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he goal of the Near Eastside Neigh-
borhood Retail Study was twofold:
1) gather relevant market informa-
tion to identify potential uses that

could be supported by the study area and 2) iden-
tify potential sites for focusing retail development
activity.

The market profile conducted as a part of this
study examines the recent demographic history
of the study area and potential trade areas for
businesses utilizing 1990 Census information, es-
timates of the current population, and projections
for the 2005 population as calculated by CACI
Marketing Systems.  The information collected
from this national database provides a good start-
ing point for understanding how retailers will view
the Near Eastside; but, other tools should be used
to supplement this material in order to paint an
accurate picture of development opportunities.

While the market research indicates the potential
for additional retail services, it may not tell the
whole story. Oftentimes in inner city business dis-
tricts, looking only at ‘the numbers’ does not im-
mediately lead to a typical retail development
strategy. Retailers and developers have tradition-
ally utilized a model of targeting areas with high
household incomes and/or extraordinary traffic
volumes for their site selections. Knowing this
tendency on the part of retailers, leaders of the
Near Eastside neighborhoods can capitalize on a
number of economic development opportunities
that may allow the area to attract businesses and
investment in a new way.

The Initiative for a Competitive Inner City (ICIC),
and others have been promoting the untapped
opportunities for retailers in central cities. Re-
search conducted by ICIC and the Boston Con-
sulting Group in 1998 revealed that inner cities
possess more than $85 billion in annual retail
spending power, $21 billion of which is unmet
locally. Retail demand per inner city square mile
is often two to six  times greater than each metro
area square mile and inner city households often
spend more on apparel and groceries than the
average U.S. household.

The income density in the Near Eastside is nearly
$107 million/square mile. Income density, com-
bined with the proportional spending characteris-
tics of inner city households, results in estimates
that the Near Eastside neighborhoods could sup-
port retail services with more than $54 million  in
annual spending. Based on the market informa-
tion gathered, the types of uses most likely to
succeed are ap-
parel, furniture
and major appli-
ances, sporting
goods, games
and toys, and
pet supplies.

Other highlights
of the market
study are:

chapter 1chapter 1chapter 1chapter 1chapter 1
executive summary

TTTTT

‘Our specialized market research tools
and data reveal inner-city market areas
with over twice the sales opportunities
of even the most prosperous suburban
markets.’

Shelly Herman, Senior Managing

Director, Shorebank Advisory Services
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Stable Market – The number of households in
the study area and the neighborhoods further east
have remained almost constant during the past
decade. This is due, in large part, to the fact that
the neighborhood is older and well-established—
i.e. there is little room for significant amounts of
new construction. As such, retail businesses will
need to draw from the existing customer base
and/or create a unique, ‘destination quality’ for
their services rather than expecting a growing
population to provide their customer base.

Changing Demographics/Demand – The
population of the study area is changing.  The
number of minorities, especially African-Americans
and Hispanics, is increasing while the number of
whites is declining.  This changing demographic
creates a change in demand for some services.
As a result, businesses such as the Hispanic mar-
ket and restaurants have surfaced in the neigh-
borhood.

Property Values That Make Various Retail
and Non-retail Land Uses Viable – The prop-
erty values within the study area are fairly low
compared to surrounding commercial areas.  The
low property values provide opportunities for com-
mercial land and buildings on lower volume streets
to be reused as housing or other non-retail uses.

Significant Competi-
tion in Close Proximity
– Surrounding the Near
Eastside study area are
significant amounts and
varieties of good and ser-
vices.  The Near Eastside
will need to take this com-
petition into account

when determining a mix of businesses that will
thrive.

Currently, there is more than 640,000 square feet
of retail space throughout the five square mile
study area. Even as significant business invest-
ment such as that made by Horner Electric,

Marian, Inc., Cannon IV and others is occurring,
28% of retail space is vacant. The result is a lack
of any retail concentration that is marketable as
a destination—either for leisure or basic services
purposes. In fact, there is very little retail that
focuses on the neighborhood shopper in a con-
certed manner. There are, however, some unique
quality businesses in the study area and, as de-
scribed above, recent economic development in-
vestment by multiple private companies exceeds
$2.5 million. Part of the equation for new devel-
opment may be to select strong local, existing
retailers to relocate to new buildings.  This strat-
egy could provide a core customer base for a new
retail center, a superior location for the existing
business, and a more convenient shopping expe-
rience for the neighborhood residents.

Development Opportunity Action StepsDevelopment Opportunity Action StepsDevelopment Opportunity Action StepsDevelopment Opportunity Action StepsDevelopment Opportunity Action Steps

•  Organize group to champion plan.

•  Organize 10th St. business association.

•  Present plan to MDC & request support.

•  Assign responsibility for monitoring implemen-
tation of plan & neighborhood promotion.

•  Consider new position to coordinate & work
with businesses.

•  Stay actively involved with planning of Market
Square Arena site.

•  Investigate rezoning of portions of Michigan &
New York streets.

•  Develop partnerships to collect & publish cur-
rent data on neighborhood demographics.

•  Establish database of neighborhood informa-
tion; meet with brokers to present conditions.

•  Create partnership with broker to promote area.

•  Publish promotional report highlighting neigh-
borhood data annually.

•  Maintain updated traffic counts on Washington.

•  Identify group to receive designation as CDE
for utilization of New Markets Tax Credits.

•  Host open house re: franchise opportunities.

•  Continue NESCO business awards program.

•  Develop small business assistance programs.
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Although a number of strengths exist in the Near
Eastside neighborhoods, a few are particularly
relevant for leaders to highlight when promoting
business investment opportunities and were the
basis for the creation of a long-term action
agenda:

High-Traffic Corridors,
Proximity to Downtown,
Evidence of Entrepreneurship,
Inner City Buying Potential, and
New Markets Tax Credits.

In conjunction with the long-term activities, two
sites, Washington at State and 10th between Rural
and Olney, were identified as potential near-term
development opportunities because they best re-
sponded to the following key retail development
strategies:

TTTTTarararararget Arget Arget Arget Arget Area Aea Aea Aea Aea A: W: W: W: W: Washington & State Strashington & State Strashington & State Strashington & State Strashington & State Streetseetseetseetseets

Boundaries: Boundaries: Boundaries: Boundaries: Boundaries: Both Sides of Washington between Pine & State
Streets.

Uses: Uses: Uses: Uses: Uses: Apparel, furniture, major appliances, sporting goods,
games & toys, pet supplies, dry cleaner, video store, gro-
cery, low density offices and commercial services.

Characteristics: Characteristics: Characteristics: Characteristics: Characteristics: Primarily vehicular-oriented but accessible
from neighborhood, containing mixed uses to ‘extend’ Down-
town to the east, containing commuter- and neighborhood-
oriented uses.

Action Steps:Action Steps:Action Steps:Action Steps:Action Steps: Hold meeting with property owners, deter-
mine potential near-term site configuration, determine fea-
sibility of consolidating additional properties, consider City
Redevelopment Area designation & package incentives, pre-
pare RFP to solicit developers.

Retail Development TRetail Development TRetail Development TRetail Development TRetail Development Tarararararget Arget Arget Arget Arget Areaseaseaseaseas

TTTTTarararararget Arget Arget Arget Arget Area B: 10th Strea B: 10th Strea B: 10th Strea B: 10th Strea B: 10th Street between Reet between Reet between Reet between Reet between Rural & Olney Strural & Olney Strural & Olney Strural & Olney Strural & Olney Streetseetseetseetseets

Boundaries: Boundaries: Boundaries: Boundaries: Boundaries: Initially, 10th Street between Gray & Tuxedo
with growth potential to extend to Rural & Olney.

Uses: Uses: Uses: Uses: Uses: Specialty, ‘destination’ type of retailers; could capi-
talize on existing antiques theme or develop a ‘little Mexico;’
plans for renovation of Rivoli Theater will influence uses.

Characteristics: Characteristics: Characteristics: Characteristics: Characteristics: Providing a pedestrian-oriented character
with a distinct sense of place, offering a unique, destination
quality, capitalizing on existing anchors (such as the an-
tique stores and Hispanic restaurants).

Action Steps:Action Steps:Action Steps:Action Steps:Action Steps: Create 10th Street business association, fi-
nalize development themes, formulate redevelopment strat-
egy for Rivoli Theatre, consider creation of commercial dis-
trict manager position, prepare public improvements ‘wish
list,’ create list of businesses that are complementary to
desired themes, create inventory of available space & keep
brokers informed of vacancies, create business district in-
centive program, create marketing program including map
of area & services.

Use Washington Street to attract commut-
ers/downtown users and to serve the
neighborhood population.
Identify sub-districts for ‘themed’ retail
services.

In summary, neighborhood leaders and the City
of Indianapolis can redirect the retail develop-
ment investment pattern that has been occurring
in the Near Eastside by: gathering and marketing
the most accurate information regarding oppor-
tunities in the neighborhood, identifying tools to
support the small businesses and entrepreneurs
that have become the hallmark of the area, and
focusing initial development efforts in the recom-
mended target areas.
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‘All of our inner city stores are now
above average or highly successful.
Our number one franchising priority is
now the inner city.’

