
PUBLIC ART + PLACEMAKING



WHERE ART & CULTURE MOVE NEXT 
Public art and placemaking are entering a new era—driven by movement, 
cultural identity, artist-led retail, and the transformation of everyday travel 
into cultural experience. In 2026, cities and brands aren’t just designing 
spaces. They’re designing cultural moments. 



(1) ARTFLUENCE 
(2) KINETIC SCULPTURE 
(3) CULTURAL RETAIL DISTRICTS 
(4) TRANSIT GATEWAYS 





Curated art and brand expression are merging 
into a shared cultural space. Instead of traditional 
advertising, brands are commissioning artists to 
create street-level cultural moments. These 
collaborations show up as murals, billboards, 
sculptural installations, retail build-outs, and 
hyper-designed pop-ups that feel rooted in 
contemporary visual culture.

WHERE ART, RETAIL AND  
BRANDS CONVERGE



WHY THIS MATTERS:  
AUTHENTICITY, CULTURE, IDENTITY

People want to experience culture everywhere. Artist-led 
brand work delivers authenticity and emotional impact, 
helping companies signal cultural fluency and transforming 
product launches into cultural events. It’s where commerce 
and creativity intersect — and where brands become part of 
the city’s visual identity. 



Stone Island global artist billboard takeover

CJ Hendry x Jeni’s Splendid Ice Creams: 
Monochromatic Pop-Up + New Flavor Launch 





MOVEMENT MATTERS 
IN PUBLIC ART
Movement has become a defining material in 
contemporary public art. Through mechanical 
motion, light, robotics, sound, and rhythmic 
sequencing, artists are creating works that 
evolve, shift, and animate over time. These 
pieces transform plazas, lobbies, parks, and civic 
corridors into living environments. 



WHY THIS MATTERS:  
MOTION, MEMORY, EMOTION 

Cities and brands want placemaking that feels alive. Kinetic 
installations surprise, captivate and invite repeat visitation. In an 
increasingly static visual world, motion cuts through the noise 
and creates lasting emotional memory.



AéroSculpture’s “Flower Power” 
Artists Jean-Pierre David & Christian Thellier 

Radial kinetic installation 
Pinaffo Pluvinage 

Boris Acket’s kinetic light-and-sound 
environments 





Retail districts are increasingly differentiating 
themselves through curated artist programs — 
commissioning murals, sculptures, installations 
and rotating artist features that embed cultural 
meaning directly into the shopping and dining 
experience. Art becomes part of the district’s 
core identity, not simply decoration. 

CURATED ARTIST PROGRAMS 

AS PLACE IDENTITY



WHY THIS MATTERS:  
COMMUNITY, CHARACTER, CONNECTION

Public art generates emotional connection and shapes how people 
remember a place. Districts that weave curated art into their 
environment attract visitors, support creative communities, and 
signal a clear, differentiated brand DNA. 



Paddington Square 
London, UK 

K11 Art Mall 
Hong Kong + Greater China 

Douglas Design District 
Wichita, Kansas 





Transportation corridors — from major 
international airports to metro systems to multi-
use trails — are becoming some of the most 
ambitious public-art sites in the world. As cities 
expand mobility infrastructure, they’re 
commissioning large-scale, site-specific artworks 
that define place, create moments of discovery, 
and transform journeys into cultural experiences. 

TRAVEL ZONES AS  
CULTURAL CANVASES



WHY THIS MATTERS:  
MOVEMENT, DISCOVERY, ARRIVAL

Transit is no longer just a means of getting somewhere — it’s 
part of how people experience a city. Public art in these high-
movement zones turns infrastructure into destination, builds 
emotional resonance, and helps cities express their identity at 
the point of arrival. Investing in cultural placemaking in transit 
environments signals a future where movement and meaning 
intertwine. 



JFK New Terminal One 

DFW International Airport

Société de transport de Montréal (STM)

Atlanta Beltline – Linear Art Trail and Mobility Corridor
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