Placemaking Conference 2019
MERCHANTS IN ACTION
Kennedy Smith
95% of shopping centers focused on apparel.  That is what started to kill businesses downtown.  Big box stores was the final blow.  The average US household owns 300,000 things.  Offsite storage is the fastest growing industry.  More televisions than people in the US.  47% of American households have no savings.  
Millennials dine out and shop more than those in other generations.  They like used things as opposed to new.  Prefer to shop in locally owned businesses.
Signs like “Yes We Ship”.  Unique experiences.  Place in Iowa has a place called Taste of Thailand.  Inside, they have a voting booth that will have a stupid question each week that they vote on.  People flock to the place.  In store beacons:  When you walk in the store, it beacons your phone with discounts
5 things to create a quality environment:
1. Don’t permit development of more commercial space than a community can support
2. Encourage development of businesses that create things instead of distribute things
3. Create tools and incentives to cultivate and support independent businesses
4. Care as much about the design of new mixed use and commercial development as you do about the community’s historic areas
5. Bring the energy and creativity of independently owned businesses out into the public realm
PLACEMAKERS IN ACTION
Southwest airlines: Community outreach program.  Look for improved quality of life, lighter, quicker and cheaper, and community process.  The mission of Heart of the Community is to build connections with the people.  They have supported 20 placemaking projects. 
Placemaking phases
1.  Engage:  Identify stakeholder, observe and listen to community, create working groups, conduct workshop, ask questions
2. Vision:  Develop a place vision, draft programing, schematic design, amenities plan
3. Implementation:  Local volunteers, install, launch and celebrate
4. Ongoing programing:  Management and evaluation
Heart of the Community:  Partners are committed to programming and managing the space for at least three years; partners were encouraged to collect data.  A unique focus on placemaking as a process and an outcome, hands on training and capacity building for local partners, a legacy of successful public spaces
AMERICAN CITIES IN ACTION
Mick Cornett
Pillar 1:  Economic Strength and Diversity
Pillar 2:  Civic Pride, Social Cohesion:  Oklahoma’s reputation needed help
Pillar 3:  Creating a Culture of Health and Wellness:  Finally facing facts:  Our city had an obesity problem
Pillar 4:  Environmental Sustainability:  Facing facts again:  OKC is great place to live if you are a car.

EXPLORERS IN ACTION	
Atlas Obscura is a collection of over 17,000 places in a database of interesting places.  Placemaking is Mythmaking.  Creating stories.
[bookmark: _GoBack]Clown Motel in Las Vegas.  Tell the story, make the unique place a place of interest.  Old infrastructure can be your friend.  You can do something amazing with it.
OKLAHOMANS IN ACTION
Allison Bailey:  Holiday Pop ups
Geo domes created to have pop-up shops.
Lauren Nitschke:  How a big city success inspired a tiny town
Talked about how they were able to get trees to their downtown in Waurika.
Get uncomfortable, imagine an unimagined future, commit, make a action plan, follow through to change.  	