Russell Smith, International Director

of Franchise Sales, Athlete’s Foot
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he Near Eastside Neighborhood is an
assortment of smaller neighborhoods
located within the boundaries of Mas-
sachusetts Avenue/21st Street on the

north, the Conrail tracks just south of Washing-
ton Street on the south, Emerson Avenue on the
east, and Interstate 65 on the west. The focus
area for this retail market study, also known as
the Highland-Brookside Neighborhood— the area
bounded by 10th Street to the north, the Conrail
tracks and Sherman Drive to the east, Washing-
ton Street to the south, and I-65/70 to the west—
is a subset of the Near Eastside Neighborhood.
Because the charge of this effort was to identify
retail development opportunities, this report fo-
cuses on the mixed-use east-west corridors that
traverse the study area: Washington, New York,
Michigan, and 10th streets. Neighborhoods within
the study area include Cottage Home, Woodruff
Place, Eastern Alert, and Arsenal Heights. Other
neighborhoods such as Windsor Park, Brookside
Bunch, Springdale, and more than 15 others are
considered part of the Near Eastside Neighbor-
hood but are located outside of the study area.

The area now known as the Near Eastside Neigh-
borhood initially developed along the banks of
Pogue’s Run in the early 19th Century. The area
grew around this small stream into a collection of
residential neighborhoods with surrounding and
supporting industries. The most prominent indus-
trial use came in 1862 when the United States
Congress passed an act that brought a National
Arsenal to Indianapolis. Constructed on 75 acres
between 10th and Michigan streets, the arsenal
manufactured Civil War arms. Arsenal Avenue was
built to connect this storage and repair facility
with the National Road, now Washington Street.

The arsenal attracted a significant number of
German and Irish immigrants to the area whose
heritage led to the architectural styles of many of
the neighborhood residential structures. In 1903,
the arsenal closed. Nine years later, ownership of
the property was transferred to Indianapolis Public
Schools becoming Arsenal Technical High School,
IPS’s first open campus school. Still considered
the City’s most significant military structure, the
arsenal is listed on the National Register of His-
toric Places.

One of the most distinctive residential neighbor-
hood in the Near Eastside and the City is Woo-
druff Place, planned and initially developed by
James Woodruff in 1872. Bounded by 10th and
Michigan streets and adjacent to the arsenal, the
layout of Woodruff Place, which includes three
prominent drives, Victorian homes, open spaces,
iron fencing, masonry walls, fountains, prom-
enades, and lavish land-
scaping was inspired by
the formality of
Versailles. By 1875, local
socialites began buying,
building, and moving into
Woodruff Place’s new
homes. In 1876, Woo-
druff Place became a cor-
porate city; in 1953, it was annexed by the City
of Indianapolis.

TTTTT

chapter 2chapter 2chapter 2chapter 2chapter 2
neighborhood profile
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Along with construction of the arsenal and Woo-
druff Place in the mid- to late-1800s, other neigh-
borhoods within and around the study area
emerged including Cottage Home, Arsenal
Heights, and Windsor Park.

A SWOT (strengths, weaknesses, opportunities,
threats - see next page) analysis to identify the
study area’s relative advantages and disadvan-
tages was conducted by the planning team
through site surveys and stakeholder interviews.
Most of the identified weaknesses and opportu-
nities parallel the ‘problems’ and ‘potentials’ men-
tioned in the 1993 Highland-Brookside Housing
Improvement and Neighborhood Plan. As in the
Highland-Brookside Plan, most concerns could be
classified as either physical or quality of life is-
sues.

According to the Highland-Brookside Housing
Improvement and Neighborhood Plan, 1992 land
use in the Near Eastside Neighborhood was ap-
proximately 74% residential. The area remains
primarily single-family residential with light and
heavy industrial areas around the periphery, bor-
dering the rail line and interstate. Most residences
were built in the late 19th Century as working class
homes for employees of surrounding industries.
With the exception of Woodruff Place, most single-
family homes are modest wood-frame structures
some with Victorian and Queen Anne architec-
tural elements. Woodruff Place is one of the City’s
most grandiose neighborhoods and a definite fo-
cal point in the Near Eastside Neighborhood. Cot-
tage Home and adjacent Windsor Park are also
listed on the National Register. Cottage Home
and Woodruff Place are currently receiving the
greatest amount of homeowner investment and
improvements. The Highland-Brookside Plan in-
dicated that Cottage Home was the neighbor-
hood with the most redevelopment opportunity.

Public uses like Arsenal Technical High School
and the Indiana Women’s Prison have significant
presence in the Near Eastside. Arsenal Tech is a
community resource that contributes to a dis-
tinctive and historic character of the study area,

but it is not a part of the neighborhood’s func-
tional open space. As expected, the prison is iso-
lated, does not relate to its surroundings, and is
not considered a neighborhood resource. Other
public and institutional uses that include the Boner
Community Center, churches, and schools are scat-
tered throughout the area. Park space within the
study area boundaries is limited to Highland Park
at the intersection of New York Street and High-
land Avenue. Willard Park is south of Washington
Street between Walcott and Hendricks. Pogue’s
Run, a linear park, traverses the neighborhoods
north of 10th Street (Windsor Park, Brookside
Bunch, Springdale) leading to Brookside Park.

Vacant commercial buildings are present along
10th, Michigan, New York, and Washington streets
with a concentration on 10th Street between
Temple and Dearborn. The predominance of sur-
face parking lots exists adjacent to commercial
buildings containing auto-related retail and ser-
vices. The abundance of used car dealerships gives
the perception that the study area contains more
parking and vacant lots than is actually the case.

Four east-west streets allow the study area ac-
cess to and from Downtown. With traffic counts
ranging between 20,000 and 24,000 vehicles per
day, Washington Street, a significant gateway, is
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a two-way major thoroughfare providing the most
direct route to Downtown. 10th Street is also a
two-way street into and out of Downtown with
lower traffic volumes, between 12,600 and 15,500
daily vehicle trips. Michigan Street is a one-way
westbound street with traffic counts between
12,400 and 14,200 vehicles per day. New York
Street is one-way eastbound with a range of
10,800 to 11,600 vehicles per day. Major north-
south streets in the study area are Rural Street
(9,400 to 13,900 vehicles per day) and Sherman
Drive (11,000 to 12,200 vehicles per day). IndyGo
bus lines run along all the above-mentioned streets
with the exception of Sherman Drive.

Traffic on I-65/70 ranges between 131,000 and
150,900 vehicles per day. Access to the study area
for northbound interstate traffic is at the Market
Street exit. No direct access exists for southbound
traffic. The nearest exit is at Michigan and Ohio
streets, which directs traffic into Downtown.

As in many neighborhoods with historic charac-
ter, the study area’s residential neighborhoods are
benefiting from a general interest in historic pres-
ervation, especially in Woodruff Place and Cot-
tage Home where homeowners are demonstrat-

Proximity to Downtown
Active neighborhood groups
High traffic volumes on Washington
New development on Washington
Established businesses
Historic structures
Evidence of entrepreneurship

Building conditions
Vacant & underutilized properties
Poor property conditions
Unkempt lots & properties
Poor interstate access
Low spending potential
Crime
One-way streets

Property speculation
Real estate cost escalation
Small business failures
Negative perceptions
Deteriorating properties
Unmotivated property owners

Vacant buildings & lots
Proximity to interstate
Diverse resident profile
Low property costs
Woodruff Place/reinvestment
Corridors/gateways to Downtown
Downtown workers
Diverse housing stock
Housing & population density

StrStrStrStrStrengthsengthsengthsengthsengths WWWWWeaknesseseaknesseseaknesseseaknesseseaknesses

OpportunitiesOpportunitiesOpportunitiesOpportunitiesOpportunities ThrThrThrThrThreatseatseatseatseats
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ing obvious signs of investment and improve-
ments. New commercial development activity has
taken place on Washington Street, near Sherman
Street, with recent additions of several new na-
tional chain retailers – including CVS, Walgreen’s,
and Rally’s. Improvements have been made in
Willard Park and, as a result, is utilized more of-
ten. The proposed Downtown connection/expan-
sion of the Monon Trail at 10th Street will provide
a recreational amenity to the residents of the Near
Eastside Neighborhood. With the recent demoli-
tion of Market Square Arena and the potential
removal of the Market Street interstate on-ramp,
access to the study area from Downtown will be
improved, possibly allowing for the Near Eastside
Neighborhood to capitalize on the success and
momentum of Downtown development.
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he Near Eastside study area currently
has a significant amount of retail
within it; however, those services are,
for the most part, so scattered and

dispersed resulting in a lack of any retail concen-
tration that is marketable as a destination—ei-
ther for leisure or basic services purposes. In fact,
there is very little retail that focuses on the neigh-
borhood shopper in a concerted manner. While
the existing Kroger store at 10th and sterling
streets is a commercial asset in the neighborhood,
the quality of its products and service could be
improved upon. Most of the retail space in the
study area would benefit from physical improve-
ments that would enhance the overall visual ap-
pearance of the commercial corridors; however,
there are some unique quality businesses in the
study area. Part of the equation for a new center

chapter 3chapter 3chapter 3chapter 3chapter 3
existing retail & service uses
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may be to select strong local, existing retailers to
relocate to a new retail building.  This strategy
could provide a core customer base for a new
center, a superior location for the existing busi-
ness, and a more convenient shopping experi-
ence for the neighborhood residents.

Currently, along Washington, New York, Michigan,
and 10th streets, there is 644,000 square feet of
retail space.  Of this space, 28% is currently va-
cant.  The estimated amount of retail space, by
category for the Near Eastside Neighborhood is
shown at left. The largest category is vacant space
followed by auto sales/repair/gas.

