


MPS DESIGN MANAGEMENT

Design Management is the continuous leadership 
and management of design organizations, 
processes, and outputs. The purpose of Design 
Management is to distill innovation throughout 
an organization. This is done by employing design 
thinking. Design thinking is an innovation process 
focused on the discovery of unmet needs for the 
people you are designing for. There are three 
phases in the process:

Inspiration: During the inspiration phase we 
interview the people who are directly involved with 
the organization. The purpose of this is to gain an 
extensive amount of research that is then distilled 
down to key insights, that become the foundation 
of our design challenges.

Ideation: We then use those design challenges to 
develop and articulate a copious amount of ideas. 

Implementation: In this final phase of the design 
thinking process, we deliver refined solutions to 
the problems that were initially outlined in the 
inspiration phase. This book is an overview of all 
those refined solutions.

PREFACE
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Clearly Signpost
The signpost system is needed to give visitors 
helps. People will not waste time and get lost 
in the city. Also signpost system makes people 
feeling close to the city.

Create a Friendly Atmosphere
So make visiting easy for visitors so they feel 
good in here and will come again and again.

Safety City
It is the most important factor in the city 
strategy.  Making a city safe gives your visitors 
a good impression. It also allows your local 
residents to enjoy the city at night or day.

Develop & Promote Local Food
Bridgeport has many cultures, such as Spanish, 
Chinese, Indian and Brazilian. Develop the 
local food will help Bridgeport to attract more 
visitors to come.

City Icons
A icon system is effectively functional in the 
city. It improves the city identity.

Color System
A color system can present multiple 
functions and feeling to people.

Branding for Social Activities
The Volunteers for community services 
will wear uniforms to be identified as an 
organized group.

Sculpture
Like the golden bull on the well street, a 
memorable sculpture can make this place 
becoming famous to visitors.

CHANNELS - BRANDING

BRANDING STRATEGY
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1 Hotel
Barry Sternlicht went to Mother Design in 2013 with 
a concept for a new luxury hotel chain inspired by 
nature. The agency’s task was to help him create this 
new brand from scratch. The eco-hotel concept was 
not a new one but the market had shifted and greater 
importance was placed on an authentic experience 
of the place you’re in. The proposed positioning 
captured “the nature of a place” – both the natural 
world that shapes a local environment and the people 
and culture that define that sense of place. The 
agency created an organic brand identity system with 
the philosophy that ‘every One is different.’ Through 
this, the brand conveyed a consistent sense of self 
but adapted to capture the unique nature of the place 
it was located in.

BRANDING

CASE STUDY 1
01 | The logo has a simple, minimal 

shape, so that it can be adapted to 
each location through the addition 
of simple elements, creating a 
recognizable but still unique brand.

1
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HiOA
As a school assignment, students of the Oslo and 
Akershus University College were asked to do a 
rebrand of the study subject “Fashion and production” 
for the college. The main logo consists of the name 
and 25 dots forming a grid. These dots are used as a 
base to connect lines and creates the opportunity for 
a range of different variations of the logo. In many of 
the applications the dots are hollowed out to create an 
opportunity for students to create their own version 
of the logo.

BRANDING

CASE STUDY 2
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Despite the availability of an infinite variety of 
information in the digital world, there are still two 
types of people who read print media and newspaper 
ads.  These three types often overlap or are parts 
of the same individual.  For companies who want to 
target these demographics, the use of newspaper ads 
in print media should be considered as an effective 
tool for marketing purposes.

 » College Educated & Employed In or Retired from 
White-Collar Profession.

 » Adults between the ages of 40 to 80 years old.

A newspaper ad that target these demographics, 
should address wants, needs, problems, and concerns 
they may have or encounter during their daily routine. 
This might include financial security and retirement, 
investments, homeowner concerns, political topics 
with conservative leanings, and local matters involving 
family members, such as educational funding and 
community service programs.

Newspaper ads can be a great way for companies 
to attract and cater to a specific demographic. 
Generalizing advertisements or newspaper ads to a 
broad demographic will not be conducive because 
the ads are not tailored to the audience that is 
receiving the information.

While it may seem more difficult to use newspaper 
ads to acquire leads and sales because of the narrow 
range of exposure they would receive, the opposite 
is actually true.  Using newspaper ads can be easier 
and achieve results that surpass your expectations 
simply because of the more restricted audience.  By 
removing the task of defining your audience, since it 
is already defined,
 
Bridgeport can apply their efforts more 
productively by streamlining their marketing 
campaigns in newspapers to the older demographic 
in the city while using social media to appeal to the 
younger demographic.

CHANNELS

NEWSPAPER

NOI | CANAS
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Roanoke, VA is a perfect example of how a city can use 
social media for their benefit. Roanoke created a “Social 
Media Center” on the citie’s website connects visitors 
to all of the cities social media groups and pages on 
Facebook, Twitter, Instagram, and Flickr. Each one of the 
cities departments has their own social media profile 
that they use to communicate with the local community. 
The reason Roanoke adopted social media is to create 
a good channel of communication between the city 
and the community. They also have a department of 
communications that oversees all the social media 
accounts. This has created new jobs and increased 
tourism traffic in the city because of their popularity 
on social media. This new form of connection has also 
allowed the community to report any problems they find 
to the city directly. The city also uses its social media 
accounts to keep the community updated with news 
and events going on in the city.

The use of social media will benefit the city of 
Bridgeport by creating a connection between the city 
and the community. It can also be used to promote 
events like town hall meetings and upcoming projects to 
keep the local community up to date on what the city is 
currently working on.

CHANNELS

SOCIAL MEDIA - ROANOKE, VA
01 | Roanok’s Social media center

1
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 » Events

 » Foodie Forum

 » Boat Excursion 

 » Clean Up Campaign

 » Trash Cans

KEY ACTIVITIES
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CASE STUDIES:

Vancouver
Doors Open Vancouver (DOV) offers free, behind-
the-scenes access to popular City of Vancouver sites. 
Citizens can learn what it takes to run a city while 
experiencing Vancouver’s architecture, green design, 
and cultural heritage. The first DOV event took place 
in 2014. It was a one-day event with 20 participating 
buildings, nearly 200 volunteers and over 8,600 visits.
Website: doorsopenvan.ca

Brisbane
Brisbane Open House is a Doors Open Days event 
held in Brisbane (Australia) that showcases many of 
the city’s buildings to the public. Among the buildings 
included are historical landmarks, galleries, office 
buildings, museums, places of worship and bridges. 
Well known buildings - not usually open to the public 
- are open for free public tours. The annual event is 
usually held on the first Saturday in October.
Website: brisbaneopenhouse.com.au

Toronto
Doors Open Toronto was developed as a millennium 
project in 2000, by the City of Toronto (developed 
from a European model) and has since attracted 
over 1.7 million residents and tourists. Doors Open 

EVENTS

DOORS OPEN

Toronto gives people of all ages and backgrounds 
the opportunity to learn about Toronto’s history, get 
involved and celebrate Toronto’s built heritage.

IN BRIDGEPORT:

Where:
Downtown

When:
Spring

How:
Once every 5 weeks a different building will be set up 
for tours and become open to the public. The tours 
could be:
 » hosted by Bridgeport high school students - 

nurturing pride and connection with the city 
or

 » directed by floor sticker-tracks and posters on key 
points with info about the city. 
A strong and broad promotion and a clear 
communication will be key to success.

01 | The renovated Mechanics & 
Farmers Savings Bank would be an 
ideal location, mixing old and new 
architectural elements.

