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EXECUTIVE
SUMMARY
In 2007, Vancity commissioned a
report titled “The Power of the Arts in
Vancouver: Creating a Great City.” In Bob
Williams’ introduction, he summarizes
the theory put forward by the report’s
author, Pier Luigi Sacco: “...The arts may
be the key element in building added
value in the modern knowledge economy.
No longer should we see the arts as
a frill; the arts are essential to our
sustainable economic growth and wellbeing.”1
This sentiment, while not expressly
stated in the Strathcona Business
Improvement Association’s (SBIA)
mission statement, is nevertheless
the central reason why the SBIA has
commissioned this report; because
supporting public art is tantamount to
supporting a thriving local economy.

“PLACE-MAKING IS AN ONGOING
PROCESS INVOLVING MULTIPLE
STAKEHOLDER GROUPS, AND
IS KEY TO ATTRACTING NEW
BUSINESSES AND ACTIVITIES TO
THIS CORRIDOR.”
It was during the development of the
“East Hastings Comeback,” initiative
that the idea of using public art to
affect economic change first started to
take shape. This Made in Strathcona
campaign aimed to bring about “a
revival throughout East Hastings Street
that embraces its manufacturing and
creative strengths, while bringing in
new retail.”2 Gaining traction over the
course of several years, in 2016 the SBIA
approached local architecture firm Haeccity
Studio Architecture to design and hold
engagement workshops with stakeholders,
and to formulate the findings into this
report.
It should be noted that this document is not
intended to be a stand-alone “art plan,” but
rather a companion guiding document to
SBIA campaigns, current and future.

Furthermore, it is our hope that this pilot
project will be replicated in other focus
areas throughout Strathcona so that art
in its many forms can pervade the public
realm and help this corner of the city
become the inclusive, diverse, and vibrant
place that we envision it to be.
We believe that place-making is an
ongoing process involving multiple
stakeholder groups, and is key to
attracting new businesses and activities
to this corridor. Therefore we’d like to
thank the stakeholders and participants
that generously gave us their time
and wholehearted support during the
development of this report.
The editors
Shirley Shen & Emme Lee
March 2017
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THE
CONTEXT

“ WE WANT TO BUILD ON
STRATHCONA’S STRENGTHS.
WE’RE A PLACE OF HISTORY, RICH
DIVERSITY, AND LONG-STANDING
INDEPENDENT BUSINESSES. ”3

Paraphrased from East Hastings
Comeback:
As one of Vancouver’s oldest
neighbourhoods, Strathcona has seen
many changes through the years. Home
to an active residents’ association and two
major festivals (Powell Street Festival &
the Eastside Culture Crawl), Strathcona
has one of the highest concentrations of
artists in Canada, and is know amongst
Vancouverites for its strong sense of
community.
The Strathcona BIA catchment area
stretches east to west from Clark Drive
to Gore Avenue, and north to south from

Railway Street to Venables Street.
With more than 850 businesses, 70% of
which are industrial in nature, Strathcona
is one of the most stable commercial
districts in Canada. The East Hastings area
has been experiencing revitalization, and
an increasing number of food-based and
high-tech businesses have been entering
the area.
Strathcona celebrates a rich history, social
diversity, and a wealth of long-standing
independent businesses.
Strathcona’s zoning allows for the growth
of a wide variety of businesses with strong
opportunities for local procurement.
4

THE GOAL OF THIS PUBLIC ART STRATEGY
IS TO REVITALIZE THE NEIGHBOURHOOD,
ENHANCE THE STREETSCAPE, AND
REPRESENT STRATHCONA’S THRIVING
COMMUNITY OF LOCAL ARTS & CULTURE AND
COMMUNITY-MINDED BUSINESSES.
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151
# of Public Art works

Downtown Vancouver
14

Strathcona BIA Area

# of Public Art works

DTES / Strathcona
0
# of Public Art works

DTES / Strathcona along
East Hastings Street
Map Source: Vancouver Public Art Map

