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PURPOSE

Placemaking is the last step in the commercial revitalization process. Organizations receiving the Placemaking grant will have successfully revitalized a commercial corridor or be working in a business district that has undergone commercial revitalization, as indicated by the presence of a high-capacity merchants association, and the execution of a business attraction strategy with façade improvements. Grant recipients will engage local residents in the newly revitalized commercial corridor by cultivating a sense of place that capitalizes on unique characteristics of the commercial corridor, including retail, physical and social attributes. Successful projects do more than district marketing (restaurant guides, business directories) - they design a purposeful strategy that incorporates key traits of the commercial corridor to create a brand that benefits the businesses, is easily marketable, and engages local residents. 
APPROACH

Placemaking projects must always target local residents and fall within the following scenarios:
	Leveraging Existing Neighborhood Events 
	Applicants take advantage of a pre-existing neighborhood event to organize business discount programs targeted at local residents within a service area served by the commercial district. The organization will take no part in planning the neighborhood event, but instead takes advantage of the ‘buzz’ created by the event to attract local residents to the commercial district.

	Create New Neighborhood Events 
	Applicants host their own event(s) to bring attention to the goods and services provided by businesses within a specific commercial corridor. These events target local residents within the service area served by the commercial district to create better linkages between this consumer base and local businesses.

	Engage Local Residents in Evolving Neighborhood Districts 
	Commercial corridors are constantly evolving; areas that at one point offered few or low-quality goods and services may have developed organically to include newer businesses with better and more unique offerings. Often local residents are not in-tune with these commercial changes. In this scenario, applicants will re-connect local residents with the commercial corridor in a designated service area by organizing a business discount program or, (2) organizing an event that showcases the businesses and new traits of the commercial district. 

	Provide Local Residents Consistent Access to Business Discounts
	Applicants recognize the need to reward local residents that shop in the commercial corridor frequently. To do so, local organizations create a program that distributes discount cards to local residents, which are only activated upon shopping in a participating business located in the commercial corridor of the designated service area.

	Create collateral and marketing platforms
	Applicants develop marketing concepts to cultivate a sense of place that positively influences the perception local residents have of the commercial corridor within their service area.  These marketing concepts create collateral pieces and online platforms that inform local residents of the businesses present in the commercial district and business discount programs.
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Organization Name _______________________________________________________________________
I.  Target Area Boundaries
A.  Provide the boundaries of the targeted area for the Placemaking project:
	


II. Connecting the Placemaking Campaign with Commercial Corridor Characteristics and Brand
A.  List the unique characteristics of the targeted area. Use bullet-point formatting.
	



B.  Describe the brand your organization envisions for the targeted area. Be sure to make a clear 
      connection between this brand and the commercial corridor’s unique characteristics listed in section IA.
	


C.  Describe your idea for a placemaking campaign in the targeted area for FY 2015. Explain how this campaign will connect the commercial corridor’s unique characteristics with the brand your organization envisions for the area.  Be sure to indicate how the campaign will target local residents.
	


III.  Fiscal Year 2015 Deliverables
A. How will your organization build upon previously completed Placemaking deliverables to cultivate the corridor’s brand? In the chart below, (1) list the Placemaking deliverables completed in FY 2014, (2) Placemaking goals for FY 2015, (3) potential challenges your organization may face in achieving these goals, and (4) what your organization will do to overcome listed challenges. If your organization has not previously received a Placemaking grant, leave the first column blank. Use bullet-point formatting.
	Placemaking Deliverables Completed in FY 2014
	Placemaking Goals for FY 2015
	Potential Challenges to Placemaking Goals in FY 2015   
	Approach to Overcome Placemaking Challenges in FY 2015

	· 
	· 
	· 
	· 

	· 
	· 
	· 
	· 

	· 
	· 
	· 
	· 

	· 
	· 
	· 
	· 

	· 
	· 
	· 
	· 


A. List the deliverables, including events, your organization will complete in FY2015 to execute the Placemaking idea described in section IIC. List the activities your organization will complete in order to execute each project. Use bullet-point formatting.
	Placemaking Deliverables 
	Activities

	· 
	· 

	· 
	· 

	· 
	· 

	· 
	· 

	· 
	· 

	· 
	· 


B. List the local stakeholders, including City agencies, that your organization has engaged or will engage to successfully complete the placemaking campaign. Include the resources needed from each stakeholder, and whether theses resources have been committed to the project. Use bullet-point formatting.
	Stakeholder
	Resources Required from Stakeholder
	Has Stakeholder Agreed to Commit to the Project? (Y/N) 

	
	· 
	

	
	· 
	

	
	· 
	

	
	· 
	


IV.  Overall Project Impact
A. List the outcomes your organization wishes to achieve with the placemaking project described in section I. Specifically identify outcomes for businesses in the targeted commercial corridor and local residents served by that district.
	Business Outcomes
	Outcomes for Local Residents 

	· 
	· 

	· 
	· 

	· 
	· 

	· 
	· 

	· 
	· 








UPDATE


The U.S. Department of Housing and Urban Development recently announced that promotional activities designed to attract tourists and non-residents to an area served by the targeted commercial district are not eligible to receive Avenue NYC grant funds.
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INELIGIBLE ACTIVITIES


Capital improvements


Installation of banners and/or holiday lights


Provision of direct 1-1 business assistance to individuals


Graffiti removal and/or neighborhood beautification activities


Job training or workforce development initiatives





Application Deadline:  January 31, 2014
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