










 
 





Markets were held on specific days of the week and were 
used for the exchange of specialized goods.  The “catchment” 
area for the market encompassed a radius of approximate-
ly six to eight miles.  This was the distance that could be 
served in one days travel.  These ‘central markets’, however 
could not feasibly survive if people had little to sell or spend.  
The livelihood of the market grew with the introduction of 
a market economy, which more readily allowed for individu-
als to live independently.  The early markets did not have the 
variety of goods that would be commenly associated with 
grocery stores today.  There was a hierachial arrangement of 
markets.  The local market sold the surplus production within 
a settlement.  The central market sold products from local 
settlements, and roaming merchants and venders were yet 
another entity connected the hierarchy of markets.     

 

Inter-village trades

Nodal DevelopmentCrossroad Development

Market Town Development

Hierarchy of Market

Food Commerce in the Pre-
Industrial Era
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Merchants shipped goods down the 
Rhein in the late 1400’s .   As com-

mercial centers sprouted up on 
rivers due to the efficient transpor-

tation they afforded.    

               Markets have played an important role in the formation of communities.  
The Greek Agora served an important function in Greek cities. It combined trade, civic 
activities, and socializing, in one it was the central place of exchange of ideas and 

commerce.  The Greek Agora was immitated and modified by the Romans.  Thus cre-
ating formalized spaces and the Roman Empire.  Wandering merchants in Europe and  
a surplus of goods helped to  spur along a new form of buying and selling during the 

Middle Ages, the local market.  The local market was held weekly in the open air and 
supplied the needed provisions to nearby towns.  The merchants brought their produce 

into town, paid taxes to the king or lord, and set up a stall for trading in a fixed spot.    

M
edieval street m

arket

A counting house scene from 
the fourteenth century.

Fifteenth-century shops in a 
covered market.

Twelfth-century merchants 
displaying goods 

Markets Pre-1500:

Market History
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Interior of a shop 1683Sixteenth Century to 
the Eighteenth Century
This period saw a shift from aristocracy to a
merchant class.  Money became a central 
focus.  The physical features of the market 
changed.  The market places, which were once 
by public buildings in a major public “square,” 
were slowly moving to areas bordered by mer-
chant houses and street-front shops with goods 
displayed in windows.  Many craftsmen became 
retail traders and wholesale food dealers began 
to buy direct from producers in the country.  

By the 18th century, the market was no 
longer a casual place for the exchange of 
goods.  It was no longer solely the market 
of local farmers bringing in their surplus 
goods for supplemental income.  By this 
time period, a considerable 
percentage of work had be-
come specialized and people 
relied on the market for the 
majority of goods.  The in-
creased competition, caused 
by heavy reliance upon mar-
kets, led to standards of pro-
ducts and comparison shop-
ping. Signage, as a form of 
advertising, had become par-
ticularly important as ven-
dors tried to attract new bus-
iness.   

Dutch silk spinners and apprentices 
working at home, 1695

A coffee house at the beginning 
of the eighteenth century

An American butcher’s shop, 
about 1840

A French Bakery
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Food Production, Distribution, 
and Manufacture 1845-1900

Food Production
1845 -1900

Mechanical Reaper 
invented by 

McCormick 1832

In widespread use 
by 1850

During this time the cost 
to manufacture farm ma-
chinery made from iron 
and steel drastically fell,  
making technical innova-
tions possible 

Gasoline powered trac-
tors were developed in the 
1890s, but did not fully 
overtake the horse until 
the 1940s

•  Food Production increased sharply 
    during the 19th century 
 
• 

•  Crop breeding begun in the 1800s and 
   increased productivity 48% during the
   years 1935 - 1975   
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Food Manufacture
•  1850s - Commercial canneries 
    established in New England
•  1850s - Much of the fruit and 
    vegetables produced in the US 
    are canned commercially
•  1874 - Invention of pressure cooker 
    allows for automated production 
    process
•  1870s - Beef packing houses be-
    come the first American industry 
    to use the assembly line 

1800      90% of goods transported by pack  
     animals
 
1814 - 1860   Shipping by sea dropped 3.5%

1820s (Britain) Rail lines further cut rates

1872 - 1900   Transportation costs from US via  
     Britain are reduced by one quarter 

1870s    Refrigeration of meat and milk  
     (freshmilk) can be transported up  
     to 150 miles

1887    Specialized trains developed for  
     carrying milk

1890    Three quarters of US agricultural                  
     land is within 40 miles of a rail  
     line
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  •  USDA founded in 1862
  •  Industrialization of the farming system
  •  Collapse of agriculture throughout the 
     1920s and 1930s
  •  Introduction of the tractor and chemical   
     fertilizers allows for mass production of 
     food
  •  Agricultural products become a major US 
     export before the 1920s and again after 
     1940
  •  Planes influence agriculture because of 
     the new possibility of crop dusting

  •  Refrigerated box cars change from 
      ice to mechanical methods.
  •  The introduction of the automobile 
      to the general public revolutionizes 
      transportation
  •  Road network becomes more 
      advanced and trucking becomes more 
      popular  

  •  Prior to 1900 almost all refrigeration relied on 
      ice blocks
  •  Mechanical Refrigeration begins in the dairy 
      and meatpacking industries
  •  Grocery stores begin to use “coolers”
  •  The first home domestic unit introduced 
      in 1913 - by 1920 there were over 200 models
  •  In 1939 GE began mass production of a dual 
      temperature model, introducting refrigeration   
      to the middle class

   GROCERIES FROM 1900-1945
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  •  Automatic preparation of fruits and vegetables become
     possible
  •  World Wars increased demand for canned food to feed
     troops
  •  Canned foods become more socially accepted

  •  Started with the self service 
     grocery store
  •  Rise of national brands as well 
     as grocery store brands
  •  By 1933 there are major 
     technological advancements in 
     printing and packaging
 

  •  Prior to the turn of the century, general 
     stores were prevalent
  •  Clarence Saunders opens the first Piggly 
     Wiggly in 1916 in Memphis, Tennesse.  The 
     store was formatted in a maze of aisles 
     leading to a checkout stand.  Saunders 
     patented this self-service system selling it 
     across the nation  

 ADVANCEMENT IN THE FOOD INDUSTRY
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•  Prior to the turn of the century general stores 
   were prevalent

•  A & P begins using the “Economy Store Format” 
    in 1913.  It becomes the basis for future layouts.  
•  M.B. Skaggs opens first store in 1915 - by 1926 
    owns over 400

•  Throughout the 1920s chain grocers acquire 
    other chains to form bigger corporations
•  The first convenience store opens in 1927
•  A & P introduces its own label products offering 
   substantial discounts

•  Depression causes grocers to 
consolidate into fewer and larger stores
•  Stores are standardized and built from uniform model 

•  In 1930 King Kullen opens its first store in N.Y. 
   regarded as the  first supermarket
•  Safeway introduces produce pricing by the pound and 
   dating on perishables to ensure freshness
•  Parking lots appear in front of grocery tores.  This 
   model is not completely adopted until after WWII

     
•  Following industry trends, major grocery stores 
   consolidate small stores into larger supermarkets
•  Dawning of the supermarket era with large 
   chains such as Big Bear, 
   King Kullen, and Ralph’s

G R O C E R I E S  F R O M  
1 9 0 0  - 1 9 4 5  
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The Golden Age of  the 
Supermarket
1945 -1980

Self service becomes the 
norm.  Prepackaged foods be-
come popular for efficiency.  
Stores begin to stock more than 
just food.

The growth and efficiency of grocery stores 
stemmed from the impressions left by the war 
effort on society.  The mechanization of the in-
dustry improved store organization, distribution, 
and the overall quality of services provided.  Con-
venience factors into all aspects of the grocery 
store.  Directories are added to assist the way-
ward shopper. 

The supermarkets of the 1960s 
differ little from earlier models.  
The decor and graphic style 
does, however, change during 
this decade.  

The 1960s

The 1940s

The 1950s
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This was a time of changing 
shopper demographics.  Full 
time housewives grew rarer 
and time became precious.  

The 1960s

The 1970s

Little change in the grocery industry.  Aesthetically, supermarkets 
remodelled in a “modern” style taking advantage of bold, clean lines.  
Also, supermarkets made efforts to personalize their large spaces and 
make shoppers more comfortable.  The redesigned butcher shop is an 
example of this effort. 
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Superstores Growth and Girth: 
Grocery Retailing 1980 - Present

The rise of the American Superstore in the 
nineties can be traced to two key 
factors (political and financial) during the 
eighties.  Politically, the tendency of the 
Reagan administration to ignore antitrust 
legislation paved the way for large food re-
tailers to engage in corporate buyouts. 

•  Albertson’s of the Pacific Northwest 
   acquires smaller northwest oprations and 
   Chicago’s American Stores
•  Safeway based in California acquires 
    Von’s (California) and Dominick’s 
    (Chicago)
•  Yucaipa group takes Fred Meyer, Smitty’s, 
    Smith’s, Ralph’s, Food For Less, Quality 
    Food Centers, and Hughes
•  Royal Ahold of Holland sweeps up 
    Pathmark, Stop n’ Shop, Giant, Tops, 
    Finast, Edward’s, and Bi-Lo
•  Kroger Co. swallows Fred Meyer (Yucaipa) 
   Group 

.  About 30 to 40 percent of the store con-

tains grocery items, the rest of the store contains general retail items with many additional ser-

vices normally found in several different and unique stores.  Pharmacy, health food, clothing, video 

rental, delicatessen, butcher, seafood, film developing, dine-in cafe, eye care, bank, hair salon, and 

even a gas station can be found in one location.  
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 Wal-Mart has 
already unleashed a new 
store model labeled the 
“Neighborhood Market.”  
The neighborhood market 
ranges from a mere 42,000 
to 55,000 s.f. and includes 
typical supermarket items 
and services. 

Trends: 
Business
Strategies
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Eating habits of people 50+ 
Healthy eating    79%
Read Food Lables   66%
Maintain a low-fat diet  50%
Balance healthy vs. unhealthy 43%
Try new food products  34%
Give up taste for health  15%

The average household spends less on food 
than they did a decade ago.  In 1950 families 
spent 1/4 of household income on food.  In 
2000 famlies spent 1/8 of household income 
on food.  
    

Trends: 
Demographic and 
Consumer Preferences
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Technology, 
Acquisition, and 
Delivery
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C H I C A G O

Another area of research investigated emerging 
prototypes of retail food stores in the U.S. and other 

countries to identify current trends and the poten-
tial for their application in the project area.  Grocery 
store types in three different geographic areas were 

examined: Chicago, Atlanta, and Florida.

Matthew Cornell, Rebecca Gill, Adam J. Green, Mark Siwek

urban precedents
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Jeanne Banyas & Rebecca Gill
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THE NETHERLANDS

Location in Amsterdam’s 

 
                                               = walking - tram

   Transportation
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     Ty p i c a l  G r o c e r i e s

       a n d  M a r k e t s
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4 Supermarkets: Kroger at University Plaza, 
Walnut Hills, Queen City, and Downtown Cincinnati  

 Comparison
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Jeanne  Banyas  
Rebecca  Gi l l  

Mark  S iwek

 Store Layout
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This research employed the cen-
sus demographics and the re-
sponses to a grocery customer 
survey conducted by members of 
the Niehoff Studio in May of 2003.

This research employed a twofold 
approach in order to derive rela-
tionships.  First, the demographic 
characteristics of gender and eco-
nomics from the U.S. Censuses 
were spatially evaluated and a re-
gression analysis was performed.  

Next, various response categories of the 
survey were isolated according to gender, 
and subsequently charted.  Responses 
dealing with transportation were then tabu-
lated by averages in order to determine any 
correlations between gender and transpor-
tation type.
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According to the survey responses, the there 
were only slight variations in type of travel 
utilized by customers to arrive at the store loca-
tions.  The majority of both male and female 
respondents drove to the store location, while 
about twice as many male to female respon-
dents walked to the store location.  Further, a 
small percentage more of male respondents utilized public bus service.
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Bringing Home the Bacon: 
Grocery Stores & Local 
Economic Vitality
Quality of life depends on many fac-
tors, including economic vitality. 
The importance of a grocery store 
is not soley derived from profit mar-
gins. Grocery stores support the 
local economy by providing necessi-
ties, employing local residents, and 
acting as an anchor in the neighbor-
hood business district. This circular 
flow of money and resources into 
and out of the store contributes to 
the community’s well-being.

The number of neighborhood residents hired at a 
grocery store reflects its integration into the local 
economy. That integration varies in relationship to 
a store’s size, accessibility, and level of regional 
sales draw (ICIC 2003, 7). A small sample of stores 
in the area suggests that income levels in the area 
increases with store size.

Both store managers and area business owners 
interviewed perceive the grocery store to be an 
anchor in their business districts. The presence 
of a grocery store is a sign of neighborhood vital-
ity. While some businesses “would die without the 
grocery store,” the draw of customers to nearby 
businesses is less for specialty shops.

Store managers agreed that selling local goods 
is good for them and the regional economy. Buy-
ing from regional distributors benefits the city’s 
economy, but revenues may not flow directly into 
the store’s neighborhood business district (NBD). 
Only one store reported selling products made in 
the NBD. Another store allows local artisans to 
sell their wares on the premises.

Grocery stores aid many groups through 
charitable donations. Managers grant do-
nations to most groups requesting them 
from within their sales area. Donations 
range from $150 to $1,500 per month. 
While small in monetary value, such contri-
butions maintain and enhance the store’s 
role as a business citizen in the commu-
nity.

Tara Johnson
Jon Cramer
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  In recent decades, 
numerous supermarket chains and indepen-
dent grocers have departed low-income, in-
ner-city neighborhoods for a variety of rea-
sons, including declining populations, civil 
unrest, higher business costs, and a desire for 
a more spacious and secure environment in 
middle and upper-income urban and suburban 
areas.  Consequently, residents in the margin-
alized neighborhoods are now disadvantaged 
by the prices, quality, and quantity of grocer-
ies available to them. 

Cincinnati Food Equity Study: 
Do the poor pay more?

These maps  
represent the 
study area 
demographic 
profile.  We 
utilized Cin-
cinnati Area 
GIS (CAGIS) 
and U.S. 
Census data 
to spatially 
analyze the 
dynamics of 
Cincinnati’s 
inner-city as 
it relates to 
grocery store 
retail.

  For this analy-
sis, we utilized a twofold methodological ap-
proach. Firstly, we compared food prices, qual-
ity, and selection of daily staple food items at 
supermarkets in the Corryville Study Area with 
those in more affluent neighborhoods outside 
of the study area (i.e. Hyde Park, West Ches-
ter, etc). Secondly, we analyzed demographic 
data in order to complete a profile for the 
neighborhoods in which the stores surveyed 
were located.

Findings show an average cost of 39 grocery 
staples in the inner city at $59.25 versus $57.57 
in outlying areas. While prices between these 
areas of different socio-ecomonic groups were 
comparable, quality and selection favor more 
affluent areas. 

Steve Sizemore
Val Bronston
Nate Hoelzel
Dan MacDonald
Corey Morris
Dormella Barron
Chris Sandfoss
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This reasearch had two objectives.  The first was to determine whether the population 
within the study area has adequate access to retail food outlets.  The second was to de-
termine if other groups with distinctive characteristics are less likely to have access to 
retail food outlets.  
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Supermarkets are  distributed evenly through-
out the study area.  On the other hand, the dis-
tribution of grocery stores and limited access 
RFEs is not nearly as uniform.  Considering the 
demographic characteristics, there is a visual 
auto-correlation between areas of concentrated 
poverty and other demographic variables.  In 
general, there appears to be a greater concentra-
tion of limited access food stores and grocery 
stores in areas of concentrated poverty.   This 
is hypothesized to be the effect of both zoning 
regulations, which tend to be purely residential 
in higher income areas, and of market driven 
RFE location,  which may be filling the food retail 
needs of persons with no access to a vehicle.   
The distribution of both supermarkets and gro-
cery stores is sparse in these areas. ju

  neighborhood?
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The Social Role of 
Grocery Stores

Dina Abdulkarim
Eileen Crisanti
Camila Lizie de Freitas
Rachel Rice

According to Ray Oldenburg in his article entitled, The problem of 

Place in America, 

  Of the six stores that we conduct-

ed observational studies and surveys in,  

 

Physical structure affects the nature of the relationships 
among individuals.  Most grocery stores have specific places or 
“hot spots” that where most social interactions take place.  

