
LARGO TOWN CENTER
WAYFINDING, 
BRANDING, AND 
PLACEMAKING
STRATEGY
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MEETING Agenda
• Welcome and Introductions

• Project Update 

• Placemaking and Branding

• Wayfinding

• Next Steps and Discussion
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MEET THE
PROJECT

TEAM

Jonathan Greene, M-NCPPC
Project Manager

Adam Dodgshon, M-NCPPC
Project Facilitator

Erin Garnaas-Holmes, M-NCPPC
Deputy Project Manager



4

Honorable
Derrick Leon Davis



MEET THE
CONSULTANT

TEAM

Andy Clarke, Toole Design
Project Manager

Kathleen Hayes, PLA, Toole Design
Landscape Architect

Jonathan Mugmon, Jonathan Mugmon Design
Wayfinding Lead

Todd Bressi
Placemaking and Branding Lead

Kristina Bigby, Assedo Consulting
Community Outreach Lead 5



QUESTION #1

How do you experience Largo?
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Go to www.slido.com and enter event code #PGCLargo to participate.

http://www.slido.com/


QUESTION #2

What defines Largo for you?
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Go to www.slido.com and enter event code #PGCLargo to participate.

http://www.slido.com/


PROJECT LIFECYCLE

Review Existing Conditions

Seek Community Input

Create Draft Wayfinding, Branding, 
and Placemaking Strategy

Refine and Present Final Wayfinding, 
Branding, and Placemaking Strategy

Report Back to Community

2020
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NOV
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JAN
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MAY

JUN

JULY

AUG
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OCT

NOV

CURRENT
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PROJECT RECAP INPUTS

Largo Town Center Walking Tour

Review Previous Plans for Largo Town Center

Focus Groups with Key Stakeholders
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Online Survey

Virtual Community Meeting



PROJECT UPDATES
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Study area expanded to include FedEx Field & Morgan Boulevard Capital Region Medical Center is open

The County is focused on the Blue Line Corridor



Placemaking inspires people to 
collectively reimagine and reinvent 
public spaces as the heart of every 
community. 

PLACEMAKING WHAT IS IT?

Creative Placemaking integrates arts, 
culture, and design into efforts that 
strengthen communities. 
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Project for Public Spaces

National Endowment for the Arts



Activate Places: Repurpose underused spaces 
for public activity 

Build Capacity: Empower people and 
organizations to shape public spaces.

PLACEMAKING OUTCOMES

Visual Legacy: Reinforce design goals; 
support design criteria for street types, 
open space, special locations
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A collaborative process…to maximize 
shared value 

Regionally connected, innovative, rooted in 
the assets of local residents and businesses

PLACEMAKING APPROACHES

Partnership across sectors…that deeply 
engages the community
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Project for Public Spaces

National Endowment for the Arts

Brookings Institute



LARGO PLACES
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Parking Areas: Temporary to demonstrate 
new uses; interim improvements

Open Spaces: Pop-up activities and 
interim improvements can put these 
assets to community use now 

Parks: Pop-up activities and long-term 
improvements can increase community 
use.



LARGO PLACES
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LARGO CORRIDORS
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Multi-Use Paths: Part of the County’s 
broader network of biking, jogging and 
walking paths.

Pedestrian Corridors: Main walking routes 
to access Largo’s major destinations and 
activity areas. 

Vehicular Corridors: Main through routes 
that connect local streets to state 
highways.
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LARGO CORRIDORS



LARGO MOMENTS
Landmarks: Points of arrival in major activity 
areas.
Gateways: Downtown Largo thresholds with 
unique design features, wayfinding, public art.
Architectural Features: Key locations where 
new buildings connect to the street.
Garages: Garages with facades that face the 
public.
Public Art: Iconic locations, e.g. Beltway 
bridges.
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LARGO MOMENTS



LARGO QUICK WINS
Largo has many opportunities to start its 
placemaking now by looking for “lighter, 
quicker, cheaper” ideas that are signals of 
bigger things to come.
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Temporary Gateways
Light Touch Landscaping
Pop-Up Public Spaces 
Construction Mitigation
Banners



LARGO PROTOTYPES
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Placemaking improves visual appearance and 
activates the public realm by encouraging 
the community, government, commercial and 
institutional partners to invest themselves in 
placemaking.

Activate Metro Plaza
Wifi Wherever
Artful Places
Game-Day “Pop-Up” 
Promenade

Wellness Programming
Pop-Up Playtime
Garage Façade Upgrades
Green Infrastructure



LARGO PUBLIC REALM 
INVESTMENTS
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Public streets, sidewalks, open spaces and multi-model 
transportation infrastructure can catalyze private 
investment. Civic infrastructure can support Largo’s 
identity as a place where life, health and wellness 
come together.

Streetscape and Open Spaces
Transit Infrastructure
Multi-Use Trail Infrastructure
Wayfinding Features
Bridge Enhancements



LARGO PRIVATE 
DEVELOPMENT 
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Architectural features and public art can 
support placemaking goals and Largo’s 
identity.