DID YOU KNOW...
Strathcona is severely under-served
when it comes to Public Art. We’d
like to change this by developing a
strategy to fund, commission, and
situate art work locally.
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THE
WORKSHOPS
FIRST WORKSHOP
DATE NOVEMBER 29 2016
LOCATION STRATHCONA
BEER CO.
ATTENDEES 26
SECOND WORKSHOP
DATE JANUARY 24TH 2017
LOCATION SBIA
ATTENDEES 2
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“STRATHCONA IS RAPIDLY CHANGING AND WE WANT
TO ENSURE INDEPENDENT BUSINESSES HAVE A
VOICE IN THIS CHANGE. BECOME A PART OF THE
REVITALIZATION OF THE EAST HASTINGS CORRIDOR IN
STRATHCONA AND BE A PART OF THE NEXT CHAPTER OF
OUR LEGACY. WE’RE ASKING FOR YOUR HELP AS A KEY
STAKEHOLDER.” 4

VISIONING WORKSHOP
Key stakeholders including business
owners, property owners, non-profit
organizations with cultural/artistic
mandates, and art organizations were
invited to attend a visioning workshop.
The SBIA distributed invitations to their
members at large via their mailing list and
direct invitations were made via phone or in
person to members located within the pilot
program’s focus area.

The organizational team included SBIA’s
Executive Director, staff, and board
members, and Haeccity Studio Architecture
staff and affiliates.
The purpose of the workshop was to:
• Introduce participants to the SBIA
Hastings Comeback vision
• Collect feedback on public art/public
realm approaches to inform a Public Art
Strategy specific to Strathcona BIA.

The workshops lasted approximately
two hours. The first workshop included
opening remarks from Joji Kumagai (SBIA
Executive Director), Tammy Tsang (My Loud
Speaker Marketing), and Braden Parker
(Low Tide Properties), as well as a tour of
the business hosting the event, Strathcona
Beer Company.
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City
Official
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THE
PARTICIPANTS
Some of the businesses and
organizations represented at
the workshops included:
Artwise
MakerLabs
WAAP Gallery
The Other Room
Fazakas Gallery
Uncommon Cafe
Strathcona Beer Co
Low Tide Properties
Wally Mags DIY Eats
Vancouver Biennale
Back Gallery Project
Warren & Wayne Wood Co
Carscadden Stokes McDonald Architects

Business Owners

12

Artists /
Art Organizations

6

Property Owners
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EACH GROUP
HAD A MIX OF
STAKEHOLDERS
TO BROADEN THE
CONVERSATION
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QUESTION 1
How do you currently use or inhabit the
spaces in this neighbourhood?
QUESTION 2
What are your favourite public art
projects or public spaces in Vancouver?
QUESTION 3
What’s working in terms of great
public space in the area that we’re in
now? What do you love and think is
noteworthy about Strathcona?
QUESTION 4
Think about Strathcona’s public realm,
specifically around East Hastings
Street. What qualities would you add or
change?
QUESTION 5
How might Public Art address / enhance
those qualities?
QUESTION 6
What locations / spaces / opportunities
do you think are suitable for public art?
QUESTION 7
What forms of public art would you like
to see in Strathcona?

PARTICIPANTS WORKED ON
SCALED MODELS OF 600-900
BLOCK OF EAST HASTINGS.
EACH GROUP HAD A
FACILITATOR TO GUIDE THEM
THROUGH THE QUESTIONS,
AND A GRAPHIC ANNOTATOR
TO RECORD RESPONSES AND
CONVERSATIONS.
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WHAT
WE LEARNED
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Q1
WHERE DO
YOU LIVE,
WORK, SHOP &
RECREATE?

WHAT WE LEARNED
The purpose of this question was to
discover usage patterns of the participants
in the neighbourhood.
What we found was that participants
frequented many commercial
establishments primarily along East
Hastings Street, but recreated more
towards the residential areas to the south
of Hastings, particularly around McLean
Park. Very few of the participants lived in
the study area.

As future workshops focus on different
areas, the live/work/shop/recreate
locations will begin to be more evenly
distributed, and meaningful gaps
(opportunities) in the urban fabric will start
to become more apparent.
Hot spots / Impactful locations
•

East Hastings + Heatley Ave (Heatley
Block)
East Hastings + Campbell Ave
(Strathcona Beer Co, Liquids & Solids)
East Cordova and Hawks Ave
(Makerlabs)
Hawks Ave + Keefer St (Wilder Snail)

•
•

How this informs the Public Art Strategy

•

From the map on the following page we can
start to see clusters of activity particularly
around the intersection of East Hastings
at Heatley Ave and Campbell Ave. There is
also a hub of activity at East Cordova and
Hawks Ave.

