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Introduction

The Ludlow business district is large, with more than three blocks of occupied storefronts 
lining both sides of the street.   Unlike many urban neighborhoods, both locally and nation-
ally, Ludlow still has the population density that traditionally supported its thriving historic 
commercial corridor.  Per capita income has remained steady, potentially protecting buying 
capacity.  Student population is adjacent and continues to grow.

Distinctiveness is Ludlow’s secret weapon.  The focus has long been shops that are inde-
pendently owned, uniquely merchandised and personally run; restaurants that offer special 
dining experiences; events that build community across cultures.  

This is innately a good retail district, one where strengths far outweigh weaknesses.  

What has changed is the competitive landscape.  Retail revitalization on McMillan, Short 
Vine, Hamilton Avenue and in Over The Rhine offer a range of new opportunities both for 
area residents and for the destination shopper.  It is also faced with the closure of the historic 
Keller’s IGA costing a key demand driver.  

Nonetheless, this is one of the strongest neighborhood business districts in town.  The main 
challenge is to keep it that way.  And the key to succeeding there is to maintain distinctive-
ness.  This is Cincinnati’s classically hip global crossroads.  A lovely pocket park, a cool coffee 
house, Indian restaurants, a destination African store, fashion from the Himalayas and Guate-
mala and international cinema are all elements of a unique neighborhood mix.

In addition there is a strong core of neighborhood serving amenities.  A new small market 
which will offer specialty goods is coming.  There’s also a drug store (with an extensive selec-
tion of household supplies and small grocery), a hardware store (with fresh baked bread and 
fresh produce), a library and a post office.  It’s an enviable array of goods and services.

The Challenge of Grocery

What Ludlow does not have any longer – and sorely misses – is a full service grocery store.  
This was historically an anchor in the business district, and a point of distinction for the com-
munity.

But grocery is a perilous business, high risk/low margins.  Even the most successful of the 
chain operators can count on a penny or less in profit for each dollar of sales.  But large stores, 
with exceptional buying power and drawing from a large area, can amass a lot of dollars from 
which to scoop those pennies.
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Introduction

Independent grocers throughout the city have fallen prey to the proliferation of chains and 
changing buying habits.  Ludlow is not alone in seeing its grocer close.

Members of the Clifton community are now working to reestablish a grocery on Ludlow, 
in the traditional location, but through the non-traditional format of a co-op

If they succeed many in the business district will benefit.  A grocery anchor is a strong demand 
driver and grocery customers, once parked, often visit other nearby stores.  

The district however cannot depend on this success, cannot wait for it, and should not 
assume that there is no way forward if, for whatever reason, it does not occur.

At the beginning of our work there were a couple key deficiencies that we were able to help 
redress.  Most successful neighborhoods now have a cozy coffee house.  Ludlow has Sitwell’s, 
a long standing institution, and Brueggers, a chain.  Both do well but neither quite fits the sit 
and sip mode of third place.  

Based on a series of recommendations as well as internal analysis, Om Eco Café came out 
of a complete repositioning of Aquarius Star.  The energetic owner redid her product mix, 
layout, menu and programming.  As a result she has seen sales go up as neighbors 
enthusiastically adopt her new business model.

Grocery, as mentioned elsewhere has been a widespread community sore point.  While the 
larger problem may be challenging to solve, we were able to persuade Clifton Natural Foods 
that Ludlow is the perfect spot for relocation.  This is another business that fits well within 
the existing mix, while also adding greater depth. 

Creating a coherent node of shops, restaurants, and night life allows for cross pollination 
of businesses, and generates a visible point of difference from the rest of the neighborhood.  
A density of compatible businesses helps to amplify vibrancy builds on points 
of differentiation with competitors.

For Ludlow, the challenge is available space.  Vacancies are few and tend to be in those 
spaces most in need of investment and upgrades or least well positioned.
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Introduction

To create an opportunity for Clifton Natural Foods, another occupant had to be displaced.  
The landlord made a determined effort to secure and assist this tenant, volunteer real estate 
services helped, and special funding was secured.

This was an opportunity the community really wanted and everyone pitched in to make 
it happen.  The vendor is skilled, special and a perfect fit for the street.

It is important that these two factors:  community cooperation and retailers of quality 
continue to drive recruiting.  With limited availabilities each incoming retailer should 
be carefully screened for their ability to contribute to Ludlow’s unique and lively mix.  
Landlords should be encouraged, and if necessary assisted, to be discriminating.  
They have bills to pay from expected rents, but the single greatest cost to any landlord 
is turnover.  Good quality tenants stay, and attract others like them.

Still it would be wrong to focus only on what retail may or may not be present, what should 
or should not be added.  Because it is a strong retail district, vacancies are rare.  Which is, 
frankly a high class problem for a neighborhood business district.  

There are many things that can be done to strengthen the retail district without changing 
a single merchant or restaurant.

In this report we call out those tactical elements, believing they are a way forward for a retail 
district that has never lost its way.  

Meanwhile:

• Recognize Your Unique Assets
• Choose What You Want
• Don’t Accept What You Don’t Want
• Stick To your Plan
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Personality Statement
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In the heart of Clifton, beats Ludlow Avenue.  Lined with     
charming gaslights this historic, yet quirky, business district 
has something for everyone.   Small shops, coffee houses and 
ethnic restaurants combine with art cinema, ice cream and 
period architecture for a charming neighborhood with 
international flair.  The University of Cincinnati campus 
is adjacent, adding diversity and liveliness.  Anchored 
by a community plaza, and a regular program of arts, music, 
farmers market and community events, Ludlow Avenue 
is a unique dining and shopping destination.



Business Inventory

South Side of Ludlow (West → East)
US Bank
PNC Bank
Columbia Savings Bank
CVS
The Hansa Guild
Public Library of Cincinnati 
Travel Service (Ormand St)
Proud Rooster Restaurant
Ludlow Wines
Lentz & Company
Dan’s Clifton Barbers
Om Eco Cafe
Toko Baru
Toko Kids
China Kitchen
IGA site
Semesters
Mustard Seed Boutique
Arlin’s Bar
Cincinnati Fire Department

North Side of Ludlow (West → East)
Artist’s Beads
Mizti Women’s Shoes and Accessories
Amol India
Habanero
Ambar India
It’s Yoga
Ace Hardware
Olive’s Restaurant
Bohemian Hookah Café
D Raphael
Future Clifton Natural Foods
Graeters
La Poste (a block north of Ludlow on Telford)
Pangaea
Sitwells Coffee Shop
Esquire Theater
Thai Café
Personalities by Leena Custom Styles 
Kilimanjaro African Heritage
Biagio’s Bistro
Adrian Durban Florist

Ludlow Ave, West of Clifton Avenue
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Business Inventory 

North side of Ludlow Avenue (West → 
East)
Skyline Chili
J. Gumbos
Deweys Pizza
Paolo USA 
Subway
Ludlow General Store
JagDeeps Indian Grocer
World Peace Yoga Studio

West side of Clifton Avenue (North → 
South)
Marathon Gas Station
Howell Avenue Pet Hospital
United Dairy Farmers
Brueggers Bagels
University Nails
Widmers Dry Cleaners
Mediterranean King

Ludlow East of Clifton Avenue Clifton Avenue just South of Ludlow 

Ludlow Avenue Business District
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Building Inventory
Clifton	  Business	  Inventory