•Only one had community newspaper circula-
tion
•3 out of 6 had bullein boards
•All had seating, but nothing elaborate

•Mostly during the busy times 
•Interaction hot spots:produce, deli, checkout, entry
•People usually shop alone, with children, or spouse
•People usually seen speaking are: employees 
amongst themselves Hot Spot Map
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The Social Role of Grocery 
Stores
Perhaps the design of a store can maximize the  
chances of face-to-face interactions, but mea-
suring the width of the stores’ aisle, or observ-
ing the absence of overhead music does not suf-
ficiently translate to other dimensions of a place 
such as its social life. 

When ordinary people extract from an abstract 
space a bounded, identified, meaningful, named, 
and significant place, then a third dimension is 
added to a place such as a grocery store (de 
Certeau 1984, Etlin 1997). 

“Both the University Plaza 
Krogers and the IGA serve 
the neighborhood- Krogers 
because it is close and conve-
nient and IGA because it has 
been in the community for a 
long time…”

Dina AbdulKarim
Eileen Crisanti
Camila Lizie de 
Freitas
Rachel Rice

“Generally, involvement in local public activities such as grocery 
shopping increases attachment to one’s neighborhood and fosters a 
community sentiment.  In return, place attachment facilitates a sense 
of security and well-being” (Thomas Gieryn, A Space for Place in So-
ciology, 2000).

Location is a relational concept; it refers to social spaces that make 
connections between users and uses. A community grocery store or 
food market can be a place where broad variety of people are brought 
together with a sense of community for a common end, the task of 
acquiring food.  

One of the goals of the survey we 
conducted in six different stores 
throughout the Cincinnati central 
city area was to find out how com-
munity residents viewed these quali-
ties in relation to their neighborhood 
grocery store. 

Interviewees were asked to rate 
statements from a scale 1 to 5 such 
as:

“I feel SAFE near the store” 
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Quality of Life Indicators Michele Brozek
Shannon Callahan
Jennifer Walke

Methodology:   Quality of life indicators relating to the physical environment were 
selected and researched in depth for this project.   A literature review established the 
criteria for which the physical aspects of a grocery store were to be judged.  An observa-
tion analysis was performed by the team to assess each store.  This analysis was com-
pared with the results from a customer survey taken at each store. 

•Should be functional, provide screening and
  shade, direct traffic, block wind, soften glare,
  help define size of parking lot. 
•Should utilize good plant composition, a mix of:
  trees, shrubs, flowers, and ground cover
•Should utilize proper placement of plants
•Should utilize proper design techniques: the union
  of three different shapes, scale and color, should
  be mass plantings

Must consider safety and convenience: 
•Merchandise loading entrances and passenger 
  entrances 
•Should be easily accessible to vehicles
•Parking should be clearly marked
•Should have good flow of traffic
•Should be made more aesthetically pleasing with
  landscaping and walkways
•Should have large enough driveway opening 
•Should conceal trash pickup, service, storage and
  unattractive areas
•Should have correct place of parking chalks, 
  rounded curbs and cart corrals
•Appropriate provision should be made for safety
  and convenience for handicapped persons - Paved 
  surfaces should be non-slip type, with efficient
  drainage for storm water runoff

Research suggests that there are three indicators 
of potential risk and heightened fear for personal 
safety:
1) darkness 2) disorder, and 3) finding oneself alone 
in the presence of others who are perceived as 
threatening  
Unsafe Indicators: Bad or No Lighting, Litter,  Graf-
fiti Damaged/ Dilapidated Property
Adequate Lighting of an area:
1) Instills feelings of safety by eliminating shadows 
and blind spots 
2) Encourages pedestrian use of the area
3) Deters crime because offenders prefer to remain 
unseen.
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Do Grocery Stores Support
Social Interactions?

Dina Abdulkarim
Eileen Crisanti
Camila Lizie de Freitas
Rachel Rice

Social interactions happen in various places in our communities. 
The question investigated in research project was, ‘How a grocery 
store supports social interactions?’

Students visited 7 different 
grocery stores within the Cin-
cinnati area and conducted 
one-on-one interviews with 
shoppers.  A total of 287 inter-
views were collected.  Topics 
surveyed included perceptions 
and feelings about Safety, 
Alienation, Sense of Belonging, 
and Interpersonal Observa-
tions.

Social interactions are supported at grocery stores.  Grocery stores are 
places where people routinely spend significant amounts of time each week. 
These are places where people meet each other, develop relationships with 
employees and find out about things happening in neighborhoods.

When a person feels safe, 
their social support network is 
enhanced.  Our survey showed 
that people feel safe near the 
grocery stores.  Having park-
ing lots that are well-lit and 
having easy access into and 
out of the parking lot contrib-
ute to this overall feeling of 
safety. 

Grocery stores provide 
places for people to 
meet one another; 59% 
of shoppers mentioned 
that they run into friends 
at grocery stores.  Shop-
pers also told us that 
they routinely talk to 
their neighbors in their 
communities. 

Shoppers spend an average 
of 51 minutes shopping at the 
grocery stores we surveyed. 
80% of shoppers made be-
tween 1 and 10 trips to the 
grocery store within the past 
2 weeks.  Also, 39% of shop-
pers say they know between 1 
and 10 employees at the gro-
cery store where they shop.

Grocery stores provide places 
where people find out about 
things happening in their 
neighborhoods.  However, not 
all stores generate the same 
level of community knowledge 
for their shoppers (see Figure 
1).
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This study investigates the connection between 
social and physical capital by examining the social 
significance of urban grocery stores in different socio-
economic and ethnic settings.   Variables in this 
study include shopping behaviors, social perceptions, 
and beliefs of customers regarding the formation, 
maintenance, and loss of their neighborhood grocery 
store.  

 

What is the Relationship 
between the Physical 
Environment and the 

Social Interaction that 
Exist in Some Places 

and Not Others?

LOSS: College Hill/Mt. Healthy
FORMATION: North College Hill

MAINTENANCE: Walnut Hills,  
Clifton, Corryville, 

Over-the-Rhine

Neighborhood Selections:
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The validity of this study was determined following a 
review of literature pertaining to social and physical 
capital and social and physical determinism. 

Conclusions
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The Kroger ‘Block Market’-
Adaptive Reuse of Urban 
Structures

.

•Maintain the Existing Architectural 
Character of the Neighborhood 
 
•Bridge the Gap between the CBD and 
Adjacent Urban Neighborhoods

•Connect Market with Urban Public/Park 
Spaces and Cultural Centers    

•Create a Stimulus to Further Development 
of Adjacent neighborhood

•Improve the Provision of Low-Cost Gro-
ceries, Selection, and Service

•Provide a Flagship Store for the Kroger 
Corporation

•Create a Laboratory for Food Marketing

Chris Gritzmacher
Ken O’dea

Ne
w

 M
od

el
s



The front elevation with decorative brick arches invites pedestrians to ex-
plore the space.  The section of the building on the left shows how circula-
tion between buildings and floors would be accomplished.

The interior would be draped with 
warm inviting colors and the shelving 
units would be decorative and styled 
after the architectural details of the 
building.  The first and second floors 
of some buildings could be combined 
to create more vertical space.

The rear area of the market would provide ve-
hicular access for patrons to load their parcels or 
drop off passengers.

This aerial perspective shows the enclosed con-
nection located at the rear of the courtyard.  This 
feature joins buildings on both sides of the block 
and allows easy access from the vehicular ac-
cess area.

The facades of the buildings in the interior court-
yard area would be transformed into ‘front-door’ 
areas.  Food can be bought by patrons and then 
enjoyed at a table in the courtyard.
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Reworking Retailing 
Experiencing Downtown 
Food Retailing

The design sought to weave 
these attributes into a downtown set-
ting of empty lots and semi-used build-
ings.

Structured around the creation of 
multi-use and easily reconfigurable 
public spaces, the design provides a 
multiplicity of experiences through 
diverse retailing ambiences ranging 
from the ‘big box’  to the specialist 
retailer.  The customer experience is 
enhanced by providing varied options 
of usage of spaces, visual and social 
connections with the built environ-
ment and creating a urban model that 
has a positive impact for the down-
town by enlivening and widening its 
appeal.
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Krutarth Jain
Surachita Bose
Shawn Patrick TubbThe Concept of 

Sensory Retailing
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Functional Experiential Visual

Functional Experiential Visual

Functional Experiential Visual

EXPERIENTAL Shopping carts are readily acces-
sible when needed and easily returned to the cor-

rall when finished.
FUNCTIONAL Carts runs 
a closed circuit that de-
posits the carts where 
it started, ready for the 

next user.

The entry is the most important part of the 
program. Functionally, the entry serves as 
a primary collector of people entering and 
exiting the store. The entry is visually stim-
ulating and orientes users to see all floors 
and respective departments.
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+ integrate urban  
   issues
- depart from exist
  ing model
/ separate into de-
  partments
* reconfigure model
= a building typology 
that can be placed 
among any cities

The urban grocery 
should be a focal 
point of the com-
munity. 
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Functional - Checklanes area 
buffer between the store and 
the entrance, buffering two 
separate functions and helping 
with security

Visual - Checklanes are the 
most active component of the 
stores, since every customer 
must use this area and interact 
with the cashier

Experiental:
1. Wait in line to pay
2. Pay for groceries, interact 
with cashier
3. Exit the store with groceries

Car entrance is linked via ver-
tical circulation; as a separate 
element, it is more easily no-
ticeable

Flow Diagram
This diagram highlights the 
typical circulatory pattern 
found in most grocery stores. 
The implicit closed-circuit 
path dictates people to attend 
every department.  Most of 
the circulation is organized by 
subsidiaries and retailers of 
the grocery store. 

Spatial Organization Theory GROCERY 
STORE

The flow diagram describes 
the current store configura-
tion Kroger employs.  This 
mode is very contrived, and 
it is a sequence of calculated 
weaves.  Another way to look 
at consumer behavior and cir-
culation can be found within a 
shopping mall.

Deconfigure the grocery 
store’s unity. Stores of a mall 
are like departments of a 
grocery.  De-emphasize con-
trolled circulation and allow 
for mingling, wandering.  This 
would allow for competition of 
departments, similar to that 
competitiveness found in a 
retail shopping mall.

GROCERY 
MALL

Sample of Functional Diagram
Planar Approach
1. Representation of approach
2. Walk to the elevator/
escalator
3. Take the vertical circulation 
into the heart of the store

Experiental - Back Door
1. Enter garage and park the 
car
2. Walk to the elevator/
escalator
3. Take the vertical circulation 
into the heart of the store

Entry Sequence

SUMMARY
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Zaha Hadid’s KrogerCalatrava’s Kroger

Le Corbusier’s KrogerPalladio’s Kroger

Entertainment KrogerSingle Aisle Kroger

Charrette #1 Prototype Exterior
The design and illustration of a “ideal” urban market prototype based on 
independent study and documentation of the sponsor’s existing stores/
retail system structure and other relevant prototype “urban market” 
supermarket model formats. Three dimensional modeling of diverse 
grocery store and mixed retail development scenarios for the University 
Plaza site in Corryville: Uptown Cincinnati.
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Piazza-KrogerBoutique Kroger

Mixed-Use Kroger

Retro KrogerThe Kroger Fortress

Super super Kroger
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Charrette #2 
Prototype Interior Based on 

independent 
study and 
documentation 
of the Sponsor’s 
existing stores/
retail system 
structure.  
Other relevant 
prototype “urban” 
supermarkets 
model formats 
were created 
to design and 
illustration the 
“ideal” urban 
market prototype.Su
pe
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Jason Kasparek

Block Market and the 
Urban Supermarket

a
b

c

d

e

This project 
attempts to create a 
pedestrian oriented 
mixed-use “town 
center” for the 
uptown community 
that is anchored by a 
Kroger supermarket.
It will consist of a 
60,000 square foot 
two-story Kroger 
with complementary 
retail uses on the 
existing University 
Plaza site.



Integrate a large footprint supermarket building and complementary retail uses into 
the dense urban context of Corryville. 

Provide a strong framework of public space that relates to Short Vine and the 
university campus. 

Incorporate a mix of uses that complement each other and create a vital 24 hour 
activity center.

f

Accommodate a 
large number of 
parking spaces in a 
variety of innovative 
arrangements that 
are designed to 
minimize negative 
aesthetic  impact.

Provide a compact 
two story design 
for an urban 
supermarket 
that reinterprets 
the program of 
a conventional 
supermarket to offer 
unique experiences 
for the customer.
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Floor Plans 

Sections 
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Language of new site drawn from surrounding neigh-
borhood context and fabric

Pedestrian friendly parking zone: designate and estab-
lish path, which improves pedestrian safety

•Use Vine Street Axis to Advantage
•Historically and socially influence use to visually connect taft street to Short vine
  Street
•Create a site that caters to both pedestrian and automobile 
•Diminish the super block
•Allow access to store from 
  different levels 
•Provide street front activity 
•Allow for easy pick-up and delivery
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•  Accomodate conventional large 
footprint single story supermarket 
within an innovative site design and 
mixed-use development.

•  Enhance the experiential quality 
of the conventional parking “field” 
with unique landscape amenities and 
protected pedestrian pathways.

•  Provide a site design strategy that 
capitalized on potetinal pedestrian 
networks, visual connections, and 
functional access to the surrounding 
urban content.

Create a two-story 
mixed use development 
that utilizes existing 
topography to respond to 
different access and use 
requirements for Short 
Vine and Taft Road.  

Illustrate potential 
innovations for 
conventional large footprint 
commercial structures 
through the use of “Green” 
building technology.   

Super 
Kroger
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Future Kroger
Adam J. Green

Site Plan 

• Reinterpret the traditional one story supermarket 
building type.

• Accommodate the supermarket in a multi-story 
sculpture in the site as the terminus of short Vine 
Street and as the gateway to the University campus.

• Develop the University Plaza super-block in a 
unique landscaped setting and allow complementary 
development of housing and other retail uses.

Axonometric
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Elevations

Diagrams

Elevations
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Site analysis included 
the development of site 

selection criteria,

chris schadler,snehal jagdale, melind surve
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and recommendations on 
site selection for new 
stores in study area. 
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University Plaza 
Urban Design Proposal
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Urban Design Analysis
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Uptown
Central

University Plaza together 
with the short Vine business 
district are the heart of the 
Corryville neighborhood.  
The plaza site is strategi-
cally located in the uptown 
area but its importance and 
character have been steadily 
declining during the last ten 
years.  The proposed re-de-
velopment directs new vital-
ity to five reconfigured urban 
blocks to establish

the Uptown Central hub and 
link it with Corryville, the 
Calhoun Street redevelop-
ment, the UC campus devel-
opments, and Mt. Auburn.
- Corryville possesses a mix 
of urban land-uses, including 
residential, commercial, retail, 
institutional, and recreational.
- University Plaza is hub of local 
activity.
- Many students and employees 
of the University of Cincinnati 
live and work in Corryville.
- A variety of multi-family and 
single family detached housing 
exist.
- Many places for dining and 
entertainment.
- Significant institutions exist: 
the University of Cincinnati, 
public library, a post office, a 
elementary  schools, the Envi-
ronmental Protection Agency, 
as well as a police station and 
a fire department.Land Use

The University Plaza redevelopment will 
incorporate unique residential alterna-
tives, culturally diverse “destination” retail 
markets, convenient urban office space, as 
well as a full service Kroger super-market.  
The retail and commercial establishments 
on short Vine and the surrounding neigh-
borhoods will be seamlessly integrated 
into the mixed-use development. 
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Uptown Central
Redevelopment Plan

Dynamic public-private partnerships are essential in creating a positive atmosphere for all key players 
and future investors.  By making use of public incentives, already in place, such as the Corryville Em-
powerment Zone, and by leveraging the redevelopment experience of university sponsored community 
non-profit organization encourages these partnerships.
 
The city should have the key leadership in control the aquisition of land and the relocation of the peo-
ple.  It should be made clear that we wish for the current viable businesses to return and that the issue 
should be considered and reviewed in the redevelopment plan.

M
ix

ed
-U

se



MLK-Reading Urban Design

The primary objective behind these designs 
is to develop the MLK site into a destination 
point.  The site sits on the corner of MLK Ave. 
and Reading Rd. which serve as 2 main arteries 
connecting the site to the large Uptown 
university, employment, and residential base.  
The potential development of I-71 on-ramps 
onto MLK, adjacent to the site, portends a 
larger market of I-71 travelers.  

To create a pedestrian friendly, 
socially inviting environment, 
large open plazas are 
incorporated into the design 
with ample seating and wide 
sidewalks and a promenade.  
This is made possible by two 
decked parking lots, one below 
ground and one above, on the 
site.  Other land uses include 
mixed use developments such 
as restaurants, retail, and 
housing.

