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Presenter
Presentation Notes
MAPC is a public agency that serves the people who live and work in the greater Boston area. Our region expands outward from the City of Boston to encompass 101 cities and towns. It is home to almost half of the Commonwealth’s population and about two-thirds of its jobs. It is one of thirteen regional planning agencies across Massachusetts. Northampton, where we are now, is served by the Pioneer Valley Planning Commission. Our mission is to promote smart growth & regional collaboration. 

I joined MAPC in 2017 with the launch of the arts and culture department after having spent more than 10 years working as a consultant in the field of arts and culture planning while completing my doctorate at MIT. But my interest in the intersection among people, place, culture and menaing began much earlier.



WHO WE ARE
MAPC Arts and Culture Department

Launched in 2017
Work in all 8 MAPC Subregions

New Hampshire



About me… 

Driven by curiosity about 
the connections among 
people and places.

Trained in architecture and 
planning.

15+ years teaching, 
researching & practicing.

Presenter
Presentation Notes
Before we get started, I’d like to share a little bit about about MAPC and a bit how I came into the work I do now. I will mostly share work being done throughout the region that MAPC has connected with to illustrate why arts, culture, and meaning are critical to planning in this time of dynamic challenge and crisis.
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WHAT WE DO

• Work with municipal staff, subregions, 
arts and culture stakeholders, and others 
to support cultural planning, creative 
placemaking, public art, and policy-
making to ensure that arts and culture 
can thrive

• Advocate on issues at the state level and 
work in collaboration with other regional 
planning agencies and statewide 
partners



WHY WE DO THIS WORK

• Arts, culture, and creativity are essential to 
healthy, resilient, vibrant communities.

• The challenges we face as a society today 
require creativity and require changes to 
how we understand what is possible

• Government must ensure that creative and 
cultural career paths are available and 
equitable for all and provide opportunities 
for the arts and culture sector to engage in 
planning efforts.



DEFINITIONS
• ART is an expression of  human creative skill and imagination 

generating works to be appreciated primarily for their 
beauty or emotional power. 

• CULTURE encompasses the customs, arts, social institutions, 
and other manifestations of  human intellectual achievements of 
a particular nation, people, or other social group. Culture 
can also refer to attitudes, behaviors, and norms 
characteristic of a place as influenced by the people who, 
live, work, play, and pass through a place.

Adapted from the Oxford English Dictionary



Source: Americans for the Arts, “Arts & Economic Prosperity 6,” n.d. 

ARTS & CULTURE BRINGS ECONOMIC IMPACT

Arts & culture 
organizations 

are businesses.

The arts drive 
commerce to 

local businesses.

Arts travelers 
stay longer and 

spend more.

Small investments 
yield big returns.
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Americans for the Arts, “Arts & Economic Prosperity 6,” 2022. https://www.americansforthearts.org/by-program/reports-and-data/research-studies-publications/arts-economic-prosperity-6. 
 
Survey for 6th report ongoing
“The AEP series demonstrates that an investment in the arts provides both cultural and economic benefits.”
“Nonprofit arts and culture organizations are businesses. They employ people locally, purchase goods and services from within the community, are members of their Chambers of Commerce, and attract tourists to their regions.
The arts drive commerce to local businesses. The arts, unlike most industries, leverage significant amounts of event-related spending by their audiences. In 2017, arts attendees spent $31.47 per person, per event, beyond the cost of admission on items such as meals, parking, and lodging—vital income for local businesses.
Arts travelers are ideal tourists. They stay longer and spend more to seek out authentic cultural experiences. One-third of attendees travel from outside the county in which the activity takes place and spend an average of $48 per person. (69% say they traveled specifically to attend the activity.)
Small investments. Big returns. In 2017, the combined $5 billion in direct arts funding by local, state, and federal governments yielded $27.5 billion in government revenue.”




Source: U.S. Bureau of Economic Analysis & National Endowment for the Arts, Arts and Cultural Production Satellite Account (ACPSA), 2020. 

ECONOMIC IMPACT: MASSACHUSETTS (2022)

$28.6B
Value added to 
MA economy by 

the arts

$15.6B

Arts worker 
compensation

133,773

Arts 
employment

4.1%

Arts value 
added as share 
of MA economy
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National Endowment for the Arts, “2020-Massachusetts: Arts and Cultural Production Satellite Account (ACPSA),” n.d. Link: https://www.arts.gov/sites/default/files/FactSheets-rev-3-11-2022.zip. 