Address
Street

Current  Business
Building  O

w
ner

Total  Sq.  Footage
Com

m
ercial  Sq.  Footage

O
ccupied/  

Vacant

Approx.  
Am

ount  of  
Vacant  
Com

m
ercial  

Space
Type

Am
enities

266-‐68
Ludlow

W
orld	  Peace	  Yoga	  Studio

Ted	  &
	  N
ita	  Ferguson

2,072
2,072

O
ccupied

0
Fitness

270
Ludlow

Jagdeep's	  Indian	  Grocer
Robert	  &

	  Rheda	  Harris
1,725

1,725
O
ccupied

0
Grocery

272
Ludlow

Ludlow
	  General	  Store

Gaslight	  Property	  LLC
2,328

1,164
O
ccupied

0
Convenience

Ludlow
Subw

ay	  
2,809

O
ccupied

0
Restaurant

Ludlow
Dew

ey's	  Pizza
2,450

O
ccupied

0
Restaurant

Separate	  Parking
Ludlow

Paola	  U
SA	  Jew

elry
810

O
ccupied

0
Retail

288
Ludlow

J	  Gum
bo's

Bakrm
an	  LLC

12,538
3,096

O
ccupied

0
Restaurant

Adjacent	  Parking
290

Ludlow
Skyline	  Chili

TJN
	  LLC

3,641
2,091

O
ccupied

0
Restaurant

Separate	  Parking

Ludlow
Biaggio's	  Bistro

1,803
O
ccupied

0
Restaurant

Ludlow
Kilim

anjaro	  African	  Heritage
2,033

O
ccupied

0
Retail

Personalities
1,424

O
ccupied

0
Hair/Beauty

M
editerranean	  Foods	  (closed)

1,424
O
ccupied

1,424
Restaurant

316
Ludlow

Thai	  Café
Suchart	  Pattanapaiboonsin	  

3,467
3,467

O
ccupied

0
Restaurant

Kitchen	  Hood
320

Ludlow
Esquire	  Theatre	  

Esquire	  Theatre	  Lm
td	  Partnership

12,533
12,533

O
ccupied

0
M
ovie	  Theatre

Sitw
ell's	  Coffee	  Shop

O
ccupied

0
Coffee

Pangaea
O
ccupied

0
Retail

La	  Poste
O
ccupied

0
Restaurant

Kitchen	  Hood
Graeters

1,616
O
ccupied

0
Ice	  Cream

Clifton	  N
atural	  Foods	  (com

ing	  soon)
1,077

O
ccupied

0
M
edical

Adjacent	  Parking
D	  Raphael

539
O
ccupied

0
Retail

340
Ludlow

Bohem
ian	  Hookah

M
arilyn	  M

irkos	  
3,616

1,107
O
ccupied

0
Bar/N

ightlife

O
live's	  

7,280
O
ccupied

0
Restaurant

Basem
ent	  restaurant	  space,	  

Kitchen	  hood
ACE	  Hardw

are
5,693

O
ccupied

0
Hardw

are
Skylights

It's	  Yoga
1,587

O
ccupied

0
Fitness

2nd	  floor	  space	  only
350

Ludlow
Am

bar	  India
Kevin	  Tranter	  J	  

1,836
1,836

O
ccupied

0
Restaurant

Adjacent	  Parking
Habanero

3,050
O
ccupied

0
Restaurant

Adjacent	  Parking
JagDeep's	  Indian	  Grocer	  -‐	  Vacant

3,050
Vacant

3,050
Grocery

Adjacent	  Parking
Am

ol	  India
6,100

O
ccupied

0
Restaurant

Adjacent	  Parking
M
izti	  W

om
en's	  Shoes	  and	  Accessories

1,263
O
ccupied

0
Retail

Artist's	  Beads
1,140

O
ccupied

0
Retail

                                          Approxim
ate  Available  Com

m
ercial  Space

4,474

Ludlow
4,385

1,689
O
ccupied

0
Florist

274-‐76
8,878

Kyle	  M
ishne

312
Ludlow

Kyle	  M
ishne	  

Durban	  Properties	  LLC
302

308
3,836

8,541

Adrian	  Durban	  Florist

Teleford	  Apartm
ents	  LLC	  

Ludlow
	  Garage	  LLC

3408
Telford

3,080
John	  Kanelos	  LLC

N
orth  side  of  Ludlow

  (East  -‐-‐>  W
est)

354
Ludlow

7,600

362
Ludlow

1,863

Prem
	  &
	  Sita	  Batra

M
iddleton-‐Ludlow

	  LLC	  

Raham
im

	  &
	  Alfredo	  Churi	  

332
Ludlow

22,768

342
Ludlow

12,973
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Clifton	  Business	  Inventory

#
Street

Current  Business
Building  O

w
ner

Total  Sq.  
Footage

Com
m
ercial  Sq.  

Footage
O
ccupied/  

Vacant

Approx.  
Am

ount  of  
Vacant  
Com

m
ercial  

Space
Type

Am
enities  

303
Ludlow

Cincinnati	  Fire	  Departm
ent

City	  of	  Cincinnati
8,460

8,460
O

ccupied
0

Institution	  
305

Ludlow
Arlin's	  Bar

Roy	  Fantelli
6,319

6,319
O

ccupied
0

Bar
Private	  patio,	  Kitchen	  hood?

M
ustard	  Seed

1,395
O

ccupied
0

Retail
Sem

esters
1,395

O
ccupied

0
Retail

319
Ludlow

Vacant	  -‐	  Form
er	  IGA

Goessling	  Enterprises	  LLC
21,972

21,972
Vacant

21,972
Superm

arket
O

n	  Site	  Parking
321

Ludlow
China	  Kitchen

Jim
	  &

	  Frances	  Liu
966

966
O

ccupied
0

Restaurant
1	  hour	  parking	  in	  rear

Toko	  Kids
O

ccupied
0

Retail
Toko	  Baru

O
ccupied

0
Retail

Ludlow
Aquarius	  Star	  O

m
	  Eco	  Cafe'

O
ccupied

0
Restaurant/Retail

Em
ployee	  parking	  /	  access	  to	  Plaza

Ludlow
Head	  First

O
ccupied

0
Hair/Beauty

Em
ployee	  parking	  /	  access	  to	  Plaza

Dan's	  Clifton	  Barbers
2,505

O
ccupied

0
Hair/Beauty

Lentz	  and	  Com
pany

2,505
Vacant

0
Retail

341
Ludlow

Bom
bay	  Star	  Indian	  Cuisine	  -‐	  Vacant

David	  Biren
1,422

1,422
Vacant

1,422
Restaurant

Kitchen	  hood?
Ludlow

	  W
ines

1,400
O

ccupied
0

Beer/W
ine

Proud	  Rooster	  Restaurant
1,400

O
ccupied

0
Restaurant

Kitchen	  hood?
351

Ludlow
Public	  Library	  of	  Cincinnati	  &

	  Ham
ilton	  Co.

Peter	  Karpen	  &
	  Richard	  Fleischer

2,655
2,655

O
ccupied

0
Institution

3410
O

rm
ond

Travel	  Service
500

500
O

ccupied
0

O
ffice

3410
O

rm
ond

U
.S.	  Post	  O

ffice
Enjay	  Realty	  Com

pany
592

592
O

ccupied
0

O
ffice

3406
O

rm
ond

Dr.	  Kaplan
M

arvin	  &
	  Rella	  Kaplan

3,428
1,769

O
ccupied

0
O

ffice
359

Ludlow
The	  Hansa	  Guild

M
iddleton-‐Ludlow

	  LLC
61,746

1,029
O

ccupied
0

Retail
371

Ludlow
CVS

David	  Peck	  w
ith	  TR@

3
9,100

9,100
O

ccupied
0

Pharm
acy

Adjacent	  Parking
411

Ludlow
Colum

bia	  Savings	  Bank
Colum

bia	  Savings
4,040

4,040
O

ccupied
0

Bank
Adjacent	  Parking

415
Ludlow

PN
C	  Bank

Gatew
ay	  Federal	  Savings	  &

	  Loan	  Assn	  
6,122

6,122
O

ccupied
0

Bank
Adjacent	  Parking

423
Ludlow

U
S	  Bank

First	  N
ational	  Bank

3,752
3,752

O
ccupied

0
Bank

Adjacent	  Parking
23,394

343	  Ludlow
	  LLC

329
7,398

2,496

Ludlow
339

14,230

2,790

3,290
578

South  side  of  Ludlow
  (East  -‐-‐>  W

est)