1
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01 | UB students playing on Seaside Park

1

SCALFI | MUNKHBAT

EVENTS

SPORTS COMPETITION

CASE STUDIES:

Phoenix
Firstly held in 1984 in Santa Clara, the Volleyball 
Festival increased the number of participants every 
year, until it was moved to the newly expanded 
Phoenix Convention Center in 2009m which allows 
the Festival to utilize 107 courts in one location with 
hotel and university dormitory space in the immediate 
neighborhood. The event, now in its 4th year in 2016, 
has grown to over 300 teams and has become an 
attractive annual event for teams of all levels and 
college recruiters early in the club volleyball season.
Website: www.volleyball-festival.com

Nozza (Italy)
A 24h soccer tournament is held every summer in 
a small town in northern Italy. The event attracts 
teams from all over the province of Brescia. It limits 
the attendance to 16 teams - 5 players each - with 
a participation fee of €130 per team. The players 
are required to be at least 16 years old for liability 
purposes. The event is a sequence of short matches for 
the duration of the entire 24h. The participants take 
advantage of the tournament to spend a night camping 
with teammates/friends right outside the soccer field 
while waiting for the next match.

IN BRIDGEPORT:

Where:
Seaside Park
Beardsley Park

When:
Summer

How:
The tournament could start small - just like the one 
held in Italy - and leverage the university facilities. The 
degree of success will then define the size of the venue, 
requiring the use of bigger spaces.
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 EVENTS 

FLEA MARKET

CASE STUDIES:

University of Puget Sound
The Puget Sound Women’s League major fundraiser 
in held in the University of Puget Sound. This popular 
community event has been held since 1968 and has 
raised hundreds of thousands of dollars for student 
scholarships. In 2016 it raised $33,000.
Website: https://www.pugetsound.edu/about/offices-
services/university-relations/donor-relations/womens-
league/flea-market/

Pasadena City College Flea Market
This flea market is located on the Pasadena City 
College campus on the first Sunday of every month. 
Despite the connection with the university, it attracts 
public from the wider LA area.

IN BRIDGEPORT:

Where:
University of Bridgeport campus

When:
Start of the Fall - Move-in day

How:
There seems to be no  flea market hosted by students 
for students anywhere else. It would however be a 
great opportunity to save on the incredible amount of 
waste created at the end of each academic year. The 
university could collect and store the furniture and 
miscellaneous objects during the summer and organize 
a flea market the same day of the students moving in.

01 | UB hosts hundreds of events for new 
and current students every year. 1
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EVENTS

CAR SHOW

CASE STUDIES:

Mille Miglia (Italy)
The Mille Miglia was an open-road endurance race 
which took place in Italy twenty-four times from 1927 
to 1957 (thirteen before the war, eleven from 1947). 
Since 1977, the “Mille Miglia” has been reborn as a 
regularity race for classic and vintage cars. Participation 
is limited to cars, produced no later than 1957, which 
had attended (or were registered) to the original race. 
The route (Brescia-Rome round trip) is similar to that of 
the original race, maintaining the point of departure / 
arrival in Viale Venezia in Brescia.
Website: 1000miglia.eu

The Woodward Dream Cruise (Detroit)
It is fitting that Detroit, also known as Motor City, has 
its own classic car event. The Woodward event takes 
place on the third Saturday in August. With more 
than 40,000 classic cars on display, it is unrivaled in 
size. Cars cruise Woodward Avenue with more than 1 
million people in attendance.
Website: woodwarddreamcruise.com

IN BRIDGEPORT:

Where:
Bridgeport Downtown
Seaside Park

When:
Late Spring

How:
The City of Bridgeport already owns all the necessary 
characteristics to become an iconic headquarter for 
classic vehicles. It could become one of the multiple 
stop-overs of an existing race, or it could leverage the 
strong history of car manufacturing by hosting an event 
specifically dedicated to the Locomobile Company 
of America. The classic design of the vehicles would 
perfectly match the historical elements of the city’s 
architecture, delivering  an evocative landscape to the 
event.
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EVENTS

MOVIE NIGHTS

CASE STUDIES:

New York
New York hosts “Movies Under The Stars” events 
multiple times a week. The several parks of the city 
function as perfect locations for the venues. The series 
starts in mid-April and continues during the summer. 
The main target audience is families, which reflects in 
the selection of movies.

Myrtle Beach (SC)
Myrtle Beach offers Movies Under the Stars every 
Friday during the summer season. The spectators just 
have to bring a beach chair or a blanket.
Website: myrtlebeach.com/myrtle-beach-events/show/
movies-under-the-stars/

IN BRIDGEPORT:

Where:
Levy Green
Seaside Park 
Beardsley Park
Veterans Park 

When:
From Spring to Fall

How:
Bridgeport hosted a “Movie Under the Stars” event 
in the past. It was held in the Blue Fish Stadium but it 
failed to attract the public, maybe because of the venue 
or because of the lack of promotion. With a consistent 
communication and a strategic selection of venues, 
movies and dates, the event could be revived.
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The three graphs shown on the opposite page are very 
important to understand the specific ancestral make up 
of the city of Bridgeport.  Bridgeport is truly a melting 
pot and this fact needs to be celebrated.  The graphs 
show the diversification and the percentages of each 
heritage in Bridgeport.  

The Foodie Forum is a celebration of the different cultural 
foods that each nationality will be able to share.

KEY ACTIVITIES

FOODIE FORUM

The following countries are all represented within the 
City of Bridgeport.

Puerto Rico
Mexico
Guatemala
Jamaica
Haiti
Italy
Portugal
Germany

Greece
Russia
Poland
Serbia/Kosova
India
China
Korea
Cambodia

Vietnam
Hungary
Philippines
Thailand
Saudi Arabia
Africa
Usa

Asian Ancestry
Self reported ancestry as a percentage 
of the population in Bridgeport, CT

European and Afrian Ancestry
Self reported ancestry as a percentage 
of the population in Bridgeport, CT

Hispanic Ancestry
Self reported ancestry as a percentage 
of the population in Bridgeport, CT



32117MATTO | MUNKHBAT | NOI

FOODIE FORUM

MARKETING
1

3

2

4

01 | Proportional Flyer English version
02 | Proportional Flyer Spanish version
03 | Example of using public Transportation
04 | Example of local stores to boost

Foodie Forum will be organized on a Saturday, towards 
the end of August. It is vital for us to brainstorm 
the channels and the ways we deliver the message 
through Bridgeport and other communities. 
The channels we choose to promote this events are:

 » Local radios ads info
 » Promotional Flyer and Banner  

(English and Spanish languages)
 » Social Media 
 » Public Transportation
 » Local Stores

The Logo
1. Circle symbolizes both the globe ( Bridgeport has 

wider range of ethnicity) and plate (international 
food).

2. Color represent the Earth and Organic food. 
People tend to assume the Green is color for 
organic and healthy food.

3. “Foodie Form” is the event title and we choose this 
name in order to make it easer for people to do 
“#” for Social Media and promotion. Hashtag is the 
one of the most popular link for people use the 
social media specially Instagram.

4. “A DAY AROUND A WORLD” slogan is to perceive 
people to experience different cultural food.

Promotional Flyer and Banners
1. Different types of seasoning represents the flavor 

of various cultural foods.

2. Bridgeport map covered with different flags 
represents the diversity of Bridgeport

3. Listing the Nationalities will motivate people 
to come

4. “COME AND ENJOY A DAY AROUND THE 
WORLD WITH DIFFERENT FLAVOR” slogan is 
to perceive people to experience different 
cultural food.

