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Program Introduction

This program handbook is intended for use by government, nonprofit
or academic organizations and agencies that want to work with
community-based organizations, building their capacities to become
active players in brownfields redevelopment. Many brownfields are
small or oddly-shaped sites scattered throughout the residential
neighborhoods of older industrial cities. These sites are not often
addressed by private development, nor are they high priorities for city
development agencies. Yet they can dramatically impact the health
and economy of the nearby communities.

Many community-based organizations (CBOs), often organized as
Community Development Corporations (CDCs,) work in these
neighborhoods to improve the quality of life in a variety of ways.
Some larger and more developed CDCs have achieved great success
by purchasing brownfields and redeveloping them to meet community
needs, such as affordable housing. Others are poised to become more
active participants in addressing brownfields, but because of limited
staff knowledge and resources, coupled with the complexities of
brownfields, have refrained from involvement.

This program is intended to work with these organizations to build
their knowledge, preparing them for meaningfully participate in
brownfields redevelopment decisions affecting their neighborhoods.
CDC leaders can be advocates or facilitators, drawing attention to
sites, collecting information, educating residents and helping to market
sites. The CDCs can also monitor the condition of the sites and
actively help inspect any engineered controls placed on the sites once
redevelopment has occurred to assure the controls remain protective.
Finally, CBOs, equipped with new understanding and skills, might
actively pursue the purchase of brownfields sites and redevelop the
sites for productive uses to benefit the community.

The overall result of this capacity building program will mean
redevelopment of more brownfields in distressed neighborhoods where
CBOs are often the leading voice for revitalization.

The first step is to identify community organizations working in
distressed urban neighborhoods with brownfields sites. This program
as designed will be most effective with those organizations that have a
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mission to revitalize their communities and have demonstrated the
organizational capacity to be stable entities for years to come.

The information presented in sections 1 through 5 of this handbook
has been tested with Community Development Corporations in
Pennsylvania and New Jersey, and is designed to be presented by you,
the experts and assistance agencies, to the CBOs in five separate
sessions.

Process of Providing Technical Assistance:

1. Identify CDCs/CBOs with organizational stability working to
revitalize distressed neighborhoods where they are brownfields.

2. Connect with CBO through city or other regional CDC support
organization.

3. Explain program and offer to provide assistance to CDC staff and
Board.

4. Conduct an initial interview with CBO to assess current experience
and interests in brownfields in order to customize the assistance
sessions.

Before beginning the assistance program with a CBO, you may want to
ask guestions such as:
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CBO Initial Questions

What is the area that you serve?
Do you have a map of your service area?

How many undeveloped or underused brownfields sites are within the
neighborhood(s) you serve? What do you know about each of them?:
e Ownership/history

e Level of contamination

e Plans

e Other features/constraints

What is your primary concern regarding brownfields in the neighborhood or
area that you serve?

Type of new use

Level/type of cleanup

Health impacts

Economic impact on our property values

Source of jobs

Other?

What has been your organization’s prior experience with brownfields site
redevelopment projects? Why did you get involved?

Clarify type(s) of role:

e Outreach/Education
Facilitation

Watchdog
Pre-development Activities
Owner/Developer

Clarify stage(s) of development:
Identification

Assessment

Cleanup Plan

Remediation

Reuse Planning
Construction/New Use

Would you like to change your role in brownfields redevelopment in the
future — in other words, becoming more or less involved? Or involved in a
different aspect?

Is there a site that your organization is particularly interested in? Why?
For what purpose? How does it relate to larger neighborhood revitalization
goals?
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5. Evaluate the needs of the CBO and discuss the modules in the
program, according to the program layout:

Brownfields Redevelopment Technical Assistance
Program for CBOs:

Does the CBO

have a ;
Neighborhood Plan? Schematic Layout of Modules

Are brownfields
sites known and
targeted?

1. Neighborhood ] \

Marketing and What role does the
Engagement CBO desire?

2: Plal_nr_ling l Facilitator )./ a&‘
and Visioning 3. | jentification

and Phase |
! } ~

4: Phase lland  5.: Financing  Future Modules:
Risks and Insurance Remediation
Environmental Science

Owner/Developer

Redevelopment
Partnerships

Modules 1 through 5 have been developed and are contained within
this handbook. The program could contain additional modules
covering advanced topics such as remediation, environmental
sciences, and redevelopment planning and partnering.