Commercial uses dominate 10th and Washington
streets. A lesser, but still significant amount, of
commercial activity can be found along Michigan
and New York streets. For the most part, retail
on Washington Street is oriented towards the com-
muting population and
auto-related uses, in
terms of building design
and types of goods and
services offered. 10th

Street is more of a neigh-
borhood retail district.
The limited commercial
services along Michigan
and New York streets could be considered desti-
nation retail with a broader appeal than to only
those residing within the immediate neighbor-
hoods. Examples of such activity generators are
the Michigan Street Antique Center, Midland Arts
and Antiques Market, Cycle-Re-Cycle, Utrillo’s Art,
El Sol, and others.

Existing Retail Space in the Near EastsideExisting Retail Space in the Near EastsideExisting Retail Space in the Near EastsideExisting Retail Space in the Near EastsideExisting Retail Space in the Near Eastside

Restaurant
Bar/liquor sales
Auto sales/repair/gas
Groceries/convenience stores
Furniture/major applicances
Home improvement
Consumer services
Business services
Specialty retail
Discout retail
Bank/check cashing/pawn
Thrift/antiques
Electronics
Vacant
TTTTTotalotalotalotalotal

48,900 s.f.
35,000 s.f.

135,000 s.f.
71,600 s.f.
19,200 s.f.
18,600 s.f.
28,800 s.f.
29,200 s.f.
20,100 s.f.
8,000 s.f.

19,600 s.f.
40,100 s.f.
16,800 s.f.

173,200 s.f.
644,100 s.f644,100 s.f644,100 s.f644,100 s.f644,100 s.f.....
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Washington Street is the most commercialized
street in the study area. Its role as a route for
commuting traffic has influenced the types of re-
tail and services offered as well as the building
designs. At the intersection of Washington Street
and Sherman Drive is Sherman Commons, a sub-
urban-style retail strip development anchored by
Marsh and including Subway, Page One, Ameri-
can Payday, RentaCenter, Blockbuster, and oth-
ers. Sherman Commons serves as a community
commercial center for Near Eastside residents;
its building design and site layout encourages a
customer base with use of an automobile. Proxi-
mate to Sherman Commons is a commuter retail
district that includes Walgreen’s and a collection
of fast-food restaurants.

A majority of commercial uses along Washington
Street are centered on automobile ownership and
maintenance. Several used car dealerships and
repair shops have created an auto retail corridor.
Many of these businesses have a marginal pres-
ence, in terms of their quality and appearance,
and detract from the residential appeal of adja-
cent neighborhoods. Retail strengths include

Firehouse Image Center, a steadfast owner of a
converted historic fire station, O’Leary Paint, and
El Sol, a Mexican restaurant with a citywide draw.

10th Street has the character of a neighborhood
commercial district. Many area residents walk to
the retail establishments on this street. The in-
tersection of 10th and Rural includes a few his-
toric commercial buildings available for renova-
tion, one of which is being renovated for housing
with ground floor retail by Partners in Housing.
10th Street contains the most vacant storefronts
in the study area. Nearly all residential structures,
east of Woodruff Place, have been converted to
commercial use. Value Village, New 2 You Appli-
ances, Audrey’s Place, Declare’s Antiques, and
other retailers specializing in re-sale goods have
a dominant presence in this neighborhood com-
mercial district. These types of businesses con-
sume 20% of 10th Street’s retail space.

Commercial uses along Michigan Street are spo-
radic. Retail focal points such as Michigan Street
Antique Center, Midland Arts and Antiques Mar-
ket, Fish Bowl Pet Shop, Hispanic Food Market,

Near Eastside Neighborhood
Retail types in square feet

8%
5%

21%

11%
3%3%1%

6%

3%

28%

3%
1%

4%

3%

Restaurant
Bar/liquor sales
Auto sales/repair/gas
Groceries/convenience stores
Furniture/major appliances
Home improvement
Consumer services
Business services
Specialty retail
Discount retail
Bank/check cashing/pawn
Thrift/antiques
Electronics
Vacant
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and Los Tres Hermanos comprise a specialty niche
with customer appeal extending outside the study
area. However, a large percentage of this street’s
limited retail space is vacant. Light industrial uses
are also scattered throughout the commercial
uses.

Like Michigan Street, commercial space on New
York Street is scattered and includes a significant
amount of vacant space. A Bank One branch at

New York and Oakland is the study area’s only
full-service bank. All other banking services are
in the form of check cashing establishments. New
York Street also has a few used car lots, reinforc-
ing the presence of auto sales and service in the
study area.

Washington Street
Retail types in square feet

10%
3%

41%

7%

1%

4%

6%

1%

3%

6%

1%

17%
Restaurant
Bar/liquor sales
Auto sales/repair/gas
Groceries/convenience stores
Furniture/major appliances
Home improvement
Consumer services
Business services
Specialty retail
Electronics
Bank/check cashing/pawn
Vacant

10th Street
Retail types in square feet

8%
6%

8%

18%

8%2%5%

20%

18%

1%
4%

1% 1%

Restaurant
Bar/liquor sales
Auto sales/repair/gas
Groceries/convenience stores
Furniture/major appliances
Home improvement
Consumer services
Business services
Specialty retail
Discount retail
Bank/check cashing/pawn
Thrift/antiques
Vacant
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Michigan Street
Retail types in square feet

4%
11%

2%

13%

5%

2%

2%
13%

48%

Restaurant
Bar/liquor sales
Auto sales/repair/gas
Groceries/convenience stores
Home improvement
Consumer services
Specialty retail
Bank/check cashing/pawn
Vacant

New York Street
Retail types in square feet

4% 4%

14%

7%

2%

4%

10%
4%

51%

Restaurant
Bar/liquor sales
Auto sales/repair/gas
Groceries/convenience stores
Consumer services
Business services
Specialty retail
Bank/check cashing/pawn
Vacant
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he market profile conducted as a part
of this study examines the recent de-
mographic history of the study area
and potential trade areas for busi-

nesses, projects the population, number of house-
holds, and income levels in the year 2005, and
includes data on consumer spending patterns.
The analysis utilizes 1990 Census information, es-
timates of the current population, and projections
for the 2005 population as calculated by CACI
Marketing Systems.

The purpose of this market analysis was to de-
termine retail demand and supply in the Near
Eastside study area in order to determine which
additional retail businesses are most likely to ben-
efit from a location within the neighborhood. A
variety of data collection techniques were utilized
to determine retail supply and demand:

National Database: Demographic data was
purchased from CACI Marketing Systems and in-
cluded information such as population, house-
holds, and income from 1990 and estimates and

TTTTT
projections for 2000 and 2005.  The data also
included estimates of spending by the residents
of the two trade areas defined for the study. The
information collected from this national database
provides a good starting point for understanding
how retailers will view the Near Eastside; but as
described elsewhere in this report, other tools
should be used to supplement this material.

Primary Research: Information regarding de-
mand was also determined with firsthand research
through a survey that was distributed to neigh-
borhood residents. In addition, interviews and fo-
cus group discussions were conducted with neigh-
borhood residents and business owners/manag-
ers.

Site Inspection: To estimate retail supply, the
project team performed “windshield surveys” of
the study area by driving the neighborhood to
determine the types and
locations of retail busi-
nesses.  Buildings were
categorized as occupied
or vacant based upon
their appearance during
this site inspection.  Re-
tail businesses in the oc-
cupied buildings were
then categorized by busi-
ness type, such as restaurants, auto related, gro-
cery/convenience, discount retail, etc.  The size
of each retail business was estimated using a
scaled map with building footprints.

Near Eastside Market Study HighlightsNear Eastside Market Study HighlightsNear Eastside Market Study HighlightsNear Eastside Market Study HighlightsNear Eastside Market Study Highlights

Stable Market

Changing Demographics & Demand

Property Values Make Various Retail &
Non-Retail Land Uses Viable

Significant Competition in Close Proximity

chapter 4chapter 4chapter 4chapter 4chapter 4
market overview
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Based upon the above information, the relation-
ship between retail demand and supply were stud-
ied.  Retail spending was converted into estimates
of the retail space that can be supported using
national averages of sales per square foot.  This
amount of space which the local community can
support was then compared to the current retail
supply to estimate retail leakage. Retail leakage
occurs when retail purchases by neighborhood
residents take place outside of the neighborhood.

Two trade areas were defined and profiled as part
of this retail market study.  The following map
shows the boundaries for the two trade areas.
Because the objectives of the market study were
to focus on neighborhood-based goods and ser-
vices, the trade areas are relatively small.

The Neighborhood Trade Area is bounded by I-
65/70, I-70, Sherman Drive, and Fletcher Avenue.
The Extended Trade Area is bounded by I-65/70,
Fletcher Avenue, Sherman Drive, I-70, Shadeland

Avenue, Prospect Street and its imaginary exten-
sion.  These trade areas were defined based on
expected shopping patterns of the residents in
the area.  Residents in the Neighborhood Trade
Area are expected to be the primary customers
for most of the retail businesses within the Near
Eastside study area. Residents of the Extended
Trade Area also provide a customer base for the
study area; however, the further they live from
the study area, the chances are greater that their
basic retail needs are being met elsewhere.

Neighborhood Trade Area Population
Characteristics
According to CACI Marketing Systems, the popu-
lation of the Neighborhood Trade Area is declin-
ing slightly.  In 1990 the population was 33,114,
while in 2000 the estimated population was
31,904.  This is a decline of 1,210 or 3.6%.  Part
of the decline in population has to do with a de-
cline in the average size of the households and a
lack of new housing development.  The average
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household in 1990 contained 2.78 people while
the average household in 2000 contained 2.71
people.  The Neighborhood Trade Area contained
11,918 households in 1990 and 11,788 house-
holds in 2000, a decrease of 1.1%.