Area Gateways
Integrated Design Features 
Public Art Landmarks
Pedestrian Streetscapes



LARGO IMPLEMENTATION
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Convene, Connect and Catalyze
Make the case for placemaking; identify opportunities for projects; 
cultivate future leadership for placemaking activities.

Prototype, Promote
Support demonstration projects; expand partnerships; gain support from 
public agencies and officials; get the word out.

Evaluate
Evaluate demonstration projects to help inform future projects, public 
realm policies and plans.

Advocate
Ensure consistency in policy to support placemaking projects in Largo.
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LARGO GAMEDAY



LARGO GAMEDAY



QUESTION #3

Are you involved in any placemaking activities or plan to 

be in the future?
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Go to www.slido.com and enter event code #PGCLargo to participate.

http://www.slido.com/


QUESTION #4

What organizations could help with placemaking 

activities in Downtown Largo?
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Go to www.slido.com and enter event code #PGCLargo to participate.

http://www.slido.com/


Differentiate Downtown Largo

Connect people to Downtown Largo 
(Idea & Place)

Support community development that 
builds wealth & value

BRANDING GOALS
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Themes, logos, and slogans that capture the 
essence of the place and can support 
wayfinding strategies

Concepts to promote the brand on street 
furniture (benches, trash receptacles, painted 
utility boxes, etc.) 

BRANDING OUTCOMES

Art and design features, such as sculptures and 
murals, that showcase the brand 

30



BRANDING LARGO
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QUESTION #5

What do you think of “Living Largo”?
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Go to www.slido.com and enter event code #PGCLargo to participate.

http://www.slido.com/


QUESTION #6

What does Living Largo mean to you?
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Go to www.slido.com and enter event code #PGCLargo to participate.

http://www.slido.com/


WAYFINDING CONVEY THE RIGHT 
INFORMATION AT THE RIGHT TIME
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WELCOME POINTS
• Gateway
• Vehicular Direction
• Pedestrian Info Hub

DECISION POINTS
• Info Pylon
• Directional Sign
• Pavement Marker

ARRIVAL POINTS
• District Gateway
• Vehicular Direction
• Pedestrian Info Hub

REORIENTATION POINTS
• Info Pylon
• Vehicular Directional
• Pavement Marker
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WAYFINDING INFORMATION MUST 
RESPOND TO DIVERSE USERS



WAYFINDING USER TYPES
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SIGN TYPOLOGY
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DESIGN ACCESSIBILITY AND MATERIALS
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Level of applicability for Downtown Largo 
exterior environment uses



WAYFINDING DESTINATIONS
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Key destinations identified by the 
community:
• Metro Stations
• Shopping Centers
• Restaurants
• Parking
• Kaiser Permanente Medical Center
• Magic Johnson Theater
• Post Office
• University of Maryland Capital Region 

Medical Center
• FedEx Field
• Wegmans
• Prince George’s Community College
• Wayne K. Curry Building
• Giant Foods
• Largo-Kettering Branch Library
• Largo Town Center Park



DESTINATION HIERARCHY
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WAYFINDING VEHICULAR NETWORK
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Benefits:
• Promote the wayfinding 

network
• Awareness of parking
• Promote multi-modal 

awareness
• Progressive disclosure of 

information



WAYFINDING PEDESTRIAN & BIKE NETWORK
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Benefits:
• Direction to transit
• Direction to shared use 

paths
• Multi-modal awareness
• Promote safety
• Increase awareness of 

recreational areas

Capital Bikeshare



WAYFINDING DESIGN CONCEPTS
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WAYFINDING DESIGN CONCEPTS
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Entry Feature Vehicular Directional



WAYFINDING DESIGN CONCEPTS
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Pedestrian Directional Fingerpost Sign



WAYFINDING SAMPLE JOURNEY
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PLANNING
• Refine list of destinations
• Establish hierarchy of destinations
• Establish routes, placement plans
• Develop detailed sign locations
• Develop Sign removal plan
• Cost estimates

DESIGN
• Develop final graphics
• Engineering/site analysis
• Fabrication
• Installation 

LONG TERM MANAGEMENT
• Asset management plan
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WAYFINDING  NEXT STEPS



QUESTION #7

What are your primary destinations in Downtown Largo?
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Go to www.slido.com and enter event code #PGCLargo to participate.

http://www.slido.com/


QUESTION #8

How do you identify with the Largo area?

49

Go to www.slido.com and enter event code #PGCLargo to participate.

http://www.slido.com/


Q&A
DISCUSSION



PROJECT: NEXT STEPS
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Complete Final Report

Create graphics, video, and 
additional engagement tools to 
support the concepts

Develop specific implementation 
recommendations.



For More Information
Contact Us:

largowbps@ppd.mncppc.org

https://bit.ly/LargoWayfinding
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