For the five modules in this handbook, this schematic display above
illustrates how they fit within the development stage and interests of
the CBO. In other words, a CBO that has not yet engaged in
comprehensive neighborhood planning and community engagement
related to land use and development should begin with modules 1 and
2. If the CBO has recently completed a neighborhood planning and
visioning initiative, these modules could potentially be skipped, and
the next question to ask is if the CBO knows about brownfields sites
and has some idea of which sites are of interest to the community. If
the answer is no, module 3 is appropriate. If the CBO already has
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completed some preliminary assessment of brownfields sites and has
good basic knowledge about brownfields, modules 4 and 5 address the
more advanced topics necessary to move toward pre-development
stages. At this point, the CBO should have an idea of the role that
they desire. That is, do they want to act as a facilitator in moving the
site toward redevelopment (educating the public, helping to market
the site), or do they want to purchase and act as developer? The
content of these modules can then be modified to apply to either of
these roles. This will occur as you move through the content of the
module with the CBO and respond to questions based on their desired
level of involvement.

6. Arrange a time for you, the provider, to meet with the CBO at their
offices. It is helpful for two people from the provider organization
to attend. In some cases, you may want to include an expert in the
topic, such as a financial expert for module 5, or a technical expert
for module 4. The CBO should invite those on the staff most
directly related to revitalization, land use and development
planning. A particularly interested Board member or resident
leader could also attend, or, at the discretion of the CBO, a local
official who is an important stakeholder.

7. Conduct the sessions according the format described below.

8. Decide on your level of availability for addressing follow-up
concerns and convey that to the CBO.

9. Remain in contact for scheduling the next session. The sessions are
most effective when about 6-8 weeks passes between them. This
allows time for some follow-up tasks to occur and for the CBO to
move forward with development of skills, resources and activities
that are introduced or taught in the sessions.

Format of Sessions:

The sessions are designed to be carried out in a small group of no
more than six or seven people, ideally sitting around a large table.
The written materials serve as a guide to what is presented, but they
are not necessarily followed in exact order, nor is each item
necessarily covered. The providers of the assistance serve as a
resource themselves, walking through the topical content, but
responding in a give and take fashion to the concerns and real issues
facing the CBOs.

It is important to begin the session by going through the purpose of
the session, assumptions, goals and content of the session
(introductory section). For some of the sessions, the providers need
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to prepare and bring along materials related to the neighborhood, such
as GIS maps of the neighborhood (module 1), or to review any specific
reports that have been prepared related to brownfields sites in the
neighborhood (modules 3 and 4).

The primary features of the format are:

On-site delivery

2-3 hour sessions with CBO senior staff and possibly Board
and/or resident leaders

Session material provided in notebook, but customized to CBO
needs and stage of development/skills.

End session with “action items” or tasks that the CBO will carry
out to follow through on objectives of session.

O O o000
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OVERVIEW of the MODULES

1. Neighborhood Marketing, Improvement and Participation through
Brownfields Redevelopment

This assistance involves tools and methods for helping a CBO to empower
and engage neighborhood residents in neighborhood planning and
brownfields redevelopment. It also includes strategies for establishing
neighborhood identity and promoting the assets of the neighborhood in order
to attract investment to the brownfields site(s) within an overall
neighborhood identity and marketing campaign.

2. Planning and Visioning for Brownfields Reuse in a Neighborhood
Revitalization Strategy

This module consists of community visualization tools including a group
mapping exercise and area prioritization techniques. It also includes a basic
primer on brownfields redevelopment, focusing on helping the CBO to
determine its desired or appropriate role in site reuse and redevelopment as
it relates to overall neighborhood revitalization goals.

3. Phase | Site Assessment: Brownfields Identification and
Community Engagement

This assistance session covers the purposes, requirements and methodology
of conducting Phase | site assessments. It focuses on the role of the CBO in
gauging community preferences for future land development and engaging
residents in Phase | site assessment methods. The tools in this module help
in understanding the implications of results on remediation and reuse
decisions, particularly with regard to housing, open space and community-
oriented end uses.