The Channels
1. Public transportation GoGBT (reach out local 

communities) , MTA (reach out neighbor 
communities)

2. Local stores are the highly crowded areas to boost 
the event

3. Social media “#” hashtag is the useful way to 
stands out from SEO. 



FOODIE FORUM

CULTURAL FOODS
1 2

3

01 | Vietnamese Food
02 | Italian Food
03 | Indian Food

1 2

3

01 | Brazilian Food
02 | Jamaican Food
03 | Puerto Rican Food
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Bridgeport Acquired Pleasure Beach in 1889 and it 
was turned into an amusement park in 1892.  Over 
the years it was sold and bought several times, always 
falling into ruins and being built up again. The final 
destruction happened in 1996 when the wooden 
bridge from the mainland burned down. Today the 
island is a protected refuge for endangered birds and 
plants.  In 2014 Bridgeport added a free water taxi 
to bring visitors to the beach for enjoyment.  It is 
enjoyed for its natural beauty and beach area.

KEY ACTIVITIES

BOAT & PICNIC EXCURSION

01 | text

1
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The Penfield Reef Lighthouse in Fairfield, Connecticut 
was first light on January 16, 1874. The lighthouse was 
built as a home for a family. It has had many keepers, 
and many of them met a terrible fate due to the 
treacherous waters surrounding it. The later keepers tell 
stories of hauntings. Eventually the light was automated 
in 1971.  It was sold to a high bidder at an auction for 
$282,345.00 on October 10, 2016.  Hurricane Sandy 
significantly damaged the lighthouse in 2012. The Coast 
Guard repaired the damage in 2015. 

Fayerweather island, home to Black Rock Lighthouse 
also marked the entrance of the harbor in 1808.  The 
lighthouse was destroyed by a hurricane in 1821 but 
rebuilt in 1823. It was manned by the Moore family 
for over 70 years.  David Grand Grimshaw and Patricia 
Roche lovingly restored the structure in 1998.

BOAT & PICNIC EXCURSION ACTIVITY

TOP HIGHLIGHTS
1 2

3

01 | Fayerweather Island, Black Rock Lighthouse
02 | Penfield Reef Lighthouse
03 | Pleasure Beach Water Taxi

Lighthouse
Fayerweather Island

Pleasure Beach
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Proposal for Boat & Picnic Excursion:
A website is an important part of any kind of 
business. Especially for the Boat & Picnic Excursion, 
we need to have a website since we are activating 
the existing source by connecting taxi boat, 
consumer and local restaurants. 

In order to build a website we did our research 
on the other online sources which provide similar 
services such as boat trips, cruise trip to cumulate 
the contents. We brainstormed and built the 
content.

 » Landing page
 » Fares and 

Schedules 
 » Top Highlights
 » Local Attraction

 » History
 » Store
 » FQA
 » Donate
 » Ticket Purchase

Landing Page
 » Slide show will give a visitor a hint of what to 
expect.

 » Forecast information is important so people can 
make right purchase and prevent cancellation.

 » Picnic fares and a short intro will direct the 
visitor into the booking page to “Buy Ticket”.

 » Placed visual menus with visual image will 
motivate people to browse more.

Fares and Schedules
 » Options of availability and food

 » Food Choice from local restaurants

 » Each basket will have 4 meal option and 2 
beverage. If the selection of food gets more 
then 4 it will give a notice that it will consider as 
second basket.

 » Checkout and Confirmation email

Top Highlights
 » Able to interact with the route map
 » Give more information about the Highlights on 
the way to Pleasure Beach

Local Attraction
 » This part will be good source for the visitor, traveler 
or who does not know Bridgeport very well

 » In this local attraction part we also promote the 
restaurants we are partnering with

History
 » History of Pleasure Beach 

Store
 » To commemorate a unique and special 
experience with a token of memory

Donate
 » Maintenance of the boats and beach, 
lighthouses 

 » To support Pleasure Beach future 
development

BOAT & PICNIC EXCURSION ACTIVITY

WEBSITE
HOME PAGE 

 » Intro

 » Packages

 » Menu Option by 
Restaurant

 » Checkout

 » Guest Information

 » Policies

 » About Pleasure 
Beach

 » Route Map

 » Highlight 
informations

 » Purchasable items

 » Checkout

 » Upcoming Events

 » Tourist attraction 
around Bridgeport

 » Questions and 
Answers

 » Pleasure Beach 
Master Plan

 » Donation options

 » Thank you note

Fares and Schedules

History

Top Highlights

Store

Local Attraction

FQA Donate

FOOTER



Thursday, April 29 
23oC / 13oC
Next trip to island 11:00 Am

Buy
ticket

0 Buy
ticket

0

Lunch BaskeT $$
Pick-up: 11:00 am    Drop-off: 1:30 pm

sunseT BaskeT $$
Pick-up: 7:00 pm Drop-off: 9:30 pm

speciaL BaskeT $$
Specially arranged

departing date

Choose Date

adults (18+ years)

 2 Adults

children (7–12 years)

 0 Children

menu option

 Italian
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Buy
ticket

0

Lunch BaskeT $$
Pick-up: 11:00 am    Drop-off: 1:30 pm

sunseT BaskeT $$
Pick-up: 7:00 pm Drop-off: 9:30 pm

speciaL BaskeT $$
Specially arranged

departing date

Choose Date

adults (18+ years)

 2 Adults

children (7–12 years)

 0 Children

menu option

 Italian

MATTO | MUNKHBAT | NOI

Restaurant Partners.  Local Bridgeport restaurants 
will be offered to clients as the contents of their 
picnic basket.

Italian:  Ralph and Richies
Portuguese: O’Manel Restaurant
Brazilian: Pantanel
Chinese: Feima Restaurant
Vietnamese: Pho Hong Thom
Steakhouse: Joseph’s Steakhouse
American: Walrus and Carpenter
American: Barnum Publik House
Latin:  Ola
Mexican: Taco Loco
Vegetarian: Shandals Vegetarian Cafe
Thai:  Ruuthai’s Kitchen
Caribbean: Bobby B’s Roti Shop

BOAT & PICNIC EXCURSION ACTIVITY

PARTNER RESTAURANTS
1

2

01 | Sample view of the v
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In order to understand local young students view of 
the City of Bridgeport, the team conducted primary 
and secondary research. The interviewees were high 
school students and principles from the Bridgeport. 
The interview questions include interviewees’ 
personal view on Bridgeport to their suggestions how 
to make the Bridgeport even a better city. 

According to the survey questions, 58% of the students 
showed that they do not have much feeling toward 
Bridgeport. 16% of the students showed that they do 
not want to talk about their feeling to the Bridgeport. 
There are only 10% of high school students responded 
that they are proud of being a Bridgeporter. 

The reasons why Bridgeport high school students 
want to distant themselves from are as follows.
1. Bridgeport is not a clean city.
2. Bridgeport has high crime rate.
3. There are not much activities for young people.

Despite of the above facts, students and the high 
school principles believed that Bridgeport has a lot 
of potentials to be a better city. Based on the survey 
and interviews, the main things that Bridgeporters are 
proud of are as follows.
1. Bridgeport is a diverse city.
2. Bridgeport has beautiful parks.

CLEAN UP CAMPAIGN- PRIMARY RESEARCH

HIGH SCHOOL STUDENTS SURVEY

The survey suggests Bridgeport needs to 
have the following: 

1. Clean up activities and a better garbage 
removal system 
High school principles and the students said that 
they like the clean up and gardening activities. 
They would like to do it periodically. The high 
school principles stated that students learn social 
responsibilities through community services.

2. Fun places for young people such as waterpark 
More than half of the high school students said 
that Bridgeport does not have fun places. They 
said that if Bridgeport has its own “Disney World”, 
young people would definitely  come to Bridgeport 
more often.

3. Policeman should have closer relationship with 
the high school students 
The high school principles concerned about 
the existing “Bad Reputation“ would influence 
high school students behavior. Many times 
the teenagers do not quite understand the 
consequences of certain behaviors. The high 
school principles believes that the friendly 
policemen would guide the students on the right 
track if the school and the police department 
have a long term relationship.