The secondary objective is to 
create an anchor for adjacent 
residents and workers.  The 
objective was approached 
by designing a pedestrian 
oriented town-center where 
none had existed before. 
Also, the site’s immediate 
proximity to a large worker 
and residential base draws 
attention to the need for mixed 
land uses that appeal to that 
base.  
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Visibility from and circulation through MLK and Reading were also key fac-
tors in the final design.  With the site is so large, the first design goal was to 
find the best on-site location and position for a potential 100,000 sq. ft. Kroger.  
First a model that was consistent with standard Kroger model dimensions was 
worked with, the size and form of the building was changed in response to the 
interplay of Kroger and the other land uses of the remaining site.
Two important elements that guided 
the programming of the site were the 
utilization of mixed land uses that 
could serve local and regional needs, 
and the need for safe open plazas and 
walkways that were inviting to pedes-
trians.  Having land uses that oper-
ated at different times of the day was 
also an important factor in the place-
ment of those used and in the func-
tionality and safety of the plazas and 
walkways.  Programming was also 
tweaked in respect to optimal circula-
tion and visibility. 

Exploit site adjacency to two major roads, and 
to a future highway interchange

Create a mixed-use regional destination for the 
Uptown region and beyond.

Create a neighborhood retail and entertainment 
anchor that meets the needs of adjacent 
residents and the large number of uptown 
workers including a major supermarket use. 

Create a pedestrian friendly environment that 
supports 24 hour retail and entertainment uses. 

These projects attempt to create a pedestrian oriented 
mixed-use “town center” for the uptown community that is 
anchored by a Kroger supermarket.
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Gateway MLK
The Future of Uptown

These important corridors into and 
through Uptown merge at the MLK 
site.  A wide variety of land uses, 
including medical institutions, are 
within a 5 minute walk (1000 feet) of 
the MLK site; which provides the site 
with the excellent potential for pe-
destrian usage. 

As a result of an extensive survey of 
Uptown, the site at the corner of Mar-
tin Luther King Dr. (MLK) and Reading 
Road was chosen as the optimal loca-
tion for a large footprint Kroger super-
market in the Uptown area.  The site 
is one mile from UC and is surrounded 
by a dense residential, worker, and 
student population.  Also, the City of 
Cincinnati is considering a proposal 
for I-71 on-ramps onto MLK and a light 
rail station at this node.  The poten-
tial development of  these key trans-
portation links makes this site attrac-
tive for a mixed-use development.  

A -Residential.
B -Commercial.
C-Mixed Use (Residential, 
Office,Commercial).
D -Mixed Use (Retail, Residential).
E  -Commercial.

Proposed I-71 
interchange 
design by 
Edwards & 
Kelsey for 
City of Cin-
cinnati, 2000

The site at MLK and Reading is designed to 
be a destination point for the Uptown region 
and beyond.  Kroger asked for a 100,000 sq. 
ft. superstore and this 12 acre site meets 
Kroger’s criteria.  Optimal circulation via 
MLK and Reading, close proximity to UC 
and medical institutions, a proposed rail 
station at this intersection and a potential 
interchange all make this site highly attrac-
tive for a mixed-use development featuring 
a Kroger superstore.     

Analysis
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Urban Design & Programming

This design en-
deavors to cre-
ate a sense of 
place or an an-
chor for adjacent 
residents and 
workers.  Open 
plazas surround-
ed by dense re-
tail, with a focus 
on food provides 
a pedestrian 
friendly town 
center.  

Implementation 
The development of restaurant and bou-
tique enteprises along Reading Rd. and the 
site’s plazas can be fostered by a Linked 
Deposit Loan Program (LDL).  An LDL of-
fers qualifying applicants a loan rate that 
is 2-3 points lower than market rates.  This 
type of loan is ideal for small businesses, 
especially women and minorities. As a key 
player in the redevelopment of the site 
Kroger would have the option to either buy 
or lease the space from the LDE. 

A housing developer would be hired 
to create and manage the market-
rate living units.  Based on current 
projects in the Uptown area e.g. 
(JFP Properties Ltd. or the Uni-
versity of Cincinnati).  Suggested 
financing via the City of Cincinnati 
Housing Round has been success-
fully utilized in similar market rate 
housing projects around the city.  
HUD 108 loans might also be uti-
lized as moderate income housing 
is a criterion for such a loan.

First, identify the crite-
ria for choosing a Lead 
Development Entity 
(LDE).  The LDE should 
have prior success 
with infill and mixed-
use development and 
an orientation of “town 
center” components 
and community-build-
ing sensibility.  Steiner 
& Associates (Newport 
On The Levee, Easton 
Town Center in Colum-
bus) is an example of 
a company that meets 
this criteria.

Next, utilize financing 
methods that will pro-
mote growth and sus-
tainability for the site 
and its periphery and 
encourage businesses 
at all levels.
                 

M
ix

ed
-U

se



The vegetation of the terraces and the roof garden atop Kroger would be visible from the inter-
state as well.  Also visible would be the fitness center and its western glass façade displaying the 
members exercising.  The building would showcase to all of Cincinnati its uses and human mean-
ings.  It would be a center and message for life and living in an otherwise dull and sterile urban 

environment.

Gilbert Site Mixed 
Use Development
and Supermarket 
Design
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The site is a rather desolate office park-like pocket along I-71.  There is very little pe-
destrian activity and sense of community.  The workers of the immediate area park their 
cars, go to their offices then leave at 5 PM.  By 6:30 PM each day, the surroundings are 
vacant.

The design includes a 90,000 square foot 2 level Kroger, a two story fitness center, four 
levels of office with gardened roof terraces, 3 street-level storefronts, underground and 
garaged parking to accommodate all the uses and compensate for the parking that is 
to be built over all in one megastructure.  On the periphery a small pocket park was de-
signed to provide a place for the daily workers as well as those using the storefronts 
along with a streetscape scheme that would visually lead drivers on Gilbert Avenue and 
Reading Road to Eden Park Drive and our Kroger structure.  

The visibility from Interstate 71 was 
the biggest strength of the site and 
the design.  The site was located in a 
pivotal location between downtown and 
the numerous residential neighborhoods 
to the northeast.  The pedestrian and 
human realm of the building is faced 
to Eden Park Drive.  However, visually 
the structure is oriented to Interstate 
71.  The Kroger and other uses would 
communicate to the driver that the daily 
transition from work to domestic life 
had begun.  From I-71 north, the Kroger 
and its panels of iconography displaying 
recognizable national and regional logos 
as well as images of food and drink 
would be eye level to the driver and 
communicate and remind people of the 
meaning of the store.  
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These were the four categories the studio began analyzing within the context
of food vending. Students were given various readings from different authors
and then wrote a paper choosing one of these themes. The students soon
found out that food vending alongside these four issues is not a widespread
topic with literature to back it up. Although the lack of information available
seemed to be a problem on the surface, it helped ignite creativity in finding
other ways to find a solution.

What do they really mean?
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THEbad

THEugly

Generally, open spaces in the United
States are often overly large making
them feel intimidating and desolate.

This is because spaces are generally
designed around the automobile, not
the pedestrian, making the areas
uninviting and uncomfortable.

The separation of residence and work
has contributed to the flight of
people from urban areas by
relocating people to large, sterile,
and unwelcoming office parks where
there is limited interaction outside the
office suite.

Are our city streets comfortable?
Are they exciting or memorable?
Does the street offer something new?
Is anyone not allowed on these
streets?

It takes much more than pavers and
lighting to make a pedestrian area
lively and invigorating.

Street vendors could be used to
break up the large bland spaces,
creating a more dynamic hierarchy
of space.

The United States

Backstage, Cincinnati OH

Desolate open space
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PUBUU LIC SPAPP CE
the good the bad and the ugly

European Planning and Architecture have long

been precedents for the good Urban Design

Community. These typically incorporate GOOD

public space usage and design.

They are designed on a human scale.

Smaller public plazas and streets encourage

more public interaction

Filled with energy: food, crafts, children, elderly,

and even 'undesirables such as homeless are

present without detracting from the overall

character of the urban fabric.

Street Cafes create movement through interest at

the center of social activity.

Street Venders are a magnet for activity. When

clustered they can create street life.

Corner grocery stores create movement with a

purpose. There people iinteractwith their

environment and create connectivity within the

neighborhood.

Oxford, England

Piazza Navonna, Rome

Pedestrian street in Amsterdam

en Europa

THEgood
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EXCERPTS:QUOTES FROM THE NIEHOFF PAP-
ERS ON FOOD.CULTURE.PUBLIC SPACE.LAW

On space (European Plazas):
Each could be seen as a small micro-society in itself, individually adding to the
complexity of the city as a whole and at the same time giving individuals a
chance to share themselves with the community.

-Dan Hatch, MA

On scale:
The scale of streets and blocks and of buildings and spaces has become
immense and we find ourselves lost. Street vending is of a much smaller scale
and has the ability to personalize the modern city again, adding commercial
activity at the human scale. Street vending could create a personal
atmosphere and provide economic and social activity. A well thought out
street vending structure could have the capacity to reconnect the social
aspects of the city.

-Marijn van den Dool, MP

On streets:
Streets are viable public spaces. They have become a primary focus of city
buildings over the past few years. The best or most successful streets are those
that can be remembered. They leave long-lasting positive impressions, which is
why we are attracted to the best of them not because we have to go there but
because we want to be there.

-Emily Newman, MA

On culture:
The site of action is an incentive for action. When people see the lively bustle
of an open space, they generally want to be a part of it either directly or
indirectly. Its like a spiral effect until the area is saturated and people are
wrapped up in this urban niche; but, at the same time enjoying getting away
from it all.

- Patricia Martin, BUP

FOO DSSOOOODDPDDAPP CCE
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On food :
Food is a social

- Frederik Spittael, MP

On Law:
A mother who worries about her child's safety when it leaves the home
is going to have a much greater interest in the public spaces in her
neighborhood than city council members passing city ordinances or the
police officer who goes home to his house in the suburbs at the end of
their shift. Perhaps therein lies the problem.

- Dan O'Connell, MA

CULTLL URE

LALL W

On Streets:
One of my favorite things to do when I visit Downtown (Cincinnati) is to stop
at a hotdog vendor's cart and purchase a brat with mustard and just a little
bit of sauerkraut. These vendors are generally set up along well traveled
sidewalks where business men and women of the city are most likely to stop
for a lunchtime meal. It is here where I meet my fellow Cincinnatians. We
may just exchange nods or even have a conversation, but either way I
somehow feel as though I have a better understanding of the people that I
share this great city with. However, I do not feel this way by merely walking
through the streets...the hotdog vendor has provided me with an opportunity
to feel closer to the people around me.

- Nicholas Muennich, MP

On food:
The design of the space used for communal eating usually contains one
large table with all of the seats facing each other. This means can be
formal or informal, but the concept is the same; focus on food and
conversation. The cafe also focuses on food and conversation but the
added activities and the openness to public space and public interaction
facilitates a different level of intimacy and social interaction.

- Steven Albert, MA

On public space:
Public space fails if the public cannot enjoy it.

- Chris Pohlar, MA
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LAWcuritiba

In Brazil a simple and cost-effective solution to public transportation was
implemented. The Brazilian government implemented transportation
alternatives eliminating much need for the automobile and allowing for
effective pedestrian districts. Above left, pedestrian district imposed by
authority and enforced by a clever social enticement (a place for mothers
to bring their children to play while they shop or relax near by).

By designing for social control in public spaces, this will create areas that
are more inviting. This can occur by focusing on designing spaces that are
comfortable rather than defensible. More police in an area can sometimes
detract from that space because it sends a message that is is not a safe
place to be. If the design of the public space is lively/interesting and
includes many different venues of business and social interaction, it will
attract a diverse group of people. Also, by supporting small businesses,
this will give a stronger economic dependence on the quality of
surrounding public spaces. And finally, include street vendors who
become the ‘eyes of the street’ in public spaces.
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Street vending contibutes vitality and conviviality to
public space. Yet the rights of vendors to occupy
these spaces are challenged by municipal authority,
food regulatory agencies, and attitudes of people
unfamiliar with the benefits of food offerings. Street
vendors rights are often compromised or violated in a
way that may eventually lead to a policy of benign
neglect or in some cases even 'erasure'. To
experience the use of public space through the eyes
of street vendors students experimented with the
rights of "appropriation", "presence", "use and action",
"modification", and "disposition' in a series of events
conducted on downtown streets.

ontibutes vitality and conviviality to
et the rights of vendors to occupy
e challenged by municipal authority,
agencies and attitudes of people
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Increase Public Trust.

Food display.

Display

Encourage

1
2
3

4

&

To demostrate the right of presence we set up a
display of lollipops on the back side of the
courthouse bus stop. We anonymously
observed, activley participated, and analyzed
public reaction.
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RightOFUSE&
ACTION

THE

Important var iables for the
design of food in public spaces:
{} weather

{} variety of food

{} time of day

{} location

Pu
bl

ic
 S

pa
ce



0
5

10
15
20
25
30
35
40
45
50

#
of

Peo
ple

M
al

e

Fem
ale

Prorr
feff

ss
io

na
l

Non
-P

ro
feff

ss
ion

al

Belo
w

30

Abo
voo
e

30

Fill
ou

t s
ur

ve
y

Survrr evv y conducted without
candy incentivevv

candy incentivevv

in public space
actionuse

Pu
bl

ic
 S

pa
ce



appropriation
Pu

bl
ic

 S
pa

ce



T h e r i g h t o f a p p r o p r i a t i o n i sa u t o n o m o u s and manifests in the
acquisition of public space for private
or presonal use. Is human presence
required to appropriate public space?
And can FOOD be introduced, when
using this r i g h t , t o a l t e r i t s
c o n d i t i o n a n d e n h a n c e
s o c i o - b e h a v i o r a l
dynamics ?

appropr iat ion u r b a n
l i v i n g

r o o m
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disposition

boundries

re-appropriat ion
of space

forced disposit ion

disposit ion

disposit ion of space

The space o r r i gh t s
t o t h e s pace have
been app rop r ia ted ,
a n d c a n n o w b e
g i v e n o r s o l d t o
s ome o t h e r e n t i t y .
I t h a s c ome u n d e r
c o n t r o l i t i s
t r a n s f e r a b l e .

conclusionIf you want to sell space, it has to be valuable to
whoever you're selling it to. Disposition raises the
question of appropriation, along with the ethics
of and questions about rightful appropriation.

Also concluded was that you can't
separate disposition and appropriation.
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THE RIGHT OF PRESENCE
More often than not, street vendors are denied such rights. The
right of presence is the opposite of erasure. This right needs to
be restored and preserved in the life of the public and their
space.

THE RIGHT OF USE AND ACTION
This right has to do with free access and use of facilities without
necessarily appropriating them. In some countries, not only street
vendors occupy designated spaces in the public space, but also
have access to water, electricity, etc.

THE RIGHT OF APPROPRIATION
This right is somewhat similar to the previous right above.
Obviously, once used by certain individuals, certain resources
cannot be shared by others. Particular areas of the public space
lend themselves more to activities such as street vending that other
areas.

THE RIGHT OF MODIFICATION
In some cases, individuals have the permission to change the place
as they see fit. There should obviously be certain limitations in a
place as far as these changes are concerned. Otherwise, others'
rights to space might be jeopardized or prohibited. The important
question is to find the limits of "improvisation" as "deliberation". To
some extent, vendors improvise, but there is certainly a limit here.

THE RIGHT OF DISPOSITION
There are certain rights that can be transferred to others if need
be thus becoming somewhat permanent. Besides permanence,
the right of disposition might be a way to sustain a business over a
fairly long period of time. By regulating this right, it may help
ensure long-term business vitality.
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GAME
DAY

  
 

 
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

 







Urban Park Concept Plan View

3d Model of Urban Park Concept

3D Cincinnat i Riverfront area
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Top two pictures, actual
photographs taken by
students while documenting
their site. Third pictures is a
rendition of what the finished
product would look like.

There is a need for a striking a
uniquefeature in the downtown area. A new
destination could highlight
historical sites in the city, appeal to a
wide audience, and be ever
changing. The proposed location of the
project and its surrounding areas are in a
prime location between Over-the-
Rhine, a neighborhood rich with history,
and a recently redevelopming entertainment
district.

There is a need for a striking and unique fea-

ture in the downtown area.  A new destination 

could highlight historical sites in the city, appeal 

to a wide audience, and be ever changing.  The 

proposed location of the project and its sur-

rounding areas are in a prime location between 

Over-the-Rhine, a neighborhood rich with history, 

a recently redeveloped entertainment district.
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THE DESIGN.
Central Parkway will be reduced to four
lanes in lieu of a wider median. This
median will accomodate an open-air
vending area and create a transition
from the ground level down onto the
subway platform. The vending areas
that will be framed by permanent, fluid
structures that house temporary
vending necessities such as counter
space and food preparation areas.
These vending areas will be a constant
destination in the park area created but
will flourish when events are taking
place below. The subway station will
allow enough room for any event such
as a musical performance or art viewing.