Approxim
ate  Available  Com

m
ercial  Space

Ludlow
325

311
Ludlow

Richard	  Kastner

Donald	  and	  Jenny	  Huber

8,400
343

Ludlow

329	  Ludlow
	  LLC

Cornell-‐Ludlow
	  Apartm

ents

Building Inventory
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Clifton	  Business	  Inventory

#
Street

Current  Business
Building  O

w
ner

Total  Sq.  
Footage

Com
m
ercial  

Sq.  Footage
O
ccupied/  

Vacant

Approx.  
Am

ount  of  
Vacant  
Com

m
ercial  

Space
Type

Am
enities  

300
How

ell
Shell	  Gas	  Station

O
nkar	  Investm

ents	  LLC
1368

1368
O
ccupied

0
Convenience/Fuel

311
How

ell
Pet	  Hospital

Gaslight	  Property	  Realty	  LLC
5080

5080
O
ccupied

0
M
edical

3325
Clifton

U
nited	  Dairy	  Farm

ers
U
nited	  Dairy	  Farm

ers	  IN
C	  

2965
2965

O
ccupied

0
Convenience/Ice	  Cream

3317
Clifton

Bruegger's	  Bagels
Clifton	  Ventures	  LLC	  

2,559
2,559

O
ccupied

0
Restaurant

Kitchen	  hood?
U
niversity	  N

ails
2800

O
ccupied

Hair/Beauty
W
idm

ers	  Dry	  Cleaners
1166

O
ccupied

O
ther

M
editerranean	  King

2264
O
ccupied

Restaurant
Kitchen	  hood?

                                                                                Approxim
ate  Available  Com

m
ercial  Space

0

Clifton  (N
orth  to  South)

3305
Clifton

Alvin	  Lipson	  
0

15443



Demographic Analysis 
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There is a population of almost 20,000 within one mile of Ludlow, though the population within walk-
able distance is just less than 1500.  Projections show basically flat growth through 2017.  
It could be suggested that with new construction underway and proposed, that flat line is not realistic.  
There may be growth in the outer reaches of the study area, that is, at the one mile mark.  Population 
closer in is more likely to remain static, since the area immediately around Ludlow is heavily built with 
multi and single family, leaving little opportunity to add density.
Based on this trend, a majority of customers are likely to continue come to Ludlow by car driving park-
ing demand up.

Household income is relatively consistent across the distant range, though skewing closer to Ludlow 
higher in the top 3 tiers, and then again in the $35,000. – 49,999. range.   Nonetheless this is a commu-
nity split solidly between relative affluence and low end/student incomes.  That makes perfecting 
a merchandise mix more challenging, but if students represent 30% of all potential customers, both 
merchandising and marketing should be tailored to reach this key group. 



As might be expected in a university adjacent area, the population throughout the study area skews 
to college age.  As noted on the previous page, this is key data for both merchandising and 
marketing decisions.  Surprisingly for a neighborhood that considers itself family oriented, there 
are fewer children than might be expected, though somewhat more in the outer reaches.   There 
is also only a handful of true senior citizens.

There is an extremely low housing vacancy throughout the study area, but again as might 
be expected in a university adjacent area, rental housing outweighs owner occupied by 3 to 1, 
a factor that is relatively consistent across the distance range.   Again, the need to attract and appeal 
to students is evident, but so also is the need to preserve and expand parking.  Ludlow is surrounded 
by several high density buildings with little or no attached parking.  This causes residents to spill 
out into neighborhood streets, reducing parking for casual visitors.  This community can never take 
its eye off the need treat parking as a utility and manage it aggressively.

Demographic Analysis 
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SWOT Analysis

S W
O T

• Parking perception
• Lack of opportunity for new concepts (low turnover)
• Vacant IGA Site
• Underperforming businesses
• Little use of district marketing 
• Disagreement over naming of the business district
• Disagreement over brand promise
• Poor signage
• Faded/unkempt appearance
                                         

 

• Competition from emerging neighborhoods           
• Diminished appeal to Young Professionals
• Macro trends favoring the downtown/urban core
• Lack of cohesion around objectives

Strengths Weaknesses

Opportunities Threats

• Low vacancy
• Diversity of businesses 
• Diversity of business ownership
• Long-standing anchor businesses: Esquire, Skyline
• Involved community
• Walkable
• Good building stock
• Strong/affluent residential base
• Neighborhood serving retail (hardware, pharmacy)

• Low crime rate 

• Proximity to UC and Cincinnati State
• Proximity to Burnet Woods
• Proximity to hospitals

• Community gathering spaces
• IGA redevelopment site
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Strengths, Weaknesses, Opportunities, T hreats.  
A simple but revealing tool that allows a quick dig down to essentials.

We used this informally throughout the work process, repeatedly drawing discussion with 
the leadership group back to these core essentials.  We also used it formally with the focus 
group of neighbors and business owners to give them an opportunity to share what they 
thought most matters.

Throughout the process participants kept coming back to a few key elements 
summarized below.



Parking

• Parking is a Problem
• Parking Is Not a Problem
• Solve the Problem Creatively and Collaboratively

No complaint was more prevalent than that of parking. Merchants, visitors, and residents 
alike all expressed a belief that insufficient parking was a major deterrent to potential 
shoppers and diners.  

So we studied that, analyzing the existing parking inventory on and along and immediately 
adjacent to the business district.  As part of this, we mapped all of the surface parking found 
along Ludlow, as shown in Figure 1 below.  

There is, in fact more parking than most realize.  But also in some ways less.

There are lots scattered throughout the business district.  Parking lots can 
be found both on the north and south sides of Ludlow and lots are fairly evenly 
spaced between the West, Central, and East sides of the business district.  
There is also street parking both on Ludlow, and in the residential streets 
immediately surrounding.  

The immediate problem is not, in fact the number of spaces.  It is the availability 
of those already in place.  And how to find them.
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Recommendations  | Parking
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Recommendations  | Parking

Parking

The largest aggregation of spots in the area is the Merchant’s Lot, centrally located centrally 
behind Clifton Plaza.  This large parking lot is a huge resource for the business district.  But 
our research quickly revealed that many people either don’t know that exists, don’t know 
how to access it, or assume it’s private. 

Larger, more effective signage is the quickest fix for this plight.  Our Midterm recommen-
dation was to work with the City of Cincinnati’s Department of Traffic and Engineering to see 
what options existed for larger, more prominent signs.

Following our midterm recommendation, the Clifton Working Group contacted the City 
of Cincinnati Department of Traffic and Engineering to evaluate options for new directional 
parking signage.  In December 2014, DOTE made a presentation outlining 7 options for pylon 
signs, and three varieties of hanging signs for the community to review.  They also identified 
CNBDU funding as a possible way to meet the cost of installing these.

Clifton Working Group committed to working with the City on this project.  
Concurrent with that process, we recommend tracking use of the Merchant’s Lot both prior 
to and following the installation of the new signage to gauge impact of this improvement.

Long term there is going to be a bigger solution to support the aspirations of the community, 
but in the near term there are other tactics that can relieve parking pressure. 

Current Parking Signage in the Business District
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Recommendations  | Parking

Encourage Cooperation among Private Parking Lot Owners

As the parking availability map shows, there are surface parking lots available all throughout 
the Ludlow business district.  However, many of these lots are privately owned and dedicated 
to serve their adjacent business.  While it might be unrealistic to expect a business to share its 
parking lot during business hours, some of these lots might free up for general parking after 
business hours.  

That would impact the amount of parking, and the frequency of parking options.  Our mid-
term recommendation was to work with the owners of the various private lots on shared 
parking agreements for evening hours when movie and dining traffic is at peak.