WHAT KIND OF CLUB/ACTIVITY DO YOU WANT TO 
PARTICIPATE AFTER YOU DONE WITH SCHOOL, OR OVER 

THE WEEKENDS?

WHO DO YOU MOSTLY SHARE YOUR PROBLEM WITH?

WHAT DO YOU FEEL ABOUT BRIDGEPORT?

WHAT DO YOU LIKE ABOUT BRIDGEPORT?

WHAT DOES BRIDGEPORT LACK OF?

WHAT DO YOU DISLIKE ABOUT BRIDGEPORT?

WHAT IS YOUR PLAN AFTER GRADUATING FROM HIGH 
SCHOOL

WHAT KIND OF COMMUNITY SERVICES WOULD YOU 
LIKE TO BE INVOLVED IN?

Friends

Parents 

Other 
(parents, religious leaders)

Go to college

Joining the Army 

Go abroad

Gardening

Cultural Event

Clean Up 

Other

45%

11%

11%

33% 31%

26%

26%

17%

60%

5%

35%

75%

10%

15%
0%

58%

10%

16%

16%

58%

10%

16%

16%I do not have much feeling 
toward Bridgeport

I am proud of being a 
Bridgeporter

I prefer not to talk about it

Others

Better Garbage Removal 
System

Fun Place

Good Reputation 
(It’s a great city)

Other  
(Good Restaurants, better 
sidewalks, gym....)

15%

15%

15%

55%

47%

21%

16%

16%

Art

Video Game

Mentorship

Sport 

Other

Art

Video Game

Mentorship

Sport 

Other

It is a diverse community

It has beautiful parks

It offers various of 
activities

Other

High Crime Rate

Dirty Street

Nothing Really

Not Enough Business

Others

30%

25%
15%

10%

20%
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AmeriCorps is a civil society program supported by the 
U.S. federal government, foundations, corporations, 
and other donors. The program is engaged in public 
service work with the goal of “helping others and 
meeting critical needs in the community.”

Americorps can help the city of Bridgeport create 
public service work and programs needed in the city 
like clean-up, community landscaping and gardening, 
and youth mentorship programs.

Benefits for becoming an Americorps member:

 » Money to pay for college
 » Student loan deferments
 » Job training
 » Living allowance 
 » Health benefits
 » Job opportunities

Cities that have benefited from Americorps:

 » Minneapolis-St. Paul, MN
 » Providence, RI
 » Lowell, MA
 »  New Haven, CT

CLEAN UP CAMPAIGN 

CASE STUDY - AMERICORPS

CANAS | KANG | NOI | ZHANG

1
01 | AmeriCorps  members improving 

communities
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The MYO (Mine. Yours. Ours.) program is a 
collaboration between AmeriCorps and the 
Bridgeport based RYASAP (Regional Youth Adult 
Social Action Partnership). AmeriCorps members 
are trained as older peer mentors and serve as 
youth directors in Bridgeport’s public schools. They 
are trained to deliver lessons in the classroom that 
supports and fosters social and emotional health. 
The mentors also organize small youth groups with 
1:1 mentoring for students. The MYO program 
is for students between the grades of 6th-10th. 
MYO is a member of the National Service Network 
and offers many engaging events and activities for 
students like MYO Summer, a modern production 
of a Shakespeare work that highlights issues like 
dating violence, bullying, friendship, and cultivating 
healthy relationships.

CLEAN UP CAMPAIGN  

CASE STUDY - RYASAP MYO PROGRAM

CANAS | KANG | NOI | ZHANG

1
01 | AmeriCorps  Mentors
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1
01 | President John Mahama join the clean-up 

exercise at AkotoLante street

CANAS | KANG | NOI | ZHANG

BACKGROUND OF NATIONAL SANITATION DAY

First Saturday of every month is earmarked National 
Sanitation Day across Ghana. First declared on 
November 1st, 2014 by the Government of Ghana in 
response to the 2014 Ghanaian cholera outbreak, the 
day is a voluntary clean-up exercise for all Ghanaian 
residents in an effort to reduce unsanitary conditions 
that breed diseases and causes injuries.  The National 
Sanitation Day (NSD) is an initiative by the Ministry 
of Local Government and Rural Development.  A bill 
has recently been sent to parliament by the ministry, 
the bill if approved will give legal backing to the NSD 
program allowing it to prosecute individuals who 
refuse to take part in the program.

The first and second day observation of the NSD 
attracted high profile personalities like President John 
Dramani Mahama, Ministers of State, Otumfuo Osei 
Tutu II, Asantehene and stakeholders like, Zoomlion, 
a sanitation management organisation, the security 
services, national service personnel and students.

 Some of the collaborators of the NSD are the 
Ministry of Defence,  Kasapreko Company Limited, 
which donated GH30,000.00 cedis, 10 wheel 
barrows, 10 shovels, 10 rakes, 10 boxes of hand 
gloves and nose masks, and Societe Generale-
Ghana, which also donated equipment and 
implements towards the campaign and promised 
their continues support to the ministry.

Adb Bank donated a cheque for GH50,000.00 cedis 
SIC Life; cleaning equipment, implements, T-shirts 
valued at GH25,000.00 cedis and detergents and 
T-shirts value at GH20,000.00 cedis from PZ Cussons.

CLEAN UP CAMPAIGN

GHANA’S NATIONAL SANITATION DAY
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01 | A group of young people partaking in the 
clean-up campaign

02 | An old lady also helping with cleaning
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The national sanitation day in Ghana was successful 
because of the plan and strategy for the clean-up 
program.  I would like to outline the national structure 
plan that helped get community members involved in 
the clean-up activities and how the city of Bridgeport 
can use it to address its littering problems. 

The government came up with three main strategic 
plans for the campaign. They are awareness campaign 
for behavioral change, strategic interventions and 
coordination, collaboration and partnership building. 

The awareness campaign for behavioral change is the 
first step of the strategic plan. First and foremost you 
have to change the mind and attitude of people, that 
is the only way they will listen to you. The government 
used the disease outbreak (Cholera) to educate and 
create awareness to the people. The Government used 
different platforms like Television, radio, newspaper, 
billboards to advertise how the deadly disease cholera 
is killing a lot of people and how that is a result of 
the people littering their surroundings. The cholera 
outbreak was made a national topic for discussion and 
soon everyone got involved on how to prevent and 
save more lives. 

Here in Bridgeport the same awareness can be 
created to change the mind-set of the people and 
let them have a willing positive attitude to help solve 
the littering problem. The city can use different 
media platform to let the people know how serious 
the littering problem is. It can be a documentary 
or an advert or a discussion of the issue on a local 
talk show, to educate the members of various 
communities of the results of the actions and how 
it will affect them if not manage well.  From our 
survey Bridgeport international Academy have a 
community service program for their students. They 
occasionally have students clean-up communities 
and it’s something the students are happy to be 
part of. So this can be introduced in other schools in 
Bridgeport. Also making the students ambassadors 
of the community clean-up campaign give them the 
responsible of keeping the environment clean. 

CLEAN UP CAMPAIGN

GHANA’S NATIONAL SANITATION DAY
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01 | The national fire service also helping. 
02 | A bank donating working tools to a 

community  
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As ambassadors they can also play an important role 
by educating and making their family, friends and 
neighbors aware of the littering problem. 