Cold spots / Opportunities for Activation

A snapshot of where people are currently
congregating, the highly active spots
noted above would be impactful locations
for public art if maximum exposure to
visitors is the goal. Conversely, the map
tells us which areas are not currently well
frequented, which signals an opportunity
for public art to act as a connective or
activating element. Ideally both approaches
are needed to create a cohesive experience
along East Hastings.

•
•

East Hastings + Hawks Ave
East Hastings between Heatley + Hawks
Public Art Strategy Action Items:
•

Periodically update and add to the
map to keep track of hot and cold
areas

•

Refer to this map when locating
future public art works
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Q1 WHERE DO YOU LIVE, WORK, SHOP & RECREATE?

Live

Hot Spots

Work / Create

Cold Spots

Shop / Eat

SBIA area

Relax / Recreate

Focus area

Q2
WHAT ARE YOUR
FAVOURITE
PUBLIC ART
PROJECTS OR
PUBLIC SPACES
IN VANCOUVER?

WHAT WE LEARNED
This warm up question served as an icebreaker, but also gauged what participants
considered to be public art, and to find
out specific works or spaces that spoke to
them.
We expected the outcome to show many
examples from Downtown Vancouver as
this is generally where public art funding
has historically been concentrated (see
page 7). However, we were surprised to find
Mount Pleasant a close second in number
of times cited. This could be due to the
fact that Mount Pleasant encompasses
Main Street, which had recently hosted the
inaugural Vancouver Mural Festival, as well
as Olympic Village and part of the Seawall,
both popular public spaces with iconic art
works.
Art projects and public spaces in
Strathcona were only referenced 9 times
despite most of the participants being
familiar with the neighbourhood.
Examples that were spread across multiple
neighbourhoods such as the Seawall or
Keys on the Streets (painted pianos made
available to the public across the city) were
mentioned several times.
The majority of the examples cited fell into
one of four groups:  

1. Interactive Art & Programmed Outdoor
Spaces
This category encompasses works
or spaces that were in open air, free
to the public, and encouraged viewer
participation. For example, Alley Hoops is
a laneway in Downtown Vancouver that is
painted in bright colours like a basketball
court, encouraging passers-by to play in
an otherwise uninviting space. Douglas
Coupland’s “Gumhead” was a sculptural
piece located on the lawn outside the
Vancouver Art Gallery during the summer
of 2016. Passers-by were encouraged to
add to the piece by sticking their gum on
the sculpture, literally “defacing” the art.
2. Evocative Murals in Vibrant
Communities
Although there are many murals scattered
throughout the city, and Strathcona has
four Mural Walking Tours available on
vancouvermurals.ca, we heard participants
refer to murals in general, defined not
by their content and author, but their
general location. For example, “the Main
Street murals,” or “murals on Commercial
Drive.” What this tells us is that murals are
perhaps more memorable when located
within established, vibrant neighbourhoods.
The one exception was Os Gemeos’ mural
on Granville Island, which was often
mentioned in conjunction with the artists’
name.
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Q2

3. Iconic Placemaker Sculptures
A popular public art type was large
scale sculptures. When identifying these
sculptures, people often described their
location as well. This is notable given the
locations are often non-specific; a sidewalk
by 2nd Avenue and Clark Drive, a median
on Quebec Street etc.. These iconic,
often controversial pieces conferred their
geographic location onto people’s mental
maps of Vancouver.

passers-by, we could look to interactive art
placed in the public realm, or innovative
ways of livening up the unused alleyways.
And if we want to bring people back again
and again, a potent strategy could be to
create open spaces where people can
connect with nature and each other.  
Public Art Strategy Action Items:
•

Target implementation of at least
one work from each category,
especially categories which are not
currently represented

•

Works should be site-specific and
speak to why Strathcona is unique
compared to other Vancouver
neighbourhoods

4. Pedestrian Friendly Outdoor Spaces
connected to Nature and People
The last category is perhaps unsurprising
given Vancouver’s world renowned
reputation as a green city with easy access
to nature. Participants cited the Seawall,
Robson Square, Crab Park, Olympic Village,
parklets, and bike paths as public spaces
that they loved. These examples all have
several things in common - they all bring
one closer to nature (while still urban), are
filled with people, and are car-free.
How this informs the Public Art Strategy
Although it is not our intention to transplant
any of the cited examples to Strathcona, we
can learn from what is working elsewhere
in the city. If Hastings Street doesn’t
register on the mental map due to its
length and lack of physical markers, it may
be a good idea to place an iconic sculptural
piece there. If we want to slow down
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Q2 WHAT PUBLIC SPACE / PUBLIC ART EXAMPLES IN VANCOUVER DO YOU LOVE?

