that specialize in products

and services employing creative talent.
Either formally or through informal work
apprenticeships, creative places foster
workforce development by training area
youth to become the next generation of
creative workers and entrepreneurs. They
also draw and retain non-arts businesses
and workers to their rich, lively, and diverse
environs. Jobs increasingly follow people,
rather than the other way around?

Place has always been important for

the emergence of new products and
entire industries. They form crucibles
wherein people, ideas, and organizations
come together. Silicon Valley outpaced
established East Coast electronic centers

when young engineers and innovators
began to cluster there—committed to the
place rather than to particular employers.®
The same is true of Detroit and motor
vehicles, Los Angeles and motion pictures,
New Orleans and jazz, Nashville and
country music, Boston and publishing,
Chicago and advertising, New York and
visual art, and San Francisco and product
design. The Seattle City of Music initiative
is explicitly designed to enhance its music
industry. In smaller towns and at the
neighborhood scale, cultural nodes host
distinctive creative activities as well.

This role of creative placemaking in hosting
cultural industries is under-appreciated.
Few economic sectors are as large, diverse,
entrepreneurial, and export-generating as

the American arts and cultural enterprise
writ large. Whether approached as
industries (what cultural firms make),
occupations (what cultural workers do),

or a set of organizations (producing firms,
non-profit, public agencies and community
groups), the arts and cultural sector is the
nation’s most under-rated economic engine,
producing millions of well-paying jobs. It is
our most competitive sector. Many nations
are challenging American science and
engineering prowess, but few successfully
do so in visual arts, a diverse music
portfolio, digital media, design, and writing,
from literature to screenplays and news. In
addition to its impressive export earnings,
it is the creative sector that most cultivates
and disseminates what it is to be American
to the rest of the world.
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THE CREATIVE ECONOMY

The creative economy consists of three overlapping domains: workers, industries, and places,
depicted as intersecting circles (Figure 1).!! Each domain is populated by a unique set of actors

and institutions. In all three, American enterprise is a strong driver of results.

Creative people decide what kinds of
education and training to pursue and
where to live and work. Those choosing
arts and design make up the cultural
workforce along with related support
workers. As shown by the non-overlap

in Figure 1, not all creative workers are
embedded in cultural businesses and
organizations. Many are self-employed,
though some may sell their services or
output to cultural industries, and many
are employed in non-cultural enterprises.
Compared to the workforce as a whole,
artists are more than five times as likely to
be self-employed (45% self-employment
vs. 8% of workers overall, as of 2002),
and they often create jobs for others.
Many gravitate to communities that offer
rich cultural industry work and learning
opportunities. Others choose affordable
cities and small towns, exporting their
work over the Internet, through galleries
and publishers, or by traveling to perform.

In the cultural industries, businesses,
non-profit organizations, and informal
partnerships produce and market cultural
goods and services. Their ingenuity and
investments have built important cultural
clusters over the decades: Hollywood
moviemaking, Nashville'’s country music,
and New York’s galleries, Madison Avenue
advertising, and Broadway theatres. Yet
arts and cultural producers are widely
dispersed and found even in some tiny
rural hamlets, though not in all places, as
shown in Figure 1. Creative firms sustain
jobs and related businesses in hundreds

FIGURE 1.

CREATIVE
WORKERS

THE CREATIVE ECONOMY: WORKERS, INDUSTRIES, COMMUNITIES

CULTURAL
INDUSTRIES

BUSINESSES &
ORGANIZATIONS

CREATIVE
COMMUNITIES

Source: Adapted from DeNatale and Wassall, 2007, p. 5. Used with permission

of thousands of communities and span all
income levels and ethnicities. Some cultural
enterprises operate strictly in virtual space
and are thus not embedded in place.

Places are the spatial setting for arts and
cultural production and consumption. Local
governments plan and regulate land uses,
provide infrastructure and services, and act
as a forum for all kinds of creative actors
who wish to alter or improve the character

of neighborhoods, districts, downtowns, or
small communities. Creative placemaking
may originate in the public sector but it just
as often emerges in the community. Artists,
arts leaders, community developers, high
tech entrepreneurs, philanthropists, real
estate developers, managers in non-arts
businesses, and immigrant community
activists—all have led in the revitalization
cases profiled here.
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CREATIVE WORKERS AND ENTREPRENEURS

Artists form a highly educated and innovation-producing segment of the American workforce.