Massachusetts (2022)
Value added to state’s economy by the arts: $28.6 billion up from 23.7 in 2020
Arts’ value-added as a share of state’s economy: 4.1%
Arts worker compensation: $15.6 billion up from 13.6 in 2020
4.0% of state compensation (same as 2020
Arts employment: 133,773 up from 125,091 in 2020 
3.5% of state employment down from 3.6% in 2020

Additional Notes:

Top 3 ACPSA Industries by Value Added
Publishing ($6.5M, 14,400 jobs) / 2020 - ($6.0M, 17,325 jobs) 
Other information services ($5.98M, 13,096 jobs) /2020 - ($4.4M, 6,750 jobs)
Government ($2,9M, 24,375 jobs) / 2020 - ($2.7M, 24,208)
Top core arts and culture industry:
Architectural services - ($1.3M, 6,000 jobs)
 
“In 2022, Massachusetts ranked 9th among all states in ACPSA value added, and 29th among all  states in ACPSA value added growth. Since 2021, ACPSA value added has grown 7.5 percent in Massachusetts, compared with an increase of 7.8 percent for the U.S”


About the source:

National Endowment for the Arts, “State-Level Estimates of the Arts’ Economic Value and Employment (2001-2020),” March 2022. Link: https://www.arts.gov/impact/research/arts-data-profile-series/adp-30.
“This profile features state-level estimates of arts and cultural value added, employment, and compensation derived from the Arts and Cultural Production Satellite Account (ACPSA), which is produced jointly by the NEA’s Office of Research & Analysis and the Bureau of Economic Analysis, U.S. Commerce Department. State-level arts and cultural estimates are available for total arts and cultural production, and for the 34 ACPSA industries.”
“For each U.S. state, the interactive map below illustrates: the amount and percentage of arts’ value- added as a share of the state’s economy; the number of workers employed by arts and cultural industries; and compensation (earnings and benefits) paid to these workers.”





ECONOMIC IMPACTS ARE TIED TO PLACE

Source: MassDevelopment, “Transformative Development Initiative: Building a Culture of Co-Investment in Small Cities."
Annotations added.
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Foot Traffic • Vitality • Beautification • Employment • Sense of Place • Community

Sources:
https://artsandplanning.mapc.org/creative-placemaking/
https://www.americansforthearts.org/sites/default/files/pdf/2013/by_topic/cultural_districts/Cultural%20Districts.pdf 



ARTS & CULTURE IMPACTS HEALTH OUTCOMES

• "the arts have been shown to 
help build social cohesion and 
support conflict resolution."

• "The arts are powerful tools for 
health communication."

• "There is promising... 
evidence... that people who 
engage with the arts are more 
likely to lead healthier lives... 
irrespective of their 
socioeconomic status and 
social capital."

Source: Fancourt & FInn, World Health Organization, 2019.
The Health Tree is adapted by Health Resources in Action 

from the Human Impact Partners

Presenter
Presentation Notes
Fancourt D, Finn S. What is the evidence on the role of the arts in improving health and well-being? A scoping review. Copenhagen: WHO Regional Office for Europe; 2019 (Health Evidence Network (HEN) synthesis report 67).




CULTURALLY 
RESONANT 
COMMUNICATIONS

Artist-designed, multi-lingual 
communication materials to 
reduce spread of COVID-19



MEDFIELD STATE 
HOSPITAL CREATIVE 
PLACEMAKING

Art and storytelling allow for 
growth and change

The Medfield Anthology
Hortense Gerardo

Presenter
Presentation Notes
The Medfield Anthology dramatizes stories from people who lived and worked at the Medfield State Hospital.
Developed by playwright and MAPC Artist-in-Residence Hortense Gerardo through artist-led interviews
Story told through vignettes featuring dialogue and dance
Shared the full spectrum of stories and associations, emphasized that the campus is a place of many meanings.
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DISPATCH FROM METRO BOSTON
GROWING ECONOMY, GROWING DIVERSITY, GROWING INEQUALITY

Change in Median Sale Price 
of Single-Family Homes 
and Condos

Six municipalities are majority people of color, 
with eight more set to join them.

Nearly every municipality in the region’s Inner Core saw 
home prices rise by more than $100,000.

