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Purpose 

To identify outreach strategies based 
specifically on the neighborhoods and issues 
concerning the ALLIANT ENERGY CENTER 
(AEC) 

 
Review current actions and illustrate best 

practices to apply  
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SITUATION 

PUBLIC 
Community & 

neighborhoods 

Other local 
GOV, 

PRIVATE 
& NPO  

DANE 
COUNTY 

AEC is an opportunity for 

redevelopment & 

community connection 
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• Partnership timeline and 
getting the right mix of 
developers/ businesses 

• Sufficient outreach into the 
communities to connect 
them 

• COOPERATION 
• COORDINATION 

OPPORTUNITIES 

• Make this into a gateway into the 
city 

• Town annexes into city in 2022 
• Multiuse Business to co- locate 

through phased planning 
• Assessment of Industry Trends 

and connect people to them 

WEAKNESSES 

• Neighborhood connectivity, 
stormwater flooding and 
noise issues 

• AEC $ Reserves depleted 
and running deficit 

• Current conditions need 
attention 
 

STRENGTHS 

• Large Space with 
accessible communities and 
green space 

• Site of world dairy expo = 
$50 million in economic 
impact & brand 
 

Key Points 
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2 OPPORTUNITY ASSESSMENT 

How do we build on what we have? 

“A primary aspect of the study is the development of a sense of place. The need for amenities to 

complement the current function was reviewed. Todd Violante pointed out that this is a theme that is 

important in the report, and would yield significant development opportunity 
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Understanding 
how we 
share issues 
and how we 
can connect 
resources 



Alliant Energy Center (AEC) 

 

External 
Relations: 
Community 
Outreach 
 
AEC Strategic Feasibility Study 
Additional comments from 
stakeholder interviews re: 
social/racial equity/public health 
October 6, 2014  

 



IDEAL ENGAGEMENT 
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removing barriers isn’t enough. 
 

Add community representation, 

i.e. youth and senior 

representation  

 

Outreach to churches would 

increase participation  

 

Hiring in operations and 

redevelopment and working with 

the trades and AEC to create 

internships/ apprenticeships 

 

Neighborhood isn’t connected to 

site and issues with noise and 

flooding 

 

Equity in the outcomes for redevelopment, not just the 
“offering to participate” model? 
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Increase opportunities and access, 

to create spaces for indoor/ 

outdoor recreation, and exercise 

for minorities and community 

members  
 

Are events economically 

available for the surrounding 

communities,  
 

Increase access via transit to and 

from low income neighborhoods 

so they can take advantage of AEC 

and the campus  

Is there equity in the outcomes for 
redevelopment use  for all audiences? 
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Several Approaches were looked at: 

1. Out of the box Partnering with 

key organizations 

2. Barriers to Community 

Engagement  

3. Place making 

4. Online Gaming type Applications  

5. Train the Trainer – Opinion 

Leaders 

6. Target Marketing and Language 

7. Internal Leadership 

  

 

3 BEST PRACTICES 
Community Outreach 
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Demographics 
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Youth Population in Madison 
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Workforce: 
Dane County 2.7% 

unemployment… means 
The problem in Wisconsin these days is finding workers to fill the 
tens of thousands of job openings, employers and workforce 
experts say. 
 
Wisconsin Department of Workforce Development senior 
economist Jeff Sachse told Wisconsin Public Radio last month that 
hiring continues to rise, but some sectors, particularly health care, 
are struggling to find qualified workers. 
 
*Yet Minority populations experience anywhere between a 12-26% 
unemployment rate – is this an opportunity to connect and grow 
our economy? 
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Recommendation: Partner with Businesses looking to 

network and connect with potential employees.  

Dane County is at a 2.7% unemployment but minority 

unemployment ranges from12-26% representing an 

opportunity. By partnering with the Technical Colleges, 

Universities, and nonprofits to offer services at the same 

time of OUTREACH events – Becomes a one stop shop  

 

PROCESS: Reach out to economic development 

organizations, workforce development, and technical 

colleges to connect with interested businesses looking 

for additional workforce. See if they will sponsor these 

events. 