In 2005, an estimated 2 million Americans reported artwork as their major occupation.

Defined by their creative skills and

work process, arts occupations include
musicians, writers, actors, dancers,
designers, architects, announcers, and
visual artists (Table 1). Artists were twice as
likely as workers overall to have completed
college degrees. These rates rose from 51%
in 2000 to 55% by 2005. Yet artists' median
annual income lags behind that of other
professional workers by 19.4%.

The estimate of two million does not
include hundreds of thousands of

additional people who do artwork as a
second job. Nor the tens of thousands of
artists who work primarily as teachers (K12,
colleges and universities, private studios)
or as arts administrators. Nor the unknown
numbers of artists who spend more than
ten hours a week making art and sharing it
beyond their families and close friendship
circle but who earn no income from it.

The ranks of cultural workers exceeded
3.6 million, about 2.7% of the nation’s
workforce, in 2002 This broader

occupational grouping includes arts
professors, librarians, advertising managers,
reporters, editors and technical writers,
camera operators, and jewelers, among
others. It still does not cover K-12 teachers
and accomplished artists who do not sell
their work. Creative workforce totals
would be even larger if support workers
were included: people who make and
repair musical instruments, theatre

prop makers and stage managers, sound
mixers, and so on. In addition, many other
jobs are dependent on the quality and

TABLE 1.
ARTISTS BY DISCIPLINE 2003-2005
PERCENT OF
TOTAL ALL ARTISTS
DESIGNERS 779,359 39.0
ART DIRECTORS, FINE ARTISTS, AND ANIMATORS 216,996 10.9
ARCHITECTS 198,498 9.9
WRITERS AND AUTHORS 185,276 9.3
MUSICIANS AND SINGERS 169,647 8.5
PHOTOGRAPHERS 147,389 7-4
PRODUCERS AND DIRECTORS 139,996 7.0
ANNOUNCERS 55,817 2.8
ENTERTAINERS AND PERFORMERS 41,128 2.1
ACTORS 39,717 2.0
DANCERS AND CHOREOGRAPHERS 25,851 1.3
TOTAL ARTISTS 1,999,474 100
Source: Markusen and Schrock, 2006: Table 8.
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competitiveness of artists' work inside large
companies but outside the cultural sector.

Self-employment rates among artists are
extraordinarily high, more than one in
three compared with less than 10% of

the workforce as a whole® Those whose
artwork is a second job have much higher
rates of self-employment. Combining
primary and secondary jobs, rates are

as high as 65% for writers and 28% for
architects (Table 2)¢ Arts careers continue

to attract young people, despite the high
cost and long years of education and the
paucity of formal jobs. Since 1970, the
share of visual and performing arts among
all bachelor’s degrees has shot up from
3.6% to more than 5.6%.”

The nation’s artistic workforce grew rapidly
between 1970 and 1990 and since then
has kept pace with overall labor force
expansion® Writers and designers have
been among the fastest-growing cultural

occupations. But the current Great
Recession has been tougher on artists than
workers as a whole. Artists' unemployment
rates in the second year of the recession
rose to 9.5%, above that for all civilian
workers. Artists also left the workforce in
higher than average numbers and thus were
not counted as unemployed. Architects and
designers have been disproportionately
affected, though actors suffer the highest
unemployment rates—over 50% in the fourth
quarter of 2009

TABLE 2.
SELF EMPLOYMENT RATES, ARTISTIC OCCUPATIONS, US, 2000
% SELF- PRIMARY SECOND
OCCUPATION EMPLOYMENT JoB JOB
WRITERS 65 71,369 10,056
VISUAL ARTISTS 57 69,470 13,549
MUSICIANS, SINGERS M 65,618 32,728
PERFORMING ARTISTS 36 13,178 37,494
ACTORS 37 32,652 3,817
PRODUCERS, DIRECTORS 22 1,879 949
DANCERS, CHOREOGRAPHERS 12 3,029 NA
DESIGNERS 32 132,122 24,095
ARCHITECTS 28 31,295 3,068
Source: National Endowment for the Arts, 2008: 5. Data from the American Community Survey.