Historic Central Parkway.
Above, as a canal in the nineteenth
century, below, as a road in early
twentieth century

perspective 3D rendering
facing east from median in
Central Parkway
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community
GARDEN

THE

ROLE OF GARDENS AND URBAN DECAY.
Social.
There are few opportunities foff r gardeners to come together and
partake in gardening events.
There are not enough community members involved.
Not much variety of age groups among gardeners.
VaVV ndalism.
Litter.
Homeless people with no where else to go.
Nutritional needs not being met
Economic.
Gardens are not exploiting their income generating capabilities.
Ineffff icient resource use.
Lack of funding.
Gardening.
Lack of garden visibility.
Sustaining interest in gardening.
Recruiting/training young people.
VaVV cant garden lots/ abandoned gardens.
Turnover rates of gardeners.
Gardeners have minimal economic investment

PROBLEM
STATEMENT.
Currently there are over 700 vacant
lots in Cincinnati's Over-the-Rhine
neighborhood. These lots collect
trash, attract homeless people and
crime, and contribute to the areas
negative image. Reclaming vacant
lots and non-buildable parcels for
community use can improve not only
a neighborhood's image, but also the
quality of life for the people who live
there.
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Total Sustainable population Total Population of OTR

Sustainabilty Facts when all Vacant Lots in OTR are Utilized

Series1

0 100 200 300 400

People growing
crops

People
Sustained

Population Involved in Growing Crops vs
Population sustained by Community Gardens

Series1

3d rendi t ion of

a vacant lot in

Over the Rhine

Community gardens

Provide a viable food
source for sustenance
and economic benefit
and are a venue for
community in te rac t ion .

Pu
bl

ic
 S

pa
ce



Mathias Detamore
Frederik Spittael
Bobby Bitzenhofe
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The Geography of Themed 
Environments
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Urban Agriculture

Policy Food

'Urban agriculture' is
defined as small-scale,
independently or family-
owned farming that is an
integral part of the
urbanizing fabric of a
region. It exists as
fragmented patches of
farmland within older rural
settlements and expanding
suburban sprawl. We use
the term 'urban agriculture'
to define geographic areas
within Cincinnati's
urbanizing region that need
attention in land use
planning and preservation
as viable economic and
landscape resources.

Today we move away from agriculture's
traditional production and rural roots focus
to define the role of contemporary urban
agriculture in the context of economic
development, technology and consumer's
emerging preferences, community livability,
safe food, organically grown food, a means
for suburban sprawl management, and the
maintenance of a sense of rural character.
The following student work explored the
linkage between these areas and the system
of production, distribution, and
consumption in the Cincinnati metro region,
and explored the possibility of redefining
such areas as special economic districts
and unique landscapes.

While a certain amount of food trade is
useful and will continue to be an activity of
modern economies, communities that seek
to meet their food needs locally as much as
possible will realize other benefits as well:

" Rebuilding local food production requires
rebuilding the local diversity of crops and
food businesses needed to adequately feed
the local population. Farmers producing for
the local market tend to increase the
diversity of their plantings - a shift with
advantages for the diets of local people and
the ecology of local landscapes.

" Money spent on local produce at farmers'
markets, at locally owned shops, or on
locally produced food stays in the
community longer, creating jobs, raising
incomes, and supporting farmers.

" Local food often costs less than the
equivalent food bought on the specialty
chain produce market or from a
supermarket, because transportation costs
are lower and there are fewer middlemen.
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Loss of Farm Land
American Farmland Trust's study: Farming on the
Edge discovered that sprawling development threatens

America's best farmland. America is losing
prime farmland at a rate of
approximately two acres per minute.

Growth itself is not the problem, rather it is wasteful land use.
Urbanized land grew by 47 percent and housing lots accounted for 55 percent of the land
developed.

86 percent of U.S. fruits and vegetables, and 63 percent of our dairy
products, are produced in urban-influenced areas and our food is
increasingly in the path of development.

Prime agricultural lands are peripheral to the
major urban centers. Therefore, the pressures for development of
these areas are accentuated given the potential for more lucrative land uses.
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P R E S E R V A T I O N

Andy Meyer
Keith Thomas
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Changing Nature of
Farms

Farms consolidate to cover costs and increase
efficiency. They become more mechanized,
production is increased, and less labor is
required. Farmers are displaced to urban
areas.

Commercial farms have captured the market as the farming industry has

experienced an increase in farm technology, commercialization, and globalization.
The historic fabric of American culture is being lost.

Adam J. Rockel
Dan Dornacher
Nicole Lopez-Stickney
Sanmati Naik

r

e
M E C H A N I Z A T I O N

Due to globalization, farmers have entered
international markets to increase the demand
of their products. This increases profit and
earning potential, thus enticing farmers to
bring more land into production.

1790 - 95% of Americans lived in rural areas
1900 - Over 40% of US population lived on 5.7 million farms
1935 - Peak number of farms - 7 million with average of 55 acres
1975 - 2 million farms, average of 440 acres, employing less than 3% of the labor force.

Time line: Changes Between 1990-1975

A small farm is any "farm with less than
$250,000 gross receipts annually, on which
day-to-day labor and management are
provided by the farmer" USDA 2002.
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Theoretical Issues
with Small Farm
Locations

Rent determines the agricultural land uses
around the market city. Products of higher
value can bid higher prices for the use of land
which is assigned to the highest bidder.

A piece of land will be put to the use that gives
the maximum economic return under the given
physical circumstances Primary and secondary

transportation corridors
play instrumental roles
in raising property
values of adjoining
properties hence
putting press
land owners
conversion t
agricultural

Developers' location decisions area affected by:
Access to highways
Distance from natural features
Farmland quality
Existence of public infrastructure

T h u n n e n ' s

SURVIVAL MODEL

economic returns.

-Distance of land to the market
-Transport cost per unit of product
-Yield of crop per unit of land
-Market price per unit of product
-Production costs per unit of product
-Proximity to arterial routes
-Scale of production
-Proximity of non-agricultural uses
-Quality and variety of produce
-Level of technology and
sophistication of production systems

Parameters of Agricultural Location

Nitin Gurnani
Ruchit Sharma
Dorina Pojani

Agricultural land uses predominantly have

had the lowest economic value while

residential, commercial, industrial, and

institutional uses have experienced
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Consumer Preferences

People have less time to
prepare food. Eating
out, home-delivery, and
microwaveable foods
are convenient options
for consumers.

SURVIVAL MODEL

Food Expenditure & Household Income

Aditi Mantrawadi
Deepali Tumbde
Timothy Besingi

F A C T O R S

W H A T
W H E R E
W H E N

Prices and Availability

Convenience & Accessibility

-Increased income and smaller
families has led to higher per
capita expenditure on food.

-While total expenditure away
from home have remained
higher , the expenses on food
away from home have
increased faster than on food
consumed at home.
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Demographic Trends
W H E R E

1. California 28%
2. Texas 10%
3. North Carolina 4%
4. Florida 3%
5. Washington 3% OBESITY/OVERWEIGHT

Angela Quinn
Andrea Vanausdall
Vamsi Tabjulu

Trends reveal that American consumers are older, more diverse, and increasing in

number. There will be an additional 50-80 million people
consuming food in the United States. Food Expenditures in
supermarkets, resturaunts, fast food outlets, and other retail establishments are expected

to increase by 26% from the current level of $800 billion in
2001 to $1 trillion by 2020.

As ethnic diversity increases in the United States, the desire for a wider variety of produce
and food products increases. The Consumer Expenditure Survey of 1994-1996 indicates

an increase in consumption of fruit, vegetables, fish, and pork. Small Farmers could
benefit by providing such products.

In the U.S., obesity has reached epidemic proportions. Ninety-seven million or
55% of adults ages 20-74 are obese/overweight.
Affordability and availability of processed,
"junk" and fast foods, poor diets, sedentary
lifestyles, and lack of nutritional education are
key reasons for this current trend.

Almost half of the hired farm workers are
located in five states.

Hired farm workers include those paid to manage farms for
employers (10%), supervisors of farm workers (4%), and farm
and nursery workers (86%). The number of farm workers is
steadily decreasing.
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Federal and State
Economic Policies Curt Freese

John Rodoriges
Kelichiro Zushi
Tatiana Kosheleva
Surabhi BarbhayaF E D E R A L

S T A T E

Pre WWWW I: Limited government
intervention in agricultural
sector

Great Depression: Collapse
of crops and increase in
government assistance

AfAA ter 1950: Increase in crop
production and more emphasis
on farm policies related to
supply management

Present Scenario: Wide
variety of commodity,
conservation, trade, credit, and
other subsidy programs.

Ohio:

Kentucky:
-Purchase of Agricultural Conservation
Easement Programs (Kentucky PACE)

-Tax Relief
>Differential Assessment Laws/Current
Use/Value Assessment
>Estate Tax Relief

-Transfer of Development Rights (TDR)
-Purchase of Development Rights (PDR)
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National Food Safety
Network Michael Goss

Nikita Jones
Beth Kramer
Cory Thomas

F E D E R A L

While large corporate farms are able to absorb the cost of
compliance, these regulations make it difficult for small farm
operations to make ends meet .

The food safety Network strives to oversee all aspects of food
production, processing, and consumption.

T O F O R K

This network links all levels of government
and is guided by the following principals:

-only safe and wholesome foods may be marketed
-Science-based regulatory decision making
-government-based enforcement responsibility
-manufacturers, distributors, and importers are
expected to comply and are held liable for inaction
-the regulatory process is transparent and
accessible to the public (www.fsis.usda.gov)

The USDA manages most of the organizations directly impacting small farms. These
groups include Food safety and Inspection Services (FSIS), Animal and Plant Health
Inspection Service (APHIS), Agricultural Marketing services (AMS), Farm Service Agency
(FSA) and the Grain Inspection, and Packers and Stockyard Administration (GIPSA).

As regulation compliance has forced small farms out of existence, the government has started developing

systems to help protect small business owners. These policies include the Regulatory
Flexibility Act (RFA) of 1980 and also the Small Business Regulatory
Enforcement Fairness Act (SBREFA) of 1996.

As a result of industrialization and largely on part of the meat packing crisis in American cities in the early
1900's, the 1906 Food and Drugs Act was enacted to ensure the purity of a product. Since then, many
advances have been made to ensure consumer safety and health.
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Globalization &
Private Markets Tony Bonanno

Abhishek Dayal
Chandrima Pal
Adam SickmillerT H E G L O B A L

World Trade Organization (WTO) The Uruguay Round Agreement of 1986-94
culminated into the formation of a world Trade Organization. Under the
'Agricultural Agreement', developed countries had to eventually cut their tariff
rates and export subsidies by 36%. All domestic support measures facilitating
overproduction were to be reduced by 20% over a 6 year period.

North Atlantic Free Trade Agreement (NAFTA) All tariffs on agricultural
imports between Mexico, Canada, and the United States are to be gradually
reduced and eventually eliminated by 2008. However, under NAFTA, price
supports (subsidies) are permitted, so long as they do not interfere with free
trade.

Distribution Channels
OLIGOPOLISTIC operations and VERTICAL INTEGRATION have
contributed to the consolidation of the food and agricultural industries.
Small farms are not able to produce the quantities that most grocery stores require, nor are they able

to guarantee a steady product supply year-round. As a result, farms have gotten larger, they

often produce mass quantities of a single crop, and they utilize heavy amounts of chemical fertilizers

and pesticides. Our food also travels longer distances from more suitable growing climates before

reaching local grocery stores. Grading standards also force farmers to use preservative methods
and genetically enhanced crop varieties to sustain freshness and aesthetic appeal to the consumer.
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Economic Strategies
Timoth Besingi
Curt Freese
Cory Thomas
Angela Quinn

P r e s e r v i n g F a r m l a n d

Strategies
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Boone County
Site "A"

Site A primarily falls within the flood plains of the Ohio River, urban
development is scarce, and agricultural uses dominate the landscape.

According to the
soil mapping
inventory, the most
agriculturally
productive regions
have been
identified.

S I T E A N A L Y S I S

SURVIVAL MODEL

Abhishek Dayal
Daniel Dornacher
Nitin Gurnani
Nikita Jones
Sanmati Naik

WHERE DO WE BUILD?. . .

Where is the Most Suitable Area for Farming?

Boone County has been developing at a rapid pace over the past 20 years. The
residential suburbs have been a contributor to the sprawling developments that have

consumed fertile agricultural land. Site A is along the Ohio River, has rich soils, and is an
agricultural region experiencing urban/suburban developments from surrounding areas.

This area has a unique
rural character that is

visually stimulating and
also contains several

historic sites.

cincinnaticincinnati

Fa
rm

la
nd



Boone County
Site "A"

SURVIVAL MODEL

Abhishek Dayal
Daniel Dornacher
Nitin Gurnani
Nikita Jones

HOW DO WE BUILD OUR
COMMUNITY?

This agricultural conservation plan proposes some planning measures to promote the
farming tradition in northern Boone County, while reversing the conventional trends in

residential and urban developments for the area.

Existing Conditions

GROWTH
TRENDS

PHYSICAL
CHARACTER

ECONOMIC
STRATAA EGIES

To project the physical growth patterns for the year
2020, the trends for the past 20 years have been
analyzed. It is concluded that all of the flat land on the
northern tip of the county will be converted into
residential land uses, if current zoning regulations are
maintained and growth continues at is current rate.

Using overlays of soil types, slopes, flood pains,
current land uses, zoning, and infrastructure services,
a composite map has been created identifying areas in
the region most suitable for farmland preservation and
agricultural production.

An economic proposal incorporates locally owned
farms to provide fresh, safe, and high-quality products.
These products would be available to restaurants and
grocers through a specially developed distribution
system. To make agriculture more viable, subscription
systems, seasonal events at local farms, and outreach
activities are opportunities available to the community.

Recommended Land Use Plan
The plan proposes to conserve the
farmland by diverting the growth through
methods of urban in fill and density
concentration. Planning tools of agricultural
conservation zoning, Transfer of
Development Rights (TDR), and other
agricultural economic techniques are
employed to maintain the farmlands. It also
conserves the parcels of land having higher
potential for agricultural development
through various zoning methods.

Sanmati Naik
Vamsi Tabjulu
Cory Thomas
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Boone County
Site "B"

The road network in the study area dominates the land uses. It is
acting as a catalyst to suburban sprawl. Growth along the corridors is predominantly residential and
commercial, while agricultural lands have fewer access routes.

S I T E A N A L Y S I S

SURVIVAL MODEL

Aditi Mantrawadi
Angela Quinn
Beth Kramer
Deepali Tumbde

WHERE DO WE BUILD?. . .

Where is the Most Suitable Area for Farming?

Study area B consists of a variety of land uses ranging from agriculture to commercial to
residential. It consists of approximately 4300 acres of land. The pressures that are

changing the available agricultural and forest land into new residential subdivisions are
clearly evident.

Ruchit Sharma
Surabhi Bharbhaya
Tatiana Kosheleva

Existing Land Use
-Experiencing growth pressures
and possible encroachment from
development within Burlington
-Current land use: multi use
-Agricultural-31%
-Residential-44%
-Woodlands-20%

Existing Land Cover
Woodlands cover most of the
steep slopes and provide
viewsheds to the area that
enhance the visual character of
the area.

South-west and south-central parts of the area have an
average to high suitability for growing crops. It has high
potential for growing tobacco. Principle crops for Boone
County include:

TOBACCO
CORN
WHEAT
ALFA-ALFA
RED CLOVER
GRASS
LESPEDEZA

Alluvial Soils
Although properties in the area
have a high potential for
erosion, they are also more
fertile due to their location on
the alluvial ridges of local
streams.

cincinnati
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Boone County
Site "B"

SURVIVAL MODEL

HOW DO WE BUILD OUR
COMMUNITY?

Half of study area B is currently zoned to allow residential development, indicating the
the county is accomodating urban sprawl.

Proposed land use plan for 2020
Projected growth patterns by 2020 without a strategic
plan and enforced land use controls

Current zoning can not accomodate the growth
projected by the yeat 2020

Proposed Zoning Addressed:
-Changes in terms of land use and character
-Preserving the agricultural land while accomodating
future growth

-Forming distinct agriculturral districts
-Identifying parcels for cluster developments
-Designating areas for Conservation Easements

PRESERVAVV TAA ION
issues addressed
soil productivity

slopes
view sheds

woodland areas
flood plains
historic sites

Highest potential found in
south-western corner of area B

Implementation tools:
Transfer of Development Rights (TDR)
Purchase of Agricultural Conservation Easements (PACE)
Agricultural Districts
Cluster Developments
Economic Development Strategies:
Farmer's Markets
Vineyards
Farm to School Programs
Goat meat production

Aditi Mantrawadi
Angela Quinn
Beth Kramer
Deepali Tumbde

Ruchit Sharma
Surabhi Bharbhaya
Tatiana Kosheleva
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Warren County
Site "A"

Development is occurring quickly at low densities.
Minimum lot sizes of 2 acres for properties not serviced by sewer are standard.