 

COST: Staff time 10% weekly – 4 hours 

 



 Transportation, Childcare, Food 



Informal universal locations 



• Opportunity to bring 
all service agencies, 
businesses, NPOS 
together in 
conjunction public 
outreach initiatives 
along with childcare, 
meals and 
transportation  



SIB Model 

https://www.gov.uk/guidanc
e/social-impact-bonds  

https://www.gov.uk/guidance/social-impact-bonds
https://www.gov.uk/guidance/social-impact-bonds
https://www.gov.uk/guidance/social-impact-bonds
https://www.gov.uk/guidance/social-impact-bonds
https://www.gov.uk/guidance/social-impact-bonds
https://www.gov.uk/guidance/social-impact-bonds


Place Based Organizations looking to partner 
– providing services 

In order to achieve the food, childcare, location, and perhaps transportation, 
partnering with other agencies and contracting out their services. 

PROCESS: Reach out to community organizations, social service agencies and 
faith based organizations to lead organization of these events? 

COST: Staff time to coordinate 10-15% or 4-6 hours and cost of the contract as 
set by the organization for the services rendered 

Use the SIB model in order to make to pay for these services 

  



 

PLACEMAKING AS PUBLIC PARTICIPATION 
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Recommendation: Partner on Existing 

Cultural Events for outreach Place making 

can be a fun interactive experience that 

lends itself well to  a table at events. Instead 

of a static information table, a dynamic 

place making similar to James Rojas “Place 

it” activities to get people interacting. This 

goes and in hand with cultural events as it 

becomes a participating activity 

 

PROCESS: Working with Cultural Affairs 

commission, Technical colleges and 

universities along with other organizations to 

coordinate events calendar. Staff could 

administer along with other key 

organizations and student groups – if 

allowable 

 

COST: Staff time 5% weekly – 2 hours 



 

Work with communities to 
pool what their assets are 



 



 

Taking words and putting them 
into visual design: Minnesota 
Design Team 



 



 

Community Education of Best Practices and 
how they work; what they cost and who has to 
get involved 



• Place making in the cloud so 
younger audience to 
participate --information to be 
catalogued 

• CARPC looking at doing the 
same for their comp planning 

Gaming to get younger and 
online audiences 



Utilizing UW Madison Graduate Classes 

• Finding out who the change leaders and locations are for particular 
neighborhoods 

• On the ground canvassing at events, social service agencies, neighborhoods 
doing survey work for the AEC – designing a survey to prioritize preferences 

• Identifying what trends in language, communication, location, social 
activities resonate with different audiences 

PROCESS: Reaching out to specific classes that would work in these areas 

COST: Staff time 5-10% weekly – 2-4 hours 

 



 

Partner with Identified Community Change 
Leaders 



 

a) Hair salons and 
barber shops 

b)  Certain Group   
Behaviors 

 
http://www.nbc15.com/content/news/Making-a-Difference-Improving-
health-for-men-of-color-399526481.html 



The Tipping Point: Train the Trainers who 
are change leaders in specific communities 

• Connecting with Key Leaders and Connectors i.e. hair salons, barber shops, teachers, 
popular eating establishments to see if they would be willing to get the word out. Also be 
able to help inform who are the opinion leaders and what kinds of trends are currently 
going on. 

• Potentially training and facilitating dialogue – perhaps eligible for credit? 

PROCESS: Reach out to economic development organizations, workforce development, and 
technical colleges to reach out to businesses looking for additional workforce. See if they 
will sponsor these events? 

COST: Staff time 5% weekly – 2 hours  

Could use the facilitators from the Interactivity Foundation to tailor their program to include 
this as part of the place making. https://www.interactivityfoundation.org/resources-
downloads/discussion-reports/   

 

https://www.interactivityfoundation.org/resources-downloads/discussion-reports/
https://www.interactivityfoundation.org/resources-downloads/discussion-reports/
https://www.interactivityfoundation.org/resources-downloads/discussion-reports/
https://www.interactivityfoundation.org/resources-downloads/discussion-reports/
https://www.interactivityfoundation.org/resources-downloads/discussion-reports/


Learning and Using target specific 
language with key audiences (and 
knowing what not to use) 
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What is the current level of understanding of social 
equity and partnership practiced within Dane 
County 



Internal Training and Participation 
among County Staff concerning 
outreach measures 



Internal  Equity Understanding 

• Educating the  County participants on outreach methods and styles of 
communication 

• Assessing the staff cultural competency. It is one thing to know 
academically, another to have an experience with folks examples. 