After the massive awareness campaign the people 
were willing to help solve the problems. The 
next step the government took was strategic 
intervention; they came up with plans on how 
to make the clean-up campaign successful.  they 
identified some of the challenges they will be 
facing and came up with ways of solving them an 
example was when the government identified that 
some communities have more older people than 
young people which will definitely make the clean-
up exercise less effective. They organize young 
people from different communities to help those 
communities. The government also provided each 
constituency with basic clean-up items like shovels, 
wheel barrows, gloves and dust masks. A major 
problem which was emptying trash cans after clean-
up was also resolved. The government partnered 
with private waste management companies. The 
mayor and influential members were all involved, 
which really helped to encourage members of the 
community to partake in the clean-up

The city must have a well-structured plan on how 
to work with schools and students to help with the 

cleaning of various communities. A School can be 
assigned to a particular community and it will be the 
responsibility of teachers or the school to organize 
their students to help that community. Also the city 
can find out what members of various communities 
will need to clean-up their community and provide 
them. The city officials and influential people like the 
major should be actively involved in this campaign.

Having a national clean-up campaign involves lots 
of funds to sustain it and that is the final plan of the 
government’s structure; coordinating, collaboration 
and partnership building. The government owned 
waste management company couldn’t collect all the 
waste that were collected after the clean-up exercise 
, so the government collaborated with private 
companies to help with the collection of rubbish, in 
return for flexible packages and tax reduction. The 
government were able to get companies to partner 
the clean-up campaign. 

Bridgeport can also collaborate with waste 
management companies, schools and companies 
in the city to either help or be partners of the 
Bridgeport clean up company.

CLEAN UP CAMPAIGN

GHANA’S NATIONAL SANITATION DAY
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Survey 

According to the primary research, High school 
PR people find community services by Googling it. 
Thus, the on-line presence of each activity is crucial. 
However, when our team tried to reach out to the local 
community service organizations, we did not get back 
from them. It shows that some of the local Bridgeport 
organizations do not communicate effectively with its 
audiences. Therefore, those organizations also might 
have hard time when they need volunteers.

Touch Point

The City of Bridgeport can solve this problem by 
acting as a channel to connect the organizations and 
the high schools. 

The Process

1. The process starts with the community service 
organizations. Every time they have a event, or 
need volunteers, the organization will submit 
the detailed information through the City of 
Bridgeport’s website. 

2. The media coordinator from the City of 
Bridgeport will approve/disapprove the event. 

3. After media coordinator approves the 
submissions, the information is going to present 
on the www.BridgeportCT.gov. 

4. High schools will find out the community 
service information by checking the City of 
Bridgeport’s website.

This flow will help both the high schools and event 
organizers to find the right target more effectively. 
The City of Bridgeport can also as a channel to 
promote activities in the Bridgeport.

CLEAN UP CAMPAIGN

PROMOTING THE EVENTS

Event Organizer

Submit Details

Media Coordinator

Website
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1 2 01 | Underground trash can system in 
Zurich. (Top)

02 | Sketch for underground trash can 
spaces. (Bottom)
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Current Problems

Illegal dumping is one of the biggest issues of 
Bridgeport. According to our surveys, people from 
Bridgeport responded that the dirty street discourage 
them to keep the street clean. They responded that if 
there are more trash can, they  would dump the trash 
in the trash can.     

Solution

One way to solve this problem can be done through 
changing the trash can system. Bridgeport has 
narrow streets. Thus, it is difficult to set up more 
trash cans on the streets. According to our research, 
we found out that this problem can be solved if 
Bridgeport using underground space.  By doing so, 
Bridgeport can have more trash cans on the street. 
This is how the European countries have been dealt 
with trash can issues. 

KEY ACTIVITIES

TRASH CAN

Suppliers
The main suppliers of the underground trash cans are 
from European countries.  The lists are as shown below.
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Second Suggestion

Our second suggestion is to adapt Smart Waste & 
Recycling System. Bigbelly offers a smart approach 
to a connected waste management deployment. By 
using this recycling system, it reduces the spaces, time, 
expenses and labors. The CLEAN Management Console 
empowers cities to monitor and evaluate station 
fullness, trends, and historical analysis reporting.

International Trend

The smart waste & recycling system has been used in 
many major cities around the world as the map shows. 
This system can be set at many places, such as the 
downtown, city centers, university, high streets, Shop-
centers, shopping malls and public spaces.

KEY ACTIVITIES

TRASH CAN
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 » Fitness Trail

 » Parklets

 » Dog Parks

 » Pier

 » Cultural Graffiti

 » Pavilion

KEY RESOURCES
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01| Potential posters for Fitness Trial

3K Fitness 
Trail

3K Fitness 
Trail

Go beyond your LIMIT!

Go beyond your LIMIT!

Fitness Trail Trend

Having fitness trail in the public place is a 
trend that started last year. Big cities including 
LA, Houston, and the New York city started 
to bring the outdoor fitness equipment to the 
local communities by having fitness trail. Some 
communities in the LA is in the process of 
fundraising for the fitness trail. These fitness 
trails provide open space for local communities, 
and it was proved to be safe and well-trafficked. 
Fitness trail usually has a central location. The 
trail distance is well measured.

Maintenance

Most of fitness machines are virtually maintenance-
free and require no lubrication. The fitness 
equipment can be installed as a fitness center or 
along fitness trails, at schools, universities, city 
public parks, corporate centers, or any park or 
green space. 

	 “Communities	seem	to	value	the	equipment 
      and	overall	take	pretty	good	care	of	it.”

Bridgeport’s Fitness Trail 3K Contest

Connecticut has many 5K to 10K contest. It normally 
just includes racing. Bridgeport can differentiate from 
other racing contest by adding fitness trails to the 
contest. All the runners are required to go through 
every single machines in the fitness trails to complete 
the mission. It is more challenging compared to the 
regular 3k contest. However, it will help the runners 
to be exposed to different type of sports.

The registration fees for the contest would be used 
for the fundraising for a new fitness trail. Having 
more fitness trails would help the community stay 
active and healthy. 

In the entrance of each park, there will be a map 
showcase the different type of machines. According 
to our primary research, young people thinks that 
Bridgeport lacks of fun sports places. The 3K Fitness 
Trail will be a good solution. When there is no 
contest, the whole fitness trail will be open to the 
public. The community will get to choose the type 
of exercise to want to do, or go through all types of 
equipment. 

KEY RESOURCES

FITNESS TRAIL 

KANG | MATTO | ZHENG
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01 | Elliptical Machine
02 | Fun Rider
03 |Exercise Bike
04 | Ski Walker
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The Elliptical Machine is a person-powered exercise 
station which delivers cardiovascular benefits through 
elliptical motion.

The exercise completely avoids the impact stress 
runners often experience on feet, knees, hips and 
lower back. Many people cannot tolerate the jarring 
motion of jogging.

Elliptical Machine $1266 
Suggestion 4 machines 

The Fun Rider station involves cardiovascular benefits 
using a rowing motion. This apparatus promotes 
strengthening the biceps, latissimus dorsi, and rear 
deltoids in the pulling motion, while also developing 
cardiovascular fitness.

Fun Rider $497 
Suggestion 4 machines

The Exercise Bike takes the role of an indoor stationary 
bicycle and puts it in an outdoor setting. The Exercise 
Bike exercises your upper and lower legs and arms for a 
warm-up or cardiovascular work out.

The Exercise Bike offers cardiovascular benefits by 
simulating the cycling motion in a stationary position. 
The exercise completely avoids impact stress on 
feet, knees, hips and lower back, while activating the 
important muscles in the upper thigh.

Exercise bike $787 
Suggestion 4 machines

The Ski Walker is an exercise station which delivers 
cardiovascular benefits by simulating the cross country 
skiing motion.

The exercise completely avoids the impact stress 
runners often experience on feet, knees, hips and 
lower back. Many people cannot tolerate the jarring 
motion of jogging.