The location of a strip of land designated for
manufacturing activities corresponds with the location of a
major underground aquifer and wellhead protection zone.

Areas with a larger presence of streams and ground water aquifers have a higher risk of
becoming contaminated. Established wellhead protection boundaries help protect

public water supply resources.

S I T E A N A L Y S I S

SURVIVAL MODEL

Dorina Pojani
Andy Meyer
Curt Freese
Chandrima Pal

WHERE DO WE BUILD?. . .

Soils with a more neutral pH
(Russell and Miami Xenia
Wynn) are typically more
agriculturally productive than
those that have higher
acidity and alkaline ratings.

Where is the Most Suitable Area for Farming?

Warren County is currently the fastest growing county in Ohio. Warren County Site "A"
is experiencing heavy development pressure as the three cities of Monroe, Lebanon,
and Mason seek to accommodate their own residential and industry-related needs.

This expansion has come at the cost of many small farms.

Andrea VanAusdall
Keith Thomas
Mike Goss

cincinnati
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Warren County
Site "A"

SURVIVAL MODEL

Dorina Pojani
Andy Meyer
Curt Freese
Chandrima Pal

HOW DO WE BUILD OUR
COMMUNITY?

Three aspects of land use and economic development have been examined and fused
into a comprehensive plan. These strategies for implementation suggest ways for

agricultural and urban land uses to co-exist within a community.

Andrea VanAusdall
Keith Thomas
Mike Goss

Proposed land use plan for 2020Projected growth patterns by 2020 without a strategic
plan and enforced land use controls

Development Recommendations:
>Development impact fees based on acreage utilization to
encourage denser settlement

>Implementing stipulations for minimum lot sizes through the
zoning ordinance

>Using sewer lines and necessary infrastructure
improvements as incentives for higher density development

>Developing a farmland green belt for preservation along the
flood plain to prohibit Mason's coalescence with Lebanon and
Monroe

>Strengthening and connecting trail systems for alternative
transportation and recreation

>Creating a Planned Unit Development (PUD) combining,
commercial, professional, high density residential land uses
while preserving agricultural properties.

>Maintain high density residential development at 2-4 units
per acre and low density at 1 unit per 2 acres to 1 unit to 1
acre.

Strategies Helping Farmers and
Local Economies:

Distributions system-
A distribution/processing/retail center is
proposed, as well a the establishment of
a new farmer's market, and community
supported agriculture.

Processing-
The Warren Agricultural Boards is
proposed to help process and sell locally
grown produce in surrounding areas.
The first recommended processed
product is organically grown salsa.

Marketing-
'Made in Warren County' product labels,
signs, and flyers as well as other
advertising techniques to promote
agricultural awareness.
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Warren County
Site "B"

Crop land and pasture dominate the study area with woodland forests
bordering the Little Miami River.

S I T E A N A L Y S I S

SURVIVAL MODEL

Tony Bonanno
Nicole Lopez-Stickney
John Rodrigues
Adam Sickmiller
Kelichiro Zushi

WHERE DO WE BUILD?. . .

Warren County has become a prime example of urban sprawl. Study area "B" is
located in the central part of the county. It includes parts of Turtle Creek, Clear Creek,

and Wayne Townships. The study area is bound by Little Miami River & flood plain,
Pekin Road, the city of Lebanon, and Interstate 71.

Current land use within Site "B" remains predominantly agricultural;
however, encroaching development threatens this rural area. Minimum
lot sizes of 2 acres for properties not serviced by sewer are standard in Warren County.

Current Zoning in Area B

What Areas are Suitable for Farming?

Large plots of land in this
region are highly

suitable for farming.

Current Land Use/Land Coverage

Land Use # of Parcels Total Acreage % of Site Area
Agricultural/Vacant 214 6,504 69.10%
Recreation/Open 6 136 1.40%

Single Family 646 2,777 29.50%
Total 866 9,416 100.00%

Warren County 2002 Land Use
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HOW DO WE BUILD OUR
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Kelichiro Zushi

Current Zoning Projected Land Use in 2020
if Current Trend Continues

2000 2020 Change
6,438 13,610 7,172

Projected Population Change

The area of Turtle Creek Township that contains site B will more than double its population
by 2020. The current zoning standards are not prepared to accomodate both housing and

agricultural needs for the area. This plan suggests alternitives allowing the county to
provide adequate housing and preserve the most agriculturally profitable areas.

R E C O M M E N D E D P L A N for Year 2020

Based on current Warren County
zoning, site B would need to

accommodate an additional 1,232
units by 2020. If the minimum
projected population increase
occurs and units are placed in
high density residential areas,
3,204 acres will be taken up by

housing. This is 65% of the
available land.

Features:

Preserved 1,316 Acre Agricultural District
This area serves as a farming education center
in the region. It features an information center,
demonstration farm, livestock, orchard, parking
lot, and bike trail.

New Sewer lines
These would serve the southern part of Area B
and enable 1.2 acre single family units to be
concentrated in the area.

Residential Development
This zone would have 2 acre single family units
reflecting low density development.

Conservation District
This area is located between the agriculture
district and residential areas and serves as a
buffer between opposing land uses.

Proposed Plan for the Agricultural District
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AN OVERVIEW OF THE LITERATURE: Much of the research on the loss and
decline of the public space and public realm expresses concerns over what constitutes the
“public” (Arendt, 1958; Sennett, 1977; Rustin, 1986; Mitchell, 1995; Crawford, 1996;
Southworth and Parthasarathy, 1996; Banerjee, 2001). Broadly, public refers to the space
and affairs “among those who inhabit the man-made world together” (Arendt, 1958: 52).
However, this definition implies multiple interpretations (Southworth and
Parthasarathy,1996: 246) and discussions including the dichotomies between the public
and private, family and civil society, inclusion and exclusion, and freedom of access and
control.
The preponderance of the “publicness” of public space stems from the virtues of the
“unplanned encounter” (Scruton, 1987) including: diminishing the “fear of the strange
and stranger” (Lennard and Lennard, 1984), providing freedom of access and encounter,
diminishing exclusion and increasing opportunity for casual encounter, heightening
awareness of the “other,” visibility and “conviviality” (Illich, 1973; Banerjee, 2001),
shared joy and group identity, a catalyst for memory and fantasy, and creating a social
bond. While various ethical, political, emotional, and socio-cultural characteristics of the
term have been recognized, their policy implications have remained either somewhat
elusive or vague, or have become increasingly irrelevant.
Successful urban design practices still largely depend on generating spaces that celebrate
the iconic attributes of the consumerist society (i.e., the Times Square), or monitor the
presence of the incivility through exclusion (i.e., the private corporate open spaces in
downtown Los Angeles). So much so that open spaces that cater primarily to the “white-
collar office worker, business firms and visitors and middle and upper class residents”
constitute the ideal negotiated plaza (Loukaitou-Sideris, 1993; Frieden and Sagalyn,
1989). These spaces are far less diverse and open and convivial and largely constitute
what Walzer (1986) calls simple-minded space rather than those that encourage open-
mindedness and conviviality and encourage social bonding, or diminish the fear of the
strange and stranger, or induce unplanned encounter.
Part of the contemporary sterility or banality associated with the public space has to do
with spatial control (Lynch, 1981) and the exercise of the rights of citizenship and how
they have transformed in recent times. These five rights include: presence, use and
action, modification, appropriation, and disposition.
The question is to identify specific publics that correspond to these respective spatial
rights. For example, the right of presence remains critical for the homeless or the
underclass to be recognized. This represents an alternative approach to how to think
about public spaces instead of designing them retroactively and based on a general,
monolithic notion of the public. Without such a right, the homeless cannot be tolerated
and included. Mitchell’s (1995) essay on “The End of Public Space?” vividly illustrates
the struggle among various types of “publics” and the exercise of their at times
conflicting sets of rights over a contested public space known as People’s Park in
Berkeley, California. The noteworthy publics in the struggle over the contested “public
space” included the City, the University of California, Berkeley, and the homeless people
who sought their free access to the park within their democratic and citizenship rights.
As it turned out, each of the parties involved had their own interpretation and perceptions
of what constitutes public and public space. While the University and the City favored
restrictions of access to those who violated the social codes of civility, the homeless
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people considered People’s Park a true public space they were entitled to use. What are
the possible urban design implications of multiple perceptions toward the public and
public space?
The literature on public space and the nature of public realm clearly show that the story
of People’s Park has been but an isolated incident surrounding the transforming, fuzzy,
and conflicting nature of the public. In fact, the production of public space that ideally
allows the attributes of a broadly defined public to make sense becomes increasingly
problematic in the contemporary society. While the notion of public man becomes
questionable due to a variety of ongoing phenomena including globalization, the rise of
the telecommunication era and the network society (Lim, 2002), and fear of the stranger,
public has lost much of its potency due to the strength of the values of privatism, the
concomitant fall of public man (Sennett, 1977), the steady withering of the public realm
(Banerjee, 2001), and so on. As such, while the term public has lost much of its
conceivable luster, it has been reduced to different categories that reflect its multiple
layers, including conviviality (Illich, 1977), tolerance of the other, and, seeing and to be
seen.
Therefore, it is conceivable to think of public spaces that cater to different types of
publics. While much of the literature on public space has questioned the openness,
accessibility, and the distribution of public space, the degree of its publicness remains
questionable as well. On the other hand, the crisis of publicness has seriously questioned
the precision of public space as a meaningful term. Lim (2002) has used the term “civic
space” instead of public space to “clarify the need for spaces in which civil society can
engage in its daily practices of voluntary association” and Banerjee (2001) has
recommended focusing on the concept of “public life” rather than public space, because
“public life is flourishing in private places, not in corporate theme parks, but also in small
businesses such as coffee shops, bookstores, and other such third places.” To Lim
(2002), civic space constitutes an active dimension of social life and change; to Banerjee
(2001) however, the importance of social life has diminished due to our isolation from
the public life due to the Internet and cyberspace.
The dichotomies between public life and public space on one hand, and between public
space and civic life on the other, call for revisiting the term public and its relevance in
conceptualizing the public realm or public space.
The most prevalent impact of the transformation of the term public is that it is no longer a
monolithic concept, which once was captured in spaces that were conceivably open to the
masses of people from different walks of life, social class, income, and gender. Instead,
the word public has been redefined into spaces of limited liability in a sense that they
respond to certain type of publics instead of a broad conception of public encompassing
difference and deviance among other things.

STUDENT PROJECTS
In a class exercise on the role of food in the life of public space, the spatial rights defined
by Lynch were examined in Cincinnati, which has experienced heightened racial and
social tensions in the last few years and has gained reputation for police brutality and
intolerance toward certain kinds of public. An interdisciplinary group of the University
of Cincinnati students and faculty from architecture, planning, and geography
collaborated on the design of different types of public spaces that aimed to address
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different types of public. The venue for this multi-group exercise was the Niehoff studio
located at the downtown Cincinnati. These publics represented socio-economic diversity
and raised concerns about group identity. Selecting appropriate locations for each public
space on the basis of social purpose and group identity, students attempted to resolve the
conflicting rights of citizenship, and exhibited the visual and contextual attributes of their
proposed public spaces.
What follows describes each student project, the specific social, economic, and the
physical goals associated with them, and also the critical elements in understanding the
current status of public space. Students identified different publics against the backdrop
of street vending or more broadly food, which could serve as an important catalyst in the
vitality and revitalization of cities (Crawford1, 2000) and their public spaces.
Street vendors contribute to the creation of viable public space and contrary to those who
believe public space is dead, the changing nature of the public space calls for “different
publics” (Crawford, 2000).

1. Washington Park Authority: Addressing the “homeless” as a needy public and as a
unifying theme, the first team of students designed a “food district” in the vicinity of the
Cincinnati Drop-In Center. The disconnect among various social service organizations in
Cincinnati, on one hand, and the central location of the Drop-In Center at the periphery of
the highly stigmatized Washington Park in Over-The-Rhine, on the other, prompted this
design. The proposal sought to engage the local stakeholders including the merchants,
business owners, the City Council, and community leaders in the implementation of the
Washington Park Authority. The design combined the services of the Drop-In Center,
Dress for Success, Cinti Cooks, and the Food Ventures Center, so that the homeless get
cleaned up, get dressed up, and get training, and apply their new skills for self-
sufficiency.

1 See Gewertz 2000.
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2. Breakfast Bus: The second team targeted a different type of public by focusing on the
public spaces surrounding the work place in downtown Cincinnati. Their design
rationale derived from the idea that the public transportation system is essentially
stigmatized, lacks incentives for suburbanites, and perpetuates the commonly held
perception that it subsidizes the poor. More than offsetting the need for transportation
through a unique culinary experience, the designers hope to attract the typically well-
educated and affluent suburbanite labor force who, commutes to downtown to work.
This effort finds the form of an express bus route serving breakfast from a suburban park
and ride and a convenient downtown depot. As part of their site selection criteria, this
group recommended parking lots that are not isolated and instead, have some existing
amenities in their proximity (i.e., a grocery store, or a restaurant within walking distance).
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3. Game Day: Arguing that after 4:30 pm, businesses close early because of the lack of
customers and that there is really not much to do or see, the third group focused on
downtown Cincinnati as a ghost town. This group envisioned a “Game Day” as a festival
type event that could rejuvenate downtown Cincinnati. Capitalizing on activities that
start early and last all day when Cincinnati Bengals and Reds play home games, the idea
is to attract a public that seeks to spend some time when there are events (i.e., games in
progress and happening in Downtown). Designing several points of interest along a path
that connects different public spaces in downtown, this group set out to create a set of
journeys for downtown Cincinnati. In addition to game days, other possible events for
attracting the public to the underutilized public space of downtown Cincinnati include: A
Taste of Cincinnati, the Cincinnati Tall Stacks,” and the “Oktober Fest.” The designers
also recommended zoning out the downtown spaces for both “long,” “medium,” and
“short term” street vending in Cincinnati.
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4. Community Gardens: The fourth group sought to enhance the community ownership
of the public space, especially in deteriorating neighborhoods. The idea behind this
proposal emanates from recycling the underutilized spaces within a neighborhood into
community gardens. These gardens would in turn induce social interaction by promoting
gardening, engaging the community in celebrating their local identity as well as
showcasing their work and products and holding various educational programs for people
of different ages. The policies that are conducive to planning community gardens would
include: allocating public spaces within a ¼ mile of any residence and locating gardens
within close proximity to children’s schools.

5. Pop-Up Cincinnati: This project was premised on the role of local cultural events in
restoring the community identity. These events can be celebratory to the neighborhood
while also bringing awareness to the other local communities. The infrastructure to assist
the execution of these events involves a mobile kitchen designed on a low riding flat-bed
trailer with a truck for towing and a small stage for music and live presentations. The
truck will include a movie projector that can be used by the community for any kind of
audio-visual presentations, movies, etc. The cooking units run by natural gas will be both
modular and interchangeable so that as the community plans for the event, they can
actually plan a kitchen that will best suit their needs.
Each event will be designed for the community by the community. Neighborhoods will
compete for eligibility based on their intentions for the planned events. When applying
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for the use of the mobile infrastructure, other criteria will have to be met for
consideration (i.e., access, availability of a square or a main street corridor, and historic
significance). An event could be as intimate as a block party to bring together members
of the community with local businesses or support a larger program such as a home fair
to advertise the amenities of the community and encourage home buying. A menu will
have to be prepared that will capitalize on resources of each locality; it could be based on
a local restaurant that is key to the community, or a specific food type that is common to
the neighborhood, etc.