Presenter
Presentation Notes
The economy of the Greater Boston region thrived, driven by technology, finance, business services, and life sciences 
The majority of jobs within the innovation sector require secondary education, and residents with a college degree earned significantly more than those with lower education levels. Income disparities are also visible along racial lines
From 2016-2030, economic growth is projected to bring 800,000 workers to the region.
Housing costs have skyrocketed since 2009 with home prices rising by more than $100,000 in most of the Inner Core.
MAPC Comprehensive Economic Development Strategy, 2020-2025
1/3 of middle-income residents were housing cost-burdened in 2016, meaning they spend more than 30% of their income on mortgage, rent or other housing related payments.
full rpt draft_BuildingfortheMiddle (windows.net) 
URBAN Land Institute, Building for the Middle: Housing Greater Boston's Workforce.
Since 2009, the region has grown more diverse, but
The Boston region has a notable racial wealth gap; 
The net worth of the median Black household in the region is $8, while the median White household wealth is $247,500. (the Federal Reserve Bank of Boston’s 2015 “The Color of Wealth in Boston” report) 
Workers of color comprise 28% of the industrial workforce, which is higher than most major industries in greater Boston. 
The region has experienced a net loss of approximately 10.9 million sq. ft. of industrial space, or 3.5% of total available space, since 2011. The majority of that loss occurred within the Inner Core subregion
Industrial rents increased by 36% (adjusted for inflation) overall while vacancies fell to historic lows. 
Land, Economy, Opportunity: Industrial Land Supply and Demand in Greater Boston
The growth of e-commerce has exacerbated this issue. The pressure to maintain dependable and ever-quicker delivery times has resulted in e-commerce companies adding warehouse and distribution centers closer to consumers as part of their regional networks.17
In urban Boston, warehouse rents have increased 42 percent over the last two years.18 Primarily sited in industrially zoned areas, these facilities require both substantial amounts of land and easy access to the regional highway network.19
Hidden and in Plain Sight: Impacts of E-Commerce in Massachusetts
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WHAT MAKES ARTS SPACES VULNERABLE?



Total Building 
Area of High and 

Highest = 
2,786,383 sf

HOW MUCH SPACE IS AT RISK?

Presenter
Presentation Notes
This map reflects an updated list of ACE uses as verified by the survey.
A map of arts spaces showing the level of exposure they have to development pressure. From here we're going to walk you through how we're measuring exposure
Range goes from 0 to 1 – no parcel has zero exposure to redevelopment



MAKING SPACE FOR ART:
Securing Cultural Infrastructure in Boston, Cambridge & Somerville

Municipalities can support cultural spaces through local policies and data
• Mapping and tracking cultural spaces to inform planning decisions

• Incorporating data into local planning and zoning (e.g., Fabrication 
District, Arts and Creative Enterprise as a use category)

• Identifying policies to protect and preserve existing spaces and 
incentivize new spaces (e.g., Agent of Change policies and set asides for 
arts and culture in new development)

Informed by 30 interviews and 7 focus groups with cultural space stakeholders



WHY ARE WE LOSING SPACE?

ARTS SPACE IS VULNERABLE 
TO ‘NUISANCE’ COMPLAINTS

ARTS SPACE IS NOT 
DOCUMENTED

Arts and culture often lives in vulnerable 'leftover' space 

SPACE IS EXPENSIVE ARTS SPACES SUPPORT 
MANY USES

77 artists 
18 staff



SPACE IS EXPENSIVE
Arts space stuggles to compete with other uses.

Studio owners and managers 
have hard time keeping prices 
down because they don’t own 
spaces.

Non-profits aren’t focused on 
this because there’s no money. 
Lots out there for affordable 
housing. It’s hard to do these 
things without resources.

We are dealing with 
the sustainability of our 
community – the whole 
area is being torn down 
and being rebuilt with 
biotech. 

Some universities had 
spaces for artists to 
use but these have 
disappeared. 

1 

We need affordable housing too! But 
don't make it a competition between 
housing projects and arts projects.



ARTS SPACES SUPPORT MANY USES

Restaurant

Music Venue

Gallery

Bar

Studio

Theater

School Event Space

We needed a special permit to do a 
theater – theater spaces are always 

some kind of special exemption.

Each use has separate rules and regulations

You have to go to all the different 
departments individually – the City 
doesn't help connect applicants and 

departments
We are not zoned for this 
use. It has been difficult.

2



ARTS SPACES ARE NOT DOCUMENTED

[Cities] demand that the informal economy 
adapt in burdensome ways.

Planners cannot assess impacts of development on arts space.

People don’t want [cities] to regulate these 
spaces and condemn the building and lose 

their space 

3



ARTS SPACES DRAW COMPLAINTS

Noise ordinances 
[are a challenge].

Noise and parking are frequent points of conflict

Theaters have loud 
people and parking 

problems. 

4



ARTS SPACES MAKE MEANINGFUL PLACES

Source: MassDevelopment, “Transformative Development Initiative: Building a Culture of Co-Investment in Small Cities."
Annotations added.
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Sources:
https://artsandplanning.mapc.org/creative-placemaking/
https://www.americansforthearts.org/sites/default/files/pdf/2013/by_topic/cultural_districts/Cultural%20Districts.pdf 



IN SUMMARY 
• ARTS & CULTURE are foundations of meaningful, prosperous, 

healthy places. 

• SPACE is critical to ensure that ARTS & CULTURE is an active 
and thriving part of our built environment.

• REGULATIONS and FINANCIAL INCENTIVES create barriers 
to building and maintaining space for ARTS & CULTURE.

• PLANNERS and ARCHITECTS have influence to change that.



Thank you!
Questions? Comments? Rebuttals?

Asengupta@mapc.org

Plan NH 
Fall Conference

September 17, 2024

Annis Sengupta, PhD
MAPC Director of Arts & Culture
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