Double Ski Walker $1292 
Suggestion 2 doubles

FITNESS TRAIL

CARDIO 
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01 | Two sided rotator
02 | Sitting Rotator
03 | Step climber stretcher
04 | Hip Twister
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The Two-Sided Rotator features two positions 
combining the standing and sitting rotators. 
The twisting motion stretches the obliques and 
abdominal muscles and serves to align the spine and 
lower back. This exercise can be don with up to two 
people at a time, one in a seated position, one in a 
standing position.

Two sided Rotator $681

The Sitting Rotator has three rotational seats which 
swivel to stretch the external and internal obliques and 
the abdominals. It serves, also, to align the spine and 
lower back.
Grasp the central bar with both hands in order to 
keep the shoulders square. Place your feet on, or 
under the foot rests. Twist your hips from side to 
side, being sure to keep the shoulders stationary 
throughout the motion. 

Sitting Rotator $989

The Step Climber-Stretcher provides two exercise 
positions which deliver the cardiovascular benefits of 
stepping or stair climbing motion and the waist, back, 
and hip stretching benefits of a rotator. The exercise 
completely avoids impact stress on feet, hips and 
lower back.

Step climber stretcher $775 
Suggestion 2

The Hip Twister Consists of a swivel stand which 
rotates as the arms and shoulders are held square in 
the overhead holds.
Standing with the spine straight, rotate slowly to the 
stretch position, alternating directions. While rotating 
right, the left internal and external obliques are 
stretched, and to a lesser extent, the abdominal and 
extensor muscles. Reversing direction works the same 
muscles on the other side.

Two sided rotator  $691
Suggestion 2 

FITNESS TRAIL

FLEXIBILITY



74117

1 01 | Waist Stretcher
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The Waist Stretcher provides support while the 
muscles and tendons of the back and abdominal 
area are stretched. Lean backwards against the 
equipment, holding the side bars for support. 
Carefully increase the backward level of stretch. 
Relax into the stretched position.
Also, lean across the apparatus forwards to gently 
stretch the lower back and decompress the spine.
Waist stretcher $741

FITNESS TRAIL

FLEXIBILITY
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01 | Chest press/Lat pull
02 | Climber
03 | Leg Press
04 | Pull up bar
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The Chest Press / Lat Pull provides two side-by-side 
exercise stations in one. This piece of equipment 
delivers two basic muscle toning and strengthening 
self weighted exercises for the upper body.

The Chest Press side supports and promotes upper 
body strength, and strengthens the triceps, pectoralis, 
and deltoids in the pressing motion.

The Lat Pull side develops upper body strength while 
simultaneously strengthening the biceps, latissimus 
dorsi, and rear deltoids in the pulling motion.

Chest press and lat $1870

The Climber offers the same benefits as a climbing 
wall while moving up the apparatus with strengthening 
hand holds and pulls. This piece of equipment is for 
both youth as well as adults.

Climber $2761

The Leg Press is an extremely important exercise. 
It involves some of the most powerful parts of the 
muscular system. This equipment provides three 
Leg Press positions, each with a different level of 
resistance. The exercise places particular emphasis on 
the quadriceps, gluteals, and hips. Since the level of 
resistance is modest, the exercise avoids risks that are 
associated with heavy squats in a standing position.

Leg Press $1675

The Pull Up Bars / Horizontal Bars are a military 
fitness training favorite! Chin-ups are one of the best 
tests of a person’s strength to weight ratio 
-- a primary indicator of upper body strength.

Horizontal bars $699

Suggestion 2

FITNESS TRAIL

STRENGTH
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01 | Sit-up board
02 | Horizontal Ladder
03 | Push up bar

KANG | MATTO | ZHENG

The Sit-up Trainer is a smaller, light-weight version of 
our Sit-up Board. It is very appropriate for school age 
children and young adults, but can be used by anyone 
seeking these specifications.

The exercises improve the strength of the abdominal 
muscles and the flexor group of muscles of the hip and 
upper thigh.

Double Sit up board $771 
Suggestion 2

The Horizontal Ladder is a great fitness station for 
almost any age group! It is used by a wide range of 
fitness enthusiasts  - from schools to military and many, 
many others. Its size and heavy-duty strength make it 
appropriate for both youth and adult use. The height is 
adjustable upon installation all the way up to 7’ 6 1/2” 
(2.3m).  The long-width crossbars and wide breadth 
(5’1/4” / 1.53m) of this station also makes this item 
wonderful for a broad variety of users.

Horizontal Ladder $1290

The Push-Up Bars are heavy weight steel build to 
support a vigorous workout. This equipment hosts one 
of the most basic and effective upper body strength 
exercises. Push ups support and promote upper body 
strength, and strengthens the triceps, pectoralis, 
deltoids, and the abdominal area.

Push up bars $291 
Suggestion 2

FITNESS TRAIL

STRENGTH
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1 2 01 | Graphics board
02 | Station sign-age

CUSTOM TEXT  
AND GRAPHICS

10”

12”

3’11”
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Boards are standardly available blank, and without 
instructions, built for your own customized text and 
graphics sheet.

Sign Board $591 ea 
3 needed $1773

Each Station Sign comes standard with 10’x12’ 
equipment/exercise instructions that correlate to 
the specific piece of equipment that you request. 
The signs may also be ordered blank, and without 
instructions, so that you may create your own 
customized text and graphics.

Station Sign $192 ea 
15 needed $2880

Outdoor Fitness  
Colorado 
877-517-2200

Total for all machines and sign-age 
$34,245 This does not include shipping and installation

 » Delivery: 2-4 weeks from order

 » Delivered by freight truck

 » Installation instructions provided but outside 
company needed to install

 » The outdoor fitness Equipment is steel and 
covered in a high quality pure polyester 
powder coating for electrostatic application.

 » Very little maintenance is needed.

 » Suggestions by Outdoor Fitness:

 » Pick up litter

 » Sweep walkways, trails or areas.

 » Check potential wear points and mechanisms 
with movement

 » Inspect and tighten hardware connections

 » Check for any damage caused to the 
equipment by external elements.

 » Level and/or replace displaced loose-fill 
surfacing

 » Loosen any compacted surfacing so that it 
remains even and easy to move around on.

FITNESS TRAIL

SIGNAGE
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About Seaside park

With its 325 acres of lush lawns, shady glades and sports 
fields rolling toward Long Island Sound, Seaside Park is 
a park without peer on the Eastern Seaboard. Visitors 
are delighted by the beaches, surf and sunshine along 
three miles of sparkling coastline. The park was laid out 
just after the Civil War by Calvert Vaux and Frederick 
Law Olmsted, whose other efforts include Manhattan’s 
Central Park and Prospect Park in Brooklyn. Their 19th 
century landscapes have proved timeless as they entice 
each new generation of park-goers.

At the western end of the park is Fayerweather Island. 
Walkers can visit this natural wildlife preserve by 
crossing the breakwater rocks

Our purpose

Our aim is to create a place for the public and tourists 
to relax or exercise. We divide the whole park into four 
areas, the subject is Quiet, Slowly, Lively and Integrated 
area. The four parts form a quiet route from the noisy. 

You can enjoy the quiet time in the depths of the park 
without being disturbed.

FITNESS TRAIL

SEASIDE PARK

Integrated 
Area

Lively 

Slow 

Quite
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Quite area
This area is built for For the seniors and people who 
seek a relaxing environment. People can 
enjoy the cozy sea breeze and comfortable sandy 
beaches, and the distant lighthouse is a very beautiful 
view all year round.

Slowly area
This area is provide basic, and nonprofessional exercise 
facilities. It is suitable for beginners and disabled 
people to use. 