6. The Bazaar: This proposal focuses on south side of the Findlay Market in the heart of
Over-The-Rhine, a dysfunctional, yet promising district of Cincinnati. This project is
proposing placing arts and crafts vendors along the south of the Market, and extending
the theme of arts by creating a stage area for performances to be located at the Southeast
corner of Elder and Pleasant Streets. This event will occur every Saturday during the
summer from June until August. While the vendors will operate during normal Market
hours, the stage can be used until at different times. The products will be high quality and
locally made and distributed. Emergency vehicles will have a clear path, as the vendors
are not located in the center of the roads. The vendor will have a designated zone and the
stage area will cut into two existing buildings, allowing a sheltered area and opening up
the currently small corner space for seating. The lower level of the buildings will contain
permanent restaurants to further facilitate the stage area after Market hours.
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7. Findlay Commons: This group sought to enhance the popularity and profitability of
Findlay Market, which is a thriving marketplace in the middle of an impoverished
Cincinnati neighborhood. Lacking a stopping point for visitors, this group proposed a
development scenario based on which patrons could linger and perhaps stay a bit longer
on a Saturday morning. Specifically, the plan was to attract different types of publics
from the neighborhood itself, downtown, the suburbs, and visitors from out of town.
Envisaged as a destination, visiting Findlay Market could potentially become an event,
not just another stop on the to-do list.
Findlay Commons will be located on Elder Street on the south side of the market house
and the lot on the southeast corner of Elder and Race. The group proposed to renovate all
building facades on Elder Street, and to develop the eastern block of the street as separate
restaurants, forming a food court for Findlay Market. Tables and seats will be set up
along the sidewalk for patrons of Findlay Market and Commons to use. Vendors will be
encouraged to sell in front of these restaurants and in the adjoining park, which will
consist of greenspace, hardscape, a stage, permanent seating, and flexible seating. The
plan also proposes to improve the south parking lots of Findlay Market, and the creation
of a pedestrian boulevard leading from the parking lots to the market house.
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8. Subway as an Underground Arts Center: The Cincinnati subway system and the
Race Street Station located directly below Central Parkway between Vine and Elm
Streets are notably unique features of the city that remain hidden and unused. The
proposed site of the project and its surrounding areas are in a prime location between
Over the Rhine, a neighborhood with a rich history and a recently developed
entertainment district, and the Central Business District. This area currently has an
abundance of large, impersonal office buildings on the south side of Central and parking
lots to the north.
A portion of the median on Central Parkway would accommodate an open-air vending
area and transition space from the ground level into the station. The vending stations
would be framed by permanent, fluid structures that house temporary vending necessities
such as counter space and food preparation areas. Vending areas will be an extension of
the events taking place in the subway station below. There are a total of 40 canopies, all
over 15 feet wide. The largest 7 on each side extend out from the bridge at or beyond 9
feet, allowing plenty of room for all vending necessities, and in the event that some are
empty, covered eating areas. Utilities such as electricity and water will be extended from
the road to the vending areas, allowing for easy setup.
The median will also be the location of moveable seating and tables, skylights, and a
pedestrian bridge connecting the two medians. The skylights, increasing in size towards
the outside ends of the medians, will house the emergency exits stairwells. The tables and
seating can be easily locked up at night within the subway station. The transition from the
subway includes the ADA-accessible ramps and the two original staircases that face one
another in the center of the site. These steps are within code (7/11”); not much would
have to be done to alter them for present-day use.
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The subway station will facilitate the art events. The subway station has a central,
raised platform and 3 subway tracks. The west end of this symmetrical space will include
a ramp entrance, while the east end will remain open. This open space will allow enough
room for any events where a large crowd may gather, such as a music event. The sides
(the train tracks and outer walls) will house art and other exhibits.

9. Outdoor Food Courts: This group proposed to create centralized vending districts
within the city of Cincinnati, which include friendly public spaces for people to sit and
eat. After surveying several random people on the street, it was concluded that customers
would like to see more opportunities to buy from food vendors and they would also like
to see a wider variety of food offered to them. The purpose of centralizing the food
vending in the city of Cincinnati is to provide for an attractive place for people to
congregate while stopping for food, a central place for vendors to reach their customers,
easy accessibility to a centralized place, a variety of types of food in one central location,
and a safe and comfortable place where people can relax in the middle of the day and
enjoy their lunch. If this project is successfully completed, the resulting spaces can
provide a space that can hold a crowd continuously mixing between functions, people can
use the space without limiting the movement of others, this space will activate
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underutilized space, and it will provide larger revenue for the vendors. The three
locations that we have chosen are:

The corner of Fourth Street and Sycamore Street
The corner of Fifth Street and Race Street
The corner of Court Street and Walnut Street

Table 1 summarizes the students’ projects corresponding to Kevin Lynch’s spatial rights,
and the resulting publics and proposed public spaces.
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Table 1. Student projects corresponding to spatial rights, the types of public space and targeted publics
Project Title Spatial Right Type of Public Type of Public Space Expected Outcome
Washington Park
Authority

Right of Presence
(Homeless)
(the right to be in a place)

The homeless and the displaced Connecting neighborhood
“assets” with parks and
underutilized buildings

Helping the homeless getting cleaned up
and learning new skills toward self-
sufficiency

Game Day Use and Action
(behaving freely in a place or
using its facilities w/o
appropriating them)

People who attend football
games, festivals, & events; a
public that seeks exciting events

Connecting different public
spaces and filling the gap
between downtown and the
riverfront; creating points of
interest

Following Lynch’s model of “place as a
set of journeys,” thereby rejuvenating
downtown Cinti

Community
Garden

Disposition
(transfer of rights in the walk to
whomever one pleases; as such,
control can be permanent)

Community bonding and
stimulating social interaction

10 min. walk, potential
vacant lots and parking lots
in rundown areas of
Cincinnati (O-T-R)

Recycling underutilized neighborhood
public space into community gardens;
creating social capital, restoring a sense
of local identity

Subway Modification
(changing the place as one sees
fit, however permanently)

Private parties, banquets, dances,
public events

Accommodate an open air
vending area around the
Cincinnati subway

Transforming the subway station below
Central Pkwy to accommodate an arts
center with an open-air vending area,
moveable seating, tables, and skylights

Outdoor Food
Courts

Use and Action
(behaving freely in a place or
using its facilities w/o
appropriating them)

Daytime population who mainly
work in downtown

Create centralized vending
districts

Providing opportunities for customers
seeking a wide variety of food in friendly
public spaces

Breakfast Bus Modification
(changing the place as one sees
fit, however permanently), and
perhaps Appropriation

Attracting suburbanites to ride
mass transit -- especially the
well-educated, affluent with
negative perception of
downtown

Serve breakfast in route from
a suburban park and ride and
a downtown depot (vacant
parking lots)

Replace the negative perception of the
stigma of mass transit

Pop-up Truck Appropriation
(taking or using the resources or
facilities of a place in ways that
prevents its use by others) or,
Use and Action

Neighborhood residents “Urban” living room Holding neighborhood cultural events,
restoring the local identity by showcasing
live presentations, live music
performances and entertainment

The Bazaar Use and Action
(behaving freely in a place or
using its facilities w/o
appropriating them)

Suburbanites Findlay Market community
gathering place; outdoor
market spaces (i.e., on
Saturdays)

Creating vending zones, placing arts and
crafts vendors along the south of Findlay
Market on Saturdays from June until
August

Findlay Commons Use and Action
(behaving freely in a place or
using its facilities without
appropriating them)

People from the neighborhood,
suburbs and downtown)

Stage, seating and improving
the parking lot as food court

Creating a destination (vending areas,
outdoor seating and eating spaces, and
parking), and a stopping point for visitors
to Findlay Market
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The Geography of  Themed Environments in Over-the-Rhine

Mathias Detamore, the University of  Cincinnati

Department of  Geography

In the contemporary American landscape, theming has become a palpable force in the defining of  our 
culture. From suburban shopping malls to Disneyworld, novelty heavily influences the theming of  our economies 
of  consumption. As sprawl continues its outward trajectory, what we still loosely call the suburbs is supported by 
these principles of  novelty and theming. In contemporary urban redevelopment, theming and themed environments 
are often used to compete economically with the destination oriented retail and entertainment developments of  the 
suburbs. This kind of  “suburbanization” of  the city is precarious at best. While our cities have renewed interest in 
their revitalization, the resulting tourist economies, do not have the capacity to sustain inclusive urban communities.

Drawing primarily on the work of  Sorkin, Gottdiener, and Smith, this study defines theming, explores the 
implications and liabilities associated with it, and examines how the contemporary American environment is based 
on the evolution of  mass consumer culture. Then, to explore the emergence of  themed environments in an urban 
setting, this research examines Over-the-Rhine, an inner-city neighborhood in Cincinnati, Ohio. This study attempts 
to determine if  this community is being themed through revitalization. This study looks specifically at food to 
highlight the theming process.

theme

A theme is simply defined as a topic or motif; at its very essence, an abstract. Theming is basically the 
organization of  raw data into strings of  recognizable information. On the surface this seems innocent enough and 
that goes without saying that it is not the concept of  theme that is negative. We all seek for strings of  continuity; it 
is how we come to understand the world and even question it. This is natural to the human condition and we use 
these strings of  continuity to interface with the complexities of  the environment around us. The beginnings of  
themes derive directly from this necessity to link together common traits of  elements in the environment so that we 
can understand them. Yet, like all traits of  the human condition, our greatest assets can also become our greatest 
liabilities.

The liabilities of  themes, and more specifically theming, in our contemporary society are not that they are 
abstracted motifs used to understand the world around us, but that the nature of  the process that defines themes 
is determined by outside sources. Theming goes wrong when the organizing principles that result in contiguous 
constructs of  linked meaning are removed from the control of  the cultures that use them. Culture both defines and is 
defined by the symbols it creates to represent value. These symbols or themes become ingrained in our emotional and 
psychological responses to the environment, but the symbols themselves are merely representations of  value. Remove 
symbols or themes from their contextual derivatives, and they can be used as powerful tools to incite emotional 
responses that can then be manipulated into desired outcomes.

There is an increasingly strong connection between the economic need to make a profit and the reliance 
on symbols in the marketing of  commodities. This link is a very important clue both to the function of  



themed environments in our society and to their increasing use (Gottdiener 2001:41).

The liabilities in themes and theming associated with economic investment in our contemporary environment 
are that they provide vapid fantasies with false senses of  community and culture. The fantasies are derived from 
symbols that have cultural significance, but are applied like stage-sets to other value systems. The very nature of  these 
fantasies mesmerizes our senses and impairs our ability to recognize the deeper structures at work. It is this inability 
to recognize reality from illusion that keeps us consuming.

The need of  producers for the realization of  capital does not enter the public’s perception of  their own 
experience. Instead, the act of  consumption – with its connections to fantasy and symbol – and the 
quest for meaning characterize the everyday experience of  themed environments. Commercial themed 
environments succeed not because of  corporate will alone but also because places like Disneyworld are 
entertaining (Gottdiener 2001:126).

It no longer matters who sells us their product, or what their ethical responsibilities are to themselves, the culture, and 
the environment, as long as we are entertained.

Corporate economies have drawn on these fantasies as titillating sensual experiences to perpetuate large-scale 
consumption. They rely on the blindness created by fantasy to continue to sell their products. “A nation of  consumers 
must be fed by appeals to consume even when the goods they are presented have dubious use-values” (Gottdiener 
2001:46). If  consumption economies are to remain viable, they must prove to their consumers that what they are 
selling is needed. The moment that we stop consuming the economy fails.

Fancy marketing and packaging alter the perceptions of  products and environments by linking them to 
emotionally triggering themes. The responses drawn out of  these themes make us perceive that a product itself  is 
necessary. These “needs” eventually filter through the cultural perception in a consumption society to redefine the 
nature of  necessity. For example, we all need shelter, but in contemporary American society shelter is “a ‘basic’ three- 
or four- bedroom suburban house complete with a fully equipped kitchen and recreational room” (Gottdiener 2001:
47). There is no physical necessity for that much space to survive as a human being, but because through the theming 
process, the cultural perception of  that much space as a necessity pervades into our psyches. 

The spatial devices to lure consumers to the various modes and variations of  market places are as integral to 
the process of  consumption as image itself.

Consuming is not only image driven but is also dependent on new forms of  space. These themed 
environments structure the consuming experience in ways that borrow from the state fairs, the 
department stores, the arcades, and the movie palaces…  (Gottdiener 2001:42).
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It is not enough that goods and the images that sell them are present in one space; specific typologies of  spatial 
adjacency are required to create an atmosphere in which products can be displayed. The atmosphere itself  has as 
much psychological and emotional weight as the symbols behind the product. If  we look at the spatial deconstruction 
of  sprawl; its automobile dependency, its poly-nodal nature, its deficiency in any clear spatial hierarchy, or the shear 
isolation of  tract house developments; the market place must still deal with people’s natural proclivities to commune 
in pedestrian environments to function. Urban themes are commonly drawn upon to do just that.

In our discussions of  the important commercial places, such as malls and theme parks, I observed that the 
themed environment sought to recycle the ambiance of  the pedestrian city. This urban motif  is replicated 
in many forms…The idealized street setting that creates a condition of  safety for pedestrian crowds is 
one consistently popular motif. There are personal and commercial reasons for this success” (Gottdiener 
2001:180).

Due to the large scale failure of  devices such as Urban Renewal to revitalize our urban cores (Knox 1996:
350), many cities have brought the ideals of  theming into their redevelopment schemes. From projects such as 
Times Square, South Street Sea Port, and the Lower East Side in New York City, to Beale Street in Memphis, to the 
Strip in Las Vegas, all perpetuate consumption through the theming of  the environment with cultural symbolism. 
These spaces establish the necessary spatial typologies that psychologically sell products. The difference between 
South Street Sea Port and the Mall of  America is that the former is nested within an actual urban fabric with a 
distinct spatial hierarchy. The similarities lie in South Street Seaport’s ability to buffer itself  from the city, filtering 
out perceived dangers of  urban life and controlling the use of  public space (Sorkin 1992:184). Many cities have 
recognized the potential for their abandoned industrial waterfront and outmoded city centers to be refurbished 
for tourism, shifting “from their previous emphasis on manufacturing – an emphasis belonging to the pre-1980s 
period – to an almost singular focus on promoting tourism” (Gottdiener, pp 130).

urban

Within the urban environment, corporate economies have recognized a present nostalgia for the city and have 
exploited its spatial adjacencies to incorporate themed establishments that lure in suburbanites. Historically, cities 
have performed as the infrastructure to support human endeavor and transaction. They are the matrix through which 
economy, culture, politics, philosophy, and all other forms of  human creativity have been filtered. The hierarchy of  
their spatial adjacencies has organized the pluralistic nature of  class and order for millennia. “Whether agora, castle, 
piazza, or downtown, the idea of  a city of  centers stands, at a minimum, for the idea of  a spatial city, a city in which 
order is a function of  proximity” (Sorkin 1992: xii). It is at the very core of  human socialization that cities have 
historically defined the nature of  progress and civilization.

It is no secret that the American landscape has fundamentally altered the physical construct of  what a city 
is and how it functions. From the City Beautiful Movement of  the late 19th century, to the Federal Housing Act of  
postwar America, we have sprawled out into the landscape at unprecedented rates. Postwar expansion “witnessed 
massive increases in the production of  means of  production, not to mention means of  destruction” (Smith 1996:
115), all of  which propelled our ability to live outside the city. The consumption economies that have ensued from 



attributes such as automobile dependency and corporate marketing have perpetuated the delusion that sprawl is ok 
and natural resources are inexhaustible. Yet, while we continue to devour the landscape as a disposable commodity at 
a glutinous rate, sprawl also suffers from sprawl. However, there does seem to be a counter-inertia, even if  minute, 
back to the city.

Popular among gentrification theorists is the notion that young, usually professional, middle-class 
people have changed their lifestyle… Thus, with the trend toward fewer children, postponed marriages 
and fast-rising divorce rates, younger homebuyers and renters are trading in the tarnished dream of  their 
parents for a new dream defined in urban rather than suburban terms (Smith 1996:52).

In spite of  this apparent trend however, or perhaps because of  it, this new urbanization is stuck in the same 
guiding principles that crafted our sprawlscape. There is a desire for “difference, diversity, and distinction [that] forms 
the basis of  the new urban ideology but it is not without contradiction” (Smith 1996:114). The new urban order seeks 
diversity but longs for control. It wants to celebrate history, but only as long as it does not disrupt consumption. It 
recognizes the liabilities of  suburban sameness, but cannot seem to get past the devices that made it that way. The 
new urban ideology, and how it is being played out in urban revitalization projects all across the country is no different 
than the consumption trends that sent sprawl on its path. 

Patterns of  consumption come to dictate patterns of  production; the values of  consumption rather 
than production guide central city land use decisions. Gentrification is explained as a consequence of  
this new emphasis on consumption. It represents a new urban geography for a new social regime of  
consumption (Smith 1996:52).

It is in effect a suburbanization of  the city.

The devices that dictate this new urbanization are similar to those that sprawl operates under. Sorkin identifies 
this new city form with three characteristics: 1) its ageographical nature; it could happen anywhere, 2) its obsession 
with security and the perception of  danger (real or unreal), and 3) its imagination of  the city as a theme park. This 
study concentrates on the latter.