CULTURAL INDUSTRIES

If asked to name the nation’s cultural industries, most Americans might mention movie-making, musical
recording, photography, and perhaps publishing. But the enterprises, both commercial and non-profit,

that rely heavily on cultural workers and produce cultural content are much broader than this.

They include music and performing arts
organizations, museums and galleries,
broadcasters, advertisers, printers,

design services, eating and drinking
establishments, educational institutions,
arts equipment makers and repairers,

newspaper and book publishers, and
religious institutions. Some of these are
quite new. The video game industry, for
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TABLE 3.

DISTRIBUTION OF ARTISTS IN SELECTED INDUSTRIES, UNITED STATES, 2000

TOTAL ARTISTS AS % TOTAL
INDUSTRY ARTISTS OF INDUSTRY EMPLOYMENT
INDEPENDENT ARTISTS, PERFORMING ARTS 259,066 45.3 571,645
OTHER PROFESSIONAL, SCIENTIFIC, TECHNICAL SERVICES 64,536 22.8 283,636
SOUND RECORDING INDUSTRIES 7,700 20.0 38,428
MOTION PICTURES AND VIDEO INDUSTRIES 55,403 17.9 309,204
RADIO AND TELEVISION BROADCASTING AND CABLE 61,263 10.4 590,482
TOYS, AMUSEMENT, SPORTING GOODS MANUFACTURING 12,685 9.4 135,414
SPECIALIZED DESIGN SERVICES 22,785 8.4 271,541
ADVERTISING AND RELATED SERVICES 36,048 6.6 544,099
PUBLISHING, EXCEPT NEWSPAPERS AND SOFTWARE 23,545 5.6 418,578
RELIGIOUS ORGANIZATIONS 55,362 5.6 991,520
DRINKING PLACES, ALCOHOLIC BEVERAGES 11,284 5.1 219,437
NEWSPAPER PUBLISHERS 21,240 4.2 508,928
CULTURAL INDUSTRIES 630,917 4,882,912
CIVIC, SOCIAL, ADVOCACY, GRANTMAKING ORGANIZATIONS 6,992 11 661,391
PRINTING AND RELATED SUPPORT ACTIVITIES 8,547 1.0 855,008
MANAGEMENT, SCIENTIFIC, TECHNICAL CONSULTING SERVICES 7,170 o7 975,059
OTHER AMUSEMENT, GAMBLING, RECREATION INDUSTRIES 9,846 o.7 1,497,631
COLLEGES AND UNIVERSITIES, INCLUDING JUNIOR COLLEGES 20,268 o7 3,111,308
COMPUTER SYSTEMS DESIGN AND RELATED SERVICES 6,147 0.5 1,246,028
RESTAURANTS AND OTHER FOOD SERVICES 7,1 0.1 6,307,807
ELEMENTARY AND SECONDARY SCHOOLS 6,571 0. 7,791,243
ALL SELECTED INDUSTRIES 703,56 27,328,387

Source: Markusen and Gadwa, 2008. Data from Census Public Use Microdata Sample
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instance, is estimated to serve a $55 billion
market worldwide.?®

Cultural industries are defined by
researchers as those employing high
concentrations of artists in their workforce
(Table 3). Jobs in cultural enterprises

are estimated to be between 4.6 and

4.9 million or more than 3.5% of the
American workforce.2 They include all
people who work for performing arts
organizations (whether commercial or
non-profit), Madison Avenue advertising
firms, broadcasting networks, videogame
producers, and Hollywood’s moviemakers,
among others. In these enterprises,
creative talent supports large numbers of
other workers. But the table also shows
that more than 200,000 artists are spread
across other industries where their talents
make companies’ products, services, and
production and design processes more
efficient. Under a broader definition that
includes other leisure activities, cultural
industry employment grew from 157 to