The median income of the Neighborhood Trade
Area is significantly lower than the Indiana me-
dian income, $25,581 versus $37,909.  The me-
dian income of the trade area increased during
the 1990s an estimated 43%.

Extended Trade Area Population
Characteristics
The Extended Trade Area is the area most likely
to contribute a significant number of commuters
to the Near Eastside Neighborhood.  Travel from
the Extended Trade Area into the Near Eastside
Neighborhood is very easy, as is travel through
the neighborhood to Downtown.  The ease of
travel between the two areas will also provide

the Near Eastside study area with additional con-
sumers from the Extended Trade Area regardless
of commuting patterns, if attractive shopping
opportunities are provided.

The population of the Extended Trade Area is also
declining slightly.  In 1990 the population was
84,176, while in 2000 the estimated population
was 81,540.  This is a decline of 2,636 or 3.1%.
The Extended Trade Area contained 33,416 house-
holds in 1990 and 33,206 households in 2000, a
decrease of 0.6%.  The area is only projected to
lose 271 households between 2000 and 2005.

The 2000 median income of the Extended Trade
Area is between that of the Neighborhood Trade
Area and the State of Indiana at an estimated
$30,616.  The median income of the trade area
increased during the 1990s an estimated 39%.

Neighborhood Trade Area Extended Trade Area

1990 Population 33,114 84,176
2000 Population 31,904 81,540
2005 Population 31,231 79,934

1990 Households 11,918 33,416
2000 Households 11,788 33,206
2005 Households 11,679 32,935

1990 Median HH Income $17,892 $21,964
2000 Median HH Income $25,581 $30,616
2005 Median HH Income $28,411 $33,789

Per Capita Income $11,474 $14,773

Homeownership (1990) 46.9% 56.7%
Median Home Value (1990) $27,099 $38,325
No Vehicles Available (1990) 25.4% 18.4%

Aggregate Income $363,058,612 $1,200,828,578
Source: CACI Marketing Systems
Neighborhood Trade Area Boundaries - I-65/70, I-70, Sherman Dr. and Fletcher Ave.
Extended Trade Area Boundaries - I-65/70, Fletcher Ave. Sherman Dr. I-70, Shadeland Ave., Prospect St. & its imaginary extension to Shadeland Ave.

Population Snapshot of the Near Eastside
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ACORN Groups
CACI uses a Classification of Residential Neigh-
borhoods (ACORN) as a means of characterizing
segments of neighborhood populations.  Sixty-
one lifestyle characteristics, such as income, age,
and occupation, are used to determine the con-
sumer behavior of residents.  ACORN has nine
general groups.  Each group contains three to
seven clusters for a total of 43 clusters.  The clus-
ters provide a classification system for predicting
the purchasing habits of neighborhood residents.
Many retailers and commercial developers use the
ACORN classification system when making loca-
tion decisions for retail investment.  The ACORN
profiles for the neighborhood and extended trade
areas are included in the Appendix.

Retail Trade Analysis
The spending potential index from CACI Market-
ing Systems compares the average expenditure
for a product or service locally to the average
amount spent for the product or service nation-
ally.  A value of 100 represents the national aver-
age. An index greater than 100 shows higher than
average spending; an index less than 100, lower
spending (relative to the U.S. average). For ex-
ample, an index of 120 shows that average spend-
ing by consumers in the trade area is 20% higher
than the U.S. average; an index of 85, 15% lower
than the U.S. average.  The information is based
on the Bureau of Labor Statistics’ Consumer Ex-
penditure Interview Survey.  Spending patterns
are differentiated by socioeconomic characteris-
tics and geography; they are updated to current
prices using the Consumer Price Index.  The tables
on pages 18 and 19 show the spending potential
of the Neighborhood and Extended trade areas.
Generally, the spending potential index in the
Neighborhood Trade Area is 50 to 60.  The spend-
ing potential index for the Extended Trade Area is
slightly greater in the 60 to 66 range.

Each area has been analyzed with regard to the
amount of potential spending the study area may
be able to capture.  Two capture rates were uti-
lized for each market area.  As the market area
expands, the capture rate is expected to diminish
because more options are available to consum-

ers. As such, the analysis of the Neighborhood
Trade Area utilizes capture rates of 25% to 50%;
the Extended Trade Area analysis utilizes a rate
of 5% to 10%.

Within the scope of this study, there was no way
to determine the current capture rates of existing
retail and service providers. As such the capture
rates used for the spending potential analysis are
benchmark estimates which can provide some
indication of how much demand there is for spe-
cific types of services.

Using the capture rate estimates and national
average sales per square foot for a number of
product and service categories, a determination
regarding the potential demand for retail services
can be projected. This demand is measured by
the amount of space (in square feet) that can be
supported in the area. For example, the total de-
mand for retail space in the Near Eastside study
area (both trade areas) is 222,707 square feet
based on the use of the lower capture rates of
5% and 25%.

The third table, Excess Retail Demand shown
below takes the total square feet demanded by
category and compares these totals with the es-
timated totals for space currently utilized in the
neighborhood.  The greatest additional demand
appears to be for apparel and furniture/home
appliances.
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Retail Lease Rates
Retail lease rates in the Near Eastside study area
were difficult to determine because many busi-
nesses own their buildings. Discussions with area
real estate professionals provided lease rates at
nearby retail areas.  Retail spaces on Virginia Av-
enue south of the study area have gross leases
of approximately $2 to $8 per square foot.   The
lower end of this range is expected to be increased
significantly later this year. The smallest spaces
at Linwood Square, which is approximately 1/3
mile east of Sherman on 10th Street, are currently
$10 to $12 for triple net leases.  After the renova-
tion of the center is complete the lease rates will
increase to $14 to $17 per square foot.

Retail lease rates in Downtown vary considerably.
Premier space such as that at Circle Centre Mall
costs approximately $55 per square foot; how-
ever street level space elsewhere in Downtown is
much less costly—approximately $25 per square
foot. Given these prices, these types of space are
probably not in competition with Near Eastside
retail space. Some outlying areas of Downtown
such as Massachusetts Avenue offer more afford-
able space in the range of $9 to $18 per square
foot.

Property values in the Near Eastside Neighbor-
hood vary significantly by street.  Washington
Street has the highest values.  As of May 2001,
vacant land was on the market for $95,000 to
$450,000 per acre. Prices on 10th Street are esti-
mated at $85,000 to $250,000 per acre depend-
ing upon location along the corridor.  Property
prices on Michigan and New York streets are the
lowest, estimated at $85,000 or less per acre for
vacant land.

The relatively low property costs in the Near
Eastside Neighborhood provide opportunities for
a variety of development types from housing to
commercial uses.  The relatively low costs may
help the area compete with Downtown for lower
cost retailers or retailers that want to market to
Downtown in addition to the Near Eastside Neigh-
borhood.

Resident Survey Results
The Near Eastside Neighborhood Resident Survey
attempted to gather information on consumer hab-
its, needs and retail likes/dislikes of neighborhood
residents.  The survey also attempted to gain basic
economic and social information from residents in
order to validate or challenge the demographic pro-
file presented by CACI. Unfortunately, the success
of the survey could be considered marginal because
only 69 residents responded. More than 600 sur-
veys were distributed.

Current Total Space Excess
Supply Demand Demand

Restaurant 48,900 19,599 25% 12,740 5% 32,339 -16,561
Groceries/convenience stores 57,600 24,155 25% 15,498 5% 39,653 -17,947
Furniture/major appliances 19,200 22,179 25% 14,690 5% 36,869 17,669
Home improvement 18,600 11,447 25% 7,762 5% 19,209 609
Electronics 16,800 10,971 25% 7,076 5% 18,047 1,247
Video Rental 0 1,325 25% 827 5% 2,152 2,152
Apparel 9,000 23,609 25% 15,148 5% 38,757 29,757
Pet Supply 2,500 4,039 25% 2,699 5% 6,738 4,238
Books 1,000 2,320 25% 1,550 5% 3,870 2,870
Recreation 500 5,157 25% 3,359 5% 8,516 8,016
Total 174,100 124,801 81,349 206,150 32,050

Neighborhood        
Demand & Capture

Extended            
Demand & Capture

Excess Retail Demand

Note: grocery and convenience stores are combined in this analysis because readily available data provides an indica-
tion of the demand for food which is met by both grocery and convenience stores; although the supply of existing space
could be separated, this study was unable to determine what proportion of demand is being met by each type of store.
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‘There are inner-city neighborhoods with ample
disposable income that are not being served.
This is a huge opportunity for us because there’s
a great need for our services. This expansion can
help us obtain a much larger share of the vision

care business.’

Jerry Darnell, Vice President of Franchising for
Sterling Optical

Although no particular neighborhood had a substan-
tial number of participants, the highest percentage
(21%) of respondents live in Woodruff Place; 17%
are from Arsenal Heights.

The largest percentage (28%) of respondents indi-
cated that they work in other areas than the Near
Eastside or Downtown.  Twenty-four percent said
they worked Downtown; 21% said they work in the
Near Eastside.  Twenty percent of all respondents
work in the service sector.  Nineteen percent of re-
spondents work in executive/ management; 26%
of respondents are professionals and another 14%
percent are retired.

