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LETTER TO THE COMMUNITY

In the fall of 2016, we began the process of updating our 
Downtown Master Plan in an effort to continue to improve 
the economic vitality and sustainability of our beautiful and 
historic downtown area. With the dedicated assistance of the 
Master Plan Steering Committee, and the many residents and 
business owners who attended the public forums to provide 
their input, an updated plan has been developed to guide our 
future efforts to improve our downtown and ensure it remains 
the heart and soul of our community. 

On behalf of the Lebanon City Council I would like to extend 
our sincere appreciation to each participant who invested 
their time and energy to ensure this project was successful, 
and for Thinking Downtown! 

Amy Brewer 
Mayor



Town Hall sits 
prominently on South 
Broadway Street.
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WHAT YOU 

NEED TO KNOW
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Motivations

Process Highlights

Key Opportunities and 
Issues Faced

Priority 
Recommendations

The following is an 
executive summary of the 
Think! Downtown process 
and resulting plan. This 
is a brief overview of the 
plan. For more detailed 
information review the 
entire plan and appendices.
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MOTIVATIONS
In recent decades, Lebanon has shown a strong history of 
planning with a Comprehensive Plan for the City in 2009 
and a Downtown Master Plan in 2001. Think! Downtown is a 
continuation and update of those efforts and is meant to build 
on the accomplishments and momentum already taking place 
in downtown.

Think! Downtown examines the existing physical and 
market conditions in the area and uses that information as a 
baseline to outline key goals and recommendations. These 
recommendations help capitalize on existing assets and 
improve elements that enhance the downtown. 

The following motivations guided the plan:

 > Build on momentum. Build on the momentum and accomplishments 
from previous plans and efforts to ensure downtown Lebanon 
continues to be an asset for the community and does not fall behind.

 > Gather public input and support. Create an inclusive and transparent 
process where all residents and business owners have the opportunity 
to have a say in the future of downtown.

 > Encourage development in downtown. In recent years, development 
in downtown has been gradual. The community, along with the Mayor 
and City staff, are motivated to spur development.

 > Prime development opportunity. On North Broadway, the City owns 
a 5+ acre site that could be leveraged to recruit a developer, fill a need 
in the area, and spur increased development in downtown.

 > Create implementable goals and recommendations. 
Recommendations from Think! Downtown should be clear and 
comprehensive so community members have direction to create real 
change in the downtown.
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Downtown already 
supports strong 
businesses.

Throughout the 
process, residents 
and business owners 
shared their vision for 
downtown.
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PROCESS HIGHLIGHTS 

Recommendations

Existing 
Plans Analysis

Public 
Input

Planning 
Team

Steering 
Committee

Goal 
Statements

The planning process focused on meaningful engagement of 
residents and business owners, coupled with technical and 
physical analysis, to support goals and recommendations for 
downtown. The nine-month process was led by the planning 
team and Steering Committee and included two public events, 
the Listening and Learning Workshop and the Focus on the 
Future Workshop, one of which was the largest public meeting 
in recent history. To ensure a broad section of the community 
was engaged, thousands of rack cards were distributed 
throughout the City and events were publicized on local 
television throughout the process.
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Participants at 
the Listening and 
Learning Workshop 
were asked 
how downtown 
Lebanon can be 
better in the future.

“I enjoyed being invited and being heard about things 
that are affecting me and my community.”

“I want to be a part of what is happening in my town.”

“A great opportunity to have input!”
 - Listening and Learning Workshop participants
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KEY OPPORTUNITIES 
& ISSUES FACED
OPPORTUNITIES

Downtown Lebanon already has strong assets to promote 
growth and vitality in the area. The character and history attract 
locals and tourists alike. Currently, this charm already acts as 
draw but it still has more potential to be leveraged for future 
residential and business growth. Some key opportunities are:

 > Historic downtown charm draws locals and tourists. Much 
of the historic building facades are well-kept and intact. This 
charm draws a variety of people who would choose to live or 
visit a historic area. Currently, almost half a million people visit 
downtown Lebanon annually.

 > Existing building stock and street pattern promote walkability. 
As people both young and old seek walkable places to live and 
visit, downtown benefits from a dense building stock and grid 
street pattern that encourage walkability.

 > Located in a growing and attractive region. Located near the 
Cincinnati and Dayton metropolitan areas and between the I-71 
and I-75 corridors, downtown Lebanon has an advantageous 
location. The region is growing with increase office, retail, and 
housing as well as a number of tourist attractions. 
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ISSUES

Although downtown has many strong assets, there 
are some constraints that require a dedicated effort. 
As the community works towards overcoming these 
issues, it will take a collaborative approach with both the 
community and City working towards the same goals and 
recommendations. Some key issues are:

 > City is the largest property owner in downtown. The City 
owns roughly 25 acres (69 parcels) of land in the downtown. 
Generally, ownership is spread across many owners which can 
make land acquisition for significant development difficult.

 > Traffic and congestion are exacerbated by truck-traffic. 
Although the downtown street grid promotes walkability, the 
presence of automobile and truck traffic can create real or 
perceived safety issues and deter pedestrians.

 > Lack of collaboration between organizations. There is 
an abundance of organizations that support and promote 
downtown. However, there is a lack of collaboration between 
organizations which can make efforts disjointed or inefficient.

Crossing South 
Broadway's expansive 
roadway can make 
some pedestrians feel 
uncomfortable.
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ABOUT THE GOALS & RECOMMENDATIONS

A key outcome of the Think! Downtown process was to 
create clear, implementable recommendations that align with 
community-supported goals. The six goals resulting from 
this process are listed below. The success of downtown will 
depend on community-wide support and implementation of 
several policies, projects, and programs in these key areas.

Increasing Vitality. Consistent and dependable 
economic activity that strengthens existing businesses 
while attracting new and more diverse investment.

Enhancing Accessibility. Greater transportation 
choices provided in a safe, efficient and attractive way.

Strengthening the Public Realm. Pedestrian friendly 
atmosphere—respectful of the historic character—with 
physical amenities that extend and strengthen the 
streetscape and public spaces.

Celebrating the Place. Additional programs and events 
that enhance local businesses and existing events, 
attracting residents and visitors to enjoy downtown.

Reinforcing a Cohesive Message. Consistent and 
cooperative communication with the public, existing 
businesses, and potential investors to work collectively.

Improving Residential Choices. Diverse housing 
products—consistent with the character of 
downtown—that attract and serve a variety of residents 
who enjoy and thrive in the walkable environment.

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

GOALS & 
RECOMMENDATIONS



Multiple residential 
opportunities of 
varying types and at 
different price points. 
(See more examples 
on page 88)

Permanent outdoor 
event space able 
to host events and 
be home to regular 
activities such as 
farmers markets. 
(See more examples 
on page 76)

Mulberry Street 
with flush paving 
and temporarily 
closed with bollards 
for an event.
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DOWNTOWN 

TODAY
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Context

Market Conditions

Character of Place

Street Typologies

Technical and physical 
analysis were completed 
to summarize the existing 
conditions of Downtown 
Lebanon. The summary 
draws upon readily 
available data sources such 
as the US Census, 2014 
American Community 
Survey, and other recent 
City studies, in addition to 
field work and stakeholder 
interviews. 



REGIONAL SETTING
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Centrally located between two large metropolitan areas, 
Lebanon's regional connectivity provides commuter options 
for residents and draws visitors from two different markets.

Lebanon's downtown is among its most valuable assets. It's location between 
two large metropolitan areas (Cincinnati and Dayton), access to I-71 and I-75, 
and historical significance can all be drivers for future growth and sustainability. 
But some of Lebanon's current conditions reveal challenges and mask 
opportunities. Portions of downtown struggle with disinvestment, while aging 
structures pose problems and a lack of housing diversity exists.

Two audiences drawn to area. Downtown experiences visits from both the local 
population (residents and employees) and tourists. While the local population 
patronizes businesses during weekdays and evenings, the tourist population 
drives commercial success on weekends and during particular seasons.

City of Lebanon, Ohio
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CONTEXT



Though the planning area defines a specific boundary, the 
surrounding context was taken into consideration when 
studying existing conditions. Many of the recommendations 
defined later in this document may also be implemented 
outside of this study's boundary line. 

143 acres. Two main categories makeup the total land area; the dense 
downtown and residential areas making up roughly half each. Broadway 
extends north from downtown and provides a connection to the Warren County 
Fairgrounds. 

1.2 miles of Broadway. This stretch of prominent roadway changes throughout 
the course of the planning area but is the most prevalent transportation 
corridor, both historically and currently. With existing and future development 
focusing on the roadway, design choices have created unique environments for 
pedestrian and vehicular traffic. There is little in the way of gateway features 
announcing entrance into or out of downtown.

Central Business District. The planning area includes much of the City’s Central 
Business District zoning and the directly adjacent residential neighborhoods. 
The Berry Intermediate School, previous site of the City’s municipal service 
facility and the Warren County Fairgrounds, are immediately adjacent. Both 
draw significant traffic to the area and are some of the largest parcels by land 
area in the immediate context, offering development potential.

PLANNING AREA GEOGRAPHY

South Broadway 
during holiday 
season.
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Located between two large metropolitan areas. Lebanon is centrally located 
between Cincinnati and Dayton and is the county seat in Warren County. The 
City lies along I-71 and I-75. This regional connectivity provides commuter 
options for residents and draws visitors from two different markets.

The main feature of Lebanon is its historic downtown. The area draws 
visitors from the region with easy vehicle access and a plethora of shopping, 
festivals and points of interest. Several historic landmarks and well-known 
business establishments are consolidated into the roughly one-half square mile 
downtown.

1885 map shows the pattern 
of development has already 
been established.

Transportation has directed development. The historic significance of 
Lebanon’s downtown has generally been tied to several means of transportation; 
stagecoach, canal, railroad and finally vehicle. Subtle clues at each mode’s 
remnants can still be found. Broadway’s width was based on a stage coach’s 
turning radius. The passenger train is still in operation though not at the same 
capacity as it was in the late 1800’s. Turtle Creek was the basis for the Warren 
County Canal which connected with the Miami and Erie Canal. In the 1920’s 
Lebanon was again positioned along a corridor as US-42 was constructed to 
connect Cleveland and Louisville. Additional roadways later came, such as I-75 
and State Route 123 drawing development towards those corridors.

As means of travel has become easier, Lebanon has seen tremendous growth. 
The City has more than doubled in population in the last 25 years, mostly at the 
urban edge. Columbus Avenue’s development is a testament to the transition 
towards an automobile oriented pattern. This stands in contrast to the historic 
downtown’s street grid and building structure. The foundation that was laid in 
the downtown area along Broadway has served as a central gathering space for 
the community and is a source of civic pride. With continued regional growth, 
the City of Lebanon and its downtown specifically offer a unique small-city 
atmosphere while offering proximity and accessibility to the larger region.

Think! Downtown Master Plan
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EXISTING PLANS

2009 Comprehensive Plan. The latest citywide plan is a guiding document 
for future development within the City. Future land use maps, focus areas, 
a thoroughfare plan and strategies for implementation were all included. 
Through much of 2008 stakeholders and members of the public worked 
to develop a set of recommendations. This was the basis for the plan and 
identified planning principles to reflect the goals of the entire community. 

2001 Downtown Master Plan. Focusing solely on the historic central 
business district, the plan looked to continue the success of downtown 
rather than take a revitalization approach. Primary goals for the downtown 
plan included improving the appearance, function and economic viability 
of the area. Public input was gathered to produce recommendations 
which were also reviewed by City Council and the Planning Commission. 

102 Infrastructure & Public Realm

Building Setback Varies

11’ Driving Lane

10’ Tree Lawn

8’ Leisure Trail

formalizEd rural tyPologyThe Formalized Rural Typology is appropriate for the 

following Land use Districts:Freeway Commerce
• 

Industrial
• 

Road Type: The Formalized Rural Roadway is a two to 

three lane road that travels through rural and large lot 

areas, and hints at the presence of man with its more 

formal edge within the natural landscape.
Physical Characteristics:•  Number of Lanes:  2 to 3 lanes total, third lane is middle turn 

lane
•  Driving Lane:    11 feet wide, each•  On-street Parking:   No

•  Stormwater Control:  
 Curb and gutter•  Bike Area: 

Share with leisure trail, or add dedicated 

4-foot wide striped bike lane on each side of 

street.
•  Pedestrian Area:  Leisure trail/bike path (asphalt).

•  Leisure Trail Width:  8 feet wide, on at least one side of the 

corridor, setback from road edge, relatively 

parallel to roadway.•  Street Trees:   Regularly spaced, deciduous, use native 

species.
•  Street Tree Area:  6 to 20 feet wide•  Utilities:

Should be buried, or located to rear of 
property. 

•  Building Envelope/Setback: Substantial building setback, edge of right-

of-way could be demarcated with fence or 

other landscape feature.•  Curb Cuts: 
Minimize and consolidate, clear site lines.

Figure 29: Formalized Rural Typology

Formalized rural typology is rural in nature but with a more rhythmic 

street edge including regular space trees.

94 Infrastructure & Public Realm

Figure 26: Gateway Plan

1” = 6000’
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74 Focus Areas

downtown focuS arEa

Lebanon is in a favorable position in the downtown to build upon a substantial historic downtown fabric.  Infill development can either contribute to the success or degradation of the downtown.  There are many challenges to getting quality infill, including property acquisition, site constraints, and contemporary needs like parking.Additionally, siting infill buildings and getting the massing and architecture correct often proves difficult.  
In communities seeking infill development downtown it is helpful to conceptualize a possible redevelopment scenario; it can serve as an example and an inspiration for the private sector and identify opportunities for the city to facilitate the redevelopment.

The downtown focus area sketch to the right shows the possible redevelopment of two blocks of west downtown.This set of blocks is not the only possible redevelopment site, but it is one that creates a number of positive consequences for downtown as a whole.
The focus area blocks are located between the Golden Lamb to the east, Main Street on the south, Mulberry Street on the north and Water Street on the west.  

Downtown Infill Option 1 Perspective Rendering:  View looking northwest.

Mixed use projects add needed residential units to downtown while also creating new storefronts for businesses to support new residents.
Currently the blocks are underutiltized and do not effectively reflect their location in downtown Lebanon.  Based on the strategies of the downtown district, a redevelopment of these blocks was envisioned. 

Broadway Street

Main Street

city of LEBANON
2009 Comprehensive Plan

Lebanon has been 
proactive in recent 

decades in planning 
towards the future

City of Lebanon, Ohio
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Building on previous City efforts. The 2017 plan is the most recent effort but 
it builds on the accomplishments from the downtown plan and comprehensive 
plans. The planning team worked with staff to recognize what had been 
completed and what items were outstanding. Care was taken not to contradict 
the vision and missions of these respective plans, as each have shaped 
downtown in different ways. 

Majority of downtown plan has been completed. City staff have maintained 
a downtown Lebanon action plan, highlighting completed projects. Much of 
the 2001 plan focused on physical improvements to the public realm. These 
served as a straightforward way for the City to approach implementation when 
funding became available. Aside from a few large physical projects, much of the 
remaining incomplete actions are strategic in nature.

Mulberry Street 
furniture and 
streetscape amenities.

City checklist highlighting 
completed tasks from the 
2001 Downtown Plan.

Think! Downtown Master Plan
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A market analysis was performed as part of the planning 
process to provide a baseline for assessment of Downtown 
Lebanon's market potentials for office, housing, and retail 
development.

City of Lebanon, Ohio
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Slow but growing population that is comparatively younger and more 
homogenous. With a population of 20,620, the City is growing slowly at 0.6% 
per year. Compared to the region and nation, Lebanon has a younger and less-
diverse population with a much higher share of white and non-Spanish speaking 
people.

Household income relatively static. In 2015, median household income was 
$61,038 with 7,237 households. In 2010, it was $61,414. Household income 
remains above the national average of $53,889. 

Employment base shifting and growing. Between 2002 and 2014, the City's 
employment base grew by 12% with the fastest growing industries being arts 
& entertainment, education, and health care. There was a shift away from 
production based industries of the past. The chart below lists the current major 
employers in the City.

MARKET CONDITIONS TODAY

MARKET ANALYSIS

Agriculture / Mining

Utilities

Construction

Manufacturing

Wholesale

Retail

Transport

Information

Finance

Real Estate

Professional / Technical

Management

Administrative

Education

Healthcare

Arts / Entertainment

Accommodation

Other Services

Public Administration

+21

+5

+10

+33

+72

+134

+90

+279

+22

+1

+56

+26

-25

-38

-18

-15

-8

-63

-25

EMPLOYMENT CHANGE TRENDS BY INDUSTRY

Source: U.S. Census, American Communities Survey

-75% -50% -25% 0 25% 50% 75%
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WHAT'S DRIVING DOWNTOWN?

Regional proximity to large metropolitan areas. With close proximity to 
Cincinnati and Dayton, the City can benefit from the 2.9 million residents in 
the region. Nearby, Kings Island and Great Wolf Lodge bring an additional 
3.34 million visitors to the area every year. 

Appealing to tourists and event-goers. Downtown offers local tourism 
appeal with its quaint and walkable environment and historic houses and 
character. Key downtown anchors include the historic hotel, Golden Lamb Inn 
& Restaurant, LM&M Railroad, and Warren County Fairgrounds. Festivals and 

NAME NUMBER SQ. FEET SHARE

Retail 79 188,300 22%

Office 83 191,884 23%

Industrial Service 9 43,649 5%

Civic/Religious 13 124,796 15%

Accommodation 3 18,563 2%

Event/Fairgrounds 3 64,976 8%

Education 7 44,098 5%

Residential 76 77,853 17%

Total 287 852,540 100%

Unfinished 13 29,864 4%

BUILDING USE BY CATEGORY

Source: Warren County Auditor and local businesses

NAME EMPLOYEES

ADVICS 850

Countryside YMCA 777

Mane 374

Kroger 250

Walmart 230

LCNB 170

MAJOR CITY EMPLOYERS
events are also held throughout the year.

Headquarters to Lebanon Citizens 
National Bank (LCNB). The LCNB is 
headquartered downtown with 100 local 
jobs. The bank recently underwent an 
expansion of its offices downtown to 
accommodate administrative and back-
office functions. 

Gaps in retail market. There are several 
store categories that are under-represented 
in the current mix. These include grocery 
stores, entertainment venues, destination 
eating & drinking (open 
in PM hours), shoe 
stores, furniture stores, 
department or general 
merchandise store, and 
others.

Building use heavy on 
retail and office. There 
is roughly an equal mix 
of retail and office space 
(22% each), with about 
17% in residential uses 
and 15% in civic and 
religious use. Other 
downtown uses include 
the Fairgrounds and event 
space, accommodation, 
education, and industrial 
services

3.34m
Visitors to the  
area annually

Little residential use. Residential use is critical to a lively downtown. Currently, 
there is little housing in the downtown and the housing that exists has 
comparatively less value due to condition and age.
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Downtown is expected to 
capture approximately 
24,000 square feet 
of office space. The 
increase in office-related 
employment will create a 
demand for office space 
and, more specifically, it will 
create a demand for about 
40,000 to 45,000 square 
feet of office space in the 
City of Lebanon. Downtown 
is expected to capture 
about half or more of this 
demand. The majority of 
the office space will be 
concentrated in information technologies, back office and other administrative 
functions. The analysis identified that 190 new office workers will join the labor 
force within office-related occupations by 2022.

By achieving a 6% - 6.5% of sub-market absorption per year, Downtown will 
meet its target of 24,932 by 2022. Over the past five years, Cincinnati has been 
absorbing more than one million square feet of office space per year and I-71 
more than 76,700 square feet per year. On the other hand, I-75 corridor has had 
a negative absorption rate of 61,200 square feet per year, despite the overall 
long-term strength of the corridor for growth between Cincinnati and Dayton. 
Based on office absorption trends, Downtown Lebanon is expected to absorb 
4,990 square feet a year over the next five years.

An office market analysis was conducted to assess potential 
for office-based businesses within the planning area. It 
examined historic market performance and trends as well 
as projected economic growth to determine demand. 
The planning area demand was then analyzed under both 
employment-based and absorption-based models.

Office Market Area. Lebanon is considered an adjunct of the Cincinnati and 
Dayton office markets and, in general, it forms part of the I-71 Corridor Office 
Sub-market. The City is an independent office market but its performance is tied 
to Mason and the I-71 and I-75 corridor sub-markets. 

Office-related job growth will increase by 4.4% per year by 2022. To analyze 
the demand for office space, employment was forecasted based on occupational 
sector. Based on the analysis, Lebanon currently has approximately 10,000 
office-related jobs and is expected to create 440 new jobs by year 2022. Much 
of this growth will occur in management, services, and office administrative 
occupations. 

OFFICE MARKET FINDINGS

OCCUPATIONAL  
SECTOR

NEW 
WORKERS

DOWNTOWN 
SQ. FEET

Management 100 15,667

Service Occupations 34 3,837

Sales and Admin 49 4,401

Resources 1 105

Production / Transport 5 312

Total 190 24,322

JOB-INDUCED OFFICE DEMAND

Source: BOMA
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RESIDENTIAL MARKET FINDINGS

The residential market analysis was performed to assess 
potential for rental and for-sale housing in the planning area 
within a competitive market. The housing demand within the 
planning area was determined based on growth or change in 
market area demographics along with employment-generated 
demand and other sub-markets. The analysis showed an 
increase in households in the next five years and a need for 
more variety in housing type, especially multi-family options 
such as townhomes and apartments.

Housing Market Area. 
The Housing Market 
Area was determined in 
consideration of a number 
of factors. One of the 
key factors was the fact 
that much of the City's 
current demand is driven 
by people relocating for 
their jobs. Therefore, 
where people who work in 
Lebanon currently reside 
was important to define 
the housing market area. 
While various niches 
were considered within 
this area, the geographic 
definition of the Housing 
Market Area included all 
or parts of the Lebanon, 
Mason, Montgomery / 
Blue Ash, Cincinnati CBD 
neighborhoods, and other 
northeast corridor area. 