1

NUMBER OF TIMES
AN EXAMPLE WAS
CITED IN EACH
NEIGHBOURHOOD

Examples Spanning Multiple
Neighbourhoods:
The Seawall
Keys On The Streets
Vancouver Biennale
Bike Paths
Markets
Examples Cited Outside Vancouver:
Peace Arch
Capilano Bridge

12

30
5
9

3

13

28

1

2
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Q2 WHAT PUBLIC SPACE / PUBLIC ART EXAMPLES IN VANCOUVER DO YOU LOVE?

INTERACTIVE ART
&
PROGRAMED
OUTDOOR
SPACES
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Q2 WHAT PUBLIC SPACE / PUBLIC ART EXAMPLES IN VANCOUVER DO YOU LOVE?

EVOCATIVE
MURALS...

IN VIBRANT
COMMUNITIES.
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Q2 WHAT PUBLIC SPACE / PUBLIC ART EXAMPLES IN VANCOUVER DO YOU LOVE?

ICONIC
PLACEMAKER
SCULPTURES

20

Q2 WHAT PUBLIC SPACE / PUBLIC ART EXAMPLES IN VANCOUVER DO YOU LOVE?

PEDESTRIAN
FRIENDLY
OUTDOOR
SPACES
CONNECTED TO
NATURE &
PEOPLE
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Q3
WHAT’S
WORKING?
WHAT DO YOU
LOVE?

WHAT WE LEARNED
The intent of this question was to have
participants focus on what they see as
positive aspects of the neighbourhood
and to identify qualities we might seek to
foster and increase through the public art
initiative.
Responses to the question can be
summarized as belonging to 5 different
categories.
1. Businesses
Businesses, particularly one-off,
independent businesses which typify the
area, were cited most often. Respondents
often had met the owners, and were repeat
customers.
2. Amenities
These are defined as neighbourhood
entities that were accessible to the public
for free (e.g. parks), or are assets that
could be easily tapped into (e.g. studio
space).
3. Art/Signage
Unfortunately very few local art pieces
were named. Signs, particularly those with
heritage value, were cited quite often. Art
and signage are in the same category for
this exercise because they are both visual
elements that evoke positive reactions in
the viewer, and add a second layer to how
ones reading of the environment.

4. Qualities
These are intangible elements that were
identified as positive assets to Strathcona,
and set Strathcona apart from other
Vancouver neighbourhoods.
5. Social Capital
These are assets that are embodied by the
people in the neighbourhood.
A certain hierarchy exists here - the
businesses form a foundation which
are accessible - people can name them
easily, point to a specific location, use
them, engage economically with them.
Amenities and Art/Signage comprise the
next level - physical assets that people
can enjoy, mostly outside of a transaction
relationship. Finally it is the intangibles that
make Strathcona more than just a business
district, but a multi-dimensional place that
people can relate to on a more personal
level.
How this informs the Public Art Strategy
Public art should recognize all these
categories and seek to engage and
enrich each of them in appropriate ways.
Businesses, even those not traditionally
linked to cultural production, nevertheless
should be valued as generators and
supports of socio-economic activity.
Businesses can be encouraged to use
artistic signage, be quirky, and create
a sense of the local. Amenities (studio
spaces, cultural organizations) should be
identified, preserved and expanded.
22

Q3

AMENITIES

ART

Green space, industrial
space, creative space

Signage heritage, street
art, Culture Crawl

SOCIAL CAPITAL

QUALITIES

Strong creative community

Undeveloped quality
compared to rest of city

BUSINESSES
Small specialty locally-owned businesses

Finally, the creative and artistic
community should be supported both
financially and logistically, and have
opportunities (such as Public Art
commissions) provided to them. The
Powell Street Festival and East Side
Culture Crawl are two examples of
events that utilize the diverse elements
of Strathcona to create experiences,
spaces, and interactions that bring
people together, and should be
supported as much as possible.

Public Art Strategy Action Items:
•
•
•
•

Continue to recognize and support
local businesses
Support and actively create new
opportunities for the creative and
artistic community
Preserve and expand access to
green, industrial, and creative
space
Preserve heritage signage and add
new creative signage
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Q3 WHAT’S WORKING? WHAT DO YOU LOVE?