4. Moving from Phase | to Phase 11 Site Assessments and
Understanding Risks

The goal of this assistance session is to help CBOs to interpret site
assessment reports so that they can assess the potential areas of concern,
know what to look for in Phase Il reports, and know what questions to ask of
technical consultants. The CBO will understand the purposes and
methodology of the Phase Il assessment process. The session also focuses
on how the PA, Sl and RI information affects remediation and reuse
decisions.

5. Financing and Insurance Programs for Brownfields Assessment
and Cleanup

This assistance session presents educational materials that describe, in lay
language, the programs and funding streams available for brownfields
identification, assessment, remediation or redevelopment from public and
private sources. The CBO receives assistance in understanding how to
access and apply for funds, and how to partner with other recipients of
brownfields funds.
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Introduction
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Assistance Module: “Neighborhood Marketing, Improvement
and Participation through Brownfields Redevelopment”

Assumptions:

e CBO has not been extensively engaged in comprehensive
neighborhood marketing or physical improvement projects but is
interested to learn more about them.

e CBO has already engaged in some community involvement, but is
interested in learning more about how to increase quality and quantity
of participation regarding redevelopment planning.

e CBO has identified one or more brownfield sites for cleanup and/or
reuse as part of neighborhood revitalization, and may or may not own
the properties.

Session Objectives:

Through this assistance, the CBO will acquire greater knowledge and ability
to:

Help to develop and promote an identity for the neighborhood.

¢ Engage community residents in more active roles in neighborhood
revitalization and brownfields redevelopment activities.

o Know what questions to ask about assessing neighborhood conditions
and needs for neighborhood improvement and capacity-building and
where to go for additional information.

e Understand the components of designing and implementing an
effective resident survey.
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Assistance Module: “Neighborhood Marketing, Improvement
and Participation through Brownfields Redevelopment”

Session Description:
The session will consist of:

1. Neighborhood ldentity and Marketing
e Why is it important?
¢ What is the concept of “branding”?
e What can a CBO do to market a promote an identity?
e What role can a CBO play?

2. Community Assessment, Participation and Capacity-Building

¢ How can a CBO perform assessments of neighborhood quality of life
issues?

e How can quality and quantity of participation be improved?
What are the purposes and methods?

e How can residents be more involved in brownfields
redevelopments?

e How should you manage expectations?
What are the roles for organizations and for experts?

Tools, Processes and Discussion:
Neighborhood Identity and Branding Exercise

Walk-through of Neighborhood Assessment Techniques
Public Participation “Framing” Exercise and Discussion



Brownfields Capacity-Building Assistance Program for CBOs Page 1-4

Neighborhood ldentity and Marketing
Strategies
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Neighborhood Identity and Marketing:

Creating a neighborhood identity, or “branding” allows a neighborhood to
create its own identity, rather than leaving it to others (media, other cities,
rumor mill, etc.) to create their reputation and image. It can help to retain
and attract residents and businesses. It can also make the neighborhood
into a recognizable graphic identity that ties marketing and business
attraction together in a package.

A “brand” for a neighborhood will say something about the quality of life and
the affordability — to help people make choices about where they want to
live. (Just as the brand of a car says something about its type of safety,
price and amenities.) A key point about brands is that: A brand is what
people outside the neighborhood think and perceive. Itis a summary
of experiences, emotions and perceptions. Therefore, if you do not work to
define it or modify it, others will define it for you by default. A brand is
also a promise or pledge to deliver an identified service or quality. A
brand is a signal of what to expect from a place, so it is important to be
realistic.

As part of its mission to improve quality of life, a CDC might be involved in a
comprehensive neighborhood improvement campaign or project, or might be
part of a team of local stakeholders trying to revitalize or remake the image
of a community to build community pride, improve aesthetics and health,
and bring more economic activity back to serve the neighborhood.

ABC’s of Branding and ldentity

A. Accentuate the positive: It is important to define identity in
positive terms, capitalize on strengths and improve weaknesses.
Every neighborhood already has an unarticulated brand made up of
positive and negative connotations and the feel of the
neighborhood.

B. Build awareness and cohesion: As part of the process, it is
important to build awareness, appreciation and participation by
residents and businesses. The neighborhood acts as a living
organism made up of the people who work and live there and the
places and spaces in it, and they need to have input into the
process and support it.