Dayton

Cincinnati

Lebanon

71

675

275

75



City of Lebanon, Ohio

26 

Lebanon offers few options to 
live in multi-family dwellings. 
As of 2015, the City of Lebanon 
has about 7,900 residential 
units, of which, about 1,700 
units have been added since 
2000. Approximately 62% of 
the housing units in the City are 
considered single-family units. 
Although attached housing 
has increased at a faster rate 
than detached, there are still 
fewer attached housing options such as townhomes (83% vs. 27%). Factors, 
such as limited land zoned and available for large-scale suburban residential 
development, have been a cause for the lack of multi-family housing units. 
Mitigating these factors can help boost opportunities for downtown residential 
infill development.

Trend favors single family housing. Trends in building permits were analyzed 
to provide more context with respect to the change in residential development 
in the City and surrounding areas. These trends confirm a long-term pattern 
favoring single-family housing. However, overall housing construction has fallen 
precipitously since about 2004. Construction peaked in 1999 with a total of 
nearly 400 units permitted in the City. Multi-family construction (for buildings 
of over 5 units) has fluctuated over time, with one or two projects permitted 
about every two to three years. However, large projects (with 144 units in 1999 
and 108 units in 2003) occur less than in the past. 

Nearly 40% of the City's housing units are renter-occupied by younger 
populations. Much of the single-family attached and detached housing units 
in Lebanon are occupied by renters because there are very few options for 
multi-family unit rentals. There is a strong relationship between age and tenure 
in Lebanon. Rental tenure peaks at 85% among householders ages 15 to 24 
because school and college aged populations are more likely to rent than own. 
Approximately 52% of the young adult population ages 25 to 34 are renters 
while about one third of the population ages 45 to 74 are renters. Those over 85 
are less likely to rent because of the lack of choices such as independent living 
or senior communities. 

50

100

150

200

1996 20162006

Single Family
2-4 Units
Multi-Family

HOUSING CONSTRUCTION TRENDS

110 years
The average age of downtown 
housing is 110 years old or 
built in 1906.

DOWNTOWN MULTI-FAMILY (MFD) 
VS. SINGLE FAMILY (SFD) DWELLINGS

34% 

66% MFD ($510 per unit; $761 citywide)

SFD ($94k per unit; $161k citywide)
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Lebanon is expected to add more than 360 new households over the next 
five years. Baby boomers will continue to generate the majority of the share of 
household growth, while the 35 to 54 cohort will generate a lower demand for 
housing. Of these 360 new households, there will likely be 240 who purchase a 
home and 120 whom rent. 

Potential for 150 to 240 residential units identified in the planning area. 
Of this 150-240, 120 were identified to be market rate residential units while 
100 to 140 to be workforce housing units. Workforce housing was defined as 
housing for those who earn less than 80% of the area median income. The 
target niches for the planning area are relocating workers, young professionals, 
singles (recently divorced or widowed), young couple without children and 
some seniors. 

 > Market rates: $650 to $1,500 per month 

 > Workforce rates: $250 to $700 per month

Potential for 60 to 90 for-sale housing units in the next five years to ten 
years in the planning area. The target niches for-sale housing in the planning 
area are empty nesters and "move-downs" from within Lebanon, Mason, 
central Cincinnati neighborhoods, and throughout the region. There is also a 
"lifestyle market" among people looking for small-town life, geared to empty 
nesters, home workers and small entrepreneurs, or those who prefer relatively 
inexpensive historic housing. 

 > Market rate for-sale pricing: $218,000 to $367,000

 > Smaller unit for-sale pricing: $110,000 to $160,000

Growth among higher-income households. Baby boomers are reaching 
their peak earning years and consequently the overall household base within 
higher-income cohorts will increase. Because 2022 incomes are not adjusted 
for inflation, they are naturally higher than they would be in 2017 dollar terms. 
Lastly, it is expected that incomes in general will continue increasing as the 
nation reaches economic levels last seen before the global financial crisis and 
recession of 2008 and 2009. 

A mix of single-family 
and multi-family 
households front tree 
lined streets.

360
new households over the 
next five years.
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RETAIL MARKET FINDINGS

The retail market analysis determined the potential for retail 
businesses, restaurants and drinking places, entertainment 
venues, and personal service establishments within the 
planning area. Analysis showed a fairly clear divide between 
tourism based retail and resident based commodities.

Retail Trade Area. The Retail Trade Area determined for the planning area 
is based on consumer behavior, commutation patterns, transportation 
accessibility, travel times, and other factors. Approximately 70% to 80% of the 
sales within the planning area would be generated from households within the 
trade area, not including tourists and downtown employees. The trade area sub-
markets are:

 > Area A: Primarily Lebanon

 > Area B: Communities further north and east of Lebanon

 > Area C: Primarily those outlying communities south and east of I-71

 > Area D: Mason

Additional inflow from the Dayton and Cincinnati areas support the planning 
area's retail sales. The Retail Trade Area has a total of 65,000 households and is 
expected to increase by 3.7% by 2022. 

Dayton
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B

C
D

Cincinnati
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There are several key issues identified in the existing conditions market 
report that would need to be addressed for the Downtown area to enhance its 
competitiveness for retail businesses. These issues provide a framework for testing 
certain opportunities as part of the market analysis.

Inability to capture more of the local market base. The ability of 
Downtown to capture more of the local market base, with current 
capture rates and sales per square foot unusually low. The concept of 
offering merchandise at prices appealing to a broader consumer base 
is tested here. Findings from the Housing Market Analysis are also 
integrated here to test opportunities generated by downtown residents.

Large event visitor base not translating into sales. The City’s large 
event visitor base is not translating into increased sales for businesses, 
with at least 90% of event visitors arriving as day trippers. Per-capita 
expenditures are low and are highly-concentrated, therefore there's 
opportunity to establish more destination and overnight offerings.

Lebanon is expected to attract about 340,200 
annual visitors. Tourism is an important source 
of existing and potential demand in Lebanon. 
Based on projections, total retail expenditures are 
forecasted at $27.2 million per year for Lebanon. 
The planning area should be able to generate 
tourist-related sales of $7.4 million, retail sales 
of $2.4 million and entertainment sales of $2.4 
million.

340,200
Forecasted annual visitors to 
downtown's events

$220k 
increase

$4.6m
Downtown 
expenditures  
in 2022

Today, there are 900 employees Downtown. 
The demand for Downtown, retail, restaurants, 
entertainment and services is also generated by the 
people who work in the planning area. Downtown 
workers spend an average of $4.4 million annually in 
the downtown area on convenience goods, shopper's 
goods, eating and drinking, entertainment and 
personal services. Expenditures in these areas are 
expected to increase by about $220,000 to $4.6 
million by 2022, based on expected sales growth and 
business trends. 

Festivals, concerts 
and parades occur 
almost weekly during 
the summer months.

2

1
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RETAIL POTENTIALS

The planning area retail potentials were forecasted under two 
scenarios, one based on pro-active destination marketing, 
recruitment, and investment strategy and the other 
predominately oriented to the primary trade area market base. 

Local Market-Driven Potential. In the absence of a pro-active, destination-
oriented marketing effort, the local market area will still support about 60,000 
square feet of local market driven retail over the next five to seven years. Of 
that, 45,000 square feet would be shopper's goods businesses and 10,000 to 
12,000 would be convenience goods stores. 

POTENTIAL DESTINATION MARKET RETAIL DEMAND

Convenience

Shoppers Goods

Eating / Drinking

Limited Service

Full Service

Entertainment

Personal Service

17,398 SF of demand

73,208 SF

30,809 SF

37,958 SF

1,457 SF

18,162 SF

8,829 SF

25k

Existing Square Footage (SF) Warranted Demand by 2022

50k 75k 100k 125k 150k 175k

Existing Square Footage (SF) Warranted Demand by 2022

POTENTIAL LOCAL MARKET RETAIL DEMAND

Convenience

Shoppers Goods

Eating / Drinking

Limited Service

Full Service

Entertainment

Personal Service

8,543 SF of demand

44,625 SF

8,641 SF

8,107 SF

960 SF

1,966 SF

3,908 SF

25k 50k 75k 100k 125k 150k 175k

Destination Market-Driven Potential. Assuming that there is a pro-active 
marketing and investment strategy geared towards attracting a destination 
market, the planning area can support approximately 150,000 square feet of 
retail space for the destination market over the next five to seven years. Of the 
150,000 square feet, 73,000 would be shopper's good establishments and 
30,000 square feet of eating and drinking places. 
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RECOMMENDED BUSINESS MIX 

Recommendations for planning area businesses and tenants 
are provided based on both the locally-driven and destination 
market models. These recommendations increase the existing 
business mix. They include expansions/re-merchandising of 
existing concepts and/or recruitment of new businesses to 
add to the existing mix. 

Local Market Oriented Mix. A business 
mix is recommended that helps build 
on some of the opportunities for 
attracting more local Lebanon and area 
residents to downtown on a day to day 
basis. The focus of this mix would be on 
convenience, affordability, and business 
appeal to the local market. The planning 
area can support about 53,000 square 
feet, which would include an expanded 
or niche grocery store, sporting goods 
store, furniture and appliances and 
more. The convenience businesses 
would appeal to those living in and 
around the downtown area and to 
downtown workers, while the book and 
music store would offer programming 
including story times and children’s 
hours with visiting authors, live music 
and entertainment for kids. In essence, 
it could also serve as an attraction for 
visitors and residents alike. 

Destination Marketing Oriented Mix. The planning area can support 136,000 
square feet based on the destination marketing model. The recommended mix 
is broken down between Downtown and North Broadway. For a more detailed 
look, see appendix.

 > Downtown. An entertainment or cultural venue of about 45,000 square 
feet to serve as an anchor at the northern end of Downtown. By doing so, 
pedestrian traffic would circulate beyond the traditional "Golden Block" and 
help distribute sales. The venue in turn would attract additional traffic and 
create demand for restaurants and brewpubs. There is potential for retail 
shopping as well.

 > North Broadway. This area would be suitable to integrate more 
convenience businesses including an expanded niche grocery store along 
with associated pharmacy and personal care space. This mix would work 
well if integrated with new housing development within that area such as in 
a mixed-use project. 

TYPE
SQUARE 

FEET

Niche Grocery 16,500

Pharmacy / Personal Care 5,000

Furniture / Appliances 5,600

Books and Music 4,500

Hobby / Toy Store 6,500

Sewing Shop 1,200

Sporting Goods 7,000

Limited Service Rest. 3,200

Brewpub 4,500

Total 53,500

RECOMMENDED LOCAL RETAIL MIX



BUILDING CHARACTER

Building character sets downtown apart. The character in the densest parts 
of downtown set it apart from other commercial centers. This comes from the 
details on many of the buildings; brick facades, similar window patterns, roofline 
treatments and window shutters all animate building frontages. Through the 
City’s zoning code, new buildings and remodels must implement these same 
design characteristics to compliment the historic buildings. 

Historic buildings are abundant. There are 69 buildings on the Department 
of Interior’s National Register, which is over 10% of all downtown buildings. 
The locations include; Lebanon Academy, Golden Lamb, Lebanon Commercial 
District (46 buildings), Broadway Historic District (21 buildings). Though not all 
residential units have the same level of detailed architecture, there are several 
homes along the residential boulevards that have made attempts to match the 
early 1900’s colonial style of the historic buildings.

The Golden Lamb provides a consistent 
regional draw as a tourist destination

The historic background has laid the groundwork for a 
pedestrian environment. Modern development's effects on 
downtown can be seen throughout the planning area, but 
nowhere better than the historic City center

City of Lebanon, Ohio
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CHARACTER OF PLACE



Both images from the 
Western Star show the 
same intersection and 
how vehicle prevalence 
changed the urban 
environment in the 
early 20th century.

1900's

1920's

Historic development drove pattern. Both the size and density of structures 
are related to the historic development downtown. With less accessibility 
to transportation, early developments were built close to one another and 
preferred additional stories as opposed to spreading square footage laterally. 
This manifests itself in the tallest structures typically being located along 
Broadway, in the oldest portions of downtown. Across the study area however, 
average building height has remained high with few ranch style homes. Density 
is still important to the area and being efficient with square footage remains 
vital to redevelopment and future development. 

Main Street Lebanon. Lebanon is the only community in southwest Ohio to be 
part of the Ohio Main Street Program. This was achieved through the creation 
of ‘Main Street Lebanon’ in 2007. This group oversaw a two year strategic 
assessment of the central business district’s needs. The mission statement for 
Main Street Lebanon is "to improve, preserve and promote the central business 
district of Lebanon, Ohio, as a commercial, cultural, and social center within the 
context of historic preservation." Benefits of being part of the Ohio Main Street 
Program include; sharing of ideas and best practices with other communities, 
access to grant programs and tax credits, recruiting new businesses and helping 
existing downtown businesses, solidifying public/private partnerships, and a 
galvanizing of community through volunteer and outreach opportunities.
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DEVELOPMENT CONSTRAINTS

Limited greenfield opportunities. 
The largest constraint to continued 
development is build-out. Most 
future development will occur 
through infill and redevelopment. 
This is in contrast to the approach 
the City has seen over the last 
twenty years with housing 
developments, outlots and big 
box stores utilizing greenfields 
at the City’s periphery. The 
City owned site of the former 
municipal service facility offers a 
6.5 acre development pad. While 
providing a large opportunity, the 
limited street frontage and lack of 
walkability to the rest of downtown 
may hinder development potential.

Two waterways have shaped 
downtown. Turtle Creek at the 
southern end of downtown and 
North Fork on the western edge 
form two of the study area’s 
boundaries and are existing 
physical constraints. Though 
historically Turtle Creek functioned 
more commercially as a canal, 
both creeks now function primarily 
as recreational amenities and 
stormwater outlets.

500
n

1000 feet

Legend

 Existing Waterways 
 Planning Area*

*The downtown planning area 
incorporates Central Business 
District zoning, adjacent residential 
neighborhoods and the Broadway 
corridor connecting the Warren 
County Fairgrounds.
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Building height radiates from 
historic City center. As mentioned 
earlier and shown in this map, the 
highest density of tall structures 
exists in the historic City center. 
This has been one of the largest 
drivers in creating a walkable 
downtown, as there are many 
amenities and locations within 
a small radius. The rest of the 
neighborhood has remained 
relatively tall, with very few ranch 
style homes. Density and building 
height is still important to the area 
and being efficient with square 
footage is important as new 
development opportunities arise.

*Building footprint data from 2015

Warren County 
Fairgrounds

BUILDING HEIGHTS

500
n

 Four Stories 
 Three Stories 
 Two Stories 
 One Story 
 Surrounding Buildings

Silver St

Warren St

Pleasant St

New St

Oakwood Ave

Sy
ca

m
or

e 
St

W
at

er
 S

t

Br
oa

dw
ay

 S
t

Mulberry St

Main St

South St

T u r t l e
 C

r e e k

42

42

48 Ch
er

ry
 S

t

Ea
st

 S
t

H
ig

h 
StM
ec

ha
ni

c 
St

Legend

1000 feet

Think! Downtown Master Plan

               35



OWNERSHIP PATTERNS
The City is the largest property 
owner downtown. The roughly 
25 acres (9%) under City 
ownership comprise 69 parcels 
and are clustered along Mulberry 
and at the northern portion 
of downtown, with only two 
parcels on Broadway. In general, 
ownership is spread across many 
owners, with only three entities 
owning 10 parcels or more.

Small parcels oriented east-
west. They are aligned this way to 
front the north-south streets. Five 
north-south alleys support the 
parcel orientation allowing rear 
access for service and loading. 
This also focuses pedestrian 
and vehicular traffic onto the 
north-south streets giving them 
more importance within the grid 
structure. As in many downtowns, 
average parcel size is small. In 
this case, it's a quarter of an acre. 
This is due to the narrow parcels 
along Broadway and the several 
blocks of single family homes at 
the eastern portion of downtown. 
Historically building footprints 
and their associated needs were 
smaller, with less surface parking 
and stormwater requirements. 
Moving further away from the 
intersection of Broadway and 
Mulberry, parcels become larger 
and orientation is less structured. 

500
n

1000 feet

Legend

 Downtown Parcels 
 Building Footprints

Silver St

Warren St

Pleasant St

New St

Oakwood Ave

Sy
ca

m
or

e 
St

W
at

er
 S

t

Br
oa

dw
ay

 S
t

Mulberry St

Main St

South St

T u r t l e
 C

r e e k

42

42

48 Ch
er

ry
 S

t

Ea
st

 S
t

H
ig

h 
StM
ec

ha
ni

c 
St

Warren County 
Fairgrounds

*Building footprint data from 2015

City of Lebanon, Ohio

36 



Silver St

Warren St

Pleasant St

New St

Oakwood Ave

Sy
ca

m
or

e 
St

W
at

er
 S

t

Br
oa

dw
ay

 S
t

Mulberry St

Main St

South St

T u r t l e
 C

r e e k

42

48

Ch
er

ry
 S

t

Ea
st

 S
t

H
ig

h 
StM
ec

ha
ni

c 
St

PARKING
The 2001 Downtown Master 
Plan identified an unmet parking 
demand. There were also 
questions from area merchants 
about the metered, on-street 
parking and whether it should be 
free or not. This would inherently 
limit an income source for the City 
but entice commuters to come 
downtown. The City does provide 
several free surface parking lots in 
the blocks adjacent to Broadway 
Street. There are multiple 
wayfinding signs directing to 
these opportunities. While some 
of these surface lots are screened 
from view with vegetation, there 
are others that are not. This aids 
in visibility of the parking lots for 
tourists but can be an eye-sore.
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Legend

 Public Parking 
 Surface Parking Lots 
 Building Footprints

Public parking signage annotating 
area points of interest

Warren County 
Fairgrounds

*Building footprint data from 2015
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Five parks downtown. Four 
of these parks are passive by 
design and feature gazebos 
and street furniture to support 
civic gatherings. Pleasant Park 
is the exception to this rule with 
playground equipment as its 
primary use. The parks are well 
maintained and typically include 
seasonal flowers and mature 
trees. These features all contribute 
to civic pride surrounding the 
park system with several events 
and ceremonies throughout the 
year utilizing these parks and 
their amenities. Colonial Park 
offers several passive and active 
recreation opportunities just off of 
North Broadway.

Trail connection to Little Miami. 
Countryside Trail is 8.2 miles long 
and connects to the Little Miami 
Scenic Trail. The Little Miami trail 
is the longest continuous paved 
bikeway in Ohio, stretching over 
75 miles through five different 
counties. It is also part of the 
larger Ohio-to-Erie trail connecting 
Cincinnati, Columbus and 
Cleveland. The Countryside Trail 
connection lies at the southern 
edge of downtown where Cherry 
Street and South Street intersect. 
The trail connection makes several 
creek crossings before stretching 
across the Little Miami River. 
The majority of the trail follows a 
multi-use path way with a small 
portion utilizing Deerfield Road. 
The trail provides a recreational 
connection between downtown 
Lebanon and the Countryside 
YMCA. 

Nature trail. The Aylor-Cook 
Walking Trail connects downtown 
to Corwin Run Park. It travels 
past the Lebanon Cemetery and 
Turtle Creek on its way to the 
neighborhood. This nature trail 
provides an escape to the natural 
features of the area. 
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STREET TYPOLOGIES

There are six types of vehicular circulation in downtown. They 
range from five to one lanes and serve up to 13,129 (2016) 
average annual daily traffic. Each street type has it’s own set 
of dimensions, streetscape amenities, speed designations, 
parking allotment, lighting, building setbacks and primary 
land uses. All of these characteristics, and more, contribute 
to the street’s character. Investigating the differences help 
to identify the strengths and opportunities of each. The 
naming convention and location of the typologies is dictated 
almost solely by the characteristics and street dimensions, 
as opposed to just the traffic volume. This may differ from 
previous documents, specifically the thoroughfare plan.

Mulberry Street is primarily used 
for vehicular traffic but regularly 
closes for special events
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Commercial Street 
• Commercial pattern with lower traffic volumes
• Many pedestrian amenities
• Commercial is predominant land use

Downtown Main Street
• Density and height frame large street
• Manages high traffic volumes well
• Commercial uses activate street life
• Many pedestrian amenities
• Lack of consistent street trees

Suburban Thoroughfare
• Most auto-oriented street type downtown
• Excess roadway design and capacity
• Pedestrian access available but not promoted
• Most suburban street pattern
• Transition from suburban to downtown

Residential Thoroughfare 
• Functions as neighborhood connector
• Residential is predominant land use
• Street connections favor vehicles
• Pedestrian access throughout

Residential Street 
• Downtown's most abundant street type
• Residential is predominant land use
• Pedestrian friendly streetscape

Alley 
• Utilitarian use
• Provide support to street network
• Tight quarters

STREET TYPOLOGIES
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DOWNTOWN MAIN STREET
Density and height frame large street. The largest type 
in terms of pavement width, featuring four travel lanes, 
a turning lane and on-street parking on both sides. The 
Downtown Main Street makes up most of Broadway and 
also encompasses the area with the highest building 
density. In addition to density along the street, this 
corridor also includes the tallest average buildings. This 
combination helps to enclose the streetscape and frame 
the area. The effect slows vehicular traffic and promotes 
pedestrian activity. 

Manages high traffic volumes well. Though this portion of 
Broadway sees the largest amount of traffic, it does not see 
the fastest travel speeds. Travel lanes are limited to 10.5 
feet and several intersections include curb bump outs and 
on-street parking to help reduce travel speeds. With under 
14,000 annual average daily traffic (AADT) and four lanes 
of travel, the corridor is slightly over-designed. The street 
parking that exists is metered and appears heavily used 
even though there are free surface parking lots nearby. This 
points to the ease of use for drivers and to the accessibility 
that on-street parking provides. 