17.3 million between 1998 and 2004, an
increase of 10%.3

Cultural industries account for an important
component of US output and exports.
Although gross national product data are not
available for all of the cultural industries, the
totals for a number of important ones are
listed in Table 4. Not all of the large group
“Professional, Technical, and Scientific
Services” can be considered cultural. On
the other hand, other sectors that rely

on cultural talent—advertising, higher
education arts training and research, and
toys and amusements, for instance—are not
included here. Nor are the manufacturing
industries that make musical instruments,
cameras, recording equipment, computer
software, and the many other tools and
materials that support artistic output.

Because they enjoy robust domestic

and international demand, the cultural
industries constitute a reliable comparative
advantage for the American economy.

As people often say in tough times, you

can always laugh with a movie or find an
emotional outlet with a good book or a
great play. American films, dramas, novels,
non-fiction, and original compositions and
recordings are sought worldwide, and
American artists and cultural managers’
expertise is admired in most corners

of the globe. Young people, the future
marketplace, are especially avid consumers.

Export totals for cultural industries are
even more difficult to determine, because
data on important sectors like tourism,
advertising, design services, and other
cultural content services are subsumed

in larger industry groups. However, even

a selected set of cultural industries—
broadcasting, telecommunications, motion
pictures, sound recording, performing
arts, printing, and publishing—generated
$45 billion in export sales in 2008, more
than computer systems design, electrical
equipment, air transportation, financial
services, and American agriculture

TABLE 4.

SELECTED CULTURAL INDUSTRIES

US GROSS NATIONAL PRODUCT BY INDUSTRY ACCOUNTS, 2007

BILLIONS $

PUBLISHING

303

MOTION PICTURE AND SOUND RECORDING

99

BROADCASTING AND TELECOMMUNICATIONS

800

PERFORMING ARTS, MUSEUMS, SPECTATOR SPORTS

99

AMUSEMENTS, GAMBLING, AND RECREATION

109

PROFESSIONAL, SCIENTIFIC, AND TECHNICAL SERVICES

2,697

TOTAL, SELECTED CULTURAL INDUSTRIES

4,108

ALL PRIVATE INDUSTRIES

22,895

% TOTAL, SELECTED CULTURAL INDUSTRIES

18%

Source: Bureau of Economic Analysis, Department of Commerce, 2010
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TABLE 5.

US EXPORTS, CULTURAL INDUSTRIES VS. OTHER MAJOR EXPORTING INDUSTRIES, 2008

EXPORTS
CULTURAL INDUSTRIES (MILLIONS $)
BROADCASTING AND TELECOMMUNICATIONS 6,321
MOTION PICTURE AND SOUND RECORDING INDUSTRIES 1,989
PERFORMING ARTS, SPECTATOR SPORTS, MUSEUMS, AND RELATED ACTIVITIES 376
PRINTING AND RELATED SUPPORT ACTIVITIES 2,447
PUBLISHING INDUSTRIES (INCLUDES SOFTWARE) 24,597
TOTAL, SELECTED CULTURAL INDUSTRIES 45,730

EXPORTS
OTHER MAJOR EXPORTING INDUSTRIES (MILLIONS $)
COMPUTER SYSTEMS DESIGN AND RELATED SERVICES 9,725
ELECTRICAL EQUIPMENT, APPLIANCES, AND COMPONENTS 28,489
AIR TRANSPORTATION 35,559
SECURITIES, COMMODITY CONTRACTS, AND INVESTMENTS 37,044
FARMS 45,568
MOTOR VEHICLES, BODIES AND TRAILERS, AND PARTS 87,389
COMPUTER AND ELECTRONIC PRODUCTS 17,607

Source: Bureau of Economic Analysis, Industry Economic Accounts, Input-Output Accounts Data

industries (Table 5). Unfortunately, we
cannot compare them with other innovative
industries such as biotech and robotics, the
data for which are buried in large chemical
and machinery manufacturing sectors.