C. Consistently express it: The “brand” should build on the positive
essence of the neighborhood, articulate it and sell it. It should be
about the things that make the neighborhood a home. Soon, after
the brand is identified and promoted, residents will begin to
demand all that the brand promises — good schools, livable homes,
amenities, etc.
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Branding Exercise: How to create an identity or brand:

Goal: Create a brand identity — a short and compelling description of the
neighborhood and its key qualities — the message you want to provide — a
name and tagline. (Try to do it in less than 10 words)

Form a steering committee to head the effort. Partnerships are important.
Include the business association or chamber of commerce, local
organizations, churches, schools and neighborhood associations.

Obtain consensus on these questions in focus groups:

Questions to consider:

1. What threads bind the community together?

2. What is the essence of the neighborhood? ""Who are we?" "What
makes us tick?" (This is not the same as saying, "What problems &

issues do we have?')

3. What is icon of the community’'s essence? “"What one thing best
represents us to the world?"

Identity can be based on any of these, or a combination of them:

e Assets
e History
« Future

Assets:

What is a community asset?

It can be a person or people.

It can be a physical structure or place -- a town landmark or symbol,
community park, a wetland, or other open space.

It can be a business that provides jobs and supports the local
economy.

Some questions to consider

1. What is the size and boundary of the community? Is it defined by a
bordering river, mountain, or man-made feature?
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2. What people have helped to define the area in a positive way? What does
the neighborhood do? Was it a mining community, or associated with a
particular faith or cultural heritage? Or is it currently a hub for a particular
type of business?

3. Where is the heart of the neighborhood?

Nail down the key community interest areas. Find where the meetings places
are, and the center of community celebrations and exhibitions. Perhaps there
is an area where local musicians gather to play music, or a shopping area
that attracts local gatherings. Locate where this point of interest is and try to
identify what makes this area an attraction to locals. If no heart exists, this
could be an alarming reason for the downsizing and economic decline of the
city. In this situation, an excellent way to gain community support and make
a lasting impression is to try to redevelop property that could develop into
a community meeting place.

History:

Find where historical files are kept for public use and learn about the history
of the community.

e When was the town operating with economic vitality and when did
economic decline begin?
¢ What was the largest industry of the city, and why did it discontinue?

When searching files, identify any news that seems to reflect a certain theme
or culture of the community: cultural attributes, such as local holidays and
celebrations; well known residents; resident/community meetings; and any
event that involves a high level of local resident involvement.

o Next, take a look at the visual themes in the community:
o Is there a recurring architectural influence or original
construction that may be lost if not attended to?
o0 Is there a certain expectation for design that must be respected
in order to receive backing from local residents?
0 Are there historical and preservation areas?

This is important even in towns that are nearly abandoned, since recreating a
historical representation can often be a key component of revitalizing
potentially contaminated sites. The more relevant the idea is to the
community, the more accepted and supported the whole revitalization will

be. Garnering community involvement is more likely if an artist's conception
or model can be shown to the community as this will help engage people and
provide feedback.
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Future:

Think about where the neighborhood wants to be in the future. What is its
vision? What personality does it want to portray?

o0 What function does the neighborhood want to serve? (bedroom
community, economic center, industrial)

o0 Who are the target “customers” for the neighborhood? (e.g. current
residents, commuters, businesses, tourists, empty nesters, young
professionals)

How does the neighborhood want to position itself versus other areas of the

city?

Select a brand *“name,” slogan and logo

Select a “brand” that is positive and forward-thinking and emphasizes the
qualities that will define that vision, whether it is a current or historical asset
or a quality such as vibrancy, safety, aesthetic beauty, ease of access, etc.
Obtain input on potential names and logos and narrow to three (using
consultant or consensus of committee). Consider having a contest to
develop the logo. It unleashes creative spirit and builds local ownership.

Questions to consider:

What best ""brands’ your iconic essence?

The “Name Game”: Ideas on Names

e The shorter the name, the better.

o Keep the name simple.

o Use alliteration, if possible. Note: a repeated sound is more effective and
memorable than repeated letters.

o Be easy to say and read (spoken as spelled). Test: do you have to spell
the name over the phone?

e Avoid negative connotations. People often associate inappropriate ideas
and things with names. Do informal market research to make sure that
there are no negative connotations with the name.

e Use a name, not an acronym (a word formed from the initial letters of a
name). "Names" are 60% more memorable than an acronym.
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Take a vote from residents, business people, children and make a final
decision on name (and logo — or do the logo separately).