Forty percent of respondents said they have two
members in their household.  Sixteen percent said
they have one member in their household and 19%
have four members.  Twenty-eight percent of re-
spondents are between the ages of 39 and 48.
Eighty-six percent of respondents are white.

Seventy-eight percent own their home.  Eighty-nine
percent own a motor vehicle.  Household incomes
are evenly spread among income ranges with 23%
earning less than $25,000, 23% earning $25,000
to $49,999, 23% earning $50,000 to $74,999, and
31% earning $75,000 or more.

Most of the respondents shop in and around the
neighborhood for food, medicine, auto supplies, hair
care, and video rentals.  They go outside the neigh-
borhood to malls or commercial centers for hard-
ware, clothing, and shoes.  Most do their banking
Downtown or in other areas.  Sixty-four percent of
respondents visit neighborhood fast food restaurants
five times or less a month, and 49% believe addi-
tional need exists for these services.  Seventy-five
percent of respondents visit neighborhood sit-down
restaurants five times or less each month, and 80%
think additional need exists for these services.
Eighty-five percent of respondents use neighborhood
delivery or take-out restaurant establishments five
times or less each month, and 60% think additional
need exists for these services.  Ninety-one percent
of respondents use neighborhood bakeries and cof-
fee shops five times or less each month, yet 74%
think there is additional need for these services.

Seventy-four percent believe there is an additional
need for grocery stores.  Fifty-seven percent be-
lieve no additional need exists for convenience stores.
Ninety-eight percent of respondents use neighbor-
hood printing and office supply services five times
or less each month; 67% think there is additional
need for these services.  Eighty-four percent of re-
spondents use neighborhood banks and ATMs five
times or less a month and 64%  think there is an
additional need for more banking services.  Nearly
all respondents use neighborhood dry cleaning ser-
vices fewer than five times a month.

Twenty-six percent of respondents would not like to
see more liquor stores and bars.  Other uses resi-
dents mentioned they would not like to see include
pawn shops/ check cashing, rent-to-own stores, and
convenience stores.
Respondents believe that commercial establishments
within the Near Eastside are generally average to
poor at meeting daily shopping needs, keeping their
premises clean and maintained, providing adequate
customer parking, and having a positive impact on
nearby residences.  In general, respondents do not
use the restaurants and retail services in the neigh-
borhood more than 5 times per month, and they
think additional need exists for most types of res-
taurants and retail businesses.
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Conclusions from Market Analysis
The total expenditures by the residents of the
Neighborhood Trade Area are estimated to be
$344 million.  The Extended Trade Area residents
add an additional $1.1 billion in expenditures.
These estimates translate into considerable po-
tential retail spending power.  The neighborhood
already supports a significant amount of retail and
restaurant space; however, the services, for the
most part, are scattered throughout rather than
concentrated in defined retail districts/centers.
Based on a comparison of retail supply and de-
mand, the neighborhood could likely support ad-
ditional retail services.  The types of space most
likely to succeed are apparel, furniture and major
appliances, sporting goods, games and toys, and
pet supplies.

If the Near Eastside can use its relatively low land
prices to attract businesses that cater to the Down-
town market, then the possibilities for additional
retail development increase, especially for the west
side of the neighborhood.  A grocery store and
restaurants, especially fast food establishments
that want drive-thru windows may be appropri-
ate on Washington Street near Downtown. These
businesses could cater to the neighborhood in
addition to the growing Downtown residential mar-
ket and the strong traffic volumes of 25,000 ve-
hicles per day along Washington Street.
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WWWWW
hile the market research indicated the
potential for additional retail services,
it may not tell the whole story.
Oftentimes in inner city business dis-

tricts, looking only ‘at the numbers’ does not im-
mediately lead to a typical retail development
strategy. Retailers and developers have tradition-
ally utilized a model of targeting areas with high
household incomes and/or extradordinary traffic
volumes for their site selections. Knowing this
tendency leaders of the Near Eastside neighbor-
hoods can capitalize on a number of economic
development opportunities that may allow the
area to attract businesses and investment in a
new way if they have an agreed-upon and fo-
cused development strategy. The recommenda-
tions that follow revolve around capitalizing on
existing resources to lay the groundwork for the
creation of a more compelling retail marketplace.

One of the best ways to create an attractive retail
climate is to increase the customer base by add-
ing more residents and continually making the
area attractive as a residential choice. The adage
that ‘retail follows residential’ has proven itself
over and over again. Fortunately, as the price for
Downtown housing continues to escalate, adja-
cent neighborhoods will benefit from those seek-
ing more affordable, but still near-Downtown,
housing. Woodruff Place, Cottage Home, and
Windsor Park have already benefited from invest-
ment that has made the areas more attractive
residential neighborhood options.

In addition to the notion that retail development
follows residential development, a number of other
key assumptions were discussed with the NESCO
Weed and Seed Economic Development Sub-Com-
mittee. Those assumptions are listed on page 24.

Although a number of strengths exist in the Near
Eastside neighborhoods, a few are particularly rel-
evant for leaders to highlight when promoting
business investment opportunities:

Opportunity A: High-Traffic Corridors
Opportunity B: Proximity to Downtown
Opportunity C: Evidence of Entrepreneurship
Opportunity D: Inner City Buying Potential
Opportunity E: New Markets Tax Credits

The remainder of this chapter is organized to out-
line the above economic development opportuni-
ties and proposed responses to them. Chapter
Six identifies target development areas which
could accommodate retail and other uses and pre-
sents a development strategy and action steps
for each area.

Opportunity A: High-Traffic Corridors
The Near Eastside is po-
sitioned to benefit from
traffic going to and from
Downtown. The primary
recipients of this traffic
are the east-west streets
of Washington, New
York, Michigan, and 10th.
Those four streets com-
bined carry more than
65,000 cars each day, with Washington Street
being the most heavily traveled. New York and
Michigan streets carry a combined 25,800 cars/
day but because New York carries traffic out of
Downtown and Michigan carries traffic into Down-
town, their peak travel times occur in the morn-
ings and evenings respectively. 10th Street is a
two-way street; however, traffic volumes are only
15,500 cars/day.

chapter 5chapter 5chapter 5chapter 5chapter 5
development opportunities
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As a comparison, other streets within the metro-
politan area that have levels of traffic similar to
Washington Street are 96th Street east of Key-
stone Avenue, Meridian Street between 73rd and
86th streets, Meridian Street between 38th and 46th

streets, Lafayette Road between 30th and 38th

streets, Shadeland Avenue between 30th and 46th

Streets, Keystone Avenue between Hanna and
Troy avenues, and Madison Avenue between Stop
11 and Edgewood Avenue.

As the Market Square Arena site is redeveloped
and, if the access ramp from I-65 to Market Street
removed, the traffic patterns may be altered;
however, there is little indication that the existing
one-way pair system on Michigan and New York
streets would be changed.

Opportunity A: Responses
As a result of the different traffic volumes and peak
travel times, each of the east-west corridors can
play a different role in the overall development strat-
egy for the Near Eastside. The traffic volume on
Washington Street of nearly 25,000 cars/day cer-
tainly makes the corridor a candidate for retail de-
velopment. Retailers typically look for average daily
traffic counts that approach 20,000 cars/day for
their site development activities. As such, Wash-
ington Street should be a primary focus area for
encouraging retail activity.

As a more intimate and lower capacity street, 10th

Street can play a particularly distinctive role in the
neighborhood. In contrast to Washington Street,
10th Street has a more pedestrian-friendly scale and
could evolve into a much more pedestrian-friendly
corridor. Buildings adjacent to 10th Street are gen-
erally located near the sidewalk whereas those in
some areas on Washington are pushed toward the
rear of the site to accommodate surface parking
lots. The depth of the lots on 10th Street are more
shallow than those on the south side of Washing-
ton which results in a scale of building that is more
comfortable to pedestrians. The character of this
street is such that a different development strat-
egy—one that focuses on creating a distinctive
sense of place that consists of smaller scale ser-
vices and shops—is warranted.

The one-way traffic on New York and Michigan
streets, to a certain extent, presents limited ac-
cess to the corridors’ business establishments. As
such, their role as retail corridors will likely be less
than that of Washington or 10th streets. This fact,
in conjunction with the high retail vacancy rates
throughout the neighborhood suggests that invest-
ment along these two corridors may better serve
the overall area if it is directed toward residential
or other development activities.

Key AssumptionsKey AssumptionsKey AssumptionsKey AssumptionsKey Assumptions

The Near Eastside Neighborhood has existing retail
and service strengths that could be clustered to create
a more pronounced retail environment.

Some existing commercial areas may be better utilized
if converted to residential use.

The west side of the neighborhood is heavily
inflenced by Downtown.

An improved retail service center could attract the
resident and commuter customer base.

Because of traffic patterns, retail corridors will most
likely occur on east-west streets.

New York and Michigan streets may be less attractive
retail corridors because they are one-way streets.

Washington Street provides the best retail opportunity
because it is two-way, has high average daily traffic
counts, and is a significant thoroughfare.

With lower traffic volumes, 10th Street may host more
neighborhood-oriented or a special retail environment.
Retailers may need ‘soft’ equity/financial support while
the market proves itself.