* Asterisked ideas were suggested more
than once

BUSINESSES

AMENITIES

ART

QUALITIES

SOCIAL CAPITAL

Small businesses

Benches *

Astoria Mural *

Planters

Strathcona Beer Co neon sign *

Unique compared to the rest
of the city

Creative people *

Vancouver owned food & beverage
Food & drink, manufacturing

Unique architecture *

Neon signs *

Soundscape

Concentration of artists

Younger new businesses

New spaces becoming available

Astoria sign

“Aha” / magical moments

Friendly

New restaurants & breweries

Community gardens *

Poster graffiti *

Brand / identity

Artistic cache *

Retail serving locals*

Wide sidewalks

Ted Harris Paint sign

Neighbourhood character

Sense of community *

MacLean Park

Murals on MakerLabs

Grittiness *

Everyone sticks together

Artist studios*

Umbrella tree

First Nations art

Authentic interactions

Church @ Princess & Pender

Neighbourhood parks *

Painted planters

Oldest neighbourhood in
Vancouver

Artists retailing from their studios *

Trains / Railway tracks *

Culture Crawl

Proximity to Downtown *

DIY culture

New library

Industrial / manufacturing *

Mixed use development

Electiveness

MakerLabs

Buses

Architectural variety

Biking culture

Fire Hall Theatre

Shipyard

Industrial feel

People get to know each other

Music studios

No tall glass buildings

Mixed neighbourhood

Art studios

Cheap rent

Culture Crawl

Strathcona Beer Company *
The McKenzie Room *

Rebirth of small business

Postmark

Authenticity

Liquids & solids

Intersectionality

Creative businesses *

The momentum

Finch's
Wilder Snail
Railtown Café
The Heatley
Ed's Daily
Postmark
Les Amis du Fromage
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Q4
WHAT
QUALITIES
WOULD YOU
ADD OR
CHANGE?

WHAT WE LEARNED

How this informs the Public Art Strategy

With this question we had participants
envision ways in which the neighbourhood
might potentially grow and change,
identifying challenges and goals the
could be addressed with public art. The
responses, listed on the following page, fall
under three categories:

Although each of the suggestions have
merit, those that are bolded gained the
most consensus. Therefore efforts to
affect change should focus primarily on
these items. Many of them are either
directly related to physical objects that
have a functional and artistic value (bike
racks, signage), or refer to making the
neighbourhood a more enticing and
cohesive destination. Furthermore, once
items in column 1 and 2  are implemented,
column 3 items start to occur on its own.
For example, improved lighting, street
trees and iconic art along East Hastings
will contribute to its transformation into
a “Grand Street.” How the items in each
column can be linked together to form
synergies is explored in question 5.

More...
Elements currently existing in Strathcona
that are seen as contributing positively
to the neighbourhood, and should be
increased or expanded upon.
Add...
Things currently not found in the
neighbourhood, that could be introduced.
Change...
Existing neighbourhood qualities and
components that can evolve to increase
their positive impact (or reduce their
negative impact).
Items with an asterisk denote that more
than one person suggested them in the
first stage of this question. In the second
stage, the group was asked to put a star
next to their favourite suggestions. These
items are in bold type. Note that the
asterisked and bolded items did not always
correspond.

Public Art Strategy Action Items:
•

Target implementation of items
listed in bold on the following page
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Q4 WHAT QUALITIES WOULD YOU ADD OR CHANGE?

* Asterisked ideas were suggested more
than once. Bolded ideas were “favourited”

MORE...

ADD...

CHANGE...

Lighting *

Iconic place-defining art

Make it a destination / “meeting place” *

Street trees / Greenery *

Patio seating on sidewalks

Make East Hastings a “grand street”

Community building *

Markets / Night markets *

Sense of safety *

Small playhouse theatres

Bike racks (especially artistic) *

Ice cream parlours *

Building “poetry”

Projection art *

Signage (especially neon) *

Public art on bus shelters *

Playful, interactive art / street furniture
(e.g. artistic benches, teeter totters) *

Street painting (e.g. at crosswalks)

Bars and restaurants *

Mural festival
Installations (esp. temporary)

Pedestrian realm improvements
(e.g. sidewalks) *
Utilize vacant spaces
Create more “available” parks
(like Crab Park and MacLean Park)
Lifestyle (e.g. hipster)
Remove old signage (e.g. Ted Harris sign in
alley)