What to do with a brand?

Promote it:

Strategically communicate it

Develop a logo — graphical icon to symbolize name/identity

Share logo, on a style sheet, with all local businesses, transportation
agencies, City officials, etc. Consider licensing the logo for
promotional use only.

Put it on plaques and signs — “way-finding” signs and banners marking
boundaries. Put it on garbage cans!

Sell or give away T-shirts, mugs, window stickers, car magnets, etc.
Use it in newspaper and magazine advertisements

Beautify and improve neighborhood:

Consider a strong and continuous design theme, usually through
landscape and streetscape elements.

Identify the area with clear components, including set boundaries and
clearly defined destinations.

Improve neighborhood perception

Market the neighborhood’s revitalization around the “brand”:

The brand is the building block for marketing the revitalization.
Outline advantages of revitalization to key stakeholder groups. For
example what does it mean for the residents? For the City? For
businesses?

Encourage shop owners and organizations to incorporate the
neighborhood name as part of their names (e.g. West End Garage,
West End Dental, etc.).

Develop brochures for the neighborhood and consider hosting festivals
or special neighborhood pride days. Create a “signature event” using
and leveraging the neighborhood name. Generate foot traffic and
circulation.
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Measure success:

1. Awareness: measure through surveys. How many people are aware of

the neighborhood name? Telephone survey or pedestrian intercept.

2. Perception: measure through surveys. How many people have changed
their attitudes about the neighborhood? How many within targeted broups

understand the attributes of the neighborhood?

3. Foot Traffic: Count people moving through certain areas at a fixed time
of day. Good job for a college student.

4. Participation: Is the community “owning” the brand? How many
businesses are participating in brand-related activities?

Examples:

Carol Stream, lllinois

Recognizing the importance of its main corridor to the overall aesthetic of the
community, the Village initiated a bold program to address a lack of cohesive
identity, which they perceived as a liability in promoting economic
development and maintaining strong social/cultural attachments within the
municipality.

Beginning with a broad-based citizen participation program, village leaders
decided to enhance two key corridors - North Avenue and Gary Avenue. This
participation process allowed citizens to help design the corridor and
empowered them as stakeholders in the community enhancement effort.

The ultimate design of Carol Stream's industrial North Avenue was a $1.2
million enhancement that provided a series of visual experiences that built
upon key focal points and environmental features. The plan for Gary Avenue
created a major statement of community focus in the heart of the Village,
with emphasis on gateways, a village center area, and enhancement of key
intersections.

These corridors now have an easily identifiable presence that automatically
suggests themselves to retailers considering new locations, real estate
investors looking for the next development opportunity, and even diners
discussing lunch options.
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Uptown Memphis

Uptown Memphis has been running a neighborhood branding campaign in the
Memphis Flyer since 2003 to endeavor to inform and educate the general
public about the initiative.

The idea for the campaign is to show people that the Uptown area has
something new and something different. Below are some of the ads that

have appeared.

With downtown at your feat,

you shop ba a different beat.
5o close bo work, restaurants and fun folly,
Froam Uptown you can walk, bike ar trolley.

FIND YOUR PLACE
Apartments Townhouses Homes

wwwuptewhmemphis.org  EHO

Unoun S(umeg

Somewhere to creats with no strings,
ta think upon your next big thing.
Uptown has a wiraless place,
for those whe want the coolest space.

FIND YOUR PLACE
Apartments Townhouses Homes

www.uptowhbie rphis.org EHO
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Neighborhood Assessment
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Assessing Neighborhood Quality

A neighborhood quality of study examines events within a neighborhood in
terms of how they affect the quality of life for residents of that neighborhood.
A typical study would look at the following:

* Environmental and Physical Conditions, including crime
* Economic Conditions

* Facilities and Services, and other social issues

* Political Conditions

The results of the study can be used to evaluate neighborhood conditions,

and initiate the planning process for making changes to improve the
neighborhood.

A neighborhood quality of life study can conducted by a City, a
non-profit organization, or any neighborhood group.

Land Use and Building Condition Surveys
1) How to do land use visual survey

2) Sample coding sheets
3) How to use results

Conducting a Quality of Life Survey- Step by Step:
(NOTE: Insert sample surveys)

I. What type of information do you want?

® Descriptive — how many people feel a particular way about xyz

® Exploratory — does the community care about xyz or is there something
else

¢ Explanatory — what would the community like to do about xyz and why
1. What method do you want to use?

