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The Role of Place




Maslow’s gmHierarchy
Of Actualization Needs

li
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Esteem

You've acquired the skills
that lead to honor and recognition

Love & Belongin ging

Achieving deeper, more meaningful relatio

SAFETY
Home, sweet home
Physiological Neeads
Food, water, sleep




Increasingly Capturing place
chooses place identity, narrative,
over job and “feel”

Power

0 f Occurs at the nexus
of place quality and
belonging

Related to

feelings about Place

Place

Tied to how people
feel about the
place

Tied to individual
feelings about the place




What Makes

a Loved Place




Knight Soul of the Community

Key Place Resident So
Characteristics Attachment What

Social
Offerings Outlook Local

Recommend GDP
Aesthetics Perfect Place Growth
Satisfaction

Openness Pride (and
more)

In 26 US cities, 43,000 people, 2008-2010




Strengths and Opportunities Map

Opportunities Strengths

Place optimization Brand, narrative,
ideas/projects place marketing

Lower Priority Areas
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Perceived Performance
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Couvid Map

Overall Strengths-Weaknesses Map

Overall Community Feature Score - 2.66
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Showcase Your Place
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Projects




Our Miamzi: Perception vs. Reality

What my friends think l dc;

What | actually do.




Amazing Place Productions:
Tell Your Place’s Story




HereSay (Newfoundland):
Discover Your Place




Macon Money:
Make Your Place a Playground




DR. KATHERINE LOFLIN

N

\
é\ \‘
\

| |

/




Leadership as Mother-in-Law

YOU ARE THE

| COULD
HAVE GOT TEN
STUCK WITH.