Unique / specialty stores *

Grocery stores

Banner art (on street poles) *

Vancouver Bienalle

Live-work-retail spaces *

Pop-up artist residency

Artist work/retail spaces/events

Traffic calming

First Nations art

Fitness club

Events / Festivals

Tourism

Night club

Hidden / Secret destinations

Visual vibrancy

Retail

Fruit Trees

Slow people down, get out of cars

Reclaim public space for public
engagement (e.g. power stations for food
trucks and buskers)
Activate empty storefronts (e.g. “Vinyl
bomb” what should be here)
Perception shift

Q5
HOW MIGHT
PUBLIC ART
ADDRESS OR
ENHANCE
THESE
QUALITIES?

WHAT WE LEARNED

How this informs the Public Art Strategy

This question aimed to build on the
previous question by linking specific
actions to desired effects. Participants
provided a number of suggestions for
the neighbourhood that ranged from
smaller installations to overall character
changes. Insofar as public art often exists
on the small to middle end of this range,
the goal here is to identify ways in which
strategies that are easier to implement can
nonetheless bring about larger changes in
an area.

By focusing on small incremental changes
to the built environment, preferably those
that have dual functions as infrastructure
and art/engagement, we can begin to see
how intangible qualities can be preserved,
enhanced, or changed to achieve the goals
stated at the beginning of this document.

The conversations here varied greatly
from group to group, as facilitators and
annotators picked up the emerging themes
and steered the groups into more in-depth
conversations. We present the information
here as collective whole; the emergent
themes that tied all suggested actions to
all suggested desired effects.
The flow charts on the pages 28 and 29
take the items from Question 4’s “More”
and “Add” columns, and links them to the
broader “Change” goals.

Public Art Strategy Action Items:
•

Put Strathcona on the map by
commissioning an iconic placedefining work

•

Improve safety and public
perception by installing creative
signage and lighting

•

Reinvent pedestrian experience
along East Hastings

•

Create task groups to work out
fine-grained strategy for each
initiative

The circular flow chart shows how the
desired changes could have an amplifying
effect on each other.
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Q5 HOW MIGHT PUBLIC ART ADDRESS OR ENHANCE THESE QUALITIES?

DESIRED
QUALITIES

Perception shift

Make East Hastings a
“grand street”

“CHANGE...”

“ADD...”
“MORE...”

Signage

Signage (esp. neon)
Building “poetry”

Slow people down, get
out of cars, spend time in
Strathcona

Patio seating on sidewalks

Iconic place-defining art

Community building

Lighting installations
Art events held at night

Lighting

Live-work-retail spaces

Activate / utilize
vacant space

“Vinyl bomb” empty
storefronts with what
should be here

Reclaim public space for
public engagement

Power stations for food trucks
and buskers

Artist work/retail spaces/events
More mixed uses

Traffic calming
Markets / Night markets

Night time activation
Improve safety /
perception of safety

PUBLIC ART
VEHICLES

Create more “available” parks
Grocery stores
Gyms
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Q5 HOW MIGHT PUBLIC ART ADDRESS OR ENHANCE THESE QUALITIES?

DESIRED
QUALITIES

Improve pedestrian
experience

“CHANGE...”

“MORE...”

PUBLIC ART
VEHICLES

Street trees / Greenery

Small playhouse theatres

Playful street furniture
(e.g. artistic benches)

Hidden / Secret destinations

Interactive art
Artistic bike racks

Make Strathcona a
destination / “meeting
place”

Unique / specialty stores
Retail
Bars and restaurants

Fruit trees

Events / Festivals

Alley parties

Vancouver Mural Festival
Contemporary First Nations Art
Vancouver Bienalle
Art on bus shelters
Banner art (on street poles)

Lighting
Take stigma out of alleys

“ADD...”

Art tours
Wayfinding
Murals

Advancing the Arts in
Strathcona
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Q6
WHAT ARE
SOME SUITABLE
LOCATIONS OR
OPPORTUNITIES
FOR PUBLIC
ART?