Literal representations of  the past are tailor-made to support tourism, “and economic-development experts 
now turn every small-town thoroughfare into Main Street. Vintage villages, regardless of  their lack of  authenticity, are 
designed to resurrect local economies” (Sorkin 1992:189). These simulations create nostalgia through their rendering 
that is paper thin; designed to woo the inattentive observer with the symbolisms of  an era gone by without any actual 
meaning or critical understanding of  their origins. The explicative stops at form, as none of  the former meaning 
remains for these revamped districts of  urban decay. “All of  these sites become culinary and ornamental landscapes 
through which the tourists graze, celebrating the consumption of  place and architecture, and the taste of  history 
and food” (Sorkin 1992:189). Many American cities, now attempting urban revitalization have invested solely in the 
preservation of  historical infrastructure. This preservation has “superseded attention to the human ecologies that 
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produced and inhabit them” (Sorkin 1992: xiv). The professions of  planning and urban design have almost completely 
dedicated their industry to the reproduction of  historicized pasts.

This new realm is a city of  simulations, television city, the city as a theme park… Whether in its 
master incarnation at the ersatz Main Street of  Disneyland, in the phony historic festivity of  a Rouse 
marketplace, or the gentrified architecture of  “reborn” Lower East Side, this elaborate apparatus is at 
pains to assert its ties to the kind of  city life it is in the process of  obliterating (Sorkin 1992: xiv).

One of  the biggest influences in this new urban realm of  plastic spatialities of  stage-set environments may 
be one of  the most respected contemporary urban critics, Jane Jacobs. Her sense of  urban street life, the dynamic 
layering of  culture and economy has yielded some of  the most profound understandings about the nature of  urbanity 
that still pervade our understandings of  cities. Yet, as we have already defined with theme, a symbol removed from 
its context can be a powerful tool for manipulation. It is the very outline of  her model of  city that has been used, 
removed from its deeper structures that rely on the sociological precedents of  culture and economy, and applied as 
theme to the economies of  consumption emerging in urban environments.

Contemporary developers have found it eminently easy to furnish such obvious symbols of  urbanism, 
while at the same time eliminating the racial, ethnic, and class diversity that interested Jacobs in the first 
place, and launched a widespread reconsideration of  our cities a generation ago. Jacobsian urbanism 
has not failed, but succeeded too well – or more accurately a diorama of  its most superficial ideas has 
preempted the public domain (Sorkin 1992:126).

It’s precisely this gross misrepresentation of  urban design that has permeated urban revitalization to align it with the 
corporate economies of  consumption. 

    It is from this understanding of  themes and their influences on urban revitalization 
that we can observe a real inner city urban environment. For this, we look at Over-the-Rhine in Cincinnati, Ohio.

over-the-rhine

Over-the-Rhine is one of  the oldest neighborhoods in the center of  Cincinnati, Ohio. Cincinnati is located 
on the Ohio River in the South West corner of  Ohio. Elevated 80 feet above the river and set approximately 200 feet 
back, the center city rests on a roughly one square mile basin, that is enclosed by cliffs to the east and north, and a 
valley creek to the west. Over-the-Rhine sits immediately north of  the CBD separated by what used to be the Miami 
and Erie Canal (now Central Parkway). The canal connected to the river; ran north along what is now Eggleston 
Street; cut laterally across east to west, bisecting the basin; and then turned sharply north to make its way toward Lake 
Erie. This canal constituted the southern and western edge of  Over-the-Rhine. The northern edge is defined by the 
cliffs that wedge the neighborhood in a triangular position against the CBD to the south. Today it is one of  America’s 
most important historic districts, housing the largest collection of  19th century Italianate architecture in the country.
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Over-the-Rhine first developed in the early half  of  the 19th century. Like many peripheral neighborhoods in 
this era, Over-the-Rhine was a large draw for many immigrant populations and by 1850 was 60% Germanic. Nostalgic 
for home, The Germanic population at the time dubbed the canal that separated the community from the CBD the 
“Rhine,” reminiscent of  the Rhine River in Germany and the neighborhood was henceforth known as Over-the-
Rhine. Over-the-Rhine was built up over the expanse of  the 19th century to be a vital city neighborhood including 
restaurants, pubs, churches, a farmer’s market, Music Hall, industrial developments and numerous other institutions 
that helped to define the later stages of  Cincinnati’s commercial city. Over-the-Rhine was also considered Cincinnati’s 
premier entertainment district, littered with beer gardens, burlesque venues, and gambling that gave Over-the-Rhine 
a bad reputation amongst “respectable” people.

Over-the-Rhine continued to develop through the turn of  the century. As suburbanization trends occurred 
throughout the country with the City Beautiful Movement, the more affluent of  the residents of  Over-the-Rhine 
followed the rest of  the rich and middle class out of  the basin and into suburbia. The neighborhood would never 
reach the vitality or density again that it enjoyed through the latter half  of  the 19th century. Urban migration brought 
in waves of  Appalachians and African Americans from the south looking for work throughout the 20th century. As 
well, slum clearance in the West End displaced more African Americans into the community. Over-the-Rhine quickly 
ghettoized and consistently declined for the rest of  the century.

Somehow the vast majority of  the infrastructure survived cosmopolitan planning, slum clearance, and urban 
renewal to become the historic landmark that it is, although, it has always been the battle ground for the discourse 
between the city and the urban poor. Now, Over-the-Rhine is under major consideration for redevelopment as part 
of  a larger urban scheme. In spite of  its history as a haven for those outside the city’s mainstream population, the 
new plan for Over-the-Rhine intends to capitalize on its proximity to the CBD, viewing it as a neighborhood of  the 
central city. The goal is to bring people back to live in the city. Yet, while the city sets itself  up to attract new residents, 
there are concerns, specifically within Over-the-Rhine that new development has not considered the needs of  current 
residents and that new development is not bringing with it the necessary industries to support more residential living 
in the center city.

In this transition of  redevelopment for Over-the-Rhine, Main Street has already received much of  this 
attention. Many bars and nightclubs have been developed here recently with some mixed-use amenities interspersed. 
However, in its current stasis, and because it has become an entertainment district, it has been subject to suburban 
tourism and the exclusivity that comes with it. Two blocks to the west and running parallel to Main Street, Vine 
Street bisects the CBD, runs through Over-the-Rhine, and continues north to connect downtown to the other 
neighborhoods and communities of  the city and region. It is one of  the most geographically significant streets in 
Cincinnati. Yet, while projects are coming online to begin the redevelopment process for Vine Street, at present, it 
has received disproportionately less investment dollars than Main Street. Here, on Vine Street, the atmosphere, the 
establishments, the demographics have a completely different feel. It is here that we begin to describe a geography for 
theming in Over-the-Rhine.

hypothesis

This research hypothesizes that 1) most redevelopment dollars focused in Over-the-Rhine are spent primarily 
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on Main Street and, 2) most of  the themed environments occurring in Over-the-Rhine are on or around Main Street. 
It is important to note from the onset that everything is themed in some way or another. The very definition of  theme 
is simply to organize information into strings of  recognition. The criticism of  themes stem from the perpetuation of  
consumption in corporate economies that use themes to sell products and environments. It is here that we question 
the role of  themes in our urban environment. 

 

This research analyzes the geography of  theming through the juxtaposition of  eating establishments, restaurants, bars, 
grocery stores, etc. and their relative location to these two major corridors as it is associated with the redevelopment 
process. Using food as the barometric consumable to highlight the state of  cultural sustainability, every eating and 
drinking establishment within the study area of  Over-the-Rhine has been mapped and ranked by a list of  criteria 
derived from the literature to determine their individual positions within a spectrum of  themed to unthemed. 

The direct link to food and consumption is both literal and metaphorical. The physical consumption of  food 
is explicative to other forms of  consumption and begins to imply the embodied values of  a themed environment. 
This hypothesis starts to get at that. According to Eric Schlosser, “[w]hat people eat (or don’t eat) has always been 
determined by a complex interplay of  social, economic, and technological forces…A nation’s diet can be more 
revealing that its art or literature” (Schlosser 2001:3).

methodology 

Each establishment has been evaluated against four topics determined to reveal its overall themeness: operations, 
packaging, connectivity to the city, and demographics. These qualities were determined to yield a significant cross 
section of  determinants that specify theming.

Within operations, the ownership of  the establishment is questioned in two ways: 1) whether or not it is under 
corporate ownership, 2) and whether or not it is a franchise.  This is seen to hold a lot of  weight because it speaks to 
the influence of  a corporate entity within the community. The nature of  corporate operations as outlined above deals 
specifically with consumption economies. Consumption economies are a basis for theming and themed environments. 
Franchises are seen as derivative of  corporations. Also under operations are dress codes and cover charges, which 
speak to an establishment trying to control its clientele and its overall appearance. 

Under connections, the topic has been broken down into two major subtopics: history and investment. 
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History speaks specifically to how long an establishment has been in the community. While this in not necessarily 
making a derogatory statement to new establishments, it operates under the trend for contemporary development to 
work within ten year real estate amortized profit projections which then leave an establishment abandoned or blighted 
after it has reached its ten year profit goals. Two questions are asked under investment: 1) does the establishment host 
or advertise local events and 2) are there local news or community publications available within the establishment? 
Whether or not an establishment participates in community issues reveals their level of  commitment to the community. 
A level of  commitment to the community reveals deeper issues of  investment that are not merely profit motivated.

Packaging has been divided into three subtopics: marketing, design, and menu. Marketing speaks to the 
strategies used to lure in customers. Our survey looked at marketing through the auspices of  advertising and the use of  
media appealing to particular types of  demographics. It looks at television for its propensity to draw in large audiences 
and the ease of  targeting specific demographics, as well as, radio, promotional flyers, and print ads which speak to 
smaller scales and generally more diverse groups. Design seeks to look at the architecture and how it fits in to the 
context. Does it stick out like a thumb hitchhiking, or does it blend in aesthetically to the context. This asked if  there 
were any blacked out store frontage, altered facades, or flashy non-historic signage. Menu asks if  the establishment 
is operating their kitchen with a corporate menu. All together, packaging deals specifically with the symbolism used 
by an establishment that might be able to draw on emotions and psychology to manipulate consumption through 
themes.

Demographics is broken into two main subtopics: clientele and staff. Staff  is heavily weighted in this category 
because the ability for an establishment to support its community by employing them is an invested establishment 
that is probably less concerned with how the image of  their business comes across to tourists. It is seen favorably if  
more than 65% of  any establishment’s employees live in Over-the-Rhine. Clientele is broken down into two questions 
1) The total amount of  customers that live in Over-the-Rhine less than 35% and 2) The amount of  customers who 
drive more than 60%. Similar to “Connections to the city”, demographics analyzes the level of  commitment to the 
community, but more specifically targets their level of  involvement with tourism.

Using these criteria, a survey has been devised that examines each establishment and places them within a 
spectrum of  unthemed to themed. Each of  the criteria has been given a weighted value, together totaling a range of  
100 points1; the higher the points received, the more themed the establishment2. 

findings 

A spatial analysis of  the data collected supports both hypotheses. The data shows evidence that theming 
has a presence in Over-the-Rhine, specifically where redevelopment on Main Street has occurred. Although the 
findings show Main Street is a themed corridor and Vine Street is an unthemed corridor, it is not as black and white 
as anticipated. Rather, Main Street has two themed clusters with a gradation of  unthemed between them. The more 
themed cluster is at the intersection of  12th and Main with Have-a-Nice-Day Café and Bar Cincinnati, while a milder 
themed cluster dwells closer to Liberty Street with Moose on Main and Main City Bar. In between are interspersed 
authentic and less-authentic establishments that connect the two nodes of  the corridor. Vine Street, by contrast, has 
no themed establishments as defined by the criteria. Vine Street also, does not seem to cluster itself  into nodes but 
rather, has dispersed eating and drinking establishments along its corridor. 
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The key difference between Vine Street and Main Street is the density of  eating establishments. In terms of  
operating eating and drinking establishments between the two corridors, Vine Street has half  as many as Main Street. 
Of  the 47 Over-the-Rhine establishments that were looked at for this study, 18 (38%) we located on Main St, while 9 
(19%) were on Vine. This shows a clear pattern of  investment for the area. Yet, these two streets do show themselves 
as the major corridors of  Over-the-Rhine with a combined total of  57% of  the total number of  establishments with 
the remaining 43% randomly dispersed throughout. But in terms of  themed versus unthemed, of  Main Street’s 18 
establishments, 9 (50%) are themed; while none of  Vine Street’s 9 establishments are themed. 

Twelfth Street, close to the southern border of  Over-the-Rhine, which connects Main Street to Vine Street, 
becomes the other interesting geographical feature. The third densest corridor of  eating and drinking establishments 
is located on Twelfth Street. It is made up predominately of  mildly-unthemed establishments and draws the themed 
environments into the unthemed. Along this corridor an interesting push - pull is suggested between the major theme 
cluster and the unthemed corridor. It is here that we see Over-the-Rhine developing themed environments that are 
currently permeating other urban revitalization projects around the country.

    

Other insightful information for the findings here are the overall trends within the four major topics of  
the criteria. Looking at the one question within each that held the most weight throughout the scoring, we begin to 
discover how these topics effect the environment. Under Operations, the corporate/franchise question worth 20 
points showed 8 (17%) total establishments. With Connections, how long the establishment has been in business, 
worth 13 points; 31 (66%) of  the establishments were less than 10 years in operation. For Packaging, how the design 
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and architecture fits in, worth 10 points; found 18 (38%) establishments with drastically altered street fronts that stick 
out from the fabric. And Demographics, how many employees live in Over-the-Rhine, worth 15 points; also with 18 
(38%) establishments which hire less than a substantial portion of  their staff  from Over-the-Rhine residents (fig 1). 
These four questions totaling over half  of  the survey questionnaire show some interesting trends.

Out of  the 47 establishments studied, 22 (47%) were considered unthemed; 16 (34%) were considered mildly 
unthemed; 6 (13%) were mildly themed; and 3 (6%) were themed (fig 2). Of  the unthemed, 0% are corporate; 54% 
have been in Over-the-Rhine less than 10 years; 13% have design flaws; and 0% higher less than a substantial portion 
of  Over-the-Rhine residents. For the mildly unthemed establishments, it’s 6%, 68%, 68%, and 44% respectively. 
Mildly themed: 67%, 83%, 67%, and 83%. Themed: 100% across the board (fig 3). The length of  time that an 
establishment has been in operation is the least telling. While the potential for newer places to be themed is obvious, 
it does not speak to the establishments that have not yet had a chance to root themselves in the community. But the 
greater implications here are not whether the establishments are themed or unthemed but rather that the majority of  
eating and drinking places in Over-the-Rhine (66%) are new and this reveals the deficiency in rooted establishments 
that leaves, in the fabric, a weakness to be exploited by new development. The design aspect is the next least telling. 
While the spread is rather normal, it is possible to create, by these criteria, an environment that sticks out from 
its context and still be authentic or at least unthemed. The staffing aspect is very telling, however. None of  the 
themed establishments hire a substantial portion of  the employees from residents of  Over-the-Rhine, while all of  
the unthemed do. The interesting figure is that the two middle groups both sit right around 66% for hiring from the 
community. This could speak to a lot of  things but it is interesting that the hiring of  Over-the-Rhine residents falls just 
about 50% in terms of  establishments, but this is only made possible by the combined efforts of  the mildly-themed 
and the mildly unthemed. 

  
  

Finally, the corporate criterion is the most telling. Here, with themed ranking at 100% and mildly-themed 
following with 66% contrasts vastly to less than 10% in the mildly unthemed and 0% for authentic. It clearly shows 
that corporate and franchised environments lead to theming.

conclusion

Over-the-Rhine is one of  the most important historic districts in the country. It contains within its borders 
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the largest collection of  19th century Italianate architecture in the United States. Its rich architecture and history 
are a constant source of  civic pride for the city. It is showing signs of  transition from a ghettoized neighborhood 
of  one of  America’s oldest urban cores to a thriving living room for the city. Yet, it will not be able to develop and 
maintain an inclusive community for long-term sustainability if  the majority of  development concentrates on themed 
environments of  tourist economies.