FITNESS TRAIL

SEASIDE PARK

QUIET
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Lively area

This area is the core area of this park. It provides 
professional levels of fitness equipments and sports 
venues such as fitness machines for professionals 
and volleyball court. It is also suitable for people who 
want to do group sports. This area will be one of the 
most lively and popular areas at the beach.

Integrated area

This area is for families and children. It provides a 
social place for community. In this area, we set up 
some simple outdoor climbing facilities to practice 
the children’s athletic ability. Some events will also 
be held in this area. This is the best area if people will 
bring their kids together.

FITNESS TRAIL

SEASIDE PARK

LIVELY

INTEGRATED AREA
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01 | Indoor dog park and bar
02 | Small outdoor dog park in a park
03 | Potential locations
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Dog parks might seem like a luxury or an unnecessary 
space for our city planning but after some deep research 
we found that most of the people that have dogs as 
a pet walk them around but are limited to be in some 
specific places with their pets.  Across the United States is 
increasing the tendency of designing these spaces. 

Having dog parks not only help in a recreational way, 
it maintains the mental and physical health of your 
dog,  it helps create a sense of responsibility for the 
pet owner and more important will help the city have 
a better control of dogs in the city since a requirement 
for access to the park should be to be licensed.  
Another requirement that has to be mandatory 
declared healthy by a veterinary. 

Dog parks can be in indoor spaces or outdoor. Outdoor 
spaces can be acres of a land designated for the park and 
there are cases of parks of the block size, this will depend 
the amount of activities the project has. Dog parks can be 
a simple fenced area with a recreational space and get to 
have a kind of playground for dogs.   Some examples for 
outdoor parks are:
 » Beau’s Dream Park, Lancaster, PA
 » Hugh Roger WAG Park, Whitefish, Montana
 » Zbonz Dog Park, Fort Worth, TX
 » Three Rivers Park District, Minneapolis, Minnesota

There are cases where these parks are built with 
city budget and charge an entrance fee for their 
maintenance; others are built with city budget and are 
supported by donations made by the same users and 
lastly we have the case that the whole project is made 
and maintained based on donations.

We have highlighted some potential locations in 
Bridgeport where an outdoor dog park would be 
successful. The first is a location in Seaside Park near 
where other installations such as a skate park, and a 
couple of playgrounds have already been built. Blocking 
off an area for people to play with their dogs  would be 
easily implemented in this area. In addition another area 
in Seaside Park near the baseball field is very large and is 
under utilized. A dog park would be perfect for this area.

The third area we suggest there should be a dog park is at 
the “sliver by the river.” We are suggesting that this area 
be used for a dog park because it is accessible for people 
that live in the downtown area. The people that live 
downtown have told us that they want more access to the 
waterfront and putting a dog park here would be a great 
way to give them that

KEY RESOURCES

DOG PARKS
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01 | Re-purposed material used for a parklet
02 | Opportunity areas in Black Rock
03 | Competition branding

THE 
BPT REPARK 

COMPETITION 

SEPTEMBER 2017 | FRIDAY 15 - SUNDAY 17 | BLACKROCK BPT | www.bptrepark.com 

Source Coffeehouse

Harborview Market

Black Rock Athletic & Yatch Club

Beverly Pizza House

Fire Engine Pizza Co.

Paramount Pizza

Route 130

BARRAZA | CANAS | THERRIEN

Purpose

The BPT Repark Competition is an effort to bring 
parklets to the city of Bridgeport to improve the 
appearance and usability of the city’s streets-capes 
and support its local businesses. The competition 
also seeks to abate blighted buildings and reuse the 
material from these buildings to make parklets. This 
will promote an environmentally responsible culture in 
the city that will distill throughout and positively affect 
the daily habits of the city’s residents.

Jury Members

The competition jury should be people that live and 
work in Bridgeport because, who would be better to 
decide which designs suit the city best than the people 
living there. This could include University of Bridgeport 
industrial design professors, business owners, and people 
who are significantly involved with the community. There 
should also be a representative of the AIGA jurying 
the competition so that the competition itself can be 
accredited through the AIGA. In addition, it is very 
important that the people that live in Bridgeport feel that 
they were fully apart of the process so that they will feel 
more of a connection to, and be more likely to take good 
care of the winning parklets. Our proposal for this is to 
have a people’s choice winner that gets installed in front 
of a business of their choosing. 

Opportunity Areas

According to the San Francisco Parklet Manual (2nd ed.) 
written by the Pavement to Parks organization, some of 
the best practices for parklets include building them in 
front of cafes, coffeehouses, and pizza places because 
of the need for foot traffic. It has also been proven 
that a parklet is more successful on streets with slow 
speed limits because they narrow the road and help 
to keep cars moving slow. Also, they do not work well 
when built on a corner because they obstruct the view 
of drivers who are trying to turn. Based on this criteria 
we have developed an overview (facing page) of which 
businesses would be the most successful if they were to 
install a parklet in the black rock. 

Source of Materials

The city of Bridgeport will provide every team with a 
packaged box of materials coming from: 

 » Blighted building material
 » Donated material
 » Re-purposed material
 » Abandoned material

All teams have the option of using materials not 
provided in their box but cannot spend money in 
them, they have to be recycled, reused or donated 
by someone. 

KEY RESOURCES

PARKLETS
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01 | Signage for parklets
02 | Method of recognition for the winner
03 | Parklet made from reclaimed 

material
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KEY RESOURCES 

PARKLETS.

Eligibility & Entry Requirements

The BPT Repark Competition is an open competition 
for anyone interested in being a part of a movement to 
bring a new facet and culture to Bridgeport. Interested 
people have to sign up online at 
www.bptrepark.com before July 15th (2 months before 
the event, the event will always take place in the third 
Friday of September). Pick up your material box July 
22, first come first serve!

Competition Rules

In the BPT Repark website you will find examples of some 
parklets so you can have a basis on what to do for your 
project. As every competition the teams have to follow 
the next rules in order to be eligible for the prize.

 » Each entry must include a paragraph describing 

the concept for the design of the parklet.

 » You must be able to transport the parklet to 

the location a day before the event. The parklet 

must remain covered until the judge time. 

 » Must fit within 2 standard size parking spaces.

 » Must include an interactive area.

 » Easily assembled and disassembled.

 » The parklet has to be easily stored for 

convenience of the store and the weather.

Selection Criteria

Our honorable jury members will select the best three 
projects that meet our requirements including using 
the appropriate materials, matches the size specified 
previously, creativity and quality. 

Prizes & Honors

The money from the admission fee enters into a pool 
that gets divided up into three prizes. The prize money 
comes from the admissions fee.

 » First prize: 50% 
 » Second place 35% 
 » Third Place 15%

Admission Fee

Each team will have an entrance fee of $100.00 
dollars. This way the teams signing up are determined 
and will be serious about the competition. 
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01 | Possible Pavilion Location

1

The pavilion, plaza and paint tracks are being merged 
to create a communication path between the city 
of Bridgeport and their residents and tourists.  The 
solution we have is a set that’s conformed of the 
pavilion that would be an information spot located 
right outside the train station and accessible for 
people using GBT. Activate existing parks or green 
spaces that Bridgeport has with some activities that 
help the city engage the Latin American communities. 
Our third complement for this set are the paint tracks 
that would be a guideline from the pavilion and GBT 
station to different plazas, restaurants in downtown, 
city hall, waterfront and main places of the city. 

KEY RESOURCES

PAVILION

BARRAZA | HUSSEIN |THERRIEN
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01 | Statistics of population in Bridgeport 
- Global Diversity

02 | Graph of the population

The main idea of having the plaza with the design, 
purpose and activities based on the plazas in Latin 
America is to engage the Latino community which is 
quite wide in the city of Bridgeport according to the 
database of US. 