WHAT WE LEARNED

area, but create a natural node where it
crosses East Hastings. Furthermore, the
bike path could be a location for public art.
This question brought the discussion
As illustrated below, Hawks Ave would be
back to the physical geography of the
neighbourhood, seeking to identify potential the natural street for such a bike path.
sites for the implementation of this
public art strategy. A reproduction of the
Suggested bike path connection
streetscape model on pages 33-36 show
Existing bike-friendly roads
that there is no shortage of opportunities
Existing dedicated bike paths
and locations for public art along East
Existing nodes
Hastings. It is also encouraging to see that
suggestions were quite evenly distributed
Railtown
throughout the focus area.
Some suggestions that gained particular
support during the discussions were:
- Activate crosswalks with street painting,
simultaneously improving pedestrian
experience and slowing down traffic,
potentially attracting new customers who
would otherwise drive straight through.
- The West-bound bus stop at Hastings and
Hawks (next to the Astoria and urban farm)
is on a particularly prominent corner, and
many participants wanted to see better
lighting and signage, as well as using the
bus shelter itself as a platform for art.
- MacLean Park plays a major role in
connecting the retail and residential
community, and many participants
recreated here. Reinforcing this connection
with a bike path from the Adnac Bikeway,
through East Hastings to the Powell Street
bikeway not only bring more people to this

Industrial
Area

Revitalization
Area

Astoria

Bus
Stop

Heatley Block

Residential
Area
Wilder Snail

MacLean
Park

Union Market
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Q6

How this informs the Public Art Strategy
These locations, vetted by the
stakeholders that inhabit and traverse the
neighbourhood every day, can be used to
inform a RFP / Call for Artists process.
However, we should note that these
suggested locations are all on privateor city-owned properties and thus are
only hypothetical options at this point.
Permissions and agreements would have
to be obtained with the respective owners
in order to even consider moving forward
with any of these locations. It is our hope
that owners and the City of Vancouver will
become willing partners once they see the
level of interest and overwhelming support
for more public art in this area.

Public Art Strategy Action Items:
•

Improve north-south connections
for pedestrians crossing East
Hastings Street

•

Connect existing bike paths with
new art-focused bike path

•

Address bus stop at the NW corner
of Hastings and Hawks.

•

Work with Strathcona residents
to improve connections between
commercial and residential areas

•

Work with property owners and
City of Vancouver to gain support
and permissions
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Q6

Suggested Public Art Works Key

Suggested Locations Key

1

Banner art

1

Roof tops

2

Street painting

2

Rose Garden @ Alexander Street

3

“Art block” signage

3

Fence

4

Signage

4

Sidewalk

5

Interactive lighting

5

Bus stop

6

Pianos / Musical instruments

6

Bike path to railway

7

Benches

7

Parks

8

Community garden

8

Alleys

9

Theatre space

9

Wide setback / Plaza

10

Bus stop art

10

Building Façades

11

Artist Work/Sell

11

Cross-walks

12

Projection mapping

13

Artistic manhole covers

14

Murals

15

Tree planters

16

Sculpture

17

Bike racks
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East

RAYMUR AVE
Strathcona Village

15

1

1

15

900 BLOCK

1

1

10

9

14

15

1

8
900 E HASTINGS ST

8

14

1

15

1

1

Ray-Cam
Co-operative
Centre

1
Coolite Bamboo
Products

West

Liquids + Solids

1 16
10

1 16
1 16
15

15

1
11

11 2

1
11

CAMPBELL AVE

3
34

CAMPBELL AVE

300 CAMPBELL AVE

East

11 2

1

Strathcona Beer
Company

14 16

1

400 CAMPBELL AVE

7

1 16

SK Cooling &
Food Equipment
Supplies

10

Reboot Vancouver

5 15
S2 Cafe House

16

9
2 1

1

12 15
Red Gate

8
14

1

10

5

800 E HASTINGS ST

800 BLOCK

12 10

8
5

14
14

Les Amis du
Fromage

Dan’s Homebrewing
Supplies
Tom’s Eastvin
Winemaking

1

1

Under
Development

9 16

12
15
10

West

12

1

11 2

1

HAWKS AVE

Best Convenience
Store
Enterprising
Women Making
Art
Rice Block
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300 HAWKS AVE

East

3
7 8 9
6 16

Solefood Urban
Farm

11 2 3

3

400 HAWKS AVE

7

6

HAWKS AVE

1 16

7
Remedy’s RX
Pharmacy

10

1

1

Maurel Hardware/
Living Waters
Woodbine Hotel

2
15

1
Artist studio

15

8
14

1

Hastings Steam
and Sauna

1

700 E HASTINGS ST

Astoria Hotel /
The Astoria Pub

700 BLOCK

Richardson
Wes Heating &
Plumbing

8
14

1

15

12

Coin laundry

Vancouver Public
Library - YWCA

15

Carscadden Stokes
McDonald Architects

15

7

15

17

Pure

11
15
West

East Van Speed
Shop
Tse Clansman
Association

Project
Limelight Society

Mikado
Enterprises

Paragon Food
Equipment

7 14
13

3
11

11 2

1
11

HEATLEY AVE

Artist Studio

1 16
7 14

Khwaja
Convenience Store
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HEATLEY AVE
300 HEATLEY AVE