The Near Eastside retail climate would be improved by
an active promotion/marketing of the area’s
opportunities.
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Opportunity B: Proximity to Downtown
The obvious reason for the traffic volumes de-
scribed above is the Near Eastside neighborhoods’
proximity to Downtown. The study area is adja-
cent to and east of Downtown Indianapolis, less
than a mile from Monument Circle and within a
five-minute drive. Connections to Downtown are
provided by 10th, Michigan, New York, and Wash-
ington streets. Access to this neighborhood from
Interstate 65/70 is at Market Street although it is
somewhat obstructed. From an economic devel-
opment perspective, the Near Eastside has the
potential to benefit from this physical relation-
ship not only as a result of traffic, but by provid-
ing a service role—both to businesses within
Downtown and to the employees of those busi-
nesses. Because Downtown functions as the em-
ployment center of the metropolitan area, the Near
Eastside is, in effect, at a crossroads of traffic
and activity. Commuters from all directions come
into Downtown daily, expanding the potential
customer base for Near Eastside businesses.

Just as the Near Eastside can offer more afford-
able housing alternatives to Downtown, Wash-
ington Street, which can handle significant traffic
volumes, could provide office and commercial
service uses with space competitively priced in
relation to Downtown options. An excellent ex-
ample of the merits of this strategy is apparent in
the success of the Firehouse Image Center lo-
cated on Washington Street. This commercial
service firm has a significant Downtown customer
base but has benefited from the foresight decades
ago to invest in the site and historic building it
still occupies today. The Firehouse complex, in
conjunction with other anchors existent on Wash-
ington Street such as Horner Electric, makes this
area even more attractive as a ‘back office’ and
retail corridor adjacent to Downtown because
those anchors have made the investment that
creates stability in the area.

Opportunity B: Responses
The potential connectivity and synergy with Down-
town becomes more likely in light of the future
redevelopment of the Market Square Arena site.
The opening up of this site for development could

make a tremendous impact on the Near Eastside
if the appropriate uses and design are employed.
Near Eastside leaders have already stated the
opportunity that is created by this redevelopment
effort and are eager to be involved in considering
alternatives.

In addition to monitoring progress on the Market
Square site, promoters of the Near Eastside should
turn their attentions to the Washington Street
corridor and to identifying development opportu-
nities toward the west end of the neighborhood
that could reinforce connectivity with Downtown.

Finally, north of Washington Street, the synergy
with Downtown can be reinforced through a con-
tinuation of the housing investment and stabili-
zation that has been ongoing. As described ear-
lier, one of the strengths of the Near Eastside is
in its role as a near-Downtown neighborhood and
its location close to amenities at a more afford-
able price; therefore, maximizing sites for pro-
viding additional housing is an important long-
term strategy. In addition, identifying locations
for improving both pedestrian and vehicular con-
nections to Downtown will help to give residents
and potential residents the feeling that they truly
are living in Downtown’s ‘front yard.’ One such
opportunity is present in the Monon Trail which is
currently planned to end at 10th Street just east
of the interstate. A number of options for con-
necting that terminus into the Downtown pedes-
trian network have been proposed and will be
important tools for more strongly linking the Near
Eastside and Downtown.
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Opportunity C: Evidence of
Entrepreneurship
The Near Eastside can be characterized by a pro-
nounced visibility of entrepreneurial enterprises.
The evidence of entrepreneurship dates back at
least to the 1970s with the investment in the
Firehouse Image Center complex, but has con-
tinued with strong neighborhood anchors such
as El Sol which attracts a customer base outside
of the neighborhood. More recently, additional
Mexican restaurants and a grocery have become
establishments of the neighborhood. Also, the sev-
eral antique and second-hand stores in the neigh-
borhood are further testament to the indepen-
dent business presence and its potential role in a
retail development strategy for the Near Eastside.

In addition, as part of this study effort, a number
of independent business owners were interviewed
and indicated that they own their buildings in
addition to the businesses housed within them.
Unfortunately some of those also said that it was
property ownership only that was keeping their
businesses in the neighborhood. Apparently, some
of the local business enterprising experience could
easily be lost if conditions do not improve.

Opportunity C: Responses
The entrepreneurial talent in the Near Eastside is
a resource that should be tapped through the
provision of additional small business assistance,
mentoring, financial resources, and to the extent
possible, collective advertising, promoting, events,
etc. Outside of Washington Street and the Old
National Road Business Association, the lack of a
well-established business leadership group in the
Near Eastside Neighborhood undermines the
neighborhood business environment. Fortunately,
NESCO has received a grant to assist with the
creation of a 10th Street Civic Association which
will help to organize business and property own-
ers along that corridor.
These organizations are important tools for shar-
ing information, discussing problems, and devis-
ing strategies; however, it is imperative that a
concerted effort to keep people involved and com-
mitted to the group is maintained. Commercial
districts that are outside of malls or single-site

developments may be at a disadvantage if the
individual businesses within them do not pool
resources to promote the area. During the plan-
ning process for this study, it was difficult to sus-
tain a regular group of more than two or three

people to act as a Steering Committee. This fact
should alert neighborhood leaders to the chal-
lenge ahead in creating a new business organiza-
tion and consideration should be given to creat-
ing a staff position that could be responsible for
acting as a resource to business owners.

Franchise expansion is another economic devel-
opment strategy that could play a role in the Near
Eastside neighborhoods since they are already
showing evidence of entrepreneurship. Over the
past few decades, franchising in the United States
has experienced rapid growth, not only in con-
sumer-oriented franchises such as fast food, but
also in commercial services such as commercial
cleaning, printing, and mailing. Commercial ser-
vice franchising represents an important economic
opportunity for several reasons: job creation, in-
come generation, strengthening of the general
business infrastructure, in addition to providing
opportunities to enhance entrepreneurship. Es-
tablished franchises provide new business own-
ers with a proven business model that reduces
risk, increases access to capital, and provides train-
ing and marketing support.

Opportunity D: Inner City Buying Potential
The U.S. Department of Housing and Urban De-
velopment (HUD), the Initiative for a Competitive
Inner City (ICIC), and others have been promot-
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ing the untapped opportunities for retailers in
central cities. Research conducted by ICIC and
the Boston Consulting Group in 1998 revealed that
inner cities possess more than $85 billion in an-
nual retail spending power, $21 billion of which is
unmet locally. This is larger than the formal retail
market in Mexico. Retail demand per inner city
square mile is often two to six times greater than
each metro area square mile and inner city house-
holds often spend more on apparel and groceries
than the average U.S. household (source: Inner-
City Shoppers Make Cents (and Dollars), prepared
by ICIC in partnership with Price Waterhouse Coo-
pers).

In particular, the income density in the Near
Eastside Neighborhood Trade Area  is more than
$77 million/square mile; in the Extended Trade
Area, the income density rises to nearly $107
million/square mile. Income density, combined
with the proportional spending characteristics of
inner city households, results in estimates that
the Near Eastside neighborhoods could support
retail services with more than $54 million in an-
nual spending (sources: U.S. Department of La-
bor Consumer Expenditure Survey, 1999 for
household spending and CACI Marketing Systems
for neighborhood income estimates).

Further illustrating the strength of inner city buy-
ing potential is a November 2000 study of four
Chicago community areas by the Washington D.C.-
based Social Compact, a nonprofit coalition of
corporate leaders pushing private investment in
cities, that found significantly more population and
spending power than previous studies had found.
The basis of the Social Compact’s work is the belief
that traditional evaluation tools used to measure
the economic health of inner-city neighborhoods
are flawed. The group contends that many of
those tools, such as statistical averaging across
zip codes and across three-mile rings from com-
munity centers, may work in homogeneous sub-
urbs but fail in diverse city neighborhoods.

Market research firms (such as those utilized to
quickly and economically gather data for this
study) generally utilize cluster and ranking sys-

tems of neighborhoods that emphasize average
household incomes as assets and overlook the
strengths of household densities and income con-
centrations that make central city neighborhoods
strong markets. In addition, while central city resi-
dents may have lower family incomes than sub-
urban residents, they typically spend much of their
income on consumer purchases. This tendency
allows for a strong base of retail purchasing power.

Studies have also found that there can also be
discrepancies between data utilized by national
market research firms and more timely and accu-
rate information collected from local and state
governments (source: Exposing Urban Legends:
The Real Purchasing Power of Central City Neigh-
borhoods, John Pawasarat and Lois M. Quinn, Uni-
versity of Wisconsin-Milwaukee Employment and
Training Institute, June 2001). In fact, data gath-
ered from national sources for this Near Eastside
study indicated that the Hispanic population in
the neighborhood was less than 3% which did
not appear to accurately reflect the demograph-
ics apparent to the project team and interviewees.
Accessing this data is important, however, because
developers and retailers often utilize these same
tools. The work done as part of the market analysis
for this report is the type of information that re-
tailers understand. What neighborhood and City
leaders can now do is take the next step to de-
scribe the neighborhood more accurately.

A few national retail-
ers are starting to
focus on the un-
tapped inner city
markets and ethnic
sub-sets of those
markets. For ex-
ample, discount re-
tailer Target in some
of its markets is beginning to develop strategies
for one of the fastest growing markets in the coun-
try—Hispanic immigrants. Target developed a pro-
totype store aimed at the predominant Hispanic
population in City of Commerce, California. An-
nual sales there have increased 17%, compared
to a 7.2% increase for all of the chain’s stores. To

Estimates indicate that the Near
Eastside Neighborhood could
support retail services with more
than $54 million in annual
spending.
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cultivate this market, Target consulted commu-
nity leaders on consumer preferences and, as a
result, stocks difficult-to-find specialty items such
as Fabuloso cleanser, Suavitel fabric softener, and
La Bella hair care products. Target and Sear’s are
expanding this targeted sales approach across the
country, using Spanish-language magazines, Web
sites, and cultural events and promotions.