Commercial uses activate street life. Made almost entirely 
of commercial land uses, the ground floors activate the 
street with shop windows and open dining patios. Second 
and third floors are typically used in support of the ground 
floor businesses (through inventory/storage space), as 
office space or as residential units.

Many pedestrian amenities. The lanes of street parking 
also provide a physical barrier to pedestrians on the 
sidewalk from vehicular traffic. The street width and traffic 
volumes can make crossing the street as a pedestrian 
uncomfortable. Crossing requires a 52’ distance from ramp 
to ramp. The pedestrian amenities parallel with the street 
are in good condition and abundant. Several benches, 
litter receptacles, street lighting and flower planters can 
be found on each block and on both sides of the street. 
Decorative brick patterns run the extent of the corridor 
with the majority of the corridor having 15’ (varies with 
building facades) widths. This allows pedestrians to walk 
two abreast and pass people walking in the opposite 
direction.

Lack of consistent street trees. The existing Japanese 
zelkovas add to the visual appeal but are spaced too far 
apart at over 70’ in some segments. They are a good choice 
for the urban setting but are limited in their potential 
growth due to the size of the tree boxes. The lack of 
tree shade impacts the east side of the street with most 
businesses featuring awnings to provide respite from 
the afternoon sun. The awnings create an aesthetic that 
betrays the historic architecture and although is permitted 
by City code, does not always match the building facade.

P P

+/-68’ Existing Street Width

+/-90’ Existing Building Face to Face

Sidewalk
+/-14 ft.

Sidewalk
+/-14 ft.

Street Parking
8 ft.

Street Parking
8 ft.

Travel Lane
10.5 ft.

Travel Lane
10.5 ft.

Middle Turn Lane
10 ft.

Travel Lane
10.5 ft.

Travel Lane
10.5 ft.

5 lane roadway

+/-48’ Existing Street Width

+/-90’ Right-of-Way

Sidewalk
6 ft.

Tree 
Lawn
3.5 ft.

Tree 
Lawn
3.5 ft.

Sidewalk
6 ft.

Surface Parking
up to 50 ft.

Travel Lane
12 ft.

Travel Lane
12 ft.

Travel Lane
12 ft.

Travel Lane
12 ft.

4 lane highway
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SUBURBAN THOROUGHFARE

The most auto-oriented street type in downtown 
Lebanon. Existing only along Broadway, north of historic 
downtown, this four lane roadway connects the core of 
downtown to the Warren County Fairgrounds. In addition 
to the fairgrounds, both the Berry Intermediate School and 
the former wastewater treatment facility site reside on the 
western side of the corridor. 

Excess roadway design and capacity. With roughly 10,000 
AADT, the corridor is over-designed in terms of capacity. 
This road dimension and design would generally be able to 
accommodate more than twice the current traffic volumes. 
The very wide 12’ lanes promote higher travel speeds, 
which hinders pedestrian activity.

Pedestrian access available but not promoted. Sidewalks 
do exist on both sides of the street, however the barrier 
between vehicular traffic and pedestrians is either a small 
tree lawn or non-existent. This limits safety for pedestrians 
from vehicles, especially at the faster speeds. There are 
few homes along this stretch of the road and certainly not 
as much pedestrian traffic as in the core of downtown. 
However the intermediate school foot traffic does utilize 
the sidewalks at certain times of day.

The most suburban street pattern exists along this road 
type. Excess curb cuts, buildings set back from the road 
and surface parking facing the street all lead to an auto-
oriented style that promotes more trips by vehicle. 

Transition from suburban to downtown. This section 
of roadway is a transition zone between the suburban 
neighborhood development pattern and the dense grid of 
downtown’s core. Because of this, the area has the largest 
parcel sizes. The school and fairgrounds are two of the 
largest parcels, with neither having prominent structures 
addressing the street, sitting far back from the roadway. 
The City-owned municipal service facility site offers an 
opportunity for development but the shape of the parcel is 
limited in street frontage and walkability.

+/-48’ Existing Street Width

+/-90’ Right-of-Way

Sidewalk
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up to 50 ft.
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Travel Lane
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Travel Lane
12 ft.

Travel Lane
12 ft.

4 lane highway
Existing condition along Broadway Street
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COMMERCIAL STREET

High commercial pattern with lower traffic volumes. 
The density and pattern of development sets this street 
type apart from the other two lane residential street types. 
The Commercial Street has only two lanes but includes 
parallel parking. Curbs bulb out to constrict intersections 
making pedestrian crossings safer and helps to organize 
the metered on-street parking. The character of the street 
is similar to Broadway but scaled down with fewer travel 
lanes and a much smaller right-of-way.

Many pedestrian amenities. Many of Broadway’s 
amenities continue on Mulberry Street; wide brick 
sidewalks, street furniture, decorative lighting and seasonal 
planters. The street trees are again spread too far apart and 
face the same growth limitations due to planter box sizes 
as described for downtown main street. In two locations 
there have been amendments to the on-street parking 
configuration by allowing sidewalk dining to overtake the 
parking space in front of the restaurant. 

Commercial is predominant use. There is a dense mixture 
of retail shops, restaurants and commercial office space. 
Building height is slightly lower, ranging from two to three 
stories. There are also more frequent gaps in development 
compared to the Downtown Main Street. These gaps 
are typically created by surface parking lots. Some of the 
surface lots serve the rest of the City while most are private 
and serve the immediately adjacent businesses. 

P P

+/-42’ Existing Street Width

+/-62’ Existing Building Face to Face

Sidewalk
+/-10 ft.

Sidewalk
+/-10 ft.

Street Parking
8 ft.

Street Parking
8 ft.

Travel Lane
13 ft.

Travel Lane
13 ft.

commercial street

Existing condition along Mulberry Street
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RESIDENTIAL THOROUGHFARE

Functions as neighborhood connector. This type is a high 
traffic residential street with wider travel lanes and a center 
turning lane. With no on-street parking and wider lanes, 
traffic tends to travel at higher speeds. This street type 
also connects to several of the adjacent neighborhoods, 
so it sees significantly more through traffic than a typical 
Residential Street. 

Residential is predominate land use. With residential 
throughout, there are also professional offices, churches 
and shops scattered along the street type. This offers 
a level of walkability for those that live and work in the 
residential neighborhood.

Street connections favor vehicles. The thoroughfares tend 
to run in the east-west orientation running across the grain 
of several of the other road types; Downtown Main Street, 
Residential Street and Alley. There are more curb cuts 
along the Residential Thoroughfares compared to other 
types. This is due to lack of access to Alleys, as well as the 
lack of on-street parking along the roadway. 

Pedestrian access throughout. Sidewalks are prevalent 
along all of the thoroughfares with tree lawns and street 
trees protecting pedestrians from vehicular traffic. The 
tree lawns do tend to be narrower than the Residential 
Street dimensions and with the absence of on-street 
parking, makes walking along these roadways slightly less 
comfortable.

+/-36’ Existing Street Width

+/-60’ Existing Right-of-Way

Sidewalk
5 ft.

Sidewalk
5 ft.

Tree 
Lawn
3 ft.

Tree 
Lawn
4 ft.

Front Yard
Varies

Tree 
Lawn
Varies

Travel Lane
12 ft.

Middle Turn Lane
12 ft.

Travel Lane
12 ft.

3 lane street

Existing condition along Main Street
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RESIDENTIAL STREET

Downtown's most abundant street type. The Residential 
Street covers 3.6 miles throughout the study area. With 
two narrow travel lanes and two sides of on-street parking, 
this street type is wide but effective in slowing traffic while 
providing the parking needed in the area. When on-street 
parking is not in use, the roadway feels excessive and 
promotes higher travel speeds. 

Residential is predominate land use. Amongst the 
residential homes there are few professional offices and 
senior care facilities. The type of residential and building 
setback can vary slightly with many homes having private 
garages or parking areas at the rear of their property, 
accessed from the Alley. 

Pedestrian friendly streetscape. Due to the area’s 
density and average lot size, most structures sit close to 
the roadway in an effort to maximize their private space. 
This creates an engaged public streetscape with front 
porches abutting sidewalks and promotes more neighbor 
interaction. Wide sidewalks exist on both sides of the 
street throughout this street type. There is typically a tree 
lawn protecting pedestrians from traffic while providing 
room for street trees. The street trees throughout 
downtown are inconsistent with some areas having 60’ 
healthy specimens and other areas with saplings spaced 
too far apart to have an impact.

+/-36’ Existing Street Width

+/-60’ Existing Right-of-Way

P P

Sidewalk
5 ft.

Sidewalk
5 ft.

Tree 
Lawn
+/-7 ft.

Tree 
Lawn
+/-7 ft.

Front Yard
Varies

Street 
Parking

8 ft.

Street 
Parking

8 ft.

Travel Lane
10 ft.

Travel Lane
10 ft.

2 lane street

Existing condition along East Street

City of Lebanon, Ohio

46 



ALLEY

Utilitarian use. This one lane road type serves an almost 
completely utilitarian use by providing access to the rear 
of homes and businesses. Service vehicles can reach 
establishments without utilizing the main streets. These 
also provide access to many of the public surface parking 
lots, private surface parking lots and private garages. 

Provide support to street network. In general, the alleys 
run north-south to provide a supporting network to the 
other Residential Streets and Downtown Main Street. 
Access to the alleys is therefore made on the east-west 
roadways. Most of the alleys are one-way, as they are only 
wide enough for one vehicle. Almost all of these asphalt 
alleys are in good condition and well-maintained. 

Tight quarters. Buildings are often very close to or on the 
alley frontage. This creates narrow spots but also helps 
to reduce speed and any cut-through traffic. Buildings are 
rarely facing the alley and usually have either a garage door 
or the side of the structure facing out. 

+/-12’ Building 
Face to Face

Travel Lane
10 ft.

alley

Existing condition along Main Street
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VOICE OF THE

COMMUNITY



Think! Downtown Master Plan

               49

Steering Committee

Public Outreach

Listening and Learning 
Workshop

Focus on the Future 
Workshop

The Think! Downtown 
process was inclusive and 
transparent and driven by 
the community's insight 
and aspirations. The 
planning team, along with 
the Steering Committee, 
worked hard to ensure all 
members of the community 
were offered the chance to 
participate in the process.



Roundtable discussions were 
the basis of five steering 
committee meetings
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Worked closely throughout. The planning team worked closely with the 
Steering Committee at all stages of the planning process. The committee 
provided immediate feedback and directed the planning team towards 
aspects important to area stakeholders. Through several meetings, the 
planning team presented technical analysis and gained useful ideas and 
extensive feedback.

Constant review. Initial goal statements and recommendations were 
developed with the Steering Committee's input before being presented at 
the Focus on the Future Workshop. Final drafts of this report were closely 
reviewed by committee members to ensure the community's voice was 
heard correctly.

City staff selected 17 individuals to represent Lebanon's 
residents. The group included business owners, government 
officials, and residents. These local leaders: were the first point 
of public contact; served as ambassadors to the plan; celebrated 
the process; promoted and volunteered at events; and provided 
valuable ideas and feedback to the planning team.

STEERING COMMITTEE



Business cards

Workshop rack cards

Monthly newsletter
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Downtown Master Plan Aims to 
Create a Community Vision
The City of  Lebanon is in the process 

of  developing a Downtown Master 
Plan. The Think! Downtown initiative 

is a nine-month, community planning 
process to create a Master Plan for the 
Central Business District and the North 
Broadway corridor

A Steering Committee, comprised of  
16 local residents and business leaders, 
has been working with City staff  and 
consultant, PlanningNEXT, on strategic 
recommendations to enhance the future 
of  downtown Lebanon. The committee 
is guiding the process and providing 
recommendations for the Master Plan.  

Community participation in creating this 
vision is also a critical part of  the Master 
Plan process.  A “Listening and Learning” 
workshop was held in March, and provided 
all attendees from the community with 
an opportunity to share their ideas about 

downtown Lebanon. The Workshop included 
an orientation on the process, overview of  
existing conditions, and then a facilitated 
discussion on building momentum for the 
future.  Participants provided hundreds of  
ideas on enhancing the future of  downtown 
Lebanon.

You are invited to participate in the 
upcoming workshop, “Focus on the Future,” 
to be held on June 21, 2017 at 7:00 PM 
at the Lebanon Conference and Banquet 
Center.   Participants can help prioritize draft 
recommendations that build upon the ideas 
and momentum from the previous workshop. 
The input and feedback received will be used 
in preparing the final Downtown Master Plan.

To learn more about the Downtown Master 
Plan, including news on upcoming events and 
links to important resources, visit 
www.ThinkDowntown.org.

YOU ARE INVITED

Focus on the 
Future Workshop
June, 21, 2017 @ 7:00 PM

Lebanon Conference & 
Banquet Center in downtown 
Lebanon

For more information:

Web
www.ThinkDowntown.org

Call
Economic Dev. Director Jason 
Millard at 513-228-3172

As the upcoming 4th of  July holiday 
approaches, the Lebanon Police 
Department would like to remind 

you that the Lebanon City Code prohibits 
the use of  unlicensed fireworks. You may 
use the following permissible devices 
on your own private property: PARTY 
POPPER, SMOKE DEVICE, SNAKE 
OR GLOW WORM, SNAPPER, TRICK 
MATCH & WIRE SPARKLER.

Lebanon Independence 
Day Celebration
The best way to view and enjoy a fireworks 
display is at a sanctioned, professionally 
handled function.  The City of  Lebanon 
will host its annual Independence Day 

Celebration on July 3 at Colonial Park West, 
across from the fairgrounds, from 
6 -10 p.m.  Fireworks launch at 10 p.m.

Activities include: Live entertainment, free 
inflatable activities, balloon sculptures, 
carnival games, face painting, a petting zoo 
and food vendors.

Independence Day Parade 
Make a day of  it and bring the family to 
enjoy a hometown parade on July 3 at 4 p.m. 
in downtown Lebanon. Email Deb Stevens 
at dstevens@lcnb.com with the subject: 
PARADE, or call 513-932-1414 x55202 or 
x551618 if  you would like to sign up to be in 
the parade.

Stay Safe During Summer Celebrations

 > Email Blasts

 > www.thinkdowntown.org

 > City website links

 > Utility Newsletter

 > Letters to the editor

 > City of Lebanon's Facebook Posts

 > Let's Talk Lebanon Facebook Posts

 > Appearance on Channel Six

 > 2500 project cards distributed

 > 5000 workshop event cards 
distributed

 > Presence at community events

Think! Downtown was an open and inclusive process. To 
ensure that anyone who lives, works, or cares about the 
future of downtown Lebanon was offered the opportunity to 
get involved in this planning process, a robust outreach and 
publicity campaign was conducted, which included:

PUBLIC OUTREACH

What do you see for the future 
of downtown? The entire 
community is invited to get 
involved and have their voice 
heard. Think Downtown is an 
opportunity for the community 
to come together to think 
about the future of downtown.

To learn more visit 
ThinkDowntown.org

Listening and Learning Workshop

Come help 
us Think! 
Downtown
Wednesday

March 1, 7-9pm
Lebanon Conference and Banquet Center
121 South Broadway Street, Lebanon

What do you see for the future 
of downtown? The workshop 
will build on the Listening and 
Learning phase and set the 
direction for where and how 
downtown will change.

Don’t miss this opportunity to 
help build the momentum

To learn more visit 
ThinkDowntown.org

W O R K S H O P

FOCUS 
FUTURE
Wednesday

June 21, 7-9pm
Lebanon Conference and Banquet Center
121 South Broadway Street, Lebanon

on
the



Participants individually 
shared their ideas about 
downtown Lebanon
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LISTENING & LEARNING
WORKSHOP 
At the March 1 public workshop, over 80 participants gathered 
to review market and physical analysis and to provide valuable 
ideas and Think! Downtown.

The Workshop included an orientation on the process, overview 
of existing conditions, and then a facilitated discussion on 
building on the momentum. Participants were seated in groups 
of six to eight. Each group had a table leader who recorded the 
ideas. The table leaders ensured the group stayed on topic and 
on time, allowing all participants a chance to contribute. More 
than 200 responses were gathered for the main prompt. 

What do we need to do to 
make downtown Lebanon 
better in the future?



Steering Committee members 
served as table leaders; recording 
input, taking comments, and 
facilitating discussions.
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“I enjoyed being invited and being heard about things 
that are affecting me and my community.”

“I want to be a part of what is happening in my town.”

“A great opportunity to have input!”
 - Listening and Learning Workshop participants

350+
Ideas generated at the 
Listening and Learning 
Workshop



Steering Committee members 
were on hand to help answer 
questions and provide insight
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FOCUS ON THE FUTURE
WORKSHOP
At the June 21 public workshop, over 40 participants gathered 
to review goal statements and initial recommendations based 
on input received at the Listening and Learning Workshop.

The Workshop included a brief presentation about how 
recommendations were formed and what was learned at 
the last workshop. Participants were then asked to provide 
feedback on the recommendations and to help prioritize 
recommendations through an interactive experience. Each 
was given a "This is Important!" sticker to place on the 
initiatives they felt were the highest priorities.



Over 98% of participants 
responded to an exit 
questionnaire saying 
they would stay involved 
in the planning process.
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WHAT'S

NEXT?
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Overall Goals

Development

Transportation

Streetscape and 
Amenities

Events and 
Entertainment

Communication

Housing

Based on the input 
collected and extensive 
technical analysis, six goals 
and 32 recommendations 
were developed. Example 
images and supporting 
graphics are included to 
aid in conveying desired 
outcomes.



Increasing Vitality. Consistent and dependable 
economic activity that strengthens existing 
businesses while attracting new and more diverse 
investment.

Enhancing Accessibility. Greater transportation 
choices provided in a safe, efficient and attractive 
way.

Strengthening the Public Realm. Pedestrian 
friendly atmosphere—respectful of the historic 
character—with physical amenities that extend 
and strengthen the streetscape and public spaces.

Celebrating the Place. Additional programs and 
events that enhance local businesses and existing 
events, attracting residents and visitors to enjoy 
downtown.

Reinforcing a Cohesive Message. Consistent 
and cooperative communication with the public, 
existing businesses, and potential investors to 
work collectively.

Improving Residential Choices. Diverse housing 
products—consistent with the character of 
downtown—that attract and serve a variety of 
residents who enjoy and thrive in the walkable 
environment.

City of Lebanon, Ohio
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OVERALL GOALS 

Think! Downtown is about building the momentum towards 
enhancing downtown Lebanon, which will focus on:

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm
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Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

1, 2

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm
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Numbers under the 
icons relate to specific 
recommendations.
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INCREASING VITALITY Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Consistent and dependable economic activity 
that strengthens existing businesses while 
attracting new and more diverse investment.

Provide adaptive use  
incentives for office users
There are several constraints on adaptive use of upper-floor 
spaces, not the least of which is the cost of rehabilitation in 
order to meet regulatory requirements. Approaches to leverage 
this investment among existing owners and prospective 
investors are provided below.

 > Rehabilitation tax credits. Working with building owners to 
access any available State and Federal historic tax credits 
would be an important first step in reducing the cost burden on 
existing building owners or investors. Adding a local tax credit 
or abatement (as noted below) would 'sweeten' the overall 
incentive package.

 > Rehabilitation tax abatements. Tax abatements would have the 
direct effect of reducing the property tax burden on investors 
while enhancing the potential for payroll tax and electricity 
income for the City. Ultimately, it is in the City’s interests 
to encourage occupancy of these under-utilized spaces for 
employment-generating uses. So, tax abatements through a 
redevelopment district could help leverage long-term fiscal 
benefits to the City and reduce the burden on residential 
taxpayers.

 > Revolving loan funds or guarantees. A loan guarantee program, 
as noted previously, could help leverage business investment 
at a minimal cost to the City where risk is lowered to credit 
institutions. The City must have the funds to cover default but 
a strong vetting process can reduce those risks. Funds from a 
guarantee program might be used for capital investment but 
also to cover a specific period of operating expenses. Loan 
guarantees are more valuable in the current period than low-
interest loans because credit is harder to establish and interest 
rates are still relatively low.

 > Enhance or streamline regulatory practices. Improve the 
regulatory process and review procedures.

1



There are 69 buildings 
downtown on the 
National Register 
for Historic Places, 
most being inside the 
Lebanon Commercial 
Historic District.

Think! Downtown Master Plan

           61

Enforce existing code requirements 
In order to provide a consistent aesthetic and sustained level 
of property maintenance, existing zoning code standards will 
be enforced. Incentives could be used to facilitate compliance. 
Enforce local code in upholding residential property standards 
throughout single family neighborhoods. Aid may be given 
by directing individuals to complementary groups or specific 
programs. Examples include:

 > Tax abatement district

 > Rehabilitation / facade grant program, funded locally such as 
the Community Development Block Grant

 > Technical assistance, such as a pattern book and pro-bono 
design assistance

 > Foundation-based programs; for example, Home Depot has a 
foundation that generates grants for home rehabilitation

2

Review historic preservation standards 
Existing historic preservation building standards will be 
reviewed and made current when necessary. Updates to 
the standards will aim to enhance economic vitality and 
sustainability, while balancing preservation with functionality 
within the historic downtown setting. It is important to 
acknowledge that Lebanon’s historic downtown character is 
what sets it apart from other locations in the region, but should 
not create strong barriers for potential economic development. 