 

PROCESS: Working with UWEX, existing organizations. Having Staff go 
through a poverty or re-entry simulations – 4 scheduled in Dubuque… 

COST: Staff time 5% weekly – 2 hours 
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Visual approaches to guiding 
community connections in site 
redevelopment:  

(*not included in consultant reports but 
identified as neighborhood key concerns) 

 
1. PARKING LOTS: Adaptive shared 

multi-use/ multipurpose spaces 
a) Modular markets = 

Entrepreneurship 
b) Artistic Embellishments 
c) Stormwater management thru 

landscaping 
d) Energy generating 

2. Supporting Business Uses 
3. Examples of Expo TOD 
4. Phased site redevelopment 

 
* To be done after community engagement around 

placemaking, opportunity to create different examples 
of Phased development  based on development 

scenarios 

 

3 BEST PRACTICES 
Discussing Site Redevelopment 



 

Key issues were:  

1.  BUSINESS 
OPPORTUNITIES 
FOR YOUTH,   
UNDEREMPLOYED
& MINORITY 

2. NOISE,   

3.  DRAINAGE & 
MAJOR 
FLOODING,  

4. LACK OF   
ALTERNATIVE 
TRANSIT 
CONNECTION,  

5. PARKS ARE AN 
IMPORTANT 
AMENTITY,  

6.  MORE 
NEIGHBORHOOD 
CONNECTION TO 
THE SITE 

 



 

New Zealand  



 



 



 



 

MODULAR MARKETS 

Dekalb Market in Brooklyn designed from 
shipping containers. Results from citizen 
place-making , for more info see 
http://dekalbmarket.com/about/ 
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Recommendation: Current AEC Parking as potential 

market space -- Spur short terms Entrepreneurship 

By doing pop-up markets during non use.  That way 

parking lot is retained but now with a complimenting 

use.  

 

One in four Immigrants and non whites are likely to start 

their own business compared to one in ten Caucasians. 

Partnering with MATC school of entrepreneurship, Small 

Business Development Centers, and other partners 

offers an opportunity to cultivate not just the space but 

people and business.  

 

Process: Outreach to these organizations to see 

willingness and interest in sponsoring or partnering with 

other agencies 

Cost: 5% of weekly staff time 

 



Parking as canvas 

 

THE PARKING LOT AS A CANVAS 



Creative Crosswalks designed by the community for pedestrian 
connections  offer low cost place making opportunities to bring a personalized sense of 
ownership to local spaces –  they enliven the pedestrian experience. Applications to AEC include 
putting crosswalks that can brand the crossings around the New Holland Pavilions to the World 
Dairy Expo and offer sponsorship possibilities for promoting major industries as seen in the 
McDonald’s crosswalk1.  Additionally providing more colorful crosswalks have shown to slow 
down car traffic speeds as drivers pay more attention to the nonconforming color schemes not 
associated with  typical crosswalks2. While the Federal Highway Administration frowns on using 
bright colors in high  level of service traffic areas, using creative crosswalks  in the AEC environs is 
doable due to low speed streets and parking lots3. 
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STORMWATER MANAGEMENT  



 



 



 

NOISE BARRIERS 



 



 

Solar Parking Roof 



 



 

Support from Community Crowd 
Funding 



 

Future Biz possibilities: 
DRONE HUB 
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An architect studying at the Institute for 
Advanced Architecture of Catalonia in 
Barcelona, Spain, has just released details of a 
design for the drone transportation hub of the 
future. 
 
 
This project is unique for two reasons:  
• first is that the design repurposes a disused 

bullfighting ring from the early 1900s, and 
• second is that he has released the design 

and associated models to the community 
for comment, modification and sharing as a 
way to stimulate discussion about the role 
that drones will play in our lives. 

 
 “I wanted to make people feel part of the 
conversation…drones are such an incredible 
thing that we  sometimes feel afraid of, or 
don’t understand, and yet these days they are 
well within our reach.”     

- Frederick Ajjoub, Architect 
 
Teaming up with Rowland Marshall, an 
Australian drone consultant based in Paris, 
Frederick Ajjoub took great pains to infuse the 
function of the future whilst preserving the 
existing structure. 
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Providing Visuals & Examples from 
around the world 



 



TOD expo center 

TOD Expo Center 

72 



Scenarios of market study 

 

Explaining the slow process of master 
planning and phased development 