Opportunity D: Responses
A variety of local data sources (such as city health
department records, school census, state income
tax filings, city property tax information, state mo-
tor vehicle files, state Department of Revenue, etc.)
can be utilized to ‘fact check’ reports on their neigh-
borhoods prepared by national marketing databases
and firms. Since most developers rely on detailed
maps of population density, home ownership, house-
hold income, automobile owner-
ship, and crime statistics from
commercial firms, an organized
city neighborhood may be able to
more successfully compete for de-
velopment activity and attract re-
tailers by maintaining an accurate
database of demographic infor-
mation that shows where the na-
tional databases are lacking and
that educates retailers, real estate
professionals, and developers
about local opportunities. Investing in this type of
‘data infrastructure’ is not inexpensive; however, once
a system for the collection of information is estab-
lished, records can be easily updated.

For example, the City of Milwaukee in conjunction
with the Employment and Training Institute (ETI) at
the University of Wisconsin-Milwaukee developed a
methodology to describe the income concentration
and spending power in the city’s commercial dis-
tricts. Materials were collected to compare the de-
tailed income tax filing data and other current infor-
mation on residents to spending patterns, found by
the Bureau of Labor Statistics, for income groups in
Midwest cities of comparable size to Milwaukee. The
work of ETI found that some of the “strongest retail
markets in the metropolitan area have been ignored
in part due to misconceptions about central city in-

come status, persistent ‘urban legends’ about the
absence of workers in central city neighborhoods,
and marketing stereotypes promulgated by commer-
cial marketing firms” (source: Purchasing Power of
Milwaukee Commercial Districts, John Pawasarat and
Lois M. Quinn, Employment and Training Institute,
University Outreach, University of Wisconsin-Milwau-
kee, June 2001).

It is unclear to what extent there may or may not
be information discrepancies relevant to the Near
Eastside neighborhoods or other inner city neigh-
borhoods within Marion County; however, studies
from throughout the country tend to indicate that
until an investment is made to gather more accu-
rate local information, there may continue to be a
perceived disadvantage to retail development in the
Near Eastside neighborhoods. Information collected

as part of this study from a na-
tional marketing firm stated that
the Hispanic population of the
neighborhood was only 3%. That
figure was questioned by everyone
involved in the study. This fact sug-
gests that collecting additional in-
formation from local sources may
serve to paint a more accurate pic-
ture of the neighborhood and its
retail development potential.

Fortunately, a good foundation has been created in
the Social Assets and Vulnerabilities Indicators (SAVI)
for Central Indiana project that has been developed
and maintained by the Polis Center in partnership
with United Way/Community Service Council. SAVI
collects, organizes, and presents information on
community assets such as schools, libraries,
churches, hospitals, and community centers. It also
include social demographic information such as cen-
sus, health, education, criminal justice, welfare, and
other data that can point out such vulnerabilities as
neighborhoods with high levels of crime, unemploy-
ment, and welfare recipients. Using geographic in-
formation system (GIS) technology, SAVI creates a
dynamic database, continually updated, that is drawn
from a large variety of sources.
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Opportunity E: New Markets Tax Credit
Enacted on December 21, 2000, the New Markets
Tax Credit (NMTC) is designed to encourage private
investors who may never have considered investing
in neglected communities to do so. The tax credits
become a way of generating capital for a project in
a similar fashion to the successful low-income hous-
ing tax credit. The money the non-profit receives
can then be spent on a project within the neighbor-
hood.

The non-profit participating in the NMTC process
must be a qualified community development entity
(CDE). A CDE is an organization that:
 

Has the primary mission of serving, or pro-
viding investment capital for, low-income
communities or low-income persons.
Maintains accountability to residents of low-
income communities through representation
on a governing or advisory board.
Receives certification as a CDE from the De-
partment of Treasury.

Community development financial institutions
(CDFIs) and specialized small business investment
companies (SSBICs) automatically qualify as CDEs.
 
An organization will apply to the CDFI Fund to be
certified as a CDE and to receive NMTC allocations.
The credits will be awarded competitively based on
a CDE’s track record and other criteria to be identi-
fied in the regulations.  CDEs that have secured
NMTC allocations will seek private equity investors.
 
Opportunity E: Responses
Investors in a qualified community development en-
tity (CDE) would receive a tax credit for their in-
vestment — worth 30% of the amount invested
(net present value) — over seven years. Once a
CDE secures an allocation of credits, it would sell
the tax credit certificates to private investors. In
return, investors would receive a tax credit certifi-
cate from the CDE to attach to their federal income
tax forms-claiming a 5% tax credit for the first three
years and a 6% credit in the last four years.

The CDE would then use the capital generated from
the sale to provide loans, equity, and other forms of
credit to qualified low-income community businesses,
including non-profit corporations, in targeted dis-
tressed areas.

The CDE must use substantially all the capital gen-
erated from the sale of NMTC equity to fund loans
to, or equity investments in, for-profit or non-profit
businesses that are operating in low-income census
tracts (estimated to be approximately 33% to 40%
of all U.S. census tracts).  Eligible businesses in-
clude commercial real estate projects, but exclude
rental of residential properties.  CDEs can also use
the proceeds to invest in or lend to other CDEs or
purchase loans or equity investments from other
CDEs.

In order for the Near Eastside to prepare to utilize
the NMTC as a tool, neighborhood leaders should
study the details of the tax credit program and iden-
tify the best group to act as a CDE. This group could
create an alliance with an accounting professional
to determine how best to take advantage of the
NMTC.

Action Steps for Organizing Around the
Development Opportunities
The opportunities presented above provide a foun-
dation for how the Near Eastside can strategically
position itself to attract retail investment over the
long-term. These ‘big picture’ strategies may be best
achieved by focusing on several tasks described
below:
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Task DO.1: Organize group to champion (or final-
ize) recommendations described in this plan.

Task DO.2: Organize 10th Street business associa-
tion.

Task DO.3:  Present plan to NESCO for adoption;
in partnership with NESCO, present plan to Metro-
politan Development Commission and request sup-
port on certain tasks.

Task DO.4: Create group (or assign to an existing
group) the responsibility for monitoring implemen-
tation of this plan and promoting the neighborhood
to retailers, developers, etc.

Task DO.5: Consider creating a new position to
focus on coordinating and communicating with busi-
nesses.

Task DO.6: Stay actively involved with and informed
about plans for the reuse of the Market Square Arena
site.

Task DO.7: Investigate rezoning of portions of
Michigan and New York to encourage residential de-
velopment and discourage commercial development.

Task DO.8: Develop partnerships to collect and
publish current data on neighborhood demograph-
ics.

Task DO.9: Establish database of neighborhood
information; meet with brokers to highlight accu-
rate neighborhood conditions; request suggestions
for how to package information.

Task DO.10: Create partnership with the broker
to promote area.

Task DO.11: Publish promotional report highlight-
ing neighborhood data at least annually.

Task DO.12: Gather and maintain current traffic
counts along Washington Street. Although traffic is
not typically measured for all streets annually, hav-
ing up-to-date estimates for this street will be im-
portant for economic development and traffic man-
agement purposes.

Task DO.13: Identify group to receive designation
as a CDE for utilization of New Markets Tax Credits;
identify projects for use of this tool; prepare prelimi-
nary assessment of project economics utilizing tax
credits and market the opportunity to developers.

Task DO.14: Host open house highlighting fran-
chise opportunities.

Task DO.15: Continue NESCO business awards/
annual luncheon program.

Task DO.16: Develop and promote small busi-
ness assistance programs such as loans for fa-
cade improvement, working capital, etc.
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n conjunction with the longer-term ac-
tivities described earlier, two sites were
identified as part of this study as po-
tential near-term development oppor-

tunities. A number of sites were considered but
the two described below were identified because
they best responded to the following key retail de-
velopment strategies:

Use Washington Street to attract commut-
ers/downtown users and to serve the neigh-
borhood population.

Identify sub-districts for ‘themed’ retail ser-
vices.

Retail Development Target Area A:
Washington & State Streets
The site recommended as a candidate to attract
commuters and downtown users, as well as neigh-
borhood residents, is the area on both sides of
Washington Street between Pine and State streets
(see map following this page). Currently this is
the area that is most closely related to and ac-
cessible from Downtown. As the Market Square
Arena site is redeveloped, the Market Street thor-
oughfare may allow the entire area between
Washington and Market streets to be repositioned
to create a greater synergy between Downtown
and the Near Eastside.

The area is not entirely vacant or even
underutilized now which makes this target area a
challenge; however, there are intersections—par-
ticularly the intersection of Washington and
State—which could serve as starting points for
development activities. In addition, a number of
uses (such as Horner Electric, Firehouse and the
multi-tenant buildings to the west of Firehouse,

Eastside Place, Police Department Credit Union,
IKON Office Solutions, and others) exist within
this target area. These uses could be serve as
anchors for new development around them. In-
dianapolis Public Schools and Ivy Tech’s Automo-
tive Technology Center are also major land uses
in this stretch of Washington Street.