Representatives from the Clifton Working Group have reached out the banks and CVS 
at the Western edge of the business district, and discussions have proved fruitful, even if only 
preliminary.

It is our recommendation that the Working Group continue to push to set up a more 
formal arrangement for shared parking on Ludlow.  Once this is established, we recom-
mend pursuing signage that reflects the new parking options.

Establish a District Valet Service

We also have recommended that the community investigate district-wide valet parking 
service for weekends and special events.  The restaurant currently offering this service 
is amenable to sharing and a central location in the busiest part of the district could 
be established.  Research in other busy business districts shows that this is increasingly 
considered to be a valuable amenity and one worth paying for.

Lastly, provide parking information online.  This should be identified – with a clear map 
in as many locations as possible, including but not limited to the official Facebook page 
and website, and the pages and websites of all restaurants and merchants who have one.  
The business Association could commission a clear list, map and guidelines to distribute 
for uniform information.  All information should be formatted in such a way as to be easily 
readable on cell phones since this technology is likely to be the data source for many users.

16
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Recommendations  | Urban Design

Aesthetics

• Upgrade Key Facades
• Increase Interior and Exterior Lighting
• Manage Chaotic and excessive signage
• Improve Minimal and disjointed landscaping
• Define and Improve Public Space
• Add Public Art

Another frequent complaint about Ludlow is that it looks shabby.  Not unsafe.  
Not rundown or ramshackle.  Just a little tattered - an area that’s lost its gloss.

The challenge in a retail district with multiple owners is that often the worst looking building 
on the street reflects badly on the best.  But Ludlow has, by and large, good owners.  In recent 
years several key properties have changed hands.  Care and investment are increasingly obvious 
in the area.

But even these good projects would benefit from more coordination and focus.

17

A view of the “shabby” nature of Ludlow Avenue



• Get Genuine Clarity About Regs
• This Is a KEY Visual Element
• Enforce For Improvement
• Commit To Incremental Change

Signage on Ludlow lacks cohesiveness with an array of types, sizes, fonts and colors, 
and governed by both the Cincinnati Zoning Code, and an Urban Design Overlay. 
While variety is good and encouraged, the look of Ludlow often comes across as chaotic.   
There are signs which both add character and blend in well with the streetscape such as those 
of Skyline Chili, Clifton Florist, and the Esquire movie theatre.

But overall the array of signage is a hodgepodge of the good, bad and ugly.

Ludlow Avenue, facing north

Ludlow Avenue, facing south

Recommendations  | Urban Design

Signage
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The examples below show storefronts with projecting hanging signs, all at about the same 
height and size. The colors and fonts reflect the unique businesses inside but together they 
create a unified shopping district.

Signage in Over-the-Rhine, Cincinnati

Signage on Vine Street - Over-the-Rhine, Cincinnati

Signage on Vine Street - Over-the-Rhine, Cincinnati
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Recommendations  | Urban Design

The immediate challenge to improving signage is in wholly understanding the governing 
regulations.  Currently, the UDO rests on top of the Cincinnati Zoning Code.  
The overlay prohibits the use of blinking, flashing, rotating, neon, rooftop and various other 
attention-grabbing signs. 

Signs that project into the street are also restricted. Awnings and other building design 
elements are restricted to some degree as a means to try to achieve a harmonious and 
unpolluted streetscape and distinct sense of place.

However not only is there a lack of enforcement but regulations are weakened 
by grandfathering of signage predating the design overlay.  So signs are large, small, plastic, 
metal, internally illuminated, externally illuminated, hodge and podge.  In addition, there 
are banner-like signs, which is prohibited under the Design Overlay as their  temporary 
appearance doesn’t suggest the permanence of a healthy business district. 

Consequently there is little cohesion, variable quality and a resulting poor appearance.

We recommend the community meet with the Planning Department of the City of 
Cincinnati to get a clear assessment of current and future options.  Then consistently 
enforce the current zoning code and urban design overlay at least for incoming new signage.

Following the meeting with Planning the community may wish to create a Ludlow 
Avenue Business District vision for signage.  A useful reference for new signage might 
be the provisions in the Cincinnati Form-Based Code since they specifically govern 
neighborhood business districts.

Changing signage standards and quality is a long term project, since it can only be done 
incrementally in a district with established businesses.  But it an investment of time worth 
making since each improvement will be a step toward a more attractive and well managed 
visual for the entire area.

Signage

20



Recommendations  | Urban Design

• Define Boundaries
• Make Design Strong and Interesting
• Involve the Community in the Design Process

Where exactly does the Ludlow business district begin?  End?  How is it different from Clifton 
Heights or Corryville?  Neighborhood boundaries tend to blur in Uptown, and for better 
or worse, much of the area is often just designated ‘Clifton’.
Gateway designators can be useful in such situations to help establish a unique sense of place.  
It was our midterm recommendation that the Working Group investigate this for the Ludlow 
Business District.  
The most important aspect of a gateway is that it is visible, and clearly articulates entry into 
and departure from a defined and desirable place.  Designators can range from modest signs, 
to elaborate, illuminated arches.  Placement also can vary, though prominence and visibility are 
key elements of success.    

Two of the most popular strategies are:
1) At entry and exit points 
2) Recurring throughout the area

As in the examples provided below, both strategies can 
be effective, but in a strongly linear district such as Ludlow, 
entry and exit locations would seem to be a minimal 
starting point.

The Ludlow Business Association has had initial 
conversations with the City of Cincinnati Department 
of Transportation and Engineering, as well as a consulting 
architect toward the goal of installing gateway signage.

Community leadership needs to continue to drive 
these discussions forward.

Such signage would represent a permanent aesthetic change 
to the business district.  Thus it is our recommendation 
that community involvement should be encouraged in the 
design process.  Unique, neighborhood specific ideas 
could emerge from a community driven process, especially 
if the local arts community contributes.

 Iconic Placemaking Signage

 Recurring Arches Over High Street
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 Gateway Signage into Larchmont Village

Gateways and Wayfinding
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Recommendations  | Urban Design

• Façade Grants Assist in Vision Building
• Tie Funding to Community Aspirations
• Transparency Matters
• Light It Up Like Daytime

The façade improvement program already in place on Ludlow has been beneficial for those 
who have taken advantage of it.  

Now the goal should be to strengthen this program proactively.  Perhaps the business associ-
ation could identify priority facades and encourage owners to apply.  This might require some 
grant writing assistance but would be a worthwhile investment of time.

In fact, some owners may be unaware of available funding, some unable to afford renovations, 
and some simply unconcerned about building condition.  Individual approaches would build 
relationships and solutions could be worked out systematically.

Funding however should also be tied to robust guidelines, ensuring benefit for the business 
district overall. 

The following characteristics may be useful in identifying candidates 
for façade improvements:

• Transparency: 
Visible interiors are vital for creating 
a pedestrian friendly district.  Transparency 
allows for visual spillover from inside to outside, 
generating interest.  It also engenders a feeling 
of safety by increasing the ‘eyes on the street.’  
An example of a business on Ludlow that could 
use the façade improvement program to increase 
transparency would be the Bohemian Hookah 
Café, which currently has an almost entirely brick 
façade.  Welcome and warm inside, it is a blank 
and uninviting wall from the street.

Above: Bohemian Hookah Cafe
Below: CVS Pharmacy

Facade Improvement Program
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• Signage and Awnings: 
Façade improvement programs can be a great tool for replacing old or poor quality signage 
and awnings.  
Retailers generally will choose the best signage they can afford.  But best on a budget is 
not always objectively best.  This is discussed in depth elsewhere.
A matching grant could add the dollars necessary for more attractive, high quality signage, 
which in turn would contribute to the overall aesthetic of the street.  
Awning installation or replacement can have a similar effect.  Old or faded material, tears 
and missing or broken lettering are common problems which read as lack of care.  
Replacing these and adding attractive and visible branding instantly adds life.
Businesses that could benefit from new signage and awnings on Ludlow include the old 
Bombay Sitar space (signage), and the China Kitchen space (awning).