3

 > Structure parking development programs. Downtown office 
space (as noted for housing) will need dedicated parking. 
As noted above, there is an opportunity for the City or a 
development entity to invest in shared parking facilities that 
would help leverage private investment in office space and 
housing/mixed-use development.
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Recruit businesses geared  
to younger market
The market analysis also identified potential for certain types of 
stores that might appeal to a younger demographic, specifically 
age cohorts (e.g., 15 to 24 year-olds) that generate higher sales 
volumes. Girls/Women’s apparel and accessories, jewelry and 
shoes stores, hand-crafted furniture, books & music, hobby/
toy/games, specialty beverages, and spas were among the 
businesses recommended as part of an expanded destination 
mix in the market analysis. Business recruitment efforts would 
be pro-active, conducted by an entity designed in part for this 
purpose, and with assistance that could include the following:

 > Facilitation assistance. Working with landlords to identify 
vacant and available spaces and to “match-make” prospective 
tenants with landlords. Working with regulatory agencies to 
assist with occupancies and permits. Working with developers 
on tenanting strategies and assistance.

 > Technical assistance. Working with businesses to provide 
assistance with analytics, business planning, merchandising, 
co-branding, advertising and other training or input as needed.

 > Financial incentives. In order to attract more restaurants and 
entertainment venues, the City or development entity might 
consider offering incentives for capital investment such as a tax 
abatement for purchase and installation of kitchen equipment.

Recruit convenience businesses as part 
of mixed-use development
The market analysis indicates that, under both the locally-
driven and destination market models, there is the opportunity 
for attracting more convenience businesses to the study area. In 
particular, convenience uses provide an opportunity to attract 
more local market share downtown, since residents can be 
attracted for moderately-priced goods and services. The market 
analysis forecasted potential for a specialty grocery/pharmacy 
and/or personal care store, limited-service restaurants and 
other more locally-serving businesses.

4

5

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm
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Assess the need for a  
full-service hotel operator
While the potential for hotel development was not tested 
through a market analysis, there is an apparent gap in the 
supply of downtown-area hotel rooms. If Downtown is 
attracting over 300,000 people to visit for festivals and 
events each year but there are only 12 full-service hotel rooms 
downtown, then there is clearly a constraint on Lebanon’s 
ability to translate tourism into sales and jobs to support the 
City’s fiscal and economic base. Further, the County’s planned 
event center would have difficulty attracting significant 
programming without associated rooms to support overnight 
stays. It is recommended that the City and/or development 
entity work with the Warren County Convention and Visitors 
Bureau (CVB) and other County agencies as appropriate to 
examine the potential and feasibility for full-service hotel 
accommodation in the study area, including both Downtown 
and the North Broadway Corridor. 

If this assessment determines that there is in fact potential 
for hotel development, then the development entity and 
County/CVB could consider an approach for recruiting a hotel 
developer and operator to locate within the study area along 
with associated uses such as conferencing facilities or other 
complementary uses.

6

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

The best approach for attracting these businesses while 
enhancing the physical environment and building market 
support for downtown is to encourage mixed-use development 
of the City-owned site on North Broadway. Demand for at 
least 150 residential housing units and 20 to 35 for-sale 
units were forecasted for the study area over the next five to 
seven years. Housing development can provide a platform for 
accommodating and recruiting convenience retail uses, such 
as a ground-floor or street-facing grocery store and pharmacy. 
Average daily traffic counts (in 2013) at the northern end 
of the study area broach 12,000, which helps support some 
convenience use and is higher than counts closer into the heart 
of the downtown area (10,500). 
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Recruit ‘location  
independent businesses’
The office market analysis indicated that there is potential for 
24,000 to 34,000 square feet of office space in the study area 
over the next five to ten years. Opportunities would be driven 
in part by move-ups and other locally-generated demand, but 
there is also the underlying assumption that there would be a 
pro-active business recruitment and development effort. The 
market analysis identified key sectors for downtown economic 
growth, including information technologies, administrative 
services, and other back office functions. 

Some of these business opportunities are incorporated into 
a business recruitment model that would be appropriate 
for Lebanon focused on “Location Independent Businesses 
(LIBs).” LIBs include small business, entrepreneurs and 
administrative functions that are not wholly dependent on a 
specific type of location. Businesses that are dependent not 
on transportation accessibility but on Internet accessibility 
is particularly attractive as targets for smaller “historic and 
vibrant” towns with walk-able historic districts, nice housing, 
and amenity value. Small entrepreneurs, web-based designers, 
administrative service providers (e.g., HR processing, customer 
support, etc) and other such businesses within the greater 
southwest Ohio urbanized region are among the targets.

 > Facilitate relocation. The City or its downtown development 
entity would identify and work with prospective LIBs in the 
region that are seeking a small-town location or walk-able 
historic community environment. The entity would help match-
make such prospective businesses with area landlords, brokers, 
or developers who can offer operating space in the downtown 
area.

 > Provide needed infrastructure. In order to attract these 
businesses, it would be essential that the City offer high-
speed internet access and broadband capacity in support 
of processing and design functions. The City’s economic 
development and downtown development entities would 
need to be able to brand and market Lebanon’s broadband 
capabilities as being comparatively unique in terms of both 
speed and capacity. It would be recommended that the City 
investigate its broadband capacity within this competitive 
framework and determine an appropriate investment to ensure 
a comparative marketing advantage. Outreach to existing 
industrial businesses and services can gather input that can 
help define any existing constraints on business growth and 
potential for development.

7Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm
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 > Offer or better advertise existing incentives. There are several 
types of incentives that could be offered as part of a package 
for small and larger LIBs that choose to relocate to Downtown 
Lebanon. Incentives would be geared to the types of business 
and their specific needs. Several examples may include:

• Loan guarantee program. Establish a loan guarantee 
program to assist small and growing business in accessing 
capital for investment in equipment, physical plant, and 
training or other human resource services.

• One stop shop / expedited services. Small businesses 
typically have higher marginal costs associated with 
fulfilling business permit and other regulatory processes. 
The City could offer an expedited services program or “one-
stop shop” to help guide businesses through permitting and 
other regulatory processes when they come to Lebanon. 
This one-stop shop would be marketed as part of the 
broader incentive package.

• Shared offices or co-working spaces. There is the 
opportunity to create shared space, personnel, and 
equipment that could be used as an incentive to reduce 
capital and operating costs for new or incoming businesses 
in the downtown area. The City or development entity could 
either attract a developer or investor for providing these 
services contract for such space and services. Preferably, 
the City would partner with a private entity to provide such 
space and services.

 > Examples. Though the possibilities are extensive and continuing 
to grow with changes in technology, examples of LIBs include 
but are not limited to: public relations; land development and 
consulting; market research; web development; graphic design; 
copywriting; sales; etc.

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Example of 
office space that 
could be aimed 
towards location 
independent 
businesses.



City of Grand Rapids, Michigan serves as a successful example of how 
a streetscape design can transform not only the pedestrian experience 
but also enhance vehicular travel.  
Image courtesy of Downtown Alliance Streetscape Design Guidelines
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Greater transportation choices provided 
in a safe, efficient and attractive way.

Design North Broadway as a  
'complete street'
Specifically from Oakwood Avenue to Desales Avenue  
with the following design features:

 > New lane configurations will take into account a currently over 
designed roadway with an excess in road capacity. This excess 
and wide lane widths lead to increasing travel speeds and a 
decrease in pedestrian comfortability along the corridor. Land 
uses and set back are vehicular-centric with parking lots that 
currently serve as much of the frontage. The new road design 
will include one travel lane in each direction with a center 
median that allows for left turn lanes at intersections. Changes 
to the roadway’s geometry will help reduce travel speeds and 
discourage truck traffic from using the Broadway corridor. 
Further traffic engineering analysis and design will be required.

1



Examples of lighted 
crosswalks.

Complete Streets are designed 
and operated to enable safe 
access for all users, including 
pedestrians, bicyclists, 
motorists and transit riders 
of all ages and abilities. 
Complete Streets make it easy 
to cross the street, walk to 
shops, and bicycle to work. 

-Smart Growth America

Proposed North Broadway 
section drawing.
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 > Pedestrian safety measures such as crosswalks and physical 
barriers to vehicular traffic will create a safer pedestrian 
experience. Moving the sidewalk back from the roadway with 
trees in a tree lawn add a physical and emotional separation 
between drivers and pedestrians. Currently the sidewalk runs 
alongside the curb with no protection for walkers. 

 > Multi-use path on the west side of the roadway will provide 
a connection from the fairgrounds to downtown and the 
Countryside Trail. A devoted pathway allows bicycles and 
other faster moving users an alternative to using the sidewalk. 
Similar to the proposed sidewalk, the trail will sit back from the 
roadway with physical barriers such as trees between vehicular 
traffic and multi-use path users.

 > Consolidated utilities on the east side of North Broadway 
decrease the number of visual obstructions, allow for easier 
access to right-of-way, and increases safety for drivers by 
eliminating as many light/telephone poles as possible. 
Currently, poles and wires line both sides of the roadway.

+/-48’ Existing Street Width

36’ Proposed Street Width

+/-90’ Right-of-Way

Multi-use 
Path

6-10 ft.

Tree 
Lawn

Tree 
Lawn

Sidewalk
6 ft.

Surface Parking
up to 50 ft.

Northbound
Travel Lane

12 ft.

Southbound
Travel Lane

12 ft.

Turning Lane
12 ft.

proposed north broadway



Pedestrian 
friendly street 

median example

Proposed 
downtown section 

drawing
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Make downtown portion of North 
Broadway more pedestrian friendly
Specifically from Oakwood Avenue to South Street. The 
new design would include features such as a center median 
and crosswalk amenities in the streetscape that will provide 
pedestrian havens for safely crossing the roadway. Modifying 
North Broadway as a more complete street with changes to 
roadway dimensions will aid in slowing traffic and discouraging 
downtown as a truck thoroughfare. On-street parking and 
existing lane capacity would remain. Further traffic engineering 
analysis and design will be required. Similar analysis and 
roadway design principles can be used in similar downtown 
corridors, such as along Main Street. 

2
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P P

+/-68’ Existing Street Width

+/-90’ Existing Building Face to Face

Sidewalk
+/-14 ft.

Sidewalk
+/-14 ft.

Street Parking
8 ft.

Street Parking
8 ft.

Travel Lane
10.5 ft.

Travel Lane
10.5 ft.

Median
10 ft.

Travel Lane
10.5 ft.

Travel Lane
10.5 ft.

proposed downtown
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Create a downtown multi-use path
Build a multi-use path connecting Countryside Trail through 
downtown (up Cherry, across Silver, up Water, along nature 
trail) to Warren County Fairgrounds along west side of North 
Broadway. A multi-use path separate from the roadway will 
provide less experienced and younger trail users a connection 
point with the Countryside Trail as well as a pathway through 
downtown. Creating a substantial physical connection between 
the Countryside Trail and downtown will allow for promotion 
to thru-cyclists and day riders looking for a place to rest or 
replenish supplies.

3
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P P

+/-68’ Existing Street Width

+/-90’ Existing Building Face to Face

Sidewalk
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Sidewalk
+/-14 ft.

Street Parking
8 ft.

Street Parking
8 ft.

Travel Lane
10.5 ft.

Travel Lane
10.5 ft.

Median
10 ft.

Travel Lane
10.5 ft.

Travel Lane
10.5 ft.

proposed downtown

Multi-use 
route diagram
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Strengthen links between existing 
greenspaces through bicycle and 
pedestrian connections
With the addition of sharrows and multi-use paths, a variety of 
connections will be made between existing greenspaces. This 
will allow users of all skill levels access to the neighborhood’s 
passive greenspaces as well as the active parks of Colonial Park 
South, Runyan Field and Harmon Park.

7

Develop a strategy to reduce traffic 
congestions in the core of the Central 
Business District
The effects of Neil Armstrong Way’s ability to divert 
truck traffic should be investigated. Several physical 
recommendations, such as medians and North Broadway as a 
'complete street,' would help discourage Broadway as a truck 
corridor but there may be additional truck route designations 
that need to be made circumnavigating downtown. Care must 
be taken to not divert all vehicle traffic around downtown as 
that may lead to a decrease in foot traffic.

5
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Develop comprehensive parking strategy
A parking strategy that takes residents, tourists and building 
tenants all into account will be created. All of these users 
have different times of peak demand. Scheduling these peaks 
over the course of a day will help to match the demand with 
any proposed additions or changes to the current parking 
situation. The new strategy will investigate the impact of a 
downtown serving parking garage as well as upgrades to the 
existing parking meter infrastructure. A new strategy should 
also promote a ‘park-once’ environment and focus on regulating 
parking maximums, instead of parking minimums. 

4

Explore creating a locally  
serving transit option
Will offer connection to a potential event center at the Warren 
County Fairgrounds. The Warren County Convention and 
Visitors Center (CVB) might help sponsor operation of an 
event trolley (such as use of a vintage bus or rubber-wheeled 
trolley car) during annual festivals and events as well as during 
events held at the Fairgrounds or new event center. Such 
operations might be funded through the Warren County CVB, in 
coordination with the downtown Main Street and/or proposed 
development entity.

6
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Interested but Concerned.  
The largest demographic is 
merely intrigued by bicycling and 
represents roughly 60% of the 
population. They remember how 
fun it can be, yet are hesitant to 
ride; especially on City streets. 
Much of this group will ride within 
their neighborhood or drive to 
designated path trailheads to 
use their bicycles. Expansions to 
regional trail networks will have the 
largest impact on this rider group 
as substantial changes would be 
required to City infrastructure for 
their comfort level to rise.
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Establish Cherry Street and Mulberry 
Street as bicycle friendly corridors
Pavement striping and signage along Cherry and Mulberry 
streets transforming them into sharrows. This will allow 
more experienced, cyclists who are comfortable riding on 
City streets, a corridor into the heart of downtown from the 
Countryside and Little Miami trails.

8

“Riding a bicycle should 
not require bravery. 
Yet, all too often, 
that is the perception 
among cyclists and 
non-cyclists alike.”
Roger Geller, Portland  
Bicycle Coordinator

BICYCLE USER TYPES AND THEIR COMFORT LEVELS

Bicycle ridership varies not only in the type of transportation (commuting 
versus recreational), but more importantly in the level of comfort for those 
riders. City of Portland, Oregon’s Bicycle Coordinator, Roger Geller, breaks 
this comfort level down to the four categories listed below. 

Strong and fearless.  
Representing only a small fraction 
(<1%) of the population, these 
riders are not deterred by roadway 
configurations, weather conditions, 
or traffic levels. They do not require 
protected bike lanes and consider 
cycling a large part of their identity.

Enthused and Confident.  
Making up 5-10% of the population, 
these riders are somewhat 
comfortable riding on City streets 
but would prefer protected lanes and 
appreciate additions of designated 
lanes. This group is less likely to ride 
through poor weather conditions 
and will likely seek alternate 
transportation options. These riders 
offer cities the most to gain as 
only minor adjustments to street 
configurations or path connections 
will net an immediate increase in use.

No way, No how.  
Approximately one-third of the 
population falls into this last 
category. These individuals are 
not interested at all in bicycling 
either because of health factors or 
indifference to the activity.

33%60%5-10

Sharrow examples
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STRENGTHENING THE 
PUBLIC REALM
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Pedestrian friendly atmosphere—respectful 
of the historic character—with physical 
amenities that extend and strengthen the 
streetscape and public spaces.

Develop district wide street tree 
replacement and infill program
Additional street trees will lower the need for building 
awnings and provide areas of shade for pedestrians. New 
trees should match surrounding species and utilize native 
plant material with lower maintenance needs when no 
surrounding trees exist. Height and caliper of new trees 
should match existing trees. Spacing between specimens 
along Broadway and Mulberry should be a minimum of 
25’ and a maximum of 40’. A consistent canopy along the 
corridor develops the space, providing shade for buildings and 
pedestrians, and aides in creating a barrier between vehicular 
traffic and building front uses. 

1

Evaluate a location for public restrooms
Providing a centralized restroom facility is important to patrons 
and area business owners both during local events and day to 
day users. The proposed structure could be combined with an 
information kiosk or a manned visitor’s desk. Further feedback 
from property owners will be required to find a suitable location 
matching the needs of users, having accessibility, and not 
inhibiting existing businesses.

2
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Explore expansion of network 
infrastructure, including public wi-fi 
network
An assessment of the existing fiber optic network should be 
conducted to ensure capacity for new location independent 
businesses. As part of this exploration, a downtown wide 
wireless network should be researched. The City’s existing 
telecommunication contracts need to be cross examined for the 
best option in achieving the desired product.  

3
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4 Promote walkable urban design
Proposed new development and redevelopment of existing 
sites will take on the urban form and characteristics of historic 
downtown. Buildings will engage the street and be designed 
towards pedestrians as opposed to vehicular thru-traffic. An 
engaged streetscape slows traffic and creates a more pedestrian 
friendly environment. Buildings framing the street enclose the 
space and inherently create a more walkable neighborhood. 

Surface parking lots will be located behind buildings to reduce 
the amount seen from the major road network. The masking of 
private parking lots combined with fewer curb cuts in each city 
block will help reduce congestion and increase wayfinding.

Private parking 
is masked by the 
building, reducing 
gaps in development 
along the street.

Buildings that 
engage the 
street create a 
more walkable 
environment.
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Develop a master plan for the  
middle school site as a public  
space and cultural venue
There is an excellent opportunity for development on the 
Greenfield site located along North Broadway in front of the 
old Berry Middle School building. This site offers exposure 
along North Broadway and can help link the Fairground end 
of the corridor to Downtown. Since it is a public site, it is 
presumed that acquisition and assembly would not be required, 
though extensive collaboration with the school board would 
be required. The site also offers natural features and amenities 
including the North Fork Run creek, which can be opened 
for public access with greenways, trails and/or open park 
space. A cultural/entertainment venue, park, greenway, and 
programming such as a sculpture garden or changing public 
art exhibits could generate excitement both for visitors and 
residents alike. Further, the use of the middle school building 
might also be integrated into a master planned-concept for arts, 
culture and entertainment use of the site.

There is existing open space in front of the middle school 
site that could be programmed more pro-actively as public 
space. Programming could include events as part of existing 
festivals that help to extend the length of festival programs and 
visitor stays. Programming could also include more permanent 
installations such as children’s play areas, exercise areas, trails 
and dog walks, or public art installations such as a sculpture 
trail or history trail and changing exhibits that establish another 
attraction for visitors. There is also the North Fork Run that 
winds below North Broadway and into this public space. There 
may be opportunities to engage with this water feature in a way 
that it opens up public access, such as a trail or greenway along 
the creek.

As noted previously, this site is also highly-appropriate for 
development of a new arts/cultural and/or entertainment 
anchor that could be integrated with the open space and 
programming use described above. Use of the middle school 
building as part of a master-planned concept for the site is also 
encouraged. Based on these inputs, it is highly recommended 
that the City (or its development entity) and County consider 
collaborating on development of a master plan for this site that 
incorporates arts, culture and entertainment uses, open space, 
greenway/water features, and public art. The use of the middle 
school building should also be considered as part of this master 
planning process.

5
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6 Develop downtown gateway features

In strategic locations near the boundary of the planning area, 
entry / gateway features will be designed and installed. Signage 
and graphics will be consistent with the branding strategy 
developed elsewhere in the Think! Downtown plan. 

The features should be placed on major thoroughfares into 
downtown and incorporate natural features such as plant 
materials. There is an opportunity to expand upon these 
exterior signs by having similar elements within the downtown 
area. The extra features stand more as public art and an 
opportunity to build on the brand and identity of the area. 

Incorporating new signage is also an opportunity to rethink the 
brand of not only downtown, but the City of Lebanon. Gateway 
features can provide a first impression to the community for 
people unfamiliar with the area. For those who do frequent or 
live in the area, beautiful and meaningful signage is a reminder 
of why they love their area. Gateway features can range from 
simple signs on posts to roadway arches to large environmental 
pieces that include the natural environment. As the city's 
brand is developed (Reinforcing the Cohesive Message, 
Recommendation 2), wayfinding and gateway features will be 
physical manifestations to portray the message.
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CELEBRATING THE PLACE
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Additional programs and events that enhance 
local businesses and existing events, attracting 
residents and visitors to enjoy downtown.

Conduct a feasibility study for a large 
permanent outdoor event space
A cultural or entertainment venue has been recommended 
to anchor the northern end of Downtown. This space would: 
extend visitor stays and increase their expenditures; create an 
amenity for attracting residents and recruiting businesses; bring 
local area (and outlying) residents Downtown; and provide 
more linkages to North Broadway’s revitalization. 

There are multiple locations and strategies for implementation 
of such a facility, which can also be seen as a group of venues 
or as part of a mixed-use development. Ideally, the venue would 
be located at the northern end of Downtown near the North 
Broadway corridor. There are no available sites in that area, 
but there are opportunities for redevelopment in coordination 
with existing property owners who could serve to gain through 
equity investment or purchase.

1

Memorial Health Pavilion, Marysville, Ohio features a large shelter and is 
located between City Hall and the Public Library. Image courtesy of Cory Klein.
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Image courtesy of NWI Times

Image courtesy of the Chicago Tribune

URSCHEL PAVILION

Building on the success of the adjacent outdoor amphitheater, local 
businesses approached the City in help attracting people downtown during 
foul weather seasons. The Urschel Pavilion in Valparaiso, Indiana features a 
large gathering space in the summer months and an ice rink in the winter. 

The $9 million dollar project came to fruition through a roughly 50/50 
public-private partnership. The Urschel family and Indiana Beverage 
provided private support in addition to state and City funds that were 
allocated. The pavilion has been the catalyst for several million dollars worth 
of investment into the historic downtown of Valparaiso. 

“Downtown is 
the heart of any 
city, financially 
and culturally.”
Jon Costas,  
City of Valparaiso Mayor
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Improve Mulberry Street between 
Broadway Street and Cherry Street 
Physical improvements will be made to the streetscape to serve 
periodic events and make street closures more seamless. These 
changes will allow these two blocks to feel like an event space 
at certain times without compromising the ability to function 
as a roadway throughout the rest of the week. Street bollards, 
flush curbs, roadway pavers and event based amenities are 
all examples of how the roadway can be improved to create a 
memorable and highly functional event space.

2

Mulberry Street 
conceptual 

visualizations before 
and during events.
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Develop additional or expand upon 
existing events and programs to target 
younger audiences 
Expanding upon the existing schedule of events within 
downtown, programs should aim to include families and young 
adults. By extending some events from one to two days, the 
opportunities for visitor overnight stays will increase. 

3

Promote travel destination of  
Fort Ancient earthworks
As the collection of Native American earthworks moves toward 
designation as a World Heritage Site, an opportunity exists to 
host potential visitors as Lebanon is the closest city. The City 
can leverage the international recognition to attract visitors to 
downtown’s restaurants and accommodations. 

4

The collection of 
Native American 
earthworks was 
occupied by the 
Hopewell people 
for 700 years.
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Consistent and cooperative communication 
with the public, existing businesses, and 
potential investors to work collectively.

Establish a development entity
There is a need to enlarge capacity of downtown economic 
development or establish an entity with a dedicated purpose 
of leveraging development, recruiting businesses, and 
strengthening downtown as a place to live, work, shop, 
entertain, and recreate. At present, the Main Street Lebanon 
organization does fulfill an important role in downtown 
marketing, by managing and coordinating several key annual 
events and festivals. But that organization is highly dependent 
on the services of one individual. Also, there are competing 
organizations and entities currently marketing events in the 
Downtown area. At the same time, entities like the Warren 
County Convention and Visitors Bureau (CVB) are focused on 
county-wide marketing (including the massive Kings Island 
tourism hub in Mason) and not just on Downtown Lebanon. 
Similarly, the City’s Economic Development officer is focused 
less on Downtown than on marketing and business recruitment 
for industrial users that generate high fiscal returns through 
income tax and charges for service. There is a need to expand 
downtown destination marketing and provide oversight for the 
various festivals, events and other Downtown marketing efforts. 
But more importantly, there is a need to leverage and manage 
downtown development and provide focused downtown 
business recruitment. In order to accomplish such tasks, there 
should be an entity with dedicated staffing for downtown 
development, management, and business recruitment.

1
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The recommended model is explained thoroughly with 
additional types listed below. More information on the 
additional types can be found in the appendix.

 > Special Improvement District (SID) such as the Downtown 
Toledo District, Bowling Green Special Improvement District, 
Downtown Canton Special Improvement District; or the 
Downtown Akron Special Improvement District, which provides 
district-wide “marketing and promotion, business resources, 
physical environment enhancement services, safety, residential 
and parking programs, as well as advocacy services,” according 
to the DASID. 
 
Based on the needs, size, and requirements of Lebanon’s 
downtown, it would be appropriate to consider establishment 
of a special improvement district. One of the advantages of 
this model would be enabling legislation and its prevalence 
in the state of Ohio among cities large and small. Since there 
are existing organizations nearby within south-western Ohio, 
there is the opportunity to meet with representatives of these 
organizations to discuss the best practices and approaches 
for their establishment within the regional context. There are 
also annual statewide meetings of the representatives for 
these organizations, and Lebanon might consider sending a 
representative to this meeting.  
 
A disadvantage of this model is that it relies on gaining majority 
support and legal authority among property owners for the 
special levy. While other communities in Ohio have been able 
to gain this support, that does not necessarily guarantee that 
Lebanon will have success. Nationally, experience suggests that 
gaining buy-in requires time, education and effort.

 > Business Improvement District
 > Municipal Development Division
 > Downtown Development Authority
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LCNB's new facility 
is an example of how 
private organizations 
can work collaboratively 
with the City to achieve 
what's best for both.
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Strengthen the downtown brand and 
identity to attract businesses, economic 
development and additional tourism 
activity
Downtown Lebanon already has a strong asset base and 
identity relating to its community history and architectural 
heritage. Several major events or activities bring visitors to 
town to celebrate a vintage historical experience (horse-drawn 
parades, historic trains, etc). Perhaps the City’s best-known 
landmark is the Golden Lamb Inn, the oldest-operating hotel 
in Ohio, located in a historic building that has accommodated 
visits by U.S. Presidents and other dignitaries and historical 
figures. The Downtown area is rich in historic commercial, 
industrial, and residential buildings, with an unusually high 
percentage of the original building stock intact. Thus, the City’s 
image is closely integrated with its historical character.

This heritage can be used as a building block for expanding 
opportunities to attract business and economic development 
above and beyond tourism activity. Tourism helps bring people 
to town and enhances Downtown’s exposure to potential 
investors and business operators. Strengthening the asset 
base, such as through urban design elements that improve 
the City’s unique historic character (e.g., cobblestone alleys 
or historic lighting fixtures and street signage) can enhance 
identity. Celebrating places and sites that are unique in the 
region is also part of this strategy. There is the opportunity for 
integrating physical Downtown gateways into the streetscape, 
such as along North Broadway and in other locations, to help 
strengthen identity. 

The existing tourist rail service in Lebanon helps generate 
excitement and a regular tourist itinerary that incorporates 
downtown. However, there is a need to work with the railway 
service to examine packaging opportunities that would include 
local attractions, festivals and events, hotel and dining options. 
With only 12 full-service rooms Downtown, the opportunities 
for generating substantial spin-off from packages will be limited 
in the short-term. If and when the hotel inventory is expanded 
downtown, such packaging efforts will be expanded as a focus 
for enhancing the visitor experience and lengthening stays. 
The recent rail study shows that there is a lack of synergy, 
hours, and marketing between the rail company and downtown 
property owners. Facilitating better synchronization between 
the railway and downtown business owners will build on the 
historic character.

2
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Ultimately, Downtown’s brand will need to integrate this 
historic character while emphasizing its vibrancy as a place to 
visit, work, like, celebrate, dine, and entertain. It is that vibrancy 
coupled with a small-town charm and walk-ability that can help 
the City recruit businesses and investment to Downtown. So, 
the brand would need to build on the vibrancy element. Perhaps 
one of the most famous downtowns that has focused on both 
its historic character and its vibrancy is Miami Beach, where 
the brand is built on “Historic, Vibrant, and Fun.” Miami Beach 
has played on its art deco architecture as a drawing card (along 
with beautiful Atlantic Ocean beaches and year-round weather, 
of course). 

Other communities that have emphasized both history and 
vibrancy are Santa Ana, California (Venerable and Vibrant), as 
well as many Midwest towns like Marquette (MI), New Glarus 
(WI), De Smet (SD), Abilene (KS), Lombard (IL), Ogallala 
(NE), Jamestown (ND), Nappanee (IN), Ste. Genevieve (MO), 
Winona (MN), and closer to home, Yellow Springs, Ohio. Many 
of these communities have also emphasized arts and culture 
as a drawing card that sets them apart from communities with 
fewer historic assets. Arts, culture, and entertainment (which 
could be celebrated through new venues, as noted elsewhere 
in this plan) help to attract and retain visitors and business 
operators throughout the year and not just during special 
events. 

The branding effort, regardless of whether it is tied to the City’s 
history and vibrancy as suggested above, should be integrated 
cohesively into all marketing efforts and materials, efforts by 
the Warren County CVB and the Fairgrounds, gateway signage 
as well as way-finding signage, business recruitment as well as 
tourism development efforts. The branding effort can, in many 
ways, help bring the various entities marketing the City and 
county together for common purpose. 

There is an 
opportunity to 
better facilitate 
synchronization 
between the railway 
and downtown 
business owners.



SINGLE ONLINE INFORMATION SOURCE

After the Vibrant Communities planning process came to a conclusion, 
steering committee members and area leadership kept the web presence 
running to promote events, provide news, and be a source for people to find 
out more. Updates on the planning process are occasionally provided and 
opportunities to get involved locally are available. 

Other examples of similar websites are publicly sourced and allow users 
to crowd source the content on the website. This sets up a much more 
collaborative website but is then less curated in nature as everyone is free to 
promote their respective events/activities.
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Update and maintain consistent signage
Existing physical signs throughout downtown will be revisited 
to ensure legibility. Additional permanent signs may be needed 
to aid in directing users to area parking, local attractions, or 
civic monuments.

Create a single online web presence to 
collect promotional material for events 
and local businesses
An electronic portal will be developed to help advertise and 
promote. This could be done in conjunction with a downtown 
development authority as a central entity for the district. If 
a website is created, it should be made mobile friendly and 
include maps and parking information to be directed at those 
unfamiliar with the area as well as local residents.

3

4
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Design marketing outreach targeting 
the capture of the local market
The market analysis and recommended business mix identify 
opportunities to increase capture in the local market by 
recruiting business and designing strategies targeted to local 
market interests. The business recruitment effort might focus 
on convenience goods, food and services as outlined elsewhere 
in this strategy. Marketing would focus on the following types 
of “draw” techniques to bring local residents downtown:

 > Downtown business sponsored contests or competitions, with 
winners gaining access to downtown restaurants, overnight 
hotel stays, personal services, and gifts.

 > Annual fundraising events (e.g., bike-a-thons and other races, 
dine-out for cancer, etc.) that are oriented to local causes and 
are established with the help of citywide volunteer networks.

 > Sales and discounts targeted specifically to local residents, 
who would be required to show proof of residency. Such sales 
or reduced price items might be offered during annual festivals 
and events as well as at other times of the regular season. 
Coupon books downloaded from the Internet are another 
approach to reach local consumers.

 > Weekly entertainment and activities geared to local 
audiences, such as puppet shows and readings at the local 
library, sporting events, TGIF performances, etc. The Library 
can be an important driver through specialized and dedicated 
programming geared to children and local audiences.

5

The historic 
attributes of 
downtown attract 
local artists, this 
serves as a marketing 
opportunity.
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IMPROVING 
RESIDENTIAL CHOICES 
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Diverse housing products—consistent with 
the character of downtown—that attract 
and serve a variety of residents who enjoy 
and thrive in the walkable environment.

Provide adaptive use incentives for 
residential opportunities in existing 
downtown structures
There are several constraints on adaptive use of upper-floor 
spaces, not the least of which is the cost of rehabilitation in 
order to meet regulatory requirements. Approaches to leverage 
this investment among existing owners and prospective 
investors are provided below.

 > Rehabilitation tax credits. Working with building owners to 
access any available State and Federal historic tax credits 
would be an important first step in reducing the cost burden on 
existing building owners or investors. Adding a local tax credit 
or abatement would sweeten the overall incentive package.

 > Rehabilitation tax abatements. Tax abatements would have the 
direct effect of reducing the property tax burden on investors 
while enhancing the potential for payroll tax and electricity 
income for the City. Ultimately, it is in the City’s interests 
to encourage occupancy of these under-utilized spaces for 
employment-generating uses. So, tax abatements through a 
redevelopment district could help leverage long-term fiscal 
benefits to the City and reduce the burden on residential 
taxpayers.

 > Enhance or streamline regulatory practices. Improve the 
regulatory process and review procedures.

 > Structure parking development programs. Downtown office 
space (as noted for housing) will need dedicated parking. 
As noted above, there is an opportunity for the City or a 
development entity to invest in shared parking facilities that 
would help leverage private investment in office space and 
housing/mixed-use development.

1
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Recruit mixed-use housing  
developers for 511 North Broadway  
and other in-fill sites
This mix would be built out as a mixed-use development 
with frontage on North Broadway and amenities integrated 
onto the site (e.g., trails, public space, etc). Proposed designs 
would match existing character and follow all existing code 
requirements. There are three ways in which the City could 
achieve this mixed-use development.

 > Developer recruitment. A development entity (as previously 
discussed) would be established and this entity would 
engage in identification and recruitment of developers and 
tenants, among other tasks. Recruitment efforts would include 
identification of residential and mixed-use developers in the 
region and beyond that may have developed an “urban” product 
appropriate to (and in locations comparable to) Lebanon. 
The development entity would approach the developers for 
discussions and to gauge the level of interest, based on the 
findings of the market analysis.

 > Land as an incentive. Ultimately, the development entity 
should be able to use the City’s 5+ acre site as a leveraging tool 
to attract developers. Having land that is already assembled 
and available for development in itself provides an incentive 
for developers who would otherwise have to spend time and 
resources to assemble property. In discussions with developers 
and through pro forma analysis, a negotiated approach should 
be taken to determine whether and how much the land 
costs for the site could be written down to help leverage the 
development. Certainly the public return on investment (ROI) 
would be considered in that calculation, reflecting annual 
property and income tax benefits, business and economic 
impacts, as well as revitalization of the North Broadway 
Corridor.

2

 > Revolving loan funds or guarantees. A loan guarantee program 
as noted previously could help leverage business investment 
at a minimal cost to the City where risk is lowered to credit 
institutions. The City must have the funds to cover default but 
a strong vetting process can reduce those risks. Funds from a 
guarantee program might be used for capital investment but 
also to cover a specific period of operating expenses. Loan 
guarantees are more valuable in the current period than low-
interest loans because credit is harder to establish and interest 
rates are still relatively low.

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm



City of Lebanon, Ohio

88 

 > Structure parking development programs. Downtown area 
housing will need dedicated parking. There is an opportunity 
for the City or a development entity to invest in shared parking 
facilities that would help leverage private investment in 
housing/mixed-use and office development. It is recommended 
that the City or development entity assess parking capacity 
and management, and identify opportunities for parking 
development where there would be sufficient demand 
generated by private investment. That information would then 
be used as a negotiating tool in discussions with prospective 
developers. With respect to the City’s site in North Broadway, 
there may be opportunities for joint development with the 
County where parking could be dedicated to special events 
including those that may be sponsored at the event center.

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Diversifying housing stock 
adds to the sustainability of 

downtown and offers different 
styles and price points.

Single family detached

Attached townhomes

Lofts above businesses
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Evaluate acquisition (and assemblage) 
of key properties for targeted 
development opportunities.
City can work as a facilitator to work with property owners. The 
City may issue RFP’s for a master plan of property owned by 
multiple users. As land becomes available in the area, the City 
should explore the options of acquiring or helping developers 
assemble properties. By helping a third party assemble 
property, the City would not be financially tied to the property 
but can have a say in the design components and contents. 
When helping to assemble property or issuing an RFP, the 
cooperation of all interested parties would be needed before 
moving forward. This would not mean that the City is forcing 
individuals out, but if there is interest from a group of owners 
then the City could help facilitate in selecting a developer. In 
this way the City can be a mediator between development 
proposals and downtown property owners.

There are significant opportunities in housing stock and 
neighborhood structure immediately adjacent to downtown. 
Developmental entities will need a strategic approach with 
sensitivity to the context and existing populations. The 
process of revitalization should set a positive standard for the 
neighborhood.

3
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Legend
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CARRYING OUT

THE PLAN
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How to Use this Plan

Implementation

Though intended as a 
long range plan, Think! 
Downtown should be used 
daily by public and private 
entities when decisions 
are made concerning 
downtown's future.
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HOW TO USE THE PLAN 

Think! Downtown presents a set of recommendations for 
realizing the community's shared vision of downtown. The 
success of the plan will be determined by the committed, 
ongoing implementation of its actions. The all-encompassing 
nature of the plan means it can only be achieved through 
the collaborative efforts of the community. It is important to 
understand phasing, funding opportunities and community 
capacity to assure overall success.

Collaborating. Think! Downtown is not intended to be solely implemented by 
the government. Commitment to the plan and its implementation will require 
the coordinated efforts of individuals and organizations representing the public, 
private, and civic sectors of the community. Even those actions that require 
public sector involvement need an active citizenry to place them on the agendas 
of government agencies and ensure the agencies follow through.

Monitoring. The plan should be monitored for implementation effectiveness 
and relevancy. This review should happen on a formal basis no less than once 
per year. A status report should accompany this review and be promoted 
throughout the community, such as through the City's website.

Updating the Plan. A major update of the plan should be considered every 10 
years to incorporate actions completed throughout downtown. In the interim, 
key milestones may be reached which necessitate an update sooner than a 10 
year cycle.

Engaging. The Think! Downtown brand has gained a following throughout this 
process and set a new expectation for public engagement and civic dialogue 
within the community. It is recommended that this level of public input be 
continued as the City begins to work towards implementation of the actions, 
conduct subsequent studies and make decisions over the next 10 years. It is 
important to continue to foster the good will of the people, be inclusive and 
transparent and represent the authentic voice of Think! Downtown. 
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Annual Work Programs and Budgets. City staff and 
administrators should be cognizant of the recommendations of 
the Plan when preparing annual work programs and budgets. Local 
institutions might also consider the Plan when making important 
policy and financial decisions that impact the community.

1

Community Planning. Community planning efforts should be aligned 
with the values, and goals and recommendations of this plan.2

Capital Improvement Plan. The City’s capital improvement 
plan should be consistent with the Plan’s recommendations.3
Private Investment Decisions. Property owners, developers, and other 
private entities should consider the Plan’s recommendations in their 
planning and investment decisions. Public decision-makers will be 
using the Vision Plan as a guide in their deliberations about proposals, 
projects, and funding requests. Property owners and developers should be 
cognizant of and complement the Plan’s recommendations.

4

Civic and Social Engagement. All civic and community groups 
should create opportunities to explore solutions to issues and 
problems of concern to the community. They should seek 
alignment with the recommendations of the Vision Plan and 
collaborate across interests, missions, and constituencies.

5

Consistent Interpretation. Think! Downtown's implementation leadership 
should collaborate with City staff and other critical decision-making 
entities to ensure clear and consistent interpretation of the plan.

6

Think! Downtown is intended to be a long range planning 

document, but used on a daily basis as public and private 

decisions are made concerning downtown’s future, including 

development, redevelopment, capital improvements, economic 

incentives and other matters affecting the community.
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A. INCREASING VITALITY
CODE KEY RECOMMENDATION TIMEFRAME LEADING ORGANIZATION ESTIMATED COST

A1 Provide adaptive use  
incentives for office users

Short Term Economic Development $

A2 Enforce existing  
code requirements

Immediate Planning $

A3 Review historic  
preservation standards

Short Term Planning, Main Street Lebanon $$

A4 Recruit businesses geared  
to younger market

Short Term Economic Development,  
Downtown Development Entity

$

A5 Recruit convenience  
businesses as part of  
mixed-use development

Short Term Economic Development,  
Downtown Development Entity

$

A6 Assess the need for a  
full-service hotel operator

Short Term Economic Development $

A7 Recruit 'location  
independent businesses'

Short Term Economic Development,  
Downtown Development Entity

$$

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

IMPLEMENTATION MATRIX

The following table organizes the recommendations of all of the goals. The table is 
organized by goal and indicates the desirable timeframe and estimated costs for 
completion. The timeframes and estimated costs are defined by the following:

 > Immediate: begun in one year 
 > Short Term: within 1-3 years

 > Long Term: within 4-10 years 
 

 > $: Funds may already exist in capital  
budget or be easily accessible

 > $$: Aid likely necessary through grants, 
untapped regional sources, and private partners

 > $$$: Major private partnerships or investment 
from government agencies needed
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B. ENHANCING ACCESSIBILITY
CODE KEY RECOMMENDATION TIMEFRAME LEADING ORGANIZATION ESTIMATED COST

B1 Design North Broadway  
as a 'complete street'

Long Term Planning, Engineering,  
ODOT, Warren County

$$$

B2 Make Downtown portion 
of North Broadway more 
pedestrian friendly

Short Term Planning, Engineering,  
ODOT, Warren County

$$

B3 Create a downtown  
multi-use path

Short Term Parks and Recreation $$

B4 Develop a comprehensive 
parking strategy

Short Term Planning,  
Downtown Development Entity

$

B5 Develop a strategy to reduce 
traffic congestions in the core of 
the Central Business District

Short Term Planning, Engineering,  
ODOT, Warren County

$$

B6 Explore creating a locally  
serving transit option

Long Term Planning, Warren County Convention 
and Visitors Bureau

$

B7 Strengthen links between 
existing greenspaces through 
bicycle and pedestrian 
connections

Immediate Parks and Recreation $

B8 Establish Cherry Street and 
Mulberry Street as bicycle 
friendly corridors

Immediate Engineering,  
Parks and Recreation

$

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm
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C. STRENGTHENING THE PUBLIC REALM
CODE KEY RECOMMENDATION TIMEFRAME LEADING ORGANIZATION ESTIMATED COST

C1 Develop district wide street tree 
replacement and infill program

Short Term Parks and Recreation,  
Downtown Development Entity

$$

C2 Evaluate a location for  
public restrooms

Short Term Planning,  
Downtown Development Entity

$$

C3 Explore expansion of network 
infrastructure, including public 
wi-fi network

Short Term Economic Development,  
Downtown Development Entity

$$

C4 Develop downtown gateway 
features

Short Term Planning,  
Downtown Development Entity

$

C5 Develop a master plan for the 
middle school site as a public 
space and cultural venue

Long Term Planning, School District $

C6 Promote walkable urban design Immediate Planning, Economic Development $

D. CELEBRATING THE PLACE
CODE KEY RECOMMENDATION TIMEFRAME LEADING ORGANIZATION ESTIMATED COST

D1 Conduct a feasibility study for a 
large permanent outdoor event 
space

Short Term Economic Development, Planning,  
Parks and Recreation

$$$

D2 Improve Mulberry Street 
between Broadway Street and 
Mechanic Street

Short Term Planning,  
Downtown Development Entity

$$$

D3 Develop additional or expand 
upon existing events and 
programs to target younger 
audiences

Short Term Chamber of Commerce, Main Street 
Lebanon, Parks and Recreation

$

D4 Promote travel destination  
of Fort Ancient Earthworks

Long Term Convention and Visitor's Bureau $

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm
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E. REINFORCING A COHESIVE MESSAGE
CODE KEY RECOMMENDATION TIMEFRAME LEADING ORGANIZATION ESTIMATED COST

E1 Establish a development entity Short Term Economic Development $

E2 Strengthen the downtown 
brand and identity to attract 
businesses, economic 
development and additional 
tourism activity

Short Term Downtown Development Entity $$

E3 Update and maintain  
consistent signage

Short Term Planning $

E4 Create a single online web 
presence to collect promotional 
material for events and local 
businesses

Short Term Downtown Development Entity $$

E5 Design marketing outreach 
targeting the capture of  
the local market

Short Term Downtown Development Entity $

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm

F. IMPROVING RESIDENTIAL CHOICES
CODE KEY RECOMMENDATION TIMEFRAME LEADING ORGANIZATION ESTIMATED COST

F1 Provide adaptive use incentives 
for residential opportunities in 
existing downtown structures

Short Term Economic Development $

F2 Recruit mixed-use housing 
developers for 511 North 
Broadway and other in-fill sites

Short Term Economic Development, Planning $$

F3 Evaluate acquisition (and 
assemblage) of key properties 
for targeted development 
opportunities

Long Term Economic Development, Planning $

Increasing Vitality

Celebrating the Place

Reinforcing a Cohesive Message

Enhancing Accessibility

Improving Residential Choices

Strengthening Public Realm
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 MEMO 

To:  Jason Millard, Economic Development Director, City of Lebanon March 27, 2017 
From: Brian Ashworth, Planning NEXT 
Re: Results Summary, Listening and Learning Workshop, Think Downtown  

 
This memorandum summarizes the Listening and Learning Workshop and the Priority Recommendations 
for Think Downtown. The priorities were distilled from the input of over 80 participants. This 
information will be used as a key input to the city’s downtown master plan. The document is organized 
into the following structure: 
 
1. Overview 

• Purpose 
• Workshop Format 
• Outreach Strategy 
• Participation Summary 

 
2. What do you think? Results 

• What do we need to do to make Lebanon better in the future? 
• How will we know when we’ve succeeded? 
• What are the challenges or obstacles to realizing our vision or maximizing our opportunities? 

 
3. Exit Questionnaire Results 

• Who we heard from 
• Motivation 
• Satisfaction 

 
4. Appendix 

• Workshop comments database 
• Exit questionnaire summary 

 

 

 

“Downtown Lebanon is amazing and has room to improve.” 
       Think Downtown workshop participant  
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Listening and Learning Results Summary - Memo 

2 
 

OVERVIEW 

Think Downtown’s Listening and Learning Workshop took place on March 1, 2017. The meeting was 
interactive with participants addressing key questions in small groups.  

After compiling input from the meeting, six themes emerged. Responses to, “What do we need to do to 
make downtown Lebanon better in the future?” were organized by following categories: 

1. Development 
2. Transportation 
3. Streetscape and Amenities 
4. Events and Entertainment 
5. Communication 

Purpose 
One of the key inputs to the planning process is the insight from the community. The workshop was 
designed to provide ample opportunities for residents and other stakeholders to help shape the plan’s 
recommendations.  
 

“A great opportunity to have input!” 
       Think Downtown workshop participant 

Workshop Format  
The Workshop included an orientation on the process, overview of  existing conditions, then a facilitated 
discussion on building on the momentum. Participants were seated in groups of six to eight. Each group 
had a table leader who recorded the ideas. The table leaders ensured the group stayed on topic and on 
time, allowing all participants a chance to contribute. 

Introduction and Welcome – The workshop began with a welcome from city officials including the 
Mayor and City Planner. Following this the consultant introduced the process and meeting format. 

Project Overview – The consultant described how the city has initiated the  process to develop a 
downtown master plan. This was followed aby an explanation  on how public input is integral to the 
process. Finally, a brief presentation was given on some of downtown’s existing physical and market 
conditions.. 

Small Group Work – The majority of time was reserved for facilitated discussion. A group of volunteer 
table leaders guided the discussion at each table. Participants offered ideas for the future,  indicators of 
success, and potential challenges that may be faced. Facilitators recorded their responses.  
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Listening and Learning Results Summary - Memo 
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Closing Remarks and Next Steps (5 min.) – City officials and the consultant gave a brief conclusion 
statement and outlined the remaining process steps.  

Outreach Strategy 
The objective for engagement in this process was to make sure Lebanon residents and other 
stakeholders had a choice to participate. To do so, consultants, planning staff and the Steering 
Committee conducted outreach and publicity activities.  

Press 
• Print advertisement in local newspaper. 
• Mayor Brewer and City Planner, Sam Hill, appeared on Channel 6 to explain the process and 

encourage participants to attend the March 1 event 

Email Correspondence 
• City Council members corresponded with residents 
• Steering Committee members committed to send information and a digital flyer to their 

personal and professional networks including: 
o Main Street Lebanon 
o Chamber of Commerce 
o Lebanon Arts Council 
o Warren County Building 
o YMCA 
o Local churches 
o Warren County Historical Society 
o Lebanon Conservancy 
o Lebanon Park Board 

• Steering committee members committed to personally invite 10 members of the community 

Social Media and the Web 
• Dedicated project website was created, www.thinkdowntown.org 
• City of Lebanon’s Facebook page made several posts 

o Let’s Talk Lebanon shared many posts 
• City of Lebanon’s website posted regularly about the event with a featured link on the 

homepage 

Print Collateral 
• 2,500 workshop Rack Cards were distributed in person and at general locations 
• 2,500 Think Downtown business cards were handed out by city officials and the Steering 

Committee 

WHAT DO YOU THINK?  RESULTS 

The workshop participants generated nearly 350 ideas and comments related to what they cared most 
about. This input was analyzed and categorized in an attempt to understand their priorities. It is 
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4 

important to note this input represents qualitative research and is not a statistically valid sampling of 
residents. The following section summarizes the major findings from each of the question prompts. The 
full database of ideas can be found in the attached appendix. 

Prompt 1

What do we need to do to make downtown Lebanon better in the future? 
The primary activity of the Listening & Learning round asked participants to consider: 
What do we need to do to make downtown Lebanon an even better community in the future? Through 
table recorders, more than 211 responses were collected. From this data, six primary themes, and 
several sub-themes were created  to organize the input.  

The primary activity of the Listening and Learning discussion asked participants to consider: 
1. Development   36% 
2. Transportation   18% 
3. Streetscape and Amenities  17% 
4. Events and Entertainment  17% 
5. Communication   7% 
6. Housing    6% 

The following section provides an overview of each of the primary themes including an overall 
description of the category, the frequency of ideas, and any sub-themes that emerged from the data. 
Themes have been organized from most commonly mentioned to least. 

1. Development (36%)
Ideas included in the Development theme focused on the general use, regulation and planning of the 
properties downtown. The category also includes the overall organization of places, the pattern of 
development, along with other related topics. Comments related to extending business hours were 
especially prominent. 

Subthemes 
• Provide more restaurant options for visitors and residents
• Increase window of time  businesses are open to draw people throughout the day, specifically

evening hours
• Add a grocery store to increase livability for residents
• Protect downtown heritage with any development
• Preserve as many existing buildings as feasible
• Enforce code requirements for consistent aesthetic
• Address vacant buildings through demolition or redevelopment
• Attract small businesses for retail diversity
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2. Transportation (18%) 
The Transportation theme includes ideas addressing mobility as it relates to vehicular and active 
transportation (cycling, walking, etc.) options. The category also includes comments about parking and 
traffic light timing along with other related topics. 
 
Subthemes 

• Redirect large format truck traffic around downtown 
• Develop a parking strategy beyond existing plan 
• Initiate a transit system such as a trolley or street car 
• Increase bicycle access to downtown from regional trails 
• Integrate parks into downtown 
• Expand role of train through passenger and freight options 
• Prioritize pedestrian safety and amenities in streetscape and at intersections 

 

3. Streetscape and Amenities (17%) 
Ideas included in the Streetscape and Amenities theme focused on the aesthetics and features provided 
downtown, specifically to pedestrians.  
 
Subthemes 

• Construct public restrooms, allowing visitors to extend their stay 
• Develop gateway entrances to signify arrival 
• Provide consistent signage throughout downtown for legibility 
• Increase the number of comfortable outdoor seating areas for pedestrians 
• Institute public wi-fi in public realm 
• Better utilize landscaping opportunities with more street trees and native plants 
• Extend downtown’s pedestrian corridor north for increased walkability 

 

4. Events and Entertainment (17%) 
Ideas included in the Events and Entertainment theme focused on potential event spaces for downtown, 
as well as opportunities for expansion of existing festivals and programs.  
 
Subthemes 

• Construct public restrooms, allowing visitors to extend their stay 
• Develop a permanent event space such as a plaza, amphitheater or theater 
• Create a strategic and permanent location for the Farmer’s Market 
• Appeal to a younger event audience with targeted programs 
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5. Communication (7%) 
The Communication theme focuses on the image of downtown for potential visitors and residents.  
 
Subthemes 

• Promote downtown’s historic culture regionally to draw area visitors 
• Strengthen family atmosphere to attract young families  
• Communicate often and clearly with area stakeholders to foster strong business relationships 
• Create consistent signage, both digital and physical, to promote events and area businesses 

 

6. Housing (6%) 
Ideas included in the Housing theme focused on the number of housing types and quality existing 
downtown.  
 
Subthemes 

• Bring a hotel downtown to increase the stay of visitors 
• Improve area property conditions to decrease vacancy and bring families downtown 
• Offer a diversity of housing options, in both size and price points, attracting a variety of tenant 

types, ages and income levels 

Prompt 2 
How will we know when we’ve succeeded? 
Following the primary prompt, participants were asked several follow up questions including, “How will 
we know when we’ve succeeded?” The second prompt generated 64 responses. Below are example 
comments sorted by theme from Prompt 1.  
 

1.  Development 
• When occupancy is higher 
• Real property investment by owners 
• Practical places to shop for things you really need 
• Businesses open later 
• Expansion of downtown’s footprint 
• Increased property values 

2. Transportation 
• Parking meets the demand 
• Continuity along street corridors 
• Multi-use path usage increases 

3. Streetscape and Amenities 
• Increased pedestrian activity downtown 
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• Well-lit and landscaped downtown 

4. Events and Entertainment 
• When more people are downtown after hours 
• Be able to have a well-rounded experience downtown 
• Increased festival attendance 
• We have something for all ages 

5. Communication 
• Increased local resident participation 
• We need a brand, marketing and fundraising 

6. Housing 
• Bring a hotel downtown to increase the stay of visitors 
• Improve area property conditions to decrease vacancy and bring families downtown 
• Offer a diversity of housing options, in both size and price points, attracting a variety of tenant 

types, ages and income levels 

 

Prompt 3 
What are the challenges or obstacles to realizing our vision or maximizing our 
opportunities? 
A final prompt asked participants to consider, “What are the challenges or obstacles to realizing our 
vision or maximizing our opportunities?” The final prompt generated 59 responses. Below are example 
comments sorted by theme from Prompt 1.  
 
 

1.  Development 
• Property owner cooperation 
• Funding – public and private 
• Building codes, city regulations and zoning 
• City politics 

2. Transportation 
• Parking to support growth 
• Pedestrian safety compared to vehicular corridors 

3. Streetscape and Amenities 
• Unattractive entry to downtown 
• Balance of historic preservation with present day design in public spaces 
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4. Events and Entertainment 
• Businesses only open during daytime hours, restricting after hours event participation 

5. Communication 
• Community wide vision with property owner buy-in 
• Community participation 
• Resistance to change 
• Promotion of local businesses and events 

6. Housing 
• Demographics currently living downtown 
• Current condition of housing stock 
• Absentee landlords 

EXIT QUESTIONNAIRE RESULTS 

This portion of the memo summarizes the input received during the Listening and Learning workshop. 
 
Who we heard from 
Nearly 60 exit questionnaires were collected which provide insight into the participation in the 
workshop. This information is not intended to offer statistical validation of the process, but to 
understand the characteristics of the participants (the exit questionnaire data reflects only those who 
responded, not all participants). Also, since not all participants answered every question, there may be 
variation in total responses among different topics. Of the over 80 total participants, approximately 70% 
completed the exit questionnaires. 

 

“I was hesitant coming because I am very shy, but so glad I came 
because it was a great experience and was very comfortable.” 

       Think Downtown workshop participant 
 
Participants were mostly middle-age or older. The age profile of exit questionnaire respondents is older 
than that of the 2014 American Community Survey (ACS). Higher numbers of those aged 35-44 attended 
the workshop, as 30% of respondents were in this age cohort, compared with 14% from the ACS. Similar 
trends occurred in the 45-54 and 55-64 age brackets. 

Younger demographic was under-represented. There were only 2% below the age of 24, and this 
contrasts with the ACS data of 37% below 24. 

Participants slightly more female oriented. Nearly 56% of individuals involved were female. This 
compares to the ACS information which is only 51%. 
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Racial composition closely aligns with that of entire community. Roughly 94% of respondents identified 
as White/Caucasian, whereas 90% identified as such in the community’s distribution in the 2014 ACS. 
Around 4% identified as Black/African-American, compared with 5% in the ACS. 

The highest representation was from those earning more than $100,000 in family household income. 
A total of 61% of respondents identified their household income at a level above $100,000 per year. This 
is close to 37% higher than would be indicated by the ACS. This disparity seems to be due to the lower 
turnout of middle to lower middle income participants. The groups identifying with household earnings 
below $50,000 comprised 15%, in comparison to 43% as indicated by the ACS. Additional outreach steps 
may be required to attract this segment to upcoming events. 

Participants generally have high levels of education. Respondents had higher overall levels of 
educational attainment including 35% with a master’s degree or higher. This compares to an expected 
9% from the ACS. In addition to advanced collegiate education, respondents also had a higher 
percentage with a college degree (37% compared to 26% from the 2014 ACS). 

Largest percentages of participants are new Lebanon residents. A total of 23% of respondents have 
been residents of Lebanon for less than 5 years.  

Majority of participants own property. Over 80% reported owning property within Lebanon. More than 
27% of participants also reported owning businesses within the community. 

“I want to be a part of what is happening in my town.” 
       Think Downtown workshop participant 
 

Motivation 
The exit questionnaires polled participants about their interests and opinions about the workshops. The 
results indicate high levels of satisfaction. 
 
How did you hear about the workshop? 
 Word of mouth – 27%  Direct email – 9% 
 Facebook – 22%  Organization – 3% 
 Other – 13%   Newspaper – 1% 
 Flyer/Rack card – 10%  Think Downtown website – 1% 
 Lebanon website – 9%  TV – 1%  

Why did you choose to attend the workshops? 
Participants had a variety of motivations for attending the workshops. Several respondents expressed 
comments such as “Great opportunity to give input!” and “Desire to protect and grow the community 
that I love.” Specific motivations cited include: 

• Want to see downtown thrive 
• To give me thoughts about Lebanon 
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Satisfaction        YES    
Were you comfortable working in today’s small group?        100% 
Did you feel your input was heard and recorded accurately?        100% 
Will you continue to participate in the planning process?  98%  

    Too Long Too Short About Right 

Rate the workshop length.  2%       0%         98% 

APPENDIX  

• Workshop comments database 

• Exit questionnaire summary 
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Draft
Part 1. EXISTING CONDITIONS REPORT:

Downtown Lebanon
Central Business District & North Broadway Master Plan

Prepared for Planning-Next 
On Behalf of the City of Lebanon 

By Randall Gross / Development Economics
May 15, 2017
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INTRODUCTION

A Market Analysis has been prepared as part of the planning process for 
Lebanon’s Central Business District and North Broadway Master Plan.  Existing 
conditions were first analyzed in order to provide a baseline for assessment of 
Downtown Lebanon’s market potentials for housing and retail development. This 
Part 1 Report provides a summary of findings from the Existing Conditions 
Assessment.

Field reconnaissance and interviews were conducted with representatives 
of businesses, real estate professionals, and organizations active in the 
downtown area. An inventory was developed based on the economic uses for 
buildings and land in the study area. The overall economic base was examined, 
existing market conditions were reviewed, and trends assessed. Finally, key 
factors were analyzed that affect the general marketability of the downtown area 
for retail/commercial and residential uses. Such factors include location and 
accessibility, built environment, historical context, exposure, surrounding uses, 
and others. The findings from this assessment are summarized in this Part 1 
Report.

The findings from the full Housing and Retail Market Analyses are 
described in the Part 2 Report, while Strategic Recommendations for marketing, 
management, development and financing are provided in Part 3. 
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Section 1. ECONOMIC OVERVIEW

This section provides a general overview of the local Lebanon economy 
and demographic base as context for the development of the downtown area.  
Key demographic trends in Lebanon and throughout the region are described, 
and an assessment of the Lebanon-area economic base is provided in terms of 
key industries and trends in employment.  Downtown Lebanon’s economic role is 
also described along with key drivers for the downtown economy.

Demographics

Lebanon has an estimated population of about 20,620, according to the 
U.S. Census Bureau. The city is growing, albeit slowly, at the rate of about 0.6% 
per year. In general, the city is younger and also less-diverse than the region or 
the nation as a whole. A much higher-share of Lebanon’s population is white and 
non-Spanish speaking as compared with other parts of southwest Ohio and the 
nation. The city has about 7,240 households, with a median household income of 
$61,040, according to Census estimates. 

Lebanon is part of a much larger urbanized region spanning the Cincinnati 
and Dayton metropolitan areas. This region has a combined population of about 
2.9 million people and is growing at a rate of about 0.3% per year. After decades 
of decline, the Dayton metro area is growing slightly, and several of its more 
affluent suburbs are located near Lebanon. 

Economic Base

Lebanon has about 11,600 jobs, with the largest share of employment in 
Manufacturing (19%), Education (17%), Health Care (12%), and Retail Trade 
(11%). To a large extent, manufacturing still drives the local economy and is also 
important to the City’s fiscal health. Five of the city’s ten largest private 
employers are engaged in manufacturing, including ADVICS (automotive brake 
systems, 850 employees), Mane (fragrance & flavoring, 374), Addison McKee 
(machining and automation, 166), HTNA (automotive interiors, 156), and JBM 
(envelopes, 150). Other major employers include the Countryside YMCA (777), 
Kroger and Wal-Mart (250 and 230, respectively), Bethesday Arrow Springs 
(Hospital, 186) and Lebanon Citizens National Bank (LCNB, 170). Importantly, 
LCNB is a regional financial institution that is headquartered in Downtown 
Lebanon. LCNB is also consolidating its back-office administrative support into a 
new building downtown.  

Other key industry sectors in Lebanon include public administration (9%), 
accommodation & foodservice (8%), and arts & entertainment (5%). Other 
industries are less-represented locally, such as utilities, wholesale trade, 
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management services, transportation, information and real estate. Several 
sectors that are important to downtowns, such as administrative services, 
management, professional & technical services and finance, are generally under-
represented in Lebanon. 

Chart 1.

Employment Trends

Lebanon’s employment base increased by more than 1,200 jobs (or nearly 
12.0%), between 2002 and 2014.  The local economic base expanded despite 
the global financial crisis and national recession in 2008-09. Among the fastest-
growing industries were arts & entertainment (280%), education (134%), health 
care (90%), administrative services (72%), and transportation (57%). By 
comparison, the city’s wholesale trade sector fell by 38% and manufacturing by 
18%. 

In terms of the number of jobs, the city gained 1,100 jobs in education, 
660 jobs in health care, and 420 jobs in arts, entertainment, and recreation. The 
City also gained about 160 accommodation & foodservice jobs and 140 
administrative service jobs. But, Lebanon lost almost 500 jobs in manufacturing, 
180 jobs in wholesale trade, and 450 jobs in other services. Lebanon’s public 
sector workforce also became leaner, with nearly 370 less government jobs in 
2014 than in 2002.  
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Table 1. AT-PLACE EMPLOYMENT TRENDS BY INDUSTRY
SECTOR, LEBANON, OHIO, 2014

2002-2014 Change
Sector 2002 2010 2014 Number Percent

Ag/Mining               4             10             3           (1) -25.0%
Utilities             19             22        23             4 21.1%
Construction            253            291 266           13 5.1%
Manufacturing 2,722 2,626 2,232 (490) -18.0%
Wholesale            475            408 293 (182) -38.3%
Retail 1,249 1,020 1,266           17 1.4%
Transport             37             48           58           21 56.8%
Information             98            136           83 (15) -15.3%
Finance            333            317 420           87 26.1%
Real Estate             80             68           88             8 10.0%
Prof/Tech            269            325 358           89 33.1%
Management             38             44     35           (3) -7.9%
Administrative            190            211 327 137 72.1%
Education            826 1,165 1,933 1,107 134.0%
Health Care            736 1,128 1,398 662 89.9%
Arts/Entertainment            151            165 573 422 279.5%
Accommodation/FS            723            580 882 159 22.0%
Other Services            702            731 254 (448) -63.8%
Public Admin 1,459 1,615 1,093 (366) -25.1%

TOTAL 10,364 10,910 11,585 1,221 11.8%

Sources: U.S. Bureau of the Census and Randall Gross / 
Development Economics.

Overall, the city’s economy shifted away from production and towards arts, 
education and health care. While many communities across the country lost 
manufacturing jobs or gained health care and education employment since 2002, 
few saw such a dramatic increase in Lebanon in arts, entertainment and 
recreation services. There has been a modest increase in downtown-oriented 
jobs such as finance, insurance, real estate, professional & technical services, 
arts, and administrative services.

Downtown Drivers

Downtown Lebanon has several key drivers and important assets that 
help bolster its economic base. First, as noted previously, downtown is home to 
Lebanon Citizens National Bank (LCNB), including 100 local jobs at 
headquarters. The bank has recently completed construction of a new building 
downtown to house administrative and back office functions.  Downtown 
Lebanon also benefits from access to its regional market base of 2.9 million 
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residents and 3.34 million visitors per year to nearby Kings Island and the GW 
Lodge.  

Downtown Lebanon also offers local tourism appeal, anchored by the 
Golden Lamb Inn & Restaurant, the ca 1803 business that serves as the oldest 
continuously-operated hotel in Ohio and one of the oldest in the United States. 
Downtown offers a quaint, walk-able and tourist-friend environment with historic 
houses and character. The LM&M Railroad brings 45,000 people to downtown 
Lebanon each year. The Warren County Fairgrounds hosts horse training, 
festivals, and events. The County has planned development of a 15,000 to 
20,000 event center to expand opportunities for hosting various types of events 
at the Fairgrounds. 

Downtown plays host to several successful festivals and events with a 
total attendance estimated at about 249,000 per year. Among these are the 
Lebanon Horst Drawn Carriage Parade and Festival at Christmas (attracting 
100,000 visitors), the Warren County Fair (50,000), Apple Fest (40,000) and Fest 
& Folly (7,000), Lebanon Blues Festival (20,000), Country Music Festival 
(10,000), Girls’ Night Out, Cattle Show, Antique Show, and others. 
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Section 2. EXISTING INVENTORY & PERFORMANCE

Existing building uses were inventoried as a baseline for understanding 
the existing business and residential base in the downtown area. The study area 
has approximately 300 buildings, with 853,000 square feet of inventoried space. 
This inventory includes 13 buildings with about 30,000 square feet of storage and 
unfinished (or un-marketed) space but excludes the 41,400 square-foot Shoe 
Factory, which is slated for renovation. 

Table 1. BUILDING USE BY CATEGORY, 
DOWNTOWN LEBANON STUDY AREA,
2017

Category Number Sq. Feet Share

Retail                79 188,300 22%
Office                83 191,884 23%
Industrial Service                  9           43,649 5%
Civic/Religious                13 124,796 15%
Accommodation                  3           18,563 2%
Event/Fairgrounds                  3           64,976 8%
Education                  7 44,098 5%
Residential Buildings 76           77,853 17%

TOTAL 287 852,540 100%
Storage/Unfinished                13           29,864 4%

Note: Excludes Shoe Factory (41,392 SF).

Sources: Warren County Auditor, businesses, 
and Randall Gross / Development Economics.

There is roughly an equal mix of retail and office space (22% each), with 
about 17% in residential uses and 15% in civic and religious use. Other 
downtown uses include the Fairgrounds and event space, accommodation, 
education, and industrial services. Inventory and business performance are 
described below by specific use. 

Sub-Areas

The study area can be disaggregated into three sub-areas: North 
Broadway, On-Broadway, and Off-Broadway. All three areas have 
retail/commercial use. The central business district is focused On-Broadway, 
where civic uses along with destination retail and dining, finance and non-profit 
offices, personal and business services, and (vacant) apartments are clustered. 
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Chart 2

Off-Broadway (side streets in the downtown area) tend to have more of 
the vacant retail, entertainment uses (one), utility and contracting offices, medical 
and professional offices, storage, apartments, civic and religious uses, industrial 
and automotive service. Meanwhile, North Broadway has the Fairgrounds plus 
more of the study area’s single-family housing, school, and accommodation (one 
motel) use. 

Retail

There are about 80 retail businesses in nearly 190,000 square feet of 
retail space, roughly equivalent to the size of a community shopping center. The 
downtown area has a fairly diverse business mix, with 50% in shopper’s goods 
(for which consumers comparison shop), 20% in convenience goods, and 15% in 
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eating & drinking establishments.  There is a healthy occupancy rate of about 
95%, but there is frequent turnover and high occupancies are maintained through 
relatively low, stable rents. 

Table 2. RETAIL BUSINESS SPACE BY CATEGORY, 
DOWNTOWN AREA, LEBANON, 2017

Category Number Sq. Feet Percent

Convenience                14           38,409 20.4%
Shoppers Goods                39           89,396 47.5%
Eating & Drinking                11           25,903 13.8%
Entertainment                  1             7,136 3.8%
Personal Services                11           17,779 9.4%
Vacant                  3             9,649 5.1%

TOTAL                79 188,272 100.0%

Sources: Warren  County Auditor, businesses, 
and Randall Gross / Development Economics.

Existing Businesses

The existing business mix includes a healthy supply of convenience stores 
and gas stations, apparel & accessory stores, home furnishings and antique 
stores, hardware store, gift shops, full-service restaurants (albeit with limited PM 
hours), and hair salons. There is more than 25,000 square feet in six gas stations 
and convenience stores. There is about 26,000 square feet in 11 used 
merchandise (e.g., antique) stores, 17,000 square feet in six apparel & accessory 
stores, and 21,000 square feet in eight full-service restaurants. There are six gift, 
novelty and souvenir shops, a logical number given the amount of tourism 
attendance generated by the various festivals and events. There are 11 hair 
salons and other personal service establishments in the downtown area. 

Existing Gaps

There are other store categories that are under-represented in the current 
mix. These include grocery stores, entertainment venues, destination eating &
drinking (open in PM hours), shoe stores, furniture stores, department or general 
merchandise store, books & music stores, hobby/toy/game shops, musical 
instrument suppliers, and sporting goods stores. A detailed inventory of retail 
businesses by type of establishment is provided below.
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Table 3. COMMERCIAL SPACE INVENTORY, DOWNTOWN
LEBANON STUDY AREA, 2017

Category Number (Percent) Sq. Ft. (Percent)
Convenience

Grocery                 -   0%                   -   0%
Convenience                  2 3%             6,752 4%
Specialty Food                  5 6%             9,060 5%
Health/Personal Care                 -   0%                   -   0%
Gas/Convenience                  4 5%            18,330 10%
Florist                  2 3%             2,137 1%
Liquor                  1 1%             2,130 1%
Miscellaneous                 -   0%                   -   0%

     Sub-Total                14 18%            38,409 20%

Shoppers Goods
Apparel                  6 8%            16,723 9%
Accessory                  2 3%             2,654 1%
Jewelry                  1 1%                798 0%
Shoes                 -   0%                   -   0%
Furniture                 -   0%                   -   0%
Home Furnishings                  4 5%            10,537 6%
Appliances                 -   0%                   -   0%
Hardware/Paint                  2 3%            14,488 8%
Garden Supply                  1 1%             6,232 3%
Home Centers                 -   0%                   -   0%
Department Store                 -   0%                   -   0%
Non DS GM, Used, Misc                11 14%            25,979 14%
Auto Dealers                  1 1%             1,836 1%
Auto Supply                 -   0%                   -   0%
Electronics                  1 1%                456 0%
Books/Music                 -   0%                   -   0%
Musical Instruments                 -   0%                   -   0%
Gift, Novelty/Souvenir Misc                  6 8%             6,099 3%
Hobby/Toy/Game                  2 3%             2,155 1%
Luggage/Leather                 -   0%                   -   0%
Office Supply/Stationary                  1 1%                720 0%
Sewing/Piece                 -   0%                   -   0%
Sporting Goods                  1 1%                720 0%

     Sub-Total              39 49%            89,396 47%

Dining & Entertainment
Restaurant-LS                  2 3%             3,532 2%
Restaurant-FS                  8 10%            20,871 11%
Drinking Establishment                  1 1%            1,500 1%
Entertainment                  1 1%             7,136 4%

     Sub-Total                12 15%            33,039 18%

Personal Services                11 14%            17,779 9%

        TOTAL                76 96%       178,623 95%
Existing Vacant                  3 4%             9,649 5%

GRAND TOTAL                79 100%          188,272 100%

Sources: Warren County Assessor, various businesses, and
Randall Gross / Development Economics.

Retail Business Trends

Data and information collected through interviews with retail business 
owners and from other sources was analyzed in order to examine existing retail 
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business operations. This data suggest that day-trippers represent a substantial 
share of local retail trade, including the Cincinnati area (30% of sales) and 
Dayton (12%). Columbus-based and other tourists represent about 18% of sales, 
on average, while local residents represent just 32% of sales and downtown 
workers 8%. 

Sales trends have generally been stable or 
increasing an average of 0 to 4% per year. 
Thus, sales have basically kept pace with 
inflation. In general, sales performance has 
lagged below national or regional averages, 
with an average of $110 per square foot not 
uncommon in the Downtown Lebanon area 
(compared with $250psf nationwide). 
Business performance is especially poor on 
side streets “Off Broadway.” Business 
owners complain that event visitors rarely 
make their way off of Broadway and onto 
side streets during their limited visits. 

Office

There is about 192,000 square feet of office use in 83 buildings in the 
study area. The largest share of office us is, not surprisingly, in finance, 
insurance and real estate (“FIRE”), with nearly 50,000 square feet or 24.1%.

Table 4. OFFICE BUSINESS SPACE BY CATEGORY, 
DOWNTOWN AREA, LEBANON, 2017

Category Number Sq. Feet Percent

Finance/Ins/Real Estate                19           46,295 24.1%
Professional                23    41,862 21.8%
Business Services/Sales                12           26,609 13.9%
Non-Profit                  8           11,747 6.1%
Medical/Health                10           27,409 14.3%
Contractor/Utility                  5           22,767 11.9%
Vacant                  6           15,195 7.9%

TOTAL                83 191,884 100.0%

Sources: Warren  County Auditor, businesses, 
and Randall Gross / Development Economics.
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Professional, technical and scientific business use accounts for another 
42,000 square feet of office space or 22%. Other, secondary office uses include 
business and medical services (14% each), contractors and utility services 
(12%), and non-profits (8%).  

The new LCNB Bank Operations Center will have 48,000 square feet of 
space, occupied primarily by back-office processing and other administrative 
functions.  Executive functions will remain in the existing bank building, but some 
space in that building will be freed up when administrative uses relocate into the 
new building. Aside from LCNB, there are few new purpose-built office buildings 
in the downtown area. Overall vacancy is hovering at around 8%, which is 
somewhat high but not unusual in a small downtown with aging building stock. 

Residential

There is relatively little residential use within the Broadway corridor or 
immediate area, although there are lovely historic residential neighborhoods 
several blocks from the heart of downtown. Residential activity is critical for a 
lively downtown where people can live, eat, shop, work, enjoy, and recreate. 

Single-family Housing

About 42 detached housing units were inventoried in the study area, 
primarily within a block or so from Broadway. However, there are additional 
housing units further off Broadway on several side streets. The average value of 
the study-area units is $93,600, according to MLS data, compared with $161,200 

citywide. Part of the reason that 
downtown-area housing has less 
value is due to the age and condition 
of units. Study-area units have an 
average age of more than 110 years 
(built in 1906). 

Multi-family Housing

There is limited multi-family housing, 
with 34 buildings having a total of just 
about 80 residential units (including 
53 upper-floor units). There are only 

about three true multi-family apartment buildings (with more than 5 units), and 
these buildings only contain a total of 27 units. Overall downtown-area residential 
vacancy is estimated at about 12%, with rents ranging from $475 to $550 per 
month (versus $761 citywide).  Again, downtown rents fall below citywide 
averages, partly due to the age and condition of downtown properties. 
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Existing Market Base

An estimated 75% to 80% of the existing housing market originates 
outside of the Lebanon area, according to downtown-area brokers.  About 10% 
are estimated to be investors, 70% are job transfers (e.g., DHL employees), and 
10% are local, 1st-time buyers.  A need has been identified for “maintenance-
free” condominiums and patio homes in the area. Key strengths relate to the 
location, 30 to 35 minutes from both Dayton and Cincinnati CBD. Mason’s 
manufacturing base is very close and Lebanon is ranked fairly highly for 
“livability.” Key weaknesses include the lack of amenities and growing 
competition from new, traditional neighborhood developments (TNDs) in the area 
that offer lifestyle amenity value equivalent to a walk-able downtown. 

Civic Uses & Education

Downtown Lebanon also fulfills its role as a civic node and a center for 
community recreation, education, and cultural life. Lebanon is an historic center 
for private fraternal organizations including the Masonic Lodge, American Legion, 
BPO Elks, and Miami Valley Aerie (Eagles) / FOE. There are several churches in 
or near the study area including Riversway Fellowship, St. Francis de Sales, St. 
Patrick’s, Lebanon United Methodist Church, and Calvary Baptist Church.  
Downtown is home to the Town Hall and offices of the municipal engineer, 
electric department, etc. Parks and open space include the Public Square Park, 
Bicentennial Park, and Colonial Park-West. Finally, downtown is a center for 
history and education, with the Warren County History Center, the Public Library, 
Lebanon Music Academy, Glendower Mansion, and Berry Middle School. 

Other Uses

The Downtown-North Broadway area also has a variety of other uses, 
including motels, audience support facilities, storage, and industrial use. 
Accommodation uses include the Golden Lamb Inn as noted above, as well as 
the low-budget Carefree Inn and Simplify Rental Services. In general, lodging 
uses are extremely limited, given the size of the annual event attendance to the 
downtown area. There are few rooms, yet also low occupancy among rooms that 
are either in a low-budget motel or historic inn. There is not much in the way of 
mid-market or new/updated lodging facilities in or near the downtown area. 

Of course the Warren County Fairgrounds are a major anchor for North 
Broadway. There is also Enchanted Village, an event space in the downtown 
area.  There are an estimated 13 to 20 upper-floor storage uses in finished and 
unfinished space. Among the industrial service uses in the downtown area are 
automotive service, contractors, car wash, the municipal garage, and Elbinger 
Shoe Factory (42,000 square feet). 
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Section 3. SITE ANALYSIS

A site analysis was 
conducted to assess the physical 
conditions and general factors 
impacting on the downtown 
area’s competitiveness for retail 
and housing. This analysis 
examined location, access, 
exposure, building conditions 
and historical context, existing 
uses (as described in Section 2), 
nearby uses, management, 
marketing and other factors. 
Based on this analysis, the key 
strengths and challenges were 
identified and discussed below.

Location and Access

Lebanon is the County Seat of Warren County. The city is located in 
south-western Ohio, straddled by I-71 and U.S. Highway 42. Not far away, 
Lebanon has access to I-75 towards Dayton (north via Ohio Routes 48 and 72 
through Springboro). The two interstates form important commuter corridors 
connecting Lebanon to downtown Cincinnati and downtown Dayton. As part of 
the Cincinnati Metropolitan Area, Lebanon has access to a market base of 2.165
million people (ranked 28th in the country). Within the broader region including 
Dayton and the Miami Valley (a metro area of 800,000, ranked 72nd), Lebanon 
has access to a market of 2.9 million. While this regional market has experienced 
relatively slow growth (or a decrease, in the case of Dayton), it still represents a 
major market of national significance. 

The study area (Downtown Lebanon and North Broadway) is located 
along Highway 42 (Broadway) and thus has direct access to Cincinnati via 
Mason, Pisgah and other suburban areas further south and west. However, 
downtown is located more than three miles from I-71, via East Street/Deerfield 
Road and Ohio Route 48. Downtown is 31.6 miles from downtown Cincinnati 
(about a 40 minute drive, depending on traffic). Downtown Lebanon is just 27.7 
miles from downtown Dayton, but also a 40-minute trip. Thus, Downtown 
Lebanon is a fairly-equal commute from both Dayton and Cincinnati. Lebanon 
also has good access and proximity to Mason and Kings Island theme park, one 
of the state’s major visitor attractions, with 3.3 million visitors just 17 minutes’ 
drive away from Downtown Lebanon.
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Historical Context & Architecture

Lebanon has an interesting history as an early 19th century settlement, 
County Seat and home to a once-thriving Shaker community. Its location near 
larger cities like Cincinnati and Dayton created competition but also allowed the 
city to grow and prosper as a regional trade and supply node. An unusually high 

percentage of the city’s 
historic structures remain 
intact, so downtown offers a 
wonderful historic context for 
residents and visitors alike. 
Festivals and events have no 
doubt thrived in Lebanon in 
part because of the historic 
character of the downtown 
that provides it with an 
ambiance and walk-ability 
unique in the region. 

The Golden Lamb Inn (Historic American Buildings Survey)
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Lebanon has a unique collection of vintage and historic gas stations, 
several of which have been preserved and rehabilitated for new uses including 
the railway office. 

Adjacent Uses & Amenities

Downtown Lebanon is generally surrounded by residential neighborhoods, 
many of which also retain their historic context. Neighborhoods along South 
Broadway especially, offer beautiful 
Victorian homes and other buildings 
with stunning architectural styles and 
features. Even industrial service areas 
near downtown offer vintage and 
historical building architecture that 
complements, rather than distracts, 
from the historic ambiance of 
downtown. Along North Broadway, the 
unique historic character of downtown 
tends to dissipate. Surrounding 
neighborhoods offer suburban housing.  

Colonial Park is situated on the east
side of North Broadway, while the 
Warren County Fairgrounds are 
located along the west side. The 
Fairgrounds once hosted regular 
harness racing events, but those 
events have been relocated and the 
track is now used for training. The 

track is slated to be replaced by a new Event Center. 
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Berry Intermediate School (soon to be replaced), located on the west side 
of North Broadway, offers a wonderful large campus and open space along the 
corridor. The French Run (pictured) provides an under-utilized resource along 
North Broadway as a public amenity and natural setting. These and other 
facilities provide amenity value to downtown and surrounding neighborhoods. 

Management and Marketing

There is no City agency responsible specifically for marketing downtown 
Lebanon, although the City’s Economic Development Director does have 
responsibility for marketing the city as a whole, primary for industrial prospects. 
Downtown merchants are members of the local Main Street organization.  This 
organization primarily sponsors festivals and events, or works with the various 
entities responsible for those activities. Main Street also manages the downtown 
web page (mainstreetlebanon.org) and other marketing projects. As primarily a 
marketing entity, Main Street does not work on management and development 
issues per se, nor offer incentives, acquire or preserve properties, or recruit new 
businesses, investors, and developers to Downtown Lebanon. 

Marketing challenges are presented by the limited resources available for 
Downtown to market its assets beyond special events. There are also issues 
relating to the downtown’s dependency on such events. As noted earlier, 
downtown businesses generate a substantial share of their sales, on average, 
from out-of-town patrons. And, much of this patronage occurs during special 
events. However, the impact of such events and of tourism in general, appears to 
be limited to the blocks along Broadway between South and Silver, and in 
particular, the one block between Main and Mulberry. Shops on side streets have 
difficulty accessing this market, particularly since it is so concentrated during the 
several days of the year when thousands of prospective patrons visit. 

Strengths & Challenges

Based on the assessment of existing conditions, a number of key 
strengths and challenges have been identified that would need to be addressed 
through the market analysis and resulting strategic recommendations. These 
strengths and challenges are summarized below. 

Study Area Strengths

Downtown Lebanon offers a charming place to visit, historic character, 
original historic buildings and a vintage train ride for day trips. Lebanon has 
proximity and good access to both Cincinnati and Dayton, a regional market with 
nearly 3.0 million residents. Interstates 71 and 75 are located in or near the city, 
offering access to Columbus and other major markets throughout the Midwest. 
The city also has access to Kings Island, one of the most-visited attractions in 
Ohio, just minutes away from downtown Lebanon. 
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The study area’s business base is relatively diverse, and is anchored by a 
growing bank and corporate headquarters. Downtown offers a mixed-use district 
that is both walk-able and safe, with an exceptionally strong destination event 
calendar attracting attendance in excess of 240,000 people per year. The Warren 
County Fairgrounds also helps anchor this study area, with a planned multi-
purpose Event Center that could potentially bring more people on a regular basis 
to visit the downtown area. There are interested investors and business 
operators who have shown a commitment to Downtown Lebanon, and there are 
buildings with potential for rehabilitation and sites available for (re)development. 
The Main Street organization and the City’s Economic Development office 
provide existing structures on which to build marketing, management, financing 
and development efforts. 

Study Area Challenges

While there are strengths associated with Downtown Lebanon, there are 
also several challenges facing the study area relating especially to marketing and 
development. In terms of the existing business mix, there is a lack of dining and 
entertainment or nighttime activity. There is also a lack of destination anchors 
and attractions which could help strengthen downtown’s brand and identity. 
There is a need to expand the length of stay of visitors, who are overwhelmingly 
single-event day-trippers who do not spend the night (90% of the railway 
participants are day-trips only). Per-capita event expenditures for existing 
Lebanon events are unusually low and highly-concentrated. Over-night stays are 
where businesses are most likely to benefit and where the City can generate 
both economic and fiscal impacts. There is also a lack of quality lodging facilities 
with capacity to accommodate overnight guests in the downtown area. 

Among existing businesses, there are inconsistent hours of operation. 
Some businesses are operated more as “hobbies” than as for-profit businesses. 
In addition to the gaps mentioned above, the study area also lacks grocery 
stores, book stores, toy shops, sporting goods stores, shoe stores, full-service 
restaurants and other businesses that serve tourists and residents alike. Many of 
the existing businesses serve a limited demographic in part because there is a 
lack of downtown housing and residents that would supply a “captured” market 
for goods and services for downtown businesses.

While there is a Main Street organization that has been successful (along 
with others) in marketing through events and festivals, there is a lack of a 
coordinated destination marketing strategy.   Again, the event program has been 
hugely successful, but downtown cannot depend on occasional event days and 
will be more successful with a regular client base. “Getting locals to shop 
downtown” has also been an issue for marketing, where many Lebanon residents 
perceive downtown as a place for tourists and not for their regular shopping 
needs. The dependency on event days also magnifies problems and limits 



Think! Downtown Master Plan

               127

Randall Gross / Development Economics

NASHVILLE: 4416 Harding Place, Belle Meade 37205. Tel 202-427-3027 / Rangross@aol.com
WASHINGTON DC: 2311 Connecticut Ave Ste 206 20008. Tel 202-427-3027. Fax 332-1853. Rangross@aol.com
AFRICA: African Development Economic Consultants (ADEC). 27-11-728-1965. Fax 728-8371. Randall@ADEC1.com
UK: 118 Hampstead House, 176 Finchley Road, NW3  6BT London. Tel 44-79 0831 6890. rangross@aol.com

19

sustainability for businesses located off of the “Golden Block” between Main and 
Mulberry. 

Further, downtown lacks a dedicated downtown development entity that 
could work not only on expanding markets and recruiting businesses, but also in 
recruiting and supporting investment and redevelopment in the downtown area. 
The North Broadway corridor in particular lacks cohesion and is not integrated 
well with the downtown core. Issues like the lack of downtown housing, and the 
lack of parking for those people who do live downtown, is not addressed directly 
by any existing entity in Lebanon. 

Overall, Downtown Lebanon has proven to be an attractive location to visit 
for special events, but there is a need to expand the market base to include local 
and regional destination shoppers as well as other tourists who may lengthen 
their stay behind single event days. Local capture rates are unusually low, as are 
sales-per-square-foot ratios. Part of the solution must lie in attracting more 
people to live in Downtown Lebanon in order to create that captured market and 
to enliven downtown during non-event days. The housing and retail market 
analyses are meant to test these opportunities. Findings from the market 
analyses are detailed in the Part 2 Report.   
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Draft
Part 2. MARKET ANALYSIS REPORT:

Downtown Lebanon
Central Business District & North Broadway Master Plan

Prepared for Planning-Next 
On Behalf of the City of Lebanon 

By Randall Gross / Development Economics
May 15, 2017
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INTRODUCTION

A Market Analysis has been prepared as part of the planning process for 
Lebanon’s Central Business District and North Broadway Master Plan.  Existing 
conditions were analyzed and findings presented in a Part 1 Report.  Retail,
Office, and Residential Market Analyses were then conducted in order to forecast 
the potential for downtown business and development. 

The Residential Market Analysis defined the residential market area for 
downtown and projected demographic support for housing within various 
demographic cohorts and niches. Employment was also forecasted as a driver 
for housing demand, which also informed the market forecasts. The competitive 
supply of housing was examined, and Downtown Lebanon’s capture of housing 
demand within the competitive market was then determined. Similarly, retail and 
office market potentials were determined based on demographic or economic 
projections within Downtown Lebanon’s retail trade or office market areas, 
respectively, as well as on demand generated by tourists, downtown workers, or 
other sources. Downtown’s capture and development potentials were then 
determined within the competitive market. The findings from the retail, office, and
residential market analyses are provided in this Part 2 Report. 

Strategic Recommendations for marketing, management, development 
and financing were then generated based on the findings from Parts 1 and 2. 
Those strategic recommendations are provided in the Part 3 Report.
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Section 1. OFFICE MARKET ANALYSIS

This office market analysis was conducted in order to determine the 
current and future potentials for office-based business and real estate 
development within the study area, including Downtown Lebanon and North 
Broadway. The Office Market Area 
was defined and overall market and
sub-market trends were analyzed. 
Employment trends and forecasts 
were assessed, along with a focus 
on employment by office-related 
occupational sector.  Office space 
absorption trends were analyzed and 
forecasted based on moving 
averages. Office space demand was 
forecasted using the analyses of 
employment and sector growth, 
absorption trends and moving averages. Office potential within Downtown 
Lebanon was then forecasted within the competitive framework. 

Office Market Area

Lebanon is considered an adjunct of the Cincinnati and Dayton office 
markets. In general, Lebanon forms part of the I-71 Corridor Office Sub-market, 

although it is also situated directly adjacent 
to the I-75 Office Sub-Market. Lebanon is an 
independent office market but its 
performance is tied to Mason and to the I-71
and I-75 corridor sub-markets. Other 
Cincinnati-area office markets include the 
East Side, Northern KY (East & West), West 
Side, North Central, Central City, and 
Downtown.  

Some brokers define the market differently
to include Blue Ash, Kenwood/Montgomery, 
Tri-County, and the Northern Kentucky 
Waterfront as separate sub-markets. But the 

I-71 and I-75 corridors are identified by most brokers fairly consistently. 
Downtown Cincinnati is by far the largest office node and sub-market in the 
region, with more than 18.0 million square feet or nearly 30% of the regional 
market base. The I-71 Corridor Sub-Market has about 5.2 million square feet of 
office space (8.2% of the regional market) and I-75 has 2.5 million square feet
(3.9%). 
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Office Demand

Office demand was forecasted for the market area based on a number of 
factors, including employment trends and forecasts, office occupational 
employment, absorption, demographic change and other factors. Below is a 
summary of key findings.

Employment-Generated Demand Forecasts

At-place employment was forecasted by industry sector and certain sub-
sectors for Lebanon and surrounding areas through 2022. Based on these 
forecasts, it was determined that the fastest growth will be in construction, health 
care, administrative services, professional & technical services and 
accommodation & Foodservice. 

Table 1. AT-PLACE EMPLOYMENT FORECASTS
BY SECTOR, LEBANON, 2017-2022

2017-2022 Change
Industry 2017 2022 Number Percent

Ag/Mining             3             3                (0) -1.9%
Construction 286 322               36 12.5%
Manufacturing 2,241 2,256               15 0.7%
Utilities            22            21                (1) -6.3%
Wholesale 301 315               14 4.7%
Retail 1,293 1,339               46 3.5%
Transport            59            62                 2 4.1%
Information            84            86             2 2.5%
Finance 429 444               15 3.5%
Real Estate            93 101                 9 9.2%
Prof/Tech 373 398               25 6.8%
Management            35            36           1 1.8%
Administrative 346 380               34 9.8%
Education 1,929 1,922                (7) -0.3%
Health Care 1,505 1,696             191 12.7%
Arts/Entertainment 583 600               17 2.9%
Accommodation/FS 909 956               47 5.1%
Other Services 260 269               10 3.7%
Public Admin 1,079 1,056              (23) -2.1%

TOTAL 11,830 12,263             433 3.7%

Sources: JobsOhio; U.S. Bureau of the Census; and 
Randall Gross / Development Economics.

Overall, the local economy will add about 430 jobs and grow by nearly 
4.0% over the next five years. The largest number of jobs (nearly 200) will be 
added in health care, followed by accommodation & foodservice (50), retail (50), 
construction (40), administrative services (30), and professional & technical 
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services (30). Growth in administrative, professional and technical services in 
particular can help boost demand for office space in the downtown area. 

Employment was also forecasted based on occupational sector, which can 
be related more directly to the demand for office space. At present, Lebanon has 
about 10,000 jobs in selected occupations with some office component.  Growth 
of 4.4% (0.88% per year) is expected within these occupations, generating about 
440 new jobs to the city by 2022. 

Table 2. EMPLOYMENT FORECASTS BY SELECTED
OCCUPATIONAL SECTORS, 2017-2022

2017 Lebanon 5-Year Growth
Occupational Sector Employment Rate Number

Management & Business            3,440 4.4%                   150 
Service Occupations            1,805 6.1%                   110 
Sales & Office Admin            2,837 3.3%                     95
Resources, Construction              643 6.4%                     41
Production & Transport            1,260 3.5%                     44

TOTAL            9,985 4.4%                   441 

Sources: JobsOhio; U.S. Bureau of the Census; and 

Randall Gross / Development Economics.

Much of this job growth will be in management, services, and office 
administrative occupations. The office component of these occupations was 
determined based on survey data generated by the Building Owners and 
Managers Association (BOMA) as well as on information provided on 
employment at Lebanon businesses. Overall, the city is expected to gain nearly 
200 office workers over the next few years, including 100 or more in 
management and business services, 50 in sales and office administration 
services, 30 to 40 in service occupations, and 5 to 10 in other occupational 
sectors. 

Office Space Demand. The growth in office-related employment will 
induce demand for office space at various rates depending on productivity levels 
for various occupations and other factors. The occupational sector forecasts 
coupled with broader employment forecasts suggest job-induced demand for 
40,000 to 45,000 square feet of office space by 2022. Employment-induced office 
demand forecasts are summarized below by occupational sector.
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Table 3. JOB-INDUCED OFFICE DEMAND, 
DOWNTOWN LEBANON, OH 2017-2022

New Office Lebanon-Area Downtown
Occupational Sector Workers Square Feet Potentials (SF)

Management & Business              100            26,112               15,667 
Service Occupations                34              7,239                3,837 
Sales & Office Admin                49              7,335              4,401 
Resources, Construction                  1                 250                   105 
Production & Transport                  5                 974                   312 

TOTAL              190            41,911               24,322

Sources: BOMA and Randall Gross / Development

Economics.

More detailed analysis of occupational growth suggests that much of this 
demand will be concentrated in information technologies, back office and other 
administrative service functions. 

Office Absorption and Office Demand Forecasts

Office demand was also forecasted based on office absorption (change in 
occupancy) trends, moving averages, comparables, and economic cycles. The 
Cincinnati market has been absorbing an average of about 900,000 to 1.0 million 
square feet per year over the past five years. This period represents an up-cycle 
in the market, as business investment and employment have recovered from 
recession.  

Absorption within the I-71 Corridor of which Lebanon is a part (led by 
Mason) has averaged 76,700 square feet per year, representing about 7 to 8% of 
the Cincinnati market. The adjacent I-75 Corridor has averaged negative 
absorption of 61,200 square feet per year over the same period, despite the 
overall long-term strength of the corridor for growth between Cincinnati and 
Dayton. That being said, the rate of decline in occupancy has slowed in the I-75
Corridor and may be entering positive absorption this year. 

Downtown Potentials

Based on the employment-induced model, the study area is expected to 
capture demand for about 24,000 to 28,000 square feet, depending on how pro-
active business recruitment and development efforts may be.  Capture was also 
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determined in the absorption model based in part on Lebanon’s historic capture 
within the competitive sub-market, on information collected from downtown 
businesses on their market sources and growth rates, and on assumptions 
regarding pro-active marketing opportunities for downtown.

Based on these inputs, a target has been set of achieving 6.0 to 6.5% of 
sub-market absorption per year through 2022. At this target, Downtown Lebanon 
should be able to capture demand for 4,990 square feet per year or 24,930
square feet by 2022. This absorption-based number is roughly equivalent to 
forecasted job-induced demand of 24,322 over the same period.  Assuming that 
the existing 15,000 square feet of vacant space were marketable as-is, there 
would be net demand for another 10,000 square feet of new office space in the 
downtown area by 2022. 

Summary

The office market analysis examined historic market performance and 
trends as well as projected economic growth to determine demand within the 
broader I-71 sub-market.  Downtown’s share of that demand was then 
determined under both employment-induced and absorption-based models. 
Overall, the market should see demand for 40,000 to 50,000 square feet of office 
space over the next five years. Downtown Lebanon should capture 24,000 to 
28,000 square feet of that office market potential, if there is a pro-active 
marketing effort to recruit business and establish viable and competitive office 
locations. The strategies for maximizing these pro-active efforts are described in 
the Part 3 Report. 
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Section 2. RESIDENTIAL MARKET ANALYSIS

A residential market analysis was conducted to assess the potential for 
housing in the Downtown area and North Broadway. This analysis examined the 
demand for both rental and for-sale housing within the competitive market. As 
noted in the Part 1 Report, there is very little new housing within the study area, 

although there are historic 
neighborhoods within and surrounding 
Downtown and North Broadway.  For 
the purposes of this analysis, the 
housing market area was defined and 
household demographics forecasted 
within the housing market area. 
Demand generated by growth or 
change in market area demographics 
was determined along with 
employment-generated demand and 
other sub-markets. Finally, potential 
for study-area housing development 

was forecasted in consideration of the competitive supply. 

Housing Supply and Tenure

There were about 7,900 residential units in Lebanon in 2015. The city has 
added about 1,700 units or nearly 30% since 2000. Most of the housing in 
Lebanon (62%) is in single-family detached dwellings, including housing in 
historic neighborhoods as well as more recently-constructed suburban housing 
stock. Among single-family units, 83% are detached and 17% are attached. The 
number of single-family housing units has increased faster than other forms of 
housing in the city, indicating continued investment in this form of housing within 
the existing market. 

Attached housing has increased at a faster rate than detached, but there 
are still relatively fewer townhouses or attached housing than there are detached 
units. According to the U.S. Bureau of the Census, there may have been a 
decrease in multi-family units since 2000, although more research is needed to 
identify the exact locations of such buildings and units. Some duplex or triplex 
units may have been converted into single-family housing, but the City could help 
confirm whether this has been the case. Regardless of the overall trend, the city 
of Lebanon today offers few options for those seeking to live in maintenance-
free, multi-family dwellings (either rental or for-sale units). Further, there is limited 
land zoned and available for large-scale suburban residential development in the 
city. These factors can help boost opportunities for downtown residential 
redevelopment and infill.
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Table 4. HOUSING SUPPLY TRENDS, 
LEBANON, 2000-2015

Units in 2000-2015 Change
Building 2000 2015 Number Percent

1-Detach 3,468 4,881            1,413 40.7%
1-Attach             373           828              455 122.0%

2-4 1,347 1,090             (257) -19.1%
5-9             481           404               (77) -16.0%
10-19             143           477 N/A N/A 
20-50             244           199               (45) -18.4%
50+            118              -               (118) -100.0%

Mobile/Other               31             31                 - 0.0%

TOTAL 6,205 7,910            1,705 27.5%

Sources: U.S. Bureau of the Census and
Randall Gross / Development Economics.

Construction Trends

Trends in building permits were analyzed to provide more context with 
respect to the change in residential development in the city and surrounding 
areas. These trends confirm a long-term pattern favoring single-family housing.

Chart 1
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However, as illustrated above, overall housing construction has fallen 
precipitously since about 2004. Construction peaked in 1999 with a total of nearly 
400 units permitted in the city. In 2004, the total was 234, but by 2013, the 
number had fallen to just 10 units. Most of this decrease can be attributed to the 
falloff in single-family permitting due to changes in policy, with 217 single-family 
units permitted in 1996 and only 8 units permitted in both 2013 and 2015. 
Construction of 2-4-unit buildings fell off in the late 1990s, from 66 units in 1996 
to just 8 units in 2000, although such buildings continued to be permitted through 
2005. Since then, only 18 units were permitted over 11 years. Multi-family 
construction (for buildings of over 5 units) has fluctuated over time, with one or 
two projects permitted about every two to three years. However, large projects 
(with 144 units in 1999 and 108 units in 2003) occur less than in the past. 2014 
saw permits for 69 multi-family units, which was the only project with more than 
50 units permitted in 12 years. 

Housing Tenure

Given that there is a dearth of multi-family residential buildings in 
Lebanon, it is surprising that nearly 40% of the city’s units are renter-occupied. 
This indicates that a large share of single-family attached and detached units are 
occupied by renters. It can be assumed that those seeking to rent an apartment 
in Lebanon are limited to occupancy of a single-family house. Certainly houses 
can also be a preference to a share of renters, but demographics usually point in 
another direction. 

Table 5. HOUSING TENURE BY AGE COHORT, 

LEBANON, 2015

Age 
Cohort Renters Owners TOTAL Share Rent

15-24          190               33              223 85%

25-34             670             623           1,293 52%
35-44             600             940           1,540 39%
45-54             537 1,191           1,728 31%
55-64           387             861           1,248 31%
65-74             244             477              721 34%

75-84               82             318              400 21%

85+               13               71                84 15%

TOTAL 2,723 4,514           7,237 38%

Sources: U.S. Bureau of the Census and Randall Gross / 

Development Economics.
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Young singles, recently divorced or widowed individuals, relocating 
workers, young couples without children, the elderly or infirm, and many empty 
nesters will prefer multi-family housing or at least maintenance-free housing, for 
a variety of reasons. Also, the marginal cost of maintaining individual single-
family rental units is typically much higher than it is for multi-family units. As a 
result, single-family landlords either chose to raise their rents (when the market 
allows) or limit maintenance costs (thereby degrading the long-term viability of 
the housing stock).  

The relationship between age and tenure is very strong in Lebanon. 
Rental tenure peaks at 85% among those householders aged 15 to 24. In other 
words, the youngest segment of the housing market is extremely likely to rent 
rather than own their home in Lebanon. But even among those householders 
aged 25 to 34, a majority are renters in Lebanon. These young singles and 
families may not yet be in a position, or may not prefer, to own a house. Or, since 
there is little choice, they cannot locate a for-sale property such as a 
condominium unit or small, affordable home in the right location that meets their 
needs or lifestyle. And even among those aged 45 to 74, around one-third of 
householders are renters. Within Lebanon, the least likely to rent are the elderly 
over age 85. Again, they may have few choices, such as independent living or 
senior communities, or “patio home” apartments and other low-maintenance 
types of dwellings. 

Housing Market Area

The Downtown Lebanon Housing Market Area was defined in 
consideration of a number of factors. Existing sources of housing market demand 
were identified in part based on information provided by local residential brokers. 

Map 1. Lebanon Commutation Patterns
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One of the key factors identified through this research was the fact that 
much of the city’s current demand is driven by people relocating for their jobs. 
Thus, an important consideration is the city’s commutation pattern, or where the 
people who work in Lebanon currently reside. Those locations are part of the 
Lebanon housing market because they represent a source of market demand for 
people working in the city. 

Of course, other important sources include first-time buyers, “move-ups,” 
and “move-downs” within Lebanon itself and surrounding areas like Mason. 
There are also target niches for Downtown Lebanon such as people who are 
renting in other small downtown areas in the region or empty nesters who might 
consider moving down from a large home in Cincinnati or its suburbs to the 
“small town life” in Lebanon. Ultimately, the geographic definition of the Housing 
Market Area included all or parts of the following zip codes: 

• 45036 – Lebanon
• 45040 – Mason
• 45242 – Montgomery / Blue Ash
• 45202 – Cincinnati CBD neighborhoods
• Other NE Corridor Area – Burlington, Fairfield, Franklin, Hamilton, 

Middletown, Springdale, etc. 

Again, while this area constitutes the geographic definition of the Market 
Area, there are various niches considered within this area and beyond. 

Demographic Forecasts

Household demographic factors were forecasted within the Housing 
Market Area and selected target niches as a basis for assessing current and 
future housing demand. These forecasts were made for each of the individual 
geographic sub-markets and niches within the broader Market Area. 

Within Lebanon

As an example, Lebanon (45036) is expected to add more than 360 net 
new households over the next five years. Importantly, baby boomers will continue 
to generate a substantial share of household growth and demand in the housing 
market, much as they have for the last 40 to 50 years. At the same time, those 
householders who constitute the “baby bust” (aged 35-54 in 2022) will generate 
lower demand for housing simply because there are fewer of these 
householders.   Among the 360 or so new households, there is likely to be about 
240 who would naturally seek to purchase a home, and 120 who would be likely 
to rent.  
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Table 6. HOUSEHOLD FORECASTS BY AGE &
TENURE, LEBANON, 2017-2022

Age Cohort Renters Owners Total

15-24                 49                  9               58

25-34                 25                 24               49
35-44                (81)              (126)            (207)
45-54                (82)              (181)            (263)
55-64                 71                157             228 
65-74                 93                181             274 

75-84                 41                158             199 

85+                   4                 22               26

TOTAL              121                243             364 

Sources: U.S. Bureau of the Census; Nielsen; and
Randall Gross / Development Economics.

Household change was also forecasted by income and other factors. 
Within the Lebanon area, there will be growth among higher-income households. 

Table 7. HOUSEHOLD FORECASTS BY INCOME
COHORT, LEBANON, 2017-2022

Age Cohort 2017 2022 Change

<$15,000              697             646                (51)

$15-$25,000              973            912                (61)
$25-$35,000              964             906                (58)
$35-$50,000           1,421 1,469                 48
$50-$75,000           2,424 2,225              (199)
$75-$100,000           1,894 1,961                 67

$100-$125,000           1,451 1,515                 64

$125-$150,000              957 1,070               113

$150-$200,000              942 1,069               127

$200,000+      1,024 1,338               314

TOTAL 12,747 13,111               364

Sources: U.S. Bureau of the Census; Nielsen; and
Randall Gross / Development Economics.

This growth is largely a function of three factors. First, baby boomers have 
or are reaching their peak earning years, so the overall household base within 
higher-income cohorts will increase. Second, 2022 incomes as expressed here 
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are not adjusted for inflation, so they are naturally higher than they would be in 
2017 dollar terms. Finally, it is expected that incomes in general will continue 
increasing as the nation reaches economic growth levels last seen before the 
global financial crisis and recession of 2008-09. Wealthy households tend to 
generate higher income growth rates during period of economic expansion, 
which further inflates growth in higher-income households.

Competitive Framework

There is significant, competitive single-family housing development 
throughout the surrounding area, especially in Morrow, South Lebanon, Mason, 
Franklin, and Maineville. The Trails of Shaker Run is among the new home 
developments in or near Lebanon, with builders including Ryan Homes, M/I, 
Maronda, and Fischer represented. Homes in that development are priced from 
$226,000 to $460,000, with most in the $240,000 to $280,000 range. In Morrow 
are Shepherds Crossing (Drees), Village of Classicway (Ryan), Woodlands at 
Morrow (Maronda, Ryan) and others. Homes there are priced from as low as 
$173,000 to $267,000. 

In South Lebanon are Riverside (Ryan), Vista Pointe at Rivers Bend 
(Fischer), and others priced as much as $728,000 on the high end. Mason has 
Ambleside Meadows (M/I Homes, Drees), Willow Brooke at the Estates, 
Reserves of Carmelle (Drees), and others priced from $328,000 to $632,000. 
Greycliff Landing (Maronda) and Renaissance (Fischer, Drees) and others in 
Franklin offer homes in the $190,000 to $400,000 range. Maineville 
developments such as Heritage at Miami Bluffs (Drees, Fischer), Providence 
(Fischer, Maronda), and Regency Park Encore (M/I Homes), offer homes from 
$168,000 to $383,000. 

Relatively few of these communities offer “maintenance-free” housing that 
targets some of the same demographic niches as would a Downtown area like 
Lebanon. Among the “maintenance-free” lifestyle communities in the