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Trends and Tactics for Vibrant Streets



Who We Are

Studio One Eleven



Studio One Eleven



Let’s Get To Know You…

Poll #1: How would you best 
describe your community?

• Rural
• Suburban
• Urban



Poll #2: What are your main 
Placemaking challenges?

• Funding for improvements
• Lack of buy-in/common goals
• Policy and process roadblocks
• Other?

Let’s Get To Know You…



Definition: 
“Placemaking”

“People working together to 
make their community's 
public spaces more social, 
connected, healthy, 
meaningful, prosperous, and 
happy” -Ryan Smolar, US 
Placemaking.org



What Makes A Great Place?
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1. Placemaking Trends for Main Streets

• Reallocating Street Space
• Alternate Mobility
• Culture, Art, and Program
• Case Study - Artsakh Avenue



Reallocating Public Space:

• Road Diets
• Sidewalk Widening
• Chicane
• Parklets
• Streetlets
• Parking Lot Plazas
• Alleys
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Sidewalk Widening and Chicanes



Parklets



Streetlets





Parking Lot Plazas



Alleys



Alternate Mobility



Alleys

Art, Culture and Program



Case Study: Artsakh Avenue



Process

Case Study: Artsakh Avenue



Case Study: Artsakh Avenue

Process Outcome



Case Study: Artsakh Avenue





2. COVID Response Toolkit
• Access to Public Space is Essential 
• Economic Survival for Businesses
• Comply with Social Distance Protocols
• Doing It All with Limited Resources
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Case Study: Glendale Al Fresco

Process Outcome



Case Study: Glendale Al Fresco



Process
Outcomes

Case Study: Glendale Al Fresco
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Need/Goals Achieved:
• Economic Survival 
• Social Distance Protocols
• Limited Resources 





Poll #3: Has your district tried the following?
• Parklets
• Open Street (Permanent or Temporary)
• Pop-up bike or Pedestrian Infrastructure
• Other?

Let’s Get To Know You…



3. Lessons Learned
• Be Resourceful 
• Get Something in the Ground and Refine Later
• This is a Great Opportunity to Test and Innovate
• Multi-agency/Departmental Collaboration Essential
• Balancing Restaurant and Retail Needs











Lessons Learned
• “Guerilla” demonstration, starting small, was worth it
• Immediate support from business and residents, but consensus 

required
• Realized the need for outreach, and that includes a focus on equity
• Formal Process for widespread implementation still unclear, 

including:

• Licensing, permits
• Liability and insurance
• Alcohol serving issues
• Overall responsibility for costs, operations and maintenance



4. Future Thoughts and Trends
• Rise of the Regional City Neighborhood / 15 Minute City
• Focus on Equity in Public Space
• What Will Stay and What Will Go?





Equitable Outcomes





Source: Happy City



4. Discussion / Q + A

apullman@studio-111.com
shannon.heffernan@studio-111.com

mailto:apullman@studio-111.com
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