East

400 HEATLEY AVE

Heatley Block
The Heatley

7

Union Gospel
Mission Thrift
Store

4
Palace Tattoo /
London Fields
Shoppe /
Wil Aballe Art
Projects /
Fazakas Gallery

17

17
600 E HASTINGS ST

10

600 BLOCK

7 17

11 2 3

8
14

8
14

Gallery Fukai
Back Gallery
Project

11 2
300 PRINCESS AVE

West

11

400 PRINCESS AVE

11
11 2

PRINCESS AVE
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Q7
WHAT FORMS
OF PUBLIC ART
WOULD YOU
LIKE TO SEE IN
STRATHCONA?

WHAT WE LEARNED

How this informs the Public Art Strategy

The final question posed to participants
is one that asks them to envision some
potential art projects resulting from a
public art initiative. We were hoping that,
through the previous six questions, they
began to formulate a clearer vision of what
the most important changes are going
forward, and how public art could exist not
just for the sake of art, but also help to
affect those changes.

Although the SBIA could choose to move
forward with one of these “ready-made”
concepts for public art works, we highly
recommend a RFP/call for artists process
that draws from the findings of Question 5
as the foundation of the work, rather than
the prescriptive elements found in this
section.

The next page shows the great imagination
of the participants. One adjective that
was used repeatedly was “interactive.”
Once again this demonstrates a strong
communal desire to connect and to engage.

This report is not intend to usurp the role of
the artist or infringe on artistic vision, but
to ensure the full measure of experiences
and desires of the stakeholders who inhabit
the neighbourhood are available to and
understood by any artist engaged later in
this process.
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Q7 WHAT FORMS OF PUBLIC ART WOULD YOU LIKE TO SEE IN STRATHCONA?

Outdoor locations
dedicated to
performance art

Light installations at
bus shelters / dark
areas of sidewalk

Buskers / Street
performances

Theatre
space

Murals
Artist in residency
program for
businesses

Utilize wide sidewalks
for private /public art
collaborations

Projection
mapping on
buildings

Underground
events in industrial
locations

Wayfinding
Art

Interactive Art

Interactive
Sculptures

Artist-lead art
tours

Orchard
Parklets /
Temporary
parks

Keys on the Streets
(public pianos)

Special summer
party series

Soundscape
walks

Street Art on 700900 blocks should
be linked

Benches

Pop-up food
trucks at park

THE
NEXT STEPS
Public Art Strategy Action Items:
•

Circulate this document to workshop
participants and stakeholders

•

Obtain grant funding through City
of Vancouver Public Art Boost,
the Public Art Community Grant
program, local partners, and other
sources

•

Assemble and circulate RFPs and
Call for Artists for new public art
commissions

•

Investigate partnering with schools
such as Emily Carr University of Art
and Design

•

Refine and repeat workshop in other
focus areas

40

BIBLIOGRAPHY CONTRIBUTORS
1 Pier Luigi Sacco, Bob Williams, Elvy Del

Bianco, The Power of the Arts in Vancouver”
Creating a Great City, 2007.
2 Strathcona BIA, East Hastings Comeback,

Editors /

Workshop Graphic Annotators /

Emme Lee, MUrbDes candidate, UBC Sala
Shirley Shen, Haeccity Studio Architecture

Sam Hamilton, Member Services, SBIA
Joji Kumagai
Mel King
Jorge Roman, Haeccity Studio Architecture

2016.

With support from /

3 Strathcona BIA, East Hastings Comeback,
2016.

Joji Kumagai, Executive Director SBIA
Braden Parker, SBIA Board Member

4 Strathcona BIA, East Hastings Comeback,

Workshop Facilitators /

2016.

Photography /
Emme Lee
John Roddick

Emme Lee
John Roddick
Shirley Shen
Travis Hanks, Haeccity Studio Architecture
Johanna Vortel, Sustainability coordinator,
SBIA
41