• Lighting:   
Business districts have varying design standards, differing tenant mixes and a host of other 
singular elements.  But worldwide the most successful share one characteristic:  
good lighting.
While lighting on Ludlow features some very impressive elements, including the gorgeously 
illuminated Esquire Theater, it is not overall as bright as it should be.

Among the possible solutions to this:
o Street lights:  Can the city relamp to increase lumens?  Even small individual            

increases will aggregate to greater brightness

o Façade lights:  As property owners upgrade, can they put façade lighting shining 
both up and down on first stories?  Ludlow buildings have some lovely architectural         
features that could be called out by up lighting.  Down lighting creates illuminated 
pools that add both brightness and a sense of safety to the street.

o Shop windows:  Can merchants be encouraged to add brightness to their windows?  
This not only adds illumination and vitality to the street, it calls positive attention to 
merchandise in the evening hours when diners and moviegoers – potential daytime 
shoppers – are making their way thru the district.

o Signage:  Can illuminated signs such as may fit within existing sign standards             
be encouraged to increase both color and light?

Recommendations  | Urban Design

Facade Improvement Program
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Recommendations  | Urban Design

• Green and Pretty
• Call on Local Expertise
• Make Clifton Plaza More Comfortable 
   and Inviting

Summer is here, offering a simple and often 
overlooked strategy for improving the aesthet-
ics of a neighborhood: plantings and landscap-
ing.  A series of well thought out and unified 
plantings soften the streetscape, introduce 
color and make the business district more 
vibrant.  
The business association has been proactive, 
acquiring planters from the city, and offering 
them, fully maintained, to individual business-
es for $200.  
However, additional planters and increased/
better landscaping could be explored for the 
entire business district.  A simple and very 
visible option might be something like  
hanging baskets.  The City of Blue Ash uses 
these to delineate its downtown district, 
creating a very pleasant visual environment.  

Ludlow has a unique resource at its disposal 
in this area: it is home to one of the best and 
oldest floral houses in the city. Expertise for 
tactical greening is available and should be 
sought.  

The largest opportunity for significant impact 
is Clifton Plaza.  While there are trees on the 
north side of the plaza and limited through-
out, the overall landscaping is unremarkable.  

Bounded by two buildings, Ludlow Ave., and 
a parking lot, this could be a truly great 
urban gathering space and a green respite.  
Moreover, there are very few of these urban 
plazas in Cincinnati, offering the potential for 
yet another unique Ludlow asset.  

But at the moment, it underperforms.

Compare it to New York’s Paley Park, a pocket 
oasis of similar size, scale, and feel.  

Landscaping

Hanging Baskets Paley Park in New York, NY
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Enclosed on 3 sides, and with a fountain at the rear, Paley feels comfortable because 
it is enclosed.  Water noise mutes the more stressful city sounds, and the ivy-covered walls 
engender a green and peaceful feeling despite being set on a busy street.

Paley Park is anchored by three walls – an element that may be key to its success.   Clifton 
Plaza could easily emulate this, adding some element to interrupt line of sight to the 
relatively unattractive parking lot behind and creating a more defined sense of space.  
A fountain, ala Paley Park, would be a great backdrop, but there also are more affordable 
options that would make the space feel more complete and embracing.  

Some conventional greening could include ivy covered or even ‘green walls’, a concept 
gaining popularity nationally. 

A final recommendation would be to investigate movable furniture.  As currently config-
ured, seating is bunched along the street side of the plaza, leaving large portions relatively 
uncomfortable to use.  While this works well for events, it greatly limits the day to day utility.   
Movable furniture offers flexibility for ordinary use, and would thus be more accommodating 
and welcoming.  

Clifton Plaza is a gem and with a few tweaks would add both increased traffic and distinctness 
to Ludlow.

One small additional point:  greenery needs management to ensure that it does not obscure 
such important elements as signage.  Trees should be regularly limbed up to protect sightlines.

Landscaping

Clifton Plaza

Clifton Plaza PNC Living Wall in Pittsburgh, PA

Recommendations  | Urban Design
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Recommendations  | Urban Design

• Ludlow is The Perfect Environment
• Make It Distinctive
• Reinforce Unique Character

Cincinnatians love public art and we, as a city, have an array of excellent examples.

Ludlow is the perfect site for additions to this collection.  Clifton already has a reputation 
for being artistic and eclectic.  Build on this image in a way that contributes to the public realm 
of the business district.  The most obvious option is to partner with  the Artworks mural 
program, which has breathed life into dozens of blank walls around the city.  Artworks murals 
are colorful, fun expressions of community. 

But Ludlow has multiple opportunities for public art.  So in addition to a collaboration with 
Artworks, which could likely not now occur before summer 2015,   Ludlow could pursue other 
public art projects – temporary or permanent - that would be unique to the community.  It has 
a likely potential partner just up the road at the University of Cincinnati, with a feeder system 
for an unending stream of new ideas.  How can a conversation be started that might not only 
yield creative assistance but might also foster an ongoing relationship that would also yield 
customers for the restaurants, bars and shops in the business district – both from students 
and from those who would come to see the work produced.

One example of unique public art that has come to distinguish a community is the chandelier 
tree in the Silver Lake neighborhood of Los Angeles.   Started as a DIY project by a resident 
artist, the chandelier tree is, simply, a large tree outfitted with dozens of chandeliers. 

Silver Lake’s chandelier tree public art installation

Public Art

Though done on private property, the tree is adjacent to a popular park and walking trail.  
While interesting during the day, the tree is especially striking when illuminated at night.  The 
Silver Lake neighborhood, like Clifton, is known for being slightly quirky, creative, and eclectic.  
The chandelier tree enhances that reputation and draws visitors from all over.

What impact might a similarly unique art installation have on Ludlow?  

Po
te

nt
ia

l M
ur

al
 S

ite
s

The retaining wall below Clifton Plaza
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• Ludlow Suffers Because of Too Little             
Marketing

• Social Media Can Be Very Effective
• It Must Be a Regular and Consistent 

Effort
• It Needs to be a JOB
• It Needs to Be Information, Experience         

and Promotion Driven
• Does the Name Convey a Sense                 

of Vibrant Place?

If Ludlow has a single greatest shortcoming 
in recent years it is a failure to market.

In an earlier time, marketing was less 
essential and less competitive.  But as sur-
rounding retail districts have arisen, they 
have cut into Ludlow’s primacy and our 
district has done little if anything to fight 
back.

Yet the area continues to have many 
strong businesses with loyal customers, 
is a destination for entertainment consumers 
and is proximate to some 40,000 UC 
students as well as the medical community 
and the zoo.

But too little is being done to entice those 
customers to the district and as a result ‘
everyone is suffering:  the merchants 
because they lack customers and the 
customers because they are unaware of the 
range of quality experiences just steps away.

Ludlow needs to build its brand, and mar-
ket its opportunities and assets.

Increasingly, social media is becoming one 
of the most useful tools for marketing. 
According to a study by HubSpot, from 2009 
to 2012, 75% more businesses reported that 
Facebook is a critical or important aspect of 
their business. More than 60% of businesses 
report that social media has become 
a crucial part of their marketing campaigns. 
The sector that benefits the most from social 
media marketing is retail/wholesale, 
acquiring 90% of new customers through 
social media tactics. The more exposure that 
one can get using social media, the more 
exponential its effect is, since users are able 
to see their friends’ activity. 

Commercial District Advisor points out that 
business districts are not that different from 
shopping malls in the way that they should 
market themselves in social media. It is not 
about promoting the business district itself 
but about promoting the businesses and the 
activities that should drive people to your 
business district. 

Marketing is a task that has to be tackled 
consistently.  

Facebook is an easy place to start and, as 
demonstrated in the recap of the Yellow 
Springs strategy, can yield real results.