International tourism, strongly tied

to arts and culture, is an especially
important source of export earnings.
Visitors to the US spend much of their
time and money visiting unique and
prestigious cultural sites and enjoying
live performances. A place without a
distinctive cultural aura is much less apt
to land on visitors' itineraries than those

with such amenities. There is no easy way
of accounting for this economic impact,
beyond affirming that tourism, a form of
direct participatory experience, is one

of the world’s largest industries and is
closely tied to creative destinations.

Arts and culture’s economic contribution
cannot be measured in exports alone

or tourists brought into the community.
As noted above, many small towns,

aging suburbs, and deteriorating city
neighborhoods have revitalized their
economies by expanding arts and cultural
services that offer residents opportunities

to spend their discretionary income

locally. Local cultural opportunities also
invite people to participate actively as
amateur musicians, dancers, costume-
makers, actors, and writers, deepening
appreciation for artistic expertise and
increasing their patronage of professional
artists and arts organizations. When you
realize how hard it is to play a guitar well or
sculpt in stone, your desire to hear or see
an accomplished artist soars. And the more
residents make art, the more likely they are
to become creative entrepreneurs. This
observation brings us back to the project
of creative placemaking. A
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IV. CHALLENGES FOR
CREATIVE PLACEMAKING

In this difficult Great Recession era, creative placemaking has paradoxically
quickened. From small cities on the Plains to inner-ring suburbs to communities with
vacated industrial structures, initiatives are bubbling up, often led by unlikely partners.
They face considerable obstacles.

Many have become discouraged. Others
have been slowed down or face growing
pains. We found that many of the most
successful efforts had incubation periods
of one to two decades or more: historic
Hollywood, Cleveland’s Gordon Square,
San José's ZERO1, Fond du Lac’s Min No
Aya Win complex, Chicago's After School
Matters, and Providence’s waterfront and
industrial area arts revitalization.

In our research, we asked leaders of
successful efforts about challenges they
faced, how they dealt with them, and
what lessons they learned. We found
difficulties with the following: creating
partnerships, overcoming skepticism on
the part of communities and public leaders,
assembling adequate financing, clearing
regulatory hurdles, ensuring maintenance
and sustainability, avoiding displacement
and gentrification, documenting progress,
and developing performance metrics.
These insights are essential to informing
policy and helping other communities.

The external environment has not been
welcoming. State and local public budgets
are shrinking. Banks and developers

are risk-averse. Philanthropists and arts
organizations have experienced asset
implosion and a fall-off in contributed
income. Turf walls can be high between
agencies—most housing and workforce
development programs are not tailored for
self-employed artists or small 501(c)(3)s,
and zoning ordinances forbid artist-
nurturing live/work spaces. The baffling
architecture of federal programs
complicates matters. Schools, financially
pressed, are cutting arts programs. Yet

in the pathbreaking cases summarized in
our Appendix, and in many other places
across the country, placemakers have
succeeded. In this section, we summarize
the challenges; in the next, we analyze
the components that successful cases
collectively demonstrate.

CHALLENGES
FOR CREATIVE
PLACEMAKING

» Forging and sustaining
partnerships

» Countering community
skepticism

» Assembling adequate financing
» Clearing regulatory hurdles

» Ensuring maintenance
and sustainability

» Avoiding displacement
and gentrification

» Developing metrics for
performance and evaluation
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FORGING AND SUSTAINING PARTNERSHIPS

Partnerships, as we show below, are central
to successful creative placemaking. Yet many
placemaking entrepreneurs articulated the
challenges in forging them. In many cases,
building and maintaining partnerships have
delayed projects and cut into the time

that can be spent on programming. At
Chicago's After School Matters, a Chicago
first lady and department of cultural affairs

commissioner teamed up to animate a
vacant lot with a new program apprenticing
youth to working artists. Portland’s TriMet
public art staff had to earn the trust of transit
engineers and minority community leaders,
each with very different concerns. The three
non-profit initiators of Cleveland’s Gordon
Square Arts District, each with his/her own
organizations to run and raise funds for,

COUNTERING COMMUNITY SKEPTICISM

spend about a third of their time on the
District effort. Partnering, many leaders
reflect, requires listening, accommod