PAVILION 

STATISTICS

BARRAZA | HUSSEIN |THERRIEN
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01 | Statistics of population in Bridgeport 
- Race and Ethnicity   

02 | Graph of the population

Clarifying more about the design and layout of 
Latin American, we can say these plazas are mostly 
hardscape; this gives the user a wide grid of circulation 
paths so people can enjoy walking around. Plazas have 
landscape design or “garden space” as it is usually 
called by the users, historical monuments. There is 
also a space designated for local vendors and events to 
take place. There are many activities going on in these 
plazas such as: 

 » Weekly farmers market of traditional  Movable

 » Stand of food, sweets, balloons and much more

 » Civic Events

 » Urban Guide Bus

Some other details that can help for the vitality of 
plazas are outdoor cafes, street musicians, local art 
exhibitions and community festivals. Latin American 
plazas are in other words plazas are a city’s social 
encounter, where memories of the city are, social 
activities, public, commerce and civic life are being 
held giving a specific and unique identity to the city.

PAVILION 

STATISTICS

BARRAZA | HUSSEIN |THERRIEN
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01 | Map with different locations
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Bridgeport “The Park City” has the great advantage 
that it has so many spaces that are considered 
parks that already can have some of Latin American 
characteristics and be activated as Latin American 
plazas. Just focusing in downtown we found parks 
that can apply some of the activities mentioned 
and they not necessarily have the characteristics in 
design and layout but they are for sure a space that 
can be adapted for the purpose. 

PAVILION 

LOCATIONS

BARRAZA | HUSSEIN |THERRIEN
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01 | Puerto Rico
02 | Coyoacan, Mexico
03 | La Habana, Cuba
04 | Coyoacan, Mexico

The pictures you can see here are some plazas 
around Latin America where these activities 
mentioned before are going on. 
These examples include: 

Local Food, Sweets, Baloons Vendors

 » Plaza Puerto Rico

 » Plaza Coyoacan, Mexico

Local Art 

 » La Habana, Cuba

 » Plaza Coyoacan, Mexico

PAVILION 

CASE STUDY

BARRAZA | HUSSEIN |THERRIEN
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01 | Cartagena de Indias, Colombia
02 | Quito, Ecuador 
03 | Guatemala
04 | Santiago, Chile

Civic Events

 » Cartagena de Indias, Colombia
 » Plaza in Chile
 » Plaza in Quito, Ecuador
 » Plaza in Guatemala

Local Guide Bus

 » Plaza in Chile

PAVILION 

CASE STUDY

BARRAZA | HUSSEIN |THERRIEN
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The design of the pavilion is meant to be eye 
catching to draw people in. The interior would have 
several panels each describing a different activity 
you can do in Bridgeport. Color tracks on the ground 
would then lead you to that activity. 

PAVILION 

RENDERING

BARRAZA | HUSSEIN |THERRIEN
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01 | Tybee Island, GA
02 | Broklyen Bridge Park, NY
03 | Tybee Island, GA
04 | Oak Bluffs, MA

After the research that was presented in Midterm 
presentation and the provided books, we came up 
with a three proposals for the development of the 
pier project in Bridgeport, CT. The layout for a small-
sized pier is linear and the length can vary between 
200 and 400 meters. The three proposals for this 
dock reach a total length of 400 meters and a width 
of 10 meters; the idea is having seating, gathering 
areas and with facilities for a small snack/coffee or 
souvenir establishment.

The full purpose of having a pier in this location you can 
see in the image is to create a whole circuit from the 
lighthouse to the pier having different activities men-
tioned with other ideas such as fitness trails, beach sport 
competitions, include the dog park in Seaside. 

The best option we found that is located within the 
area of Connecticut that can do the engineering and 
final design for the pier is a worldwide firm that has 
projects of bridges called Thornton Tomasetti. This 
firm has their main office in New York, Madison Ave. 
and also with a branch in West Hartford that would be 
our recommendation for this project. 

Thornton Tomasetti, Madison Avenue 
51 Madison Avenue 
New York, NY 10010-1603 
T. (917) 661 7800

Thornton Tomasetti, West Hartford 
Erich Baumgartner | Evan Lapointe 
10 North Main Street, Suite 307 
West Hartford, CT 06107-1901 
T. (212) 367 2750

Not leaving aside your request of giving you a 
more alike example of piers in cities with our same 
climate and size we can give you these cases in the 
United States.

KEY RESOURCES

PIER

BARRAZA | HUSSEIN | ZHENG
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01 | Proposal B
02 | Rendering proposal B

Proposal B
The second layout has also 400 meter’s length and 
10 in width, it also has a space that is wider and it 
reaches 15 meters. This layout has less space in the 
center extensions is because is thought that due 
to weather is more feasible to have only food or 
souvenir movable stands. 

1

2

01 | Proposal A
02 | Rendering proposal A

PIER

PROPOSAL

BARRAZA | HUSSEIN | ZHENG

Proposal A
In the first layout, we did we focused on having a 
linear pier with three wide areas that reach the 20 
mts width equally distributed in order to have a space 
for the small snack/coffee restaurant we mentioned 
before, a souvenir establishment.
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The two images on the right show a detail of the proposed activities that can be 
developed on the pier. We can see the small snack/coffee shop, souvenir establishment, 
seating and gathering areas. This activities will make this pier a great space to spend 
time for residents and tourists.

BARRAZA | HUSSEIN | ZHENG

PIER

PROPOSAL

Proposal C
The third one is the one that breaks the linear layout; 
it still has the 400 meters length and 10 wide. This 
proposal was made thought on being a just recrea-
tional walking path also with movable stands.

1
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01 | Proposal C
02 | Rendering proposal C
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01 | Heidelberg Project, Detroit, MI

1

HEIDELBERG PROJECT 
The Heidelberg Project is an art project that was created 
in 1989 by Tyree Guyton in Detroit, Michigan. The 
project was created as part of a political protest against 
the deterioration of Heidelberg Street, Tyree Guyton’s 
childhood neighborhood. The project started as a series 
of painted houses with bright dots and salvaged items 
attached to houses. The project evolved continuously 
and transformed the hard-core inner city neighborhood 
into a place where neighbors took pride and visitors felt 
welcomed. Despite the high levels of poverty and blight, 
Tyree Guyton continued to grow his art work with 
children in the local community. The main goal of the 
project was to create Detroit’s first indoor and outdoor 
museum, with an artists’ colony, creative art center, 
community garden, amphitheater and more. The project 
was awarded the silver medal for the Rudy Bruner 
Award for Urban Excellence in 2005.

This is a great way to transform the blight in Bridgeport 
and attract positive attention from local art communities 
and visitors. It could also bring pride and tourism into 
neighborhoods affected by blight.

KEY RESOURCES

CULTURAL GRAFFITI - CASE STUDY 
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01 | 5pointz, Queens, NY
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CANAS | HUSSEIN 

5POINTZ 
5pointz was considered to be epicenter of the graffiti 
scene, where famous aerosol artists from around 
the globe came to create art works on the walls of 
the factory building. The name “5Pointz” refers to 
the five New York City boroughs coming together as 
one. The stunning, graffiti covered warehouse was 
a subject of articles written by The Boston Globe, 
The New York Times, and the International Herald 
Tribune. 5pointz was considered to be “the world’s 
premier graffiti mecca”.

A building like 5pointz would be a great addition to 
the city of Bridgeport because of the connection it will 
create with the local art community. It will also bring 
attention to the city of Bridgeport and attract tourist 
from around the world. 

The old abandoned buildings around the city would 
be used for this project. Sections of the facade could 
be sold to artist as mural spaces or given to artists 
that the city considers to have the best vision or 
design for the space.

KEY RESOURCES

CULTURAL GRAFFITI - CASE STUDY 