Some methods for collecting data ...

1. Surveys

2. Interviews
3. Focus Groups
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1. Overview of Surveys

Survey research works well ...

¢ when collecting original data

o when describing a population too large to observe directly
e when measuring attitudes

Keep in mind your desired response rate, which is the number of people
participating in a survey divided by the number selected in the sample.

Strengths of Survey Research

¢ Useful in describing the characteristics of a large population.
® Flexible - many questions can be asked on a given topic.

Weaknesses of Survey Research

® Can seldom deal with the context of social life.
® Inflexible in some ways.
® Subject to artificiality.

Types of Questions for Surveys

® Open-ended questions
Respondent is asked to provide his or her own answer to the question.

¢ Closed-ended gquestions
Respondent is asked to select an answer from among a list provided by the
researcher.

Guidelines for Asking Questions

® Choose appropriate question forms.

® Make items clear.

®* Avoid double-barreled questions.

® Respondents must be competent to answer.
® Respondents must be willing to answer.

® Questions should be relevant.

® Short items are best.

®* Avoid negative items.
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®* Avoid biased items and terms.

® Refers to any property of questions that encourages respondents
to answer in a particular way.

Guidelines for Questionnaire Construction

® Be aware of issues with ordering items.
® Include instructions for the questionnaire.
®* Pretest all or part of the questionnaire.

® Make sure you time how long it takes to complete. Ask yourself if
it is a realistic time to expect from people.

How to conduct a survey

*Mail
*Phone
®|In-person
®*Internet

2. Overview of Interviewing

Interviewing is a data-collection encounter in which one person (an
interviewer) asks questions of another (a respondent).

®* When Interviewing, you can “probe” (ask for elaboration). You
cannot do this with a survey.

Seven Stages of Interviewing

Thematizing

Design

Interviewing

Transcribing

Analyzing

Verifying and checking facts
Reporting

NoOkONE

Training for Interviewers

® Discussion of general guidelines and procedures.
® Specify how to handle difficult or confusing situations.
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Conduct demonstration interviews.

Conduct “real” interviews.

3. Overview of Focus Group

A group of people are brought together in a room to engage in
guided discussion of a topic.

Advantages of Focus Groups:

¢ Socially oriented research method
®* Flexible

® High face validity

® Speedy results

® Low in cost

Disadvantages of Focus Groups:

® Less control than individual interviews.

® Data can be difficult to analyze.

® Moderators must be skilled.

¢ Difference between groups can be troublesome.

® Groups are difficult to assemble.

® Discussion must be conducted in a conducive environment.

I1l. Analyzing the Data

Qualitative Analysis

® Methods for examining social research data without converting them to a
numerical format.

® Searches for explanatory patterns.
® Links data collection, analysis and theory.

Quantitative Analysis

® Numerical representation and manipulation of observations for the
purpose of describing and explaining the phenomena that those
observations reflect.

Types of Quantitative Analysis
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® Univariate - simplest form

® Describing a case in terms of the distribution of attributes that comprise
it.

Example:

e Gender - number of women, number of men.

¢ Bivariate - subgroup comparisons

® Describe a case in terms of two variables simultaneously and how
they are related.

® Example:
— Gender
— Attitudes toward equality for men and women

®* Multivariate - analysis of multiple variables simultaneously.

® Can be used to understand the relationships between variables more
fully.
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Resident Involvement
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Resident Involvement

Backaground:

CDCs working to improve quality of life in a neighborhood often encounter

the following issues:

e How can we involve residents in ways that build their personal capacities
and leadership?

e If it involves a brownfields site, how and when should we strive for
“meaningful” participation of community members in brownfields decision
making?

Community involvement provides a forum for residents to become informed

about civic affairs and actively involved in making decisions that ultimately

impact their community. Meaningful community engagement is beneficial in
several ways:

e May promote environmental justice

e Fosters collaboration

e Minimizes conflicts

e Improves information flow

e Improves community understanding

o Improves the quality of life for citizens

o Allows for community advocacy

e Develops sense of local ownership and pride

Specifically with regard to brownfields projects, community
involvement can:

1. Ildentify overlooked local knowledge — Community members may
have useful information about the site’s history, chemical uses, human
activities, industrial processes and past land uses. This is especially critical in
early stages of redevelopment, such as when doing Phase 1.