Recommendations  | Marketing

Social Media
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Recommendations  | Marketing

Social Media

It is also very cost effective, though contrary 
to popular opinion it is not free.  Cost comes 
in the form of someone to do the work.  
Ludlow, through the Business Association 
or some other entity needs to staff this 
assignment.  There is simply too much work 
for it to be done by volunteers.  Merchants 
will have to be chased for input, consistency 
will have to be maintained and results will 
have to be tracked.

Posting needs to happen every day – 
multiple times a day when there is something 
to drive momentum.  It needs to ingenious, 
engaging and targeted to the desired 
customer.  It needs to create urgency and offer 
benefits.  And it needs to serve the WHOLE 
district.  Over time, every shop, restaurant 
or provider should have a crack at this 
marketing tool and the opportunity to derive 
benefit.

The Clifton Gaslight Business District 
Facebook page now has about 1000 
followers, which is almost double what 
it was a few months ago. The page should:

• Consider changing its name to reflect the 
neighborhood brand

• Continue reposting posts from local busi-
nesses

• Promote business district-wide events and 
sales

• Link Twitter and Instagram to feed auto-
matically to the Facebook wall

• Prepare info cards that merchants can put 
in with every purchase

• Promote sign ups with rewards and contests

Ludlow should also create an Instagram 
account and a hashtag

• Set up an Instagram account with the 
same brand name as with Facebook with              
a unique hashtag to promote businesses 
and scenes from the business district. 

Why Instagram? 
Because brands get 15 times more engage-
ment on Instagram than on Facebook, 
according to a February 2014 L2 Think 
Tank study! 

OK.  So why Hashtag?
Hashtags can be a great way to create a brand 
for the business district and link a slogan 
to pictures and information. 
Hashtagged pictures on Instagram can link 
to Twitter and Facebook, and even a website 
for additional more exposure. 

Not only is it important for a neighborhood 
business district to have a brand, but pictures 
– linked through hashtags – can actually show 
what a neighborhood is all about. The hashtag 
is not just for the business owners or associa-
tion to use, but anyone who takes a picture 
on Ludlow Avenue can use the hashtag 
as well.
• Have local businesses promote the hashtag 

in stores and online
• Link account to Facebook and Twitter
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Hashtag Examples:

#thisisotr – 20,000+. Consider someone sees a friend post a picture of Washington Park 
on Instagram with the hashtag #thisisotr. They click the hashtag and see thousands of other 
pictures with the same hashtag. They click on one of a taco and learn that Bakersfield 
is having a special. 
The same pictures could automatically post to Facebook and Twitter with the same, 
multiplied effect. In the case of #thisisotr, photos with the hashtag automatically stream 
to thisisotr.com. It has even spawned thisisotr merchandise.

Other Examples:
#WeAreWalnutHills
#WalnutHills
#lovetheCov

• Create Instagram challenges/campaigns to gain more followers

Recommendations  | Marketing

Social Media 

#loveFindlayMarket – Cincinnati, Ohio
This was a campaign by Findlay Market held during the Valentine’s Day 2014 holiday. 
The Findlay Market Instagram account asked patrons to take pictures of them at the 
market with the hashtag #loveFindlayMarket for a chance to win prizes and gift cards 
to Findlay Market businesses. The best part: even though the campaign is over, people 
are still Instagramming pictures of Findlay Market with the hashtag #lovefindlaymarket.

#MNYKTakeover – Manayunk, Philadelphia, Pennsylvania
The official Manayunk Instagram account lets residents “take over” the account and post 
their favorite pictures of the neighborhood. This helps to drive more followers and show 
what residents think is special about their neighborhood.

#wswehavethat – West Seattle, Seattle, Washington
West Seattle uses this hashtag to showcase all that the area has to offer. For instance: picture 
of a cupcake #wswehavethat. Picture of a theatre #wswehavethat.
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Social Media

Yellow Springs, Ohio Facebook page

#thisisOTR

And Then… Set up a Twitter account with the same brand name as Facebook 
and Instagram
• Retweet local business’s tweets, such as the Esquire Theatre, and ensure that tweets and  
   retweets sync to Facebook as well as vice versa, that Facebook posts sync to Twitter.

Lastly, strong thought should be given to the name used in Social Media.  Clifton Gaslight 
Business District doesn’t mention the word by which the area is most usually referred 
to – Ludlow – and it doesn’t convey much in the way of the hip urban and eclectic spot this 
district actually is.
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Marketing Case Study:  What Can We learn from Yellow Springs?

The college town of town of Yellow Springs shares many similarities with Clifton.  

Moreover, with a business district featuring an art house movie theatre, an independent grocery store, 
and a range of restaurants and boutiques (including an outpost of Clifton’s own staple Pangaea), the 
Yellow Springs business district in many ways resembles Ludlow.  

There are inherent differences between an independent town and a neighborhood.  But there are 
many lessons Clifton’s Ludlow could learn from Yellow Springs, especially when it comes to its mar-
keting use of social media.

Facebook is a primary marketing tool for this lively community, with their Facebook page run by 
the Chamber of Commerce.    A working committee of three, including two chamber employees and 
a board member manage and update the page.  Posts are diverse and often seemingly low key, but 
unfailingly promotion centric.  

The posting team has three guiding principles for maintaining an active Facebook profile:  post con-
sistently, post material that is interesting, and allow and encourage engagement and participation with 
the page.  

Every week, the page publishes a post featuring highlights for the coming weekend.  All photos and 
text on the page reinforce the core message:  Yellow Springs is charming, eclectic and very lively.  
Highlights usually shine a spotlight on a chosen local business while also putting forward a few ideas 
for weekend activities, positioning Yellow Springs as a weekend destination.  The underlying theme is 
that there’s always something going on – so visit anytime to experience something fun.  

Additional posting tactics include such as ‘day in the life’ entries, giving a glimpse into what life in the 
village is like on a day-to-day basis.  

As a result of these posting strategies, the Yellow Springs Facebook page has over 31,000 likes (for a 
town of just over 3,000 residents!), and almost all of its posts are liked, shared, and commented on by 
many people.  Free advertising is regularly and effectively promoting individual businesses and the 
town in general.  

Such a system could be just as effective for Ludlow Clifton promoting the area as a destination with 
unique and exciting assets, so much more than just another neighborhood business district.
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Clifton Fest is becoming a signature annual event, but we recommend the business district 
target to have additional, smaller events at least once per month to draw visitors throughout 
the year.



An additional benefit was the tie to UC.  There is a huge reservoir of both talent 
and customers just up the street.  Ludlow needs to think about how to tap both.

Future Recommendations

Urban Fast Forward recommends that Ludlow continues to host events that are unique 
to the neighborhood.  

Each event garners publicity and helps craft an image of a community that is innovative, and 
fun.  The experiential component of the Ludlow business district is perhaps its strongest asset, 
and events help to add to that.  

The calendar offers a multitude of opportunities.  In fact, if Ludlow builds on the global 
village element of its brand, they are probably almost endless, and potentially offer diverse 
and tangible economic benefit to merchants on the street

If, for example, the community held an Indian Fest at the time of Diwali (October), The 
Esquire could plan screenings of Indian films, Om Eco Café could do regional tea tastings 
and merchants could highlight products (many already in stock) from the sub-continent.  
Indian restaurants, a staple of the area, would prosper.

But events need not be even that exotic.  The wine walk, now well established, is a simple 
affair.  Special windows for Valentine’s and St. Patrick’s Day.  An Easter Egg hunt.  
A Halloween costume contest.  Bockfest on Ludlow.  Ideas are endless, and implementation 
need not be onerous.  Each shop owner becomes responsible for their own tie in to the event, 
marketing thru their own channels but also benefitting from district marketing and the good 
news stories that will result if the planned event is fun.

Nor should events be isolated to one day or any short time period.  Look for week end and 
weeklong opportunities.  What can be contrived for early week nights?

It is our strong recommendation that the Merchant’s Association develop a calendar 
of at least 12 events for the coming year.  Each merchant’s meeting could then be allocated 
to planning for the next event coming and the two or three thereafter.  This would give the 
Association a distinct focus, give the street new energy and consolidate Ludlow’s reputation 
as a street where fun and unusual things are always happening.

Recommendations  | Marketing

Events/Promotions
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Events/Promotions

In addition to district-wide events, we also recommend targeted promotions to certain 
populations currently under utilizing the Ludlow business district.  The two most obvious 
groups are students from the University of Cincinnati and Cincinnati State, and neighborhood 
residents.  
Begin with the understanding that everybody loves a bargain.  If, for example, Monday is 
neighborhood night and discounts are offered in restaurants, boutiques, and at the Esquire that 
would be a real pull for students.  

A local restaurant in another neighborhood offers a fixed price meal for $15. on Mondays, well 
below his usual fine dining prices.  He is generally packed, with up to 140 covers on the night.  
Nor does he suffer unduly from this ‘low priced’ offering.  The fixed menu is delicious but 
simple, and when folks are paying less for great food, they often splurge a little more on wine 
(where the profit margins are considerably higher).

Ludlow is a street of high creativity.  If promotions are a goal, and conversations begin about 
how to make them succeed, this will be the liveliest street in town in short order.
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Ludlow is a strong retail district with an in-
teresting personality, a good mix of retail and 
restaurants and several enviable anchors.

The immediately surrounding area has never 
lost its economic vitality, and the nearby Uni-
versity Cincinnati is in a mode of continuous 
growth and improvement, adding prospective 
new customers every semester.

There are challenges for this business district, 
especially with the loss of the historic grocery 
anchor, and the rise of proximate retail areas 
which have introduced multiple new notes of 
competition.  But few Cincinnati neighbor-
hoods have Ludlow’s intrinsic strength.  

Nonetheless, retaining strength requires reg-
ular exercise.  Community leadership must 
work together on tactical improvements, 
must put in place a coordinated marketing 
strategy and must ensure that Ludlow’s mar-
keting message is consistently and frequently 
delivered to potential consumers first in the 
neighborhood and at the University and then 
throughout the city.

Of all the recommendations in our report, it 
is marketing that we consider to be the most 
important.  Merchant mix is good, even if 
susceptible to tweaking as sites become avail-
able.  Civic assets, including a library, fire 
station and post office, are excellent.  Every-
day amenities, even in the absence of a single 
stop full service grocery, are denser and more 
easily accessible than in most other neighbor-
hoods.  Coffee shops, wine shops, restaurants 
and third places are rich and diverse.  There’s a 
lovely public plaza which is programmed with 
farmers markets and other lively occurrences.

But except for those unusually attentive, most 
folks just don’t have a reason to pay attention 
to Ludlow.  Because, in a noisy demanding 
world, they haven’t been asked to.

So Ludlow must get its message out.  And to 
do that, it likely needs to hire a messenger.  
The Business Association is the likely coor-
dinator for this project, and its members the 
greatest beneficiaries.  But its leadership, a few 
overworked stalwarts, also have businesses to 
run.  This makes the day to day chasing re-
quired by marketing an onerous task.

Fortunately however there may be available 
resource in the form of parking revenue.  Hir-
ing a district/marketing manager for a limited 
number of hours per week would be a high re-
turn investment of some of these funds.  Not 
only could this person manage social media 
promotions, they could also coordinate be-
tween and amongst retailers, organize month-
ly promotions, liaise with the city and assist in 
other ways.
 
The challenge of retail district maintenance is 
that it is never done.   The perfect retail mix is 
vulnerable, the perfect streetscape ages, cus-
tomers move, trends change.  Somebody has 
to be paying attention and problem solving 
every single day.

For decades, Ludlow has always found a way 
to be move with the times, remaining distinc-
tive and appealing.  We have no doubt that 
with the current expressed commitment to 
maintaining success, this will remain one of 
the loveliest and liveliest parts of Cincinnati 
for additional decades to come.

Conclusion
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Urban Fast Forward
Urban Fast Forward is expert in the creation and recreation of urban neighborhoods, business 
district revitalization and urban real estate and development.   

Urban Fast Forward works with local governments, community revitalization corporations, 
developers, landlords and tenants on the creation and recreation of center cities and urban 
neighborhoods.  Moving beyond standard market analysis and pro forma tenanting, the Urban 
Fast Forward team delves into unique area character and assets, and works closely with 
stakeholders to envision a distinct and sustainable future.  Expertise in landlord and tenant 
relations, land use, valuation and branding and marketing, allow Urban Fast Forward 
to develop specific and enactable plans incorporating both community aspirations and 
market realities.

Among the clients with which we have had the honor to work are The City of Cincinnati, 
The City of Blue Ash, 3CDC, Uptown Consortium, LISC, Eagle Realty, The Model Group, 
Northpointe Group, Urban Sites Properties, The Community Builders and Cincinnati 
Metropolitan Housing.

Ludlow 21 Team

Kathleen Norris
Principal Consultant

Patrick Whalen
Project Coordinator

Justin Lamorella
Project Assistant
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2012 Estimated Population 1,459 5,720 19,818
2017 Projected Population 1,450 5,687 19,728
2010 Census Population 1,463 5,735 19,857
2000 Census Population 1,521 5,828 19,917
Historical Annual Growth 2000 to 2012 -0.3% -0.2%  -
Projected Annual Growth 2012 to 2017 -0.1% -0.1% -0.1%

2012 Est. Households 769 2,894 8,091
2017 Proj. Households 796 2,994 8,370
2010 Census Households 754 2,836 7,928
2000 Census Households 798 2,923 8,865
Historical Annual Growth 2000 to 2012 -0.3% -0.1% -0.7%
Projected Annual Growth 2012 to 2017 0.7% 0.7% 0.7%

2012 Est. Population 0 to 9 Years 7.2% 7.5% 6.9%
2012 Est. Population 10 to 19 Years 8.3% 10.9% 21.6%
2012 Est. Population 20 to 29 Years 37.1% 37.6% 35.1%
2012 Est. Population 30 to 44 Years 19.5% 18.1% 14.2%
2012 Est. Population 45 to 59 Years 15.3% 14.0% 11.8%
2012 Est. Population 60 to 74 Years 9.5% 8.4% 7.0%
2012 Est. Population 75 Years Plus 3.2% 3.5% 3.4%
2012 Est. Median Age 28.8 28.1 26.9

2012 Est. Male Population 52.4% 52.5% 52.5%
2012 Est. Female Population 47.6% 47.5% 47.5%

2012 Est. Never Married 57.4% 58.9% 65.6%
2012 Est. Now Married 31.1% 30.2% 24.1%
2012 Est. Separated or Divorced 9.8% 9.7% 9.3%
2012 Est. Widowed 1.7% 1.2% 0.9%

2012 Est. HH Income $200,000 or More 4.3% 3.9% 3.8%
2012 Est. HH Income $150,000 to $199,999 2.0% 2.0% 1.6%
2012 Est. HH Income $100,000 to $149,999 11.4% 10.1% 8.0%
2012 Est. HH Income $75,000 to $99,999 7.5% 8.3% 7.0%
2012 Est. HH Income $50,000 to $74,999 10.2% 11.0% 11.7%
2012 Est. HH Income $35,000 to $49,999 12.4% 10.7% 10.5%
2012 Est. HH Income $25,000 to $34,999 9.9% 9.9% 10.3%
2012 Est. HH Income $15,000 to $24,999 12.7% 13.0% 15.8%
2012 Est. HH Income $0 to $14,999 29.7% 31.1% 31.3%
2012 Est. Average Household Income $57,627 $54,321 $50,744
2012 Est. Median HH Income $34,535 $33,105 $29,506
2012 Est. Per Capita Income $30,837 $28,208 $23,660

2012 Est. Number of Businesses 53 179 1,387
2012 Est. Total Number of Employees 606 2,472 27,814
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2012 Est. White Population 73.6% 68.3% 62.3%
2012 Est. Black Population 11.6% 16.0% 23.9%
2012 Est. Asian & Pacific Islander 10.3% 11.2% 9.6%
2012 Est. American Indian & Alaska Native 0.3% 0.2% 0.2%
2012 Est. Other Races Population 4.2% 4.2% 4.0%

2012 Est. Hispanic Population 70 246 639
2012 Est. Hispanic Population Percent 4.8% 4.3% 3.2%
2017 Proj. Hispanic Population Percent 6.1% 5.4% 4.1%
2010 Hispanic Population Percent 4.2% 3.8% 2.8%

2012 Est. Adult Population (25 Years or Older) 917 3,354 9,410
2012 Est. Elementary (0 to 8) 1.2% 1.1% 1.9%
2012 Est. Some High School (9 to 11) 2.9% 5.2% 10.6%
2012 Est. High School Graduate (12) 10.5% 12.0% 15.4%
2012 Est. Some College (13 to 16) 16.8% 16.5% 14.2%
2012 Est. Associate Degree Only 2.3% 3.0% 5.6%
2012 Est. Bachelor Degree Only 30.2% 28.2% 24.0%
2012 Est. Graduate Degree 36.1% 34.1% 28.3%

2012 Est. Total Housing Units 828 3,131 9,181
2012 Est. Owner Occupied Percent 23.4% 21.9% 20.1%
2012 Est. Renter Occupied Percent 69.5% 70.5% 68.1%
2012 Est. Vacant Housing Percent 7.1% 7.6% 11.9%

2010 Homes Built 2005 or later 1.8% 1.7% 3.7%
2010 Homes Built 2000 to 2004 1.7% 1.8% 2.9%
2010 Homes Built 1990 to 1999 5.3% 5.5% 6.0%
2010 Homes Built 1980 to 1989 4.1% 4.7% 5.9%
2010 Homes Built 1970 to 1979 9.8% 13.1% 12.4%
2010 Homes Built 1960 to 1969 7.9% 11.8% 12.2%
2010 Homes Built 1950 to 1959 9.2% 8.7% 10.9%
2010 Homes Built Before 1949 60.2% 52.7% 46.0%

2010 Home Value $1,000,000 or More 2.0% 1.6% 1.4%
2010 Home Value $500,000 to $999,999 7.3% 6.3% 5.9%
2010 Home Value $400,000 to $499,999 7.8% 6.5% 5.1%
2010 Home Value $300,000 to $399,999 12.2% 12.3% 9.6%
2010 Home Value $200,000 to $299,999 20.7% 21.9% 19.5%
2010 Home Value $150,000 to $199,999 19.3% 16.4% 12.3%
2010 Home Value $100,000 to $149,999 13.6% 13.6% 15.9%
2010 Home Value $50,000 to $99,999 15.6% 19.9% 27.1%
2010 Home Value $25,000 to $49,999 0.9% 0.7% 1.5%
2010 Home Value $0 to $24,999 0.5% 0.8% 1.7%
2010 Median Home Value $231,171 $215,741 $190,313
2010 Median Rent $561 $576 $566
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2012 Est. Labor: Population Age 16+ 1,311 5,109 17,649
2012 Est. Civilian Employed 64.2% 61.4% 57.8%
2012 Est. Civilian Unemployed 6.3% 6.5% 6.7%
2012 Est. in Armed Forces  -  - 0.1%
2012 Est. not in Labor Force 29.5% 32.0% 35.3%
2012 Labor Force: Males 52.8% 52.9% 52.8%
2012 Labor Force: Females 47.2% 47.1% 47.2%

2010 Occupation: Population Age 16+ 852 3,230 9,898
2010 Mgmt, Business, & Financial Operations 14.7% 14.4% 12.4%
2010 Professional & Related 35.3% 34.7% 32.5%
2010 Service 18.2% 18.0% 20.6%
2010 Sales and Office 21.7% 22.5% 23.6%
2010 Farming, Fishing, and Forestry  -  - 0.2%
2010 Construction, Extraction, & Maintenance 4.8% 4.5% 3.7%
2010 Production, Transport, & Material Moving 5.4% 5.9% 7.0%
2010 Percent White Collar Workers 71.7% 71.5% 68.5%
2010 Percent Blue Collar Workers 28.4% 28.4% 31.5%

2010 Drive to Work Alone 66.8% 69.0% 66.5%
2010 Drive to Work in Carpool 7.9% 7.2% 6.3%
2010 Travel to Work by Public Transportation 6.2% 6.2% 7.8%
2010 Drive to Work on Motorcycle  -  - 0.1%
2010 Walk or Bicycle to Work 14.1% 12.4% 14.3%
2010 Other Means 0.1% 0.2% 0.2%
2010 Work at Home 4.8% 5.0% 4.7%

2010 Travel to Work in 14 Minutes or Less 40.5% 39.3% 40.7%
2010 Travel to Work in 15 to 29 Minutes 37.0% 37.6% 40.9%
2010 Travel to Work in 30 to 59 Minutes 20.9% 21.0% 16.0%
2010 Travel to Work in 60 Minutes or More 1.6% 2.1% 2.4%
2010 Average Travel Time to Work 16.5 16.7 16.3

2012 Est. Total Household Expenditure $36.8 M $133 M $354 M
2012 Est. Apparel $1.76 M $6.39 M $17.1 M
2012 Est. Contributions & Gifts $2.32 M $8.34 M $22.1 M
2012 Est. Education & Reading $1.08 M $3.91 M $10.4 M
2012 Est. Entertainment $2.02 M $7.28 M $19.3 M
2012 Est. Food, Beverages & Tobacco $5.98 M $21.6 M $58.0 M
2012 Est. Furnishings & Equipment $1.57 M $5.66 M $14.9 M
2012 Est. Health Care & Insurance $2.69 M $9.72 M $26.1 M
2012 Est. Household Operations & Shelter & Utilities $11.0 M $39.9 M $107 M
2012 Est. Miscellaneous Expenses $635 K $2.29 M $6.13 M
2012 Est. Personal Care $541 K $1.96 M $5.23 M
2012 Est. Transportation $7.13 M $25.8 M $68.6 M

T
R

A
V

E
L

 T
IM

E
C

O
N

S
U

M
E

R
 E

X
P

E
N

D
IT

U
R

E

T
hi

s 
re

po
rt

 w
as

 p
ro

du
ce

d 
us

in
g 

da
ta

 fr
om

 p
riv

at
e 

an
d 

go
ve

rn
m

en
t s

ou
rc

es
 d

ee
m

ed
 to

 b
e 

re
lia

bl
e.

  T
he

 in
fo

rm
at

io
n 

he
re

in
 is

 p
ro

vi
de

d 
w

ith
ou

t r
ep

re
se

nt
at

io
n 

or
 w

ar
ra

nt
y.

L
A

B
O

R
 F

O
R

C
E

O
C

C
U

P
A

T
IO

N
T

R
A

N
S

P
O

R
T

A
T

IO
N

T
O

 W
O

R
K

Calculated using Proportional Block Groups

Lat/Lon: 39.14346/-84.5192

Clifton Avenue & Ludlow Avenue
0.25 Mile 0.5 Mile 1 Mile

Cincinnati, OH 45220

FULL PROFILE
2000 - 2010 Census, 2012 Estimates with 2017 Projections

©2014, Sites USA, Chandler, Arizona, 480-491-1112  page 3 of 3 Demographic Source: Applied Geographic Solutions 6/2012, TIGER Geography


	Final report 6-11
	LudlowAve & CliftonAve
	LudlowAve & CliftonAve
	1