There are some questions here that would require further study to understand the exact patterns of  use, and 
their social relationships that apply here. It might be helpful expand the scope of  the project to include a greater 
number of  establishments. While restaurants and bars are vastly telling, they certainly do not maintain the exclusive 
rights to theming. It would be beneficial to see how other commercial and retail industries fit into the model for 
theming in Over-the-Rhine that we’ve begun to uncover here. As well, it would be beneficial to understand why Main 
Street. Main Street historically was a commercial corridor that supported shopping and business for local residents, 
while Vine Street was the entertainment corridor drawing on tourism. Why was there a flip in the morphology? When 
did it occur? And how does it impact the existing culture residing there?
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appendix one

Criteria for “Main Street” study
“Theme Park” vs.”Authentic   

Topic Subtopic points “yes” (outside) “no” (inside)
Operations
(25 points) ownership 20 corporate small business

franchise independent
conduct 3 dress code no dress code

cover charge no cover
business 2  corporate suppliers local/regional suppliers

Connections
(25 points) hisory 12.5 recent development  rooted city history

invextment 12.5
no community 
involvement community involvement

Packaging
(25 points) marketing 10 aggressive (flashy) subtle (modest)

design 10 applied (disparate) integrated (contextual)
menu 5 eclectic (not ethnic) local fare

Demographic
(25 points) clientele 10 commuters local

staff 15 tourist neighbors

scoring:
Scores will given out in a “yes” or “no” fashion. In each subtopic, if  an 
establishment acts in a theme park field all designated points for that subtopic will 
be given. Consequently, if  it acts in the authentic field, no designated points will be 
given. In the subtopic fields where there is more than one criterion, only one “yes” 
vote is required to gain all points (if  both occur, it will not add extra points)

breakdown: points
0-25 authentic
26-50 authentic leaning toward theme park
51-75 theme park leaning toward authentic
76-100 theme park  
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appendix two

“Main Street” Survey
Niehoff  Urban Laboratory, Winter 2004

establishment          

questions yes points
observation

1 corporate/franchise  20

2 dress code  3

3 cover charge  2

4 does not host/advertize local events  6

5 does not have at least 3 local news/community publications  6

6 blacked out store front  10
altered façade
non historic signage

investigate
7 been in business less than 10 years  13

8 advertizes on television  4

9 advertizes on radio  2

10 advertizes through flyers (promtion)  2

11 advertizes in print (newpaper/magazine)  2

12 corporate menu  5

13 % of  customers who live in OTR less than 35%  5

14 % of  customers who drive more than 60%  5

15 % of  staff  who live in OTR less than 65%  15
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It's No Picnic-in-the-Park...But a Picnic-in-the-Parking Space for Design
Students

Architecture and planning students turned picnicking pranksters for a day – picnicking
in a metered parking space on a busy downtown street, on a six-lane roadway median
and on the courthouse steps. They and other students found creative ways to test and
stretch the social boundaries of public spaces to find ways to improve Cincinnati’s
public events.

Date: 11/17/2003
By: Mary Reilly
Phone: (513) 556-1824
Photos By: Niehoff students

Close to 30 students in the University of Cincinnati’s top-ranked architecture and
planning programs have been giving downtown workers and residents some unconventional
food for thought. The students – all participants in a special, long-term project at UC which
seeks to build a better city – have been humorously breaking social taboos regarding public
space in order to determine, among other things, how large-scale, public events like Oktoberfest
or Tall Stacks can better step up to the plate in drawing attention and crowds without stepping
over the line.

The “Oh my God!” factor greeted students
Greg Snyder, Kyle Hanigosky and Chris
Pohlar as they picnicked at various points in
one of downtown Cincinnati’s most congested
areas, Court Street. They picnicked on the
court house steps, in the median of Central
Parkway and then, in a metered spot in the
heavily congested area around the court
house. “We could hear one lady literally
saying, ‘Oh, my God!’ as she did a double
take driving by when she was looking for a
space to park, and we were picnicking in the
parking space,” explained Pohlar. “We
wondered if people would get upset with us
for taking up a parking spot even though we’d
fed the meter, but no one really seemed to be
mad, but plenty were surprised,” he added.

The three students, who titled their project “Just Chill’in’ to Challenge the Boundaries” were not
so much exploring the legal controls of public space so much as the social and cultural
controls. Says Snyder, an architecture student from Owensville, “There are multiple social
controls on public space that are probably more powerful than legal controls. The police were
all around as we picnicked around, and we didn’t have a problem. They had no reaction. But,
the informal, social controls were powerful. I was nervous at first. I found that people’s
expectations can really control you. It’s the kind of controls that affect food vendors who sell
from pushcarts on the street. After all, an event is the blurring of public and private space that
normally determines the right to be accepted, tolerated or rejected.”

That’s just the kind of lesson they
and their fellow students need
since the class in which they’re
working, The Niehoff Studio,
specifically examines the use of
food – retail, restaurant, and
special events – as the basic
ingredient in a long-term effort by
University of Cincinnati students to

Students Greg Snyder and Kyle Hanigosky
plunk a quarter in the meter to picnic in a

parking space.
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build a better city.

Every quarter, teams of UC
students gather around their
design and research tables in an
Over-the-Rhine studio classroom
to serve up a menu of ideas that
will benefit inner-city
neighborhoods like Over-the-
Rhine, East Walnut Hills, Corryville
and the East End. The effort
began in the fall of 2002, and each
quarter is building on the one
before it.

“The Niehoff Studio will last for at
least six years. In the first two
years, we’ll continually focus on
food in some way. What solutions can be devised to assure that low-income areas receive the
services and goods necessary? Can we attract new residents to rundown areas with the power
of vibrant food retail? How can suburban superstores be adapted to the inner city with its dense
urban context? There are so many economic, social and cultural implications. There’s power to
be tapped in the buying and sharing of food,” explained Frank Russell, co-leader of The Niehoff
Studio and director of UC’s Community Design Center.

This quarter, other students also
challenged the spatial “status quo.”
Another group of students placed
colorfully wrapped lollipops into the
perforated holes of the plastic bus shelter
of a busy Court Street stop. They then
observed and analyzed reactions,
including the change in the social
atmosphere of the stop. According to
group members Steve Albert, Stephanie
Kroger and Sanmati Naik, passers-by first
thought the lollipops were a public-art
display. When the trio tried to sell the
lollipops at a minimal price, downtowners
were skeptical about the safety and
cleanliness of the suckers. When the
students gave the lollipops away for free,
they quickly gathered an eager crowd.

The lollipop lessons learned? Among
others, that any special event needs to build the public trust by visibly showing where a food
product comes from.

The same lesson was brought home by students
who spelled out the words “EAT ME” on the
downtown sidewalk, using pre-packaged cupcakes
to spell out the words. At first, very few pedestrians
took a cake, but those who first dared, came back
again and again for more, getting far more than their
fair share.

Trust was quickly built up by students Mathias Detamore, Frederick Spittael and Bobby
Bitzenhofer who set up a “living room” on the sidewalk, with coffee table, lamp, and TV on a
stand. A few passers-by sat down with the students, sharing the offered chips and salsa and, in
turn, offering the students food.

The students will now take what they’ve learned in
challenging public-space boundaries and design
creative public events for the city. For example,

Kyle Hanigosky and Greg Snyder also picnic in the
Central Parkway median.

Student Steve Albert stands by the lollipop-
decorated bus stop.

Students laid out pre-packaged cakes
that spell out Eat Me.
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one group is designing a theoretical
“underground, cutting-edge” music, art and dance
event, to include ethnic artists, in Cincinnati’s
long-neglected subway tunnel, started in 1920 but
never completed, and located under Central
Parkway.

The group planning the subway event – planning
students Amanda Hernandez of Grelton, Ohio,
Kathy Farro of Anderson Township, and
architecture student Dan Hatch – like the idea of
literally going underground to participate in the
city’s underground arts scene. In addition, the
event would showcase the history of the subway
tunnel as well as local architecture and
transportation issues.

The students will present design drawings and
details of proposed public events for the area at 5 p.m. Wednesday, December 10, in The
Niehoff Studios, located downtown on the ground floor of the Emery Center, 110 East Central
Parkway at Walnut Street.

In addition to Russell, others leading this quarter’s Niehoff are Michaele Pride-Wells, director of
UC’s School of Architecture, Mahyar Arefi, assistant professor of planning; and Colleen
McTague, adjunct instructor of geography.

The Niehoff Studio was launched last fall with a $150,000 gift from UC alumnus and Board of
Trustee member H.C. Buck Niehoff as well as additional support from the Kroger Company,
UC’s Community Design Center, UC’s Institute for Community Partnerships, UC’s College of
Design, Architecture, Art, and Planning, UC’s McMicken College of Arts and Sciences and UC’s
College of Education.
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A passerby takes advantage of the Eat
Me invitation.
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Over-the-Rhine Pizzeria Provides Students a Slice of Real Life Experience

Local nuns almost evicted from their non-profit pizzeria are getting some “piece"-of-mind
from young University of Cincinnati designers who are cooking up ideas to help the
sisters continue their service in Over-the-Rhine.

Date: 3/4/2004
By: Mary Reilly
Phone: (513) 556-1824
Photos By: Drawings by Lauren Farquhar and Claire Collier

The Dominican Sisters of Hope and the Sisters of Notre Dame de Namur don’t have a
lot of dough. That’s one of the reasons that their non-profit Venice Pizza, founded as a means
to provide jobs and training for hard-to-employ residents in our urban neighborhoods, needs to
quickly move from its present location on the edge of Camp Washington to Over-the-Rhine.
Their rent is rising, forcing them to relocate.

But now, the sisters have picked out
a storefront location at 1301 Vine
Street in Over-the-Rhine as the new
home for Venice Pizza, part of their
Power Inspires Progress program.
They’ve also turned to University of
Cincinnati interior design students to
help them refashion the space into a
pizzeria, catering business and
training center. The students, led by
Carrie Beidleman, adjunct professor
of design, will present their final
design ideas to the Dominican
Sisters of Hope and their non-profit’s
Board of Directors at 10 a.m.,
Monday, March 15, in the 5000-
level foyer of UC’s College of
Design, Architecture, Art, and
Planning. The students will later
present their concepts to the entire Over-the-Rhine community from 5-7 p.m., Wednesday,
March 17, in UC’s Niehoff Studio located in The Emery Center, 110 E. Central Parkway at
Walnut Street in Over-the-Rhine. One student concept will be selected to provide the
ingredients the Dominicans need to retrofit their new space.

In all, eight students from UC’s interior design program – recently rated as the nation’s best
undergraduate interior design program – are cutting their teeth on this real-world project. For
these third-year students, who have worked in their classroom studios and for design firms
across the country as part of their cooperative-education requirements, this is their first time in
seeing a design project completely through from beginning to end. (Co-op refers to the practice
of alternating academic quarters with quarters of paid, professional work. It had its worldwide
founding at UC in 1906, and UC’s co-op program is ranked 4th in the nation by U.S. News &
World Report.)

“When I worked in Atlanta on my last co-
op, I was given responsibility for portions
of corporate projects, but I was never
given the full responsibility of a project
from beginning to end,” explained student
Lauren Farquhar, 20, of Wichita, Kansas,
who, once this project is complete, will
spend her summer working in London as
her next UC co-op requirement.
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She added, “The sisters couldn’t afford
the professional services we can provide,
and they were so excited when they came
and saw our ideas at mid-term. And I’m
excited too, because this is a meaningful
project. I’m really looking forward to going
into the space when it’s done and knowing
I had a hand in it.”

Farquhar’s interior designs for the
storefront pizzeria “embrace the low-
budget challenge,” as she put it, inherent
in the project. For instance, she’s
suggesting that the sisters paint large,
diagonal squares of bright, primary colors
on their concrete floor, matched by
similarly colored booths they could build themselves.

Fellow student Claire Collier, 23, of Brookville, Ind.,
is using the non-profit’s name of Venice Pizza as
her inspiration and incorporating the colors and
shapes common to Venetian glass into her design.
Her color palette of rich blues, greens and browns is
accented by hand-blown Venetian glass fixtures to
provide the pizzeria’s lighting. Collier, like many
other students, is suggesting more seating and a
more professional setting for customer-worker
interactions. In Venice Pizza’s current space, there
is only room enough for three dining tables and a
card-table register.

Sister Monica McGloin said that the group already has someone who will oversee the
renovation of the space at 1301 Vine St., and a UC student will do the necessary construction
drawings and bid packages in the spring, thanks to funding from UC’s Institute for Community
Partnerships, supervisions by UC’s Community Design Center and technical assistance from
KZF Design Inc. All that remains to be done is the necessary fundraising. “If all goes well and
we begin renovating the Over-the-Rhine space at the end of May, we hope to be operating in
our new space by September,” added McGloin.

When that happens, Venice Pizza will continue its ministry of employing and training hard-to-
place workers, paying up to $7 an hour. The venture has employed up to 12 part-time workers
at any one time.
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Students Step in to Help Preserve Historic Dance Hall

University of Cincinnati design students are seeking partners to help them bring new life
to a historic Over-the-Rhine gem, a 19th-century German dance hall. Meanwhile, they’re
having a ball, brainstorming ideas for the interior space at 1313 Vine Street.

Date: 3/1/2004
By: Mary Reilly
Phone: (513) 556-1824
Photos By: Heather Farrell-Lipp

The one-time Cosmopolitan Hall in Over-the-Rhine is a building with a storied past, and
a group of University of Cincinnati students are now working to see that it has a future that
follows suit.

The 1885 Italian Renaissance Revival building was
constructed after the Civil War as part of an entertainment
district for the area’s German, Hungarian, Slavic and Italian
residents, and it was specifically built for dances (with a still-
functional sprung floor), concerts, athletic contests (like
boxing), weddings and, yes, drinking. From its birth amid
cosmopolitan gaiety, it’s had many uses since, including
housing a Prohibition-era speakeasy and later – an indoor-
golf complex, insurance offices and wallpaper retail store as
well as serving as a movie set. The building’s enormous
dance hall was the setting for scenes from the movie, “A
Rage in Harlem.”

Soon, the building – now housing The Warehouse night club
– will stand empty, and that’s where the UC architecture and
planning students come in. Twelve students – all working in
Over-the-Rhine as part of their classroom participation in the
university’s six-year-long project known as The Niehoff
Studio – are designing new uses for the building alongside of
faculty from UC’s College of Design, Architecture, Art and
Planning.

Leading the effort is Jeff Tilman, assistant
professor of the school’s top-ranked
architecture and interior design programs,
recently ranked as the nation’s best. He
explained, “In many ways, the students are
creating interior design concepts that return
the building to its original use. They’re
conceptualizing an urban music and
recording center, restaurants and bars,
dance floor and pub, children’s resource
center, and even things like a police
substation.” Tilman added that the 12
students would devise 10 concepts in all,
and almost any of them are feasible due to
the building’s flexibility: It’s four stories
high in the front and two stories in back,
with two sub-basements. In addition, its
basic structure is sound.

The students took on the project after
hearing that The Warehouse night club The building's fourth-floor interior
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would be moving to Main Street in early March, leaving the Cosmopolitan Hall empty. “Then,
when the architecture students saw 1313, they wouldn’t consider working on any other project
in Over-the-Rhine. They want to see the building with new life and new uses rather than torn
down,” stated Tilman.

Master’s architecture student Heather Farrell-Lipp
said that her efforts and those of her fellow students
– photographing, measuring and researching the
building’s spaces – are not taking place in a
vacuum. The students are working in their Over-
the-Rhine studio classroom three days a week, and
they’ve each had to interview and gain the
perspective of different groups in the neighborhood,
including parents, long-term residents, empty
nesters, Bohemian artists, the elderly and those
who work in the vicinity.

The project on behalf of 1313 Vine St. is only one of
several efforts by students in Over-the-Rhine as part of The Niehoff Studio. In all, 35
architecture, planning and geography students are currently lending their academic skills to the
community as part of the studio class. They will publicly present their ideas during an open
house from 5-7 p.m., Wednesday, March 17 in their studio space at The Emery Center, 110 E.
Central Parkway at Walnut Street. Afterward, the students’ ideas in relation to the
Cosmopolitan Hall will be passed along to the Vine Street Pride Center and will be available to
other non-profit groups in Over-the-Rhine.

Faculty leading The Niehoff Studio this quarter are, in
addition to Tilman, Frank Russell, director of UC’s
Community Design Center; Mahyer Arefi, assistant
professor of planning; Colleen McTague, adjunct
instructor of geography; and Menelaos Triantafillou,
visiting associate professor of planning.

The Niehoff Studio – with its goal of building a better city –
was launched by UC in the fall of 2002 with a $150,000
gift from UC alumnus and Board of Trustee member H.C.
“Buck” Niehoff as well as additional support from the
Kroger Company, UC’s Community Design Center, UC’s
Institute for Community Partnerships, UC’s College of
Design, Architecture, Art and Planning, UC’s McMicken
College of Arts and Sciences and UC’s College of
Education, Criminal Justice, and Human Services.
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Dance hall ceiling

View of Music Hall from
building's rear
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