2. Streamline efforts — Community members may have special issues or
concerns that, if incorporated into a project at the outset, may help to reduce
the likelihood of challenges to risk assessment, remediation, and
revitalization plans.
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3. Gain acceptance — Community members who contribute to the
revitalization planning process will better understand the process and will be
more likely to support a project they had input in

Well-informed residents and stakeholders who understand the project's
issues and goals (in the case of a brownfield redevelopment, for example)
are more likely to be able to meaningfully participate than those who are
kept in the dark or given only small amounts of information out of context.

Challenges of public involvement include:

¢ Reaching and motivating residents representing various areas and
interests in the neighborhood
Building trust

o Effectively conveying to local residents other stakeholders’
involvement and interests

Additional challenges specific to brownfields redevelopment include:

Communicating technical information in an easy to understand manner
Willingness of developer to share decision-making power

Affected stakeholders priorities and time commitments

Whether or not “the brownfield” is seen as a problem

Who is a stakeholder and what is “community”?

A stakeholder is anyone who has a stake in what happens. The term forces us to
think about who will be affected by any project, who controls the information,
skills and money needed, who may help and who may hinder. It does not follow
that everyone affected has an equal say; the idea of the ladder is to prompt
thinking about who has most influence.

Community is a problem term if it is used as a blanket description for “all those
other people'. There are many communities, defined by, for example, people's
shared interests, locality, age or gender. The ‘community' which participates will
depend on the project or program because different people are interested in
different issues.
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Levels of participation:

(Based on Arnstein, S. 1969. “A Ladder of Citizen Participation,” JAIP,
35(4):216-224.)

Keep in mind that different levels of participation are appropriate at
different times to meet the expectations of different interests.

1.

2.

Give Information — tell the community what you are planning to do

Seek Consultation — provide options/alternatives and seek
comments/feedback

Make Decisions Together — seek input (new ideas/alternatives) from
community and decide together on which options to implement.

Take Action Together — expansion of making decision together — this
involves forming partnerships in order to implement

Provide Support for independent community initiatives — you can
support other groups’ initiatives.

How to decide on the level of participation:

Questions to ask of your organization:

1.

Why is the participation process being started? Who will have the final
say”?

. Who/what are the key community interests, including community

organizations?

What is your organization’s capacity to lead the participation process?
Within your organization are there key people to lead the process? Are
they clear about the purpose of the participation process, the roles and
responsibilities, and the answers to basic questions which will be asked
when you go public?

. What will you do with feedback (if you use a feedback method)? What

kind of follow-up are you willing to commit to?

What is your timescale? Can you develop an action plan based on the
level of participation?
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In choosing a method (specific technique/tool), be sure to consider:
o Is it appropriate for the level of participation?
e Do you (the organization) have the necessary skills and resources?

¢ Can you follow through? e.g. there is no point doing a survey unless you
can handle the responses and use the information.

e Do you need help? An experienced trainer or facilitator may be necessary
for some of the more complex methods.

The Four Phases of Establishing a Public Participation Process

1. Initiation

In many urban neighborhood revitalization projects and processes, the CDC
is the logical party to be the “initiator” of the participation. The assumption
is that the CDC will manage the participation process. As the initiator, the
CDC will really be able to decide the level of participation — deciding where
on the ladder of participation the process will be.

Clarify wh ou want to involve others

o Why is it necessary to involve other people? Is it for your benefit, theirs,
or both?
Is it for:
A. Community Relations
B. Input on cleanup
C. Input on new use

e Is the purpose primarily informational or decision-making? This will help
to determine the best method.

e Consider what you are trying to achieve at the end of the day, and why
this may be best done with community input.

e List the key interests and who will have to be involved, both within your
organization and outside.

Define/Zunderstand yvour role

Consider the part you may be expected to play in a participation process:
e Someone who controls resources?

e A go-between?
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e A representative of an interest group?
¢ Someone who will initiate, plan or manage the process?

e Someone using participation techniques - producing newsletters, holding
meetings, running workshops?

If you are trying to do more than one of these, could there be conflicts? How
will others see you? Can you split roles with someone