Based on the market research done for this study,
the most likely services to consider at this loca-
tion are apparel, furniture and major appliances,
sporting goods, games and toys, and pet sup-
plies. Additional restaurants in this area, espe-
cially toward the west end of Washington closer
to Downtown, could also be candidates to oc-
cupy space. Although office space in Downtown
is plentiful, the west end of Washington could
provide space for smaller office and commercial
service firms looking for
affordable alternatives to
Downtown. In addition,
although 200,000 square
feet of grocery space ex-
ists in the Near Eastside,
the O’Malia’s store on
Alabama Street is the pri-
mary grocer serving the
Downtown population.
As the Downtown residential population contin-
ues to grow, the need for an additional grocery
store can be expected. The Near Eastside could
benefit from this need by having a site proposal
ready to market to developers.  As such, even
though this market study found that restaurant
and grocery space is plentiful in the study area,
the west end of Washington street could defy the
assumption that there is no additional need for
those by serving the Downtown and neighbor-
hood markets.

IIIII

chapter 6chapter 6chapter 6chapter 6chapter 6
retail development target areas
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The development objectives for the Washington
Street target area would be to maximize the mar-
kets served by offering services for both com-
muters and residents. As such a number of key
characteristics would probably be present along
the corridor:

Primarily vehicular-orientation but acces-
sible from neighborhood.
Containing mixed uses to ‘extend’ Down-
town to the east.
Containing commuter- and neighborhood-
oriented uses (such as dry cleaner, video
store, etc.).

Retail Development Target Area A:
Action Steps

Task A.1: Hold meeting with property owners to
discuss development objectives and status of in-
dividual properties.

Task A.2: Determine potential site configuration
for near-term redevelopment.

Task A.3: Determine feasibility of land swap or
title trades to consolidate additional properties.

Task A.4: Consider City designation as Redevel-
opment Area and package incentives (tax incre-
ment financing, tax credits, tax abatement) to
assist with redevelopment.

Task A.5: Prepare request for proposals (RFP)
or solicit development groups to construct com-
mercial center.

Visual benchmark of potential new development on Washington Street.

Visual benchmark of potential new development on Washington Street.
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Visual benchmark of potential new development on 10th Street.

Retail Development Target Area B:
10th Street between Rural & Olney Streets
Several areas of the Near Eastside were discussed
as candidates for the development of a distinc-
tive, specialty type of ‘themed’ retail district. The
area that received the most support for this type
of activity was along 10th Street east of the exist-
ing Kroger at Sterling Street.  The greatest con-
tinuous stretch of retail is present between Rural
and Olney streets (see map following this page).
Although Michigan was an attractive alternative
due to the existing business base, it was con-
cluded that the scale of the street and the diffi-
culty of providing parking made this a more diffi-
cult corridor for focused retail development ac-
tivity.

This target area and the type of development
within it will be very different from that on Wash-
ington. One of the primary strengths of this area
is its pedestrian-friendly character. To build off of
this quality, a retail destination, at least initially,
may have to be a relatively short distance that is
comfortable to walk. Although the potential to
create a unique, walkable retail destination exists
in several places along 10th Street, a concentra-
tion of pedestrian-friendly retail uses exist between
Gray and Tuxedo streets, creating a logical start-
ing point. From a strategy implementation and
prioritization of work, defining a manageable area
to be the focus of initial efforts make sense. This
10th Street target area is also not a clean slate
waiting for investment, so implementation of an
improvement strategy on this site will require co-
ordination with property owners and other ongo-
ing activities.  One of the critical issues to be ad-
dressed in the supporting retail development in
this target area will be that of the Rivoli Theater.
The potential influence of the theater – in either
a renovated or blighted condition – should not be
underestimated.

The expected mix of uses along 10th Street is in-
tended to provide neighborhood services but also
create a destination because of the specialty na-

ture of the stores located there. Currently there
is a theme of antiques and second-hand items
apparent along the street. This theme could be
reinforced through the recruitment of additional
stores with similar themes. Plans for the renova-
tion of the Rivoli Theater as a facility with an arts
education focus could make a tremendous im-
pact on 10th Street and help to define a theme for
the area. In addition, with the presence of sev-
eral Hispanic businesses, the opportunity exists
to consolidate those services in closer proximity
to one another and promote a ‘little Mexico’ or
similar type of ethnic-oriented district.

This target area along 10th Street may occur over
a longer period of time than the target area on
Washington where a large-scale commercial or
mixed-use project is recommended. 10th Street
should be considered as a ‘Main Street’ type of
environment that fulfills the following objectives:

Providing a pedestrian-oriented character
with distinct sense of place.
Offering a unique destination quality.
Capitalizing on existing anchors.
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Retail Development Target Area B:
Action Steps

Task B.1: Create 10th Street business associa-
tion.

Task B.2: Utilize discussions with business asso-
ciation to finalize development themes.

Task B.3: Formulate redevelopment strategy for
the Rivoli Theatre.

Task B.4: Consider creation of a commercial dis-
trict manager position to focus on area.

Task B.5: Prepare public improvements ‘wish list.’

Task B.6:Create list of potential types of busi-
nesses that are complementary to desired themes.

Task B.7: Create inventory of available space and
keep brokers regularly informed of vacancies.

Task B.8: Create business district incentive pro-
gram such as facade improvements, design as-
sistance, etc.

Task B.9: Create marketing program including
map of area and services.
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CACI uses a Classification of Residential Neigh-
borhoods (ACORN) as a means of characterizing
segments of neighborhood populations.  Sixty-
one lifestyle characteristics, such as income, age,
and occupation, are used to determine the con-
sumer behavior of residents.  ACORN has nine
general groups.  Each group contains three to
seven clusters for a total of 43 clusters.  The clus-
ters provide a classification system for predicting
the purchasing habits of neighborhood residents.
Many retailers and commercial developers use the
ACORN classification system when making loca-
tion decisions for retail investment.

In examining specific consumer group categories
in the Neighborhood Trade Area, slightly more
than 85% of the population falls under one of
two clusters: “Low Income, Young and Old” and
“Newly Formed Households”.  Those groups are
also dominant in the Extended Trade Area, al-
though in a lesser amount (55%). The next most
common group in the Extended Trade Area is
“Rustbelt Neighborhoods”.  All three clusters are
defined as follows:

“Low Income, Young & Old” - This group con-
sists of the very young and the elderly, who are
supported by a relatively young working-age
population.  Nearly half of the households are
single-parent or single-person.  Their median age
of 31.8 years indicates a gap between those un-
der 35 and over 64 years.  These racially diverse
neighborhoods include whites, blacks, Hispanics,
and American Indians.

Median household income of this ACORN group
is $22,500. Most housing for this group is older,
built before 1950. At 13%, vacancy rates are rela-
tively high while the median home value of
$44,500 is low.  Single-family units, duplexes, and

quads account for most of the housing in these
neighborhoods.  Half are renter-occupied.  These
neighborhoods are urban, located in metropoli-
tan areas and smaller cities throughout the coun-
try, with an especially high concentration in the
Midwest.

Not surprisingly, “Low Income, Young & Old” is a
dual consumer market with expenditures for
young children and senior citizens.  This group
tends to buy children’s vitamins, baby products,
denture cleaner, over-the-counter medications,
and home permanents.

“Newly Formed Households” - Young, newly
formed households are characteristic of this mar-
ket. While their median age is 33.9 years, many
of them are between the ages of 20 and 34 years.
The mix of household types includes single par-
ents, single-person and shared households, in
addition to a sizable percentage of married couple
households with and without children.  Eighty-
five percent of this market is white.

With a population of more than 13 million, this
group is a large market that comprises almost
5% of the U.S. population.  These households
are moderate-income; their median household in-
come is $35,300.  Unemployment and poverty
are low.  Half work in the manufacturing and ser-
vice industries.

“Newly Formed Households” offer affordable hous-
ing in older, single-family homes, and duplexes.
Their median home value is $73,500, 26% below
the national figure.  These neighborhoods can be
found in the urban areas of any state, but most
commonly in the smaller, metropolitan areas of
Iowa, Kansas, Maine, Nebraska, New Hampshire,

appendixappendixappendixappendixappendix
ACORN Groups
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Oregon, Rhode Island, Washington, South Da-
kota, and Wisconsin. Members of this group tend
to visit zoos, use tobacco products, play cards,
gamble at casinos, play the lottery, and go camp-
ing.

“Rustbelt Neighborhoods” - The population
of “Rustbelt Neighborhoods” is stable, but aging.
Younger people are leaving these areas while the
older residents remain.  Their median age of 39.6
years is an indication of the large concentration
of senior householders.  Nearly 20% are 65 years
or older compared with approximately 14% for
the entire U.S.  These households are also typical
of an older population: married couples, some
with adult children living at home, and single-
person households.

The economic vitality of these industrialized ar-
eas has waned.  Nearly 40% of the population
has retired so employment is below average.  The
remaining jobs are mainly in blue-collar, skilled,
unskilled, and service occupations.  Manufactur-
ing remains the chief industry.  Wages and Social
Security produce a median household income of
$33,100.

“Rustbelt Neighborhoods” are located on older
urban streets in metropolitan cities and smaller
towns.  Most homes are owner-occupied, single-
family houses, but town and row houses are also
common.  The median home value of $61,600 is
relatively low.  These communities can be found
in urban areas throughout the United States, al-
though the highest concentrations are around the
Great Lakes in Pennsylvania, Ohio, and New York.

Members of this group tend to enjoy more se-
date pastimes such as needlework, watching
movies, mysteries, sitcoms, and daytime dramas
on TV.  They are conservative investors, more
likely to have savings accounts, U.S. savings
bonds, and certificates of deposit, than to own
common or preferred stock.  Purchases of den-
ture cleaner, bifocals, over-the-counter and pre-
scription medications, lottery tickets, and news
tabloids indicate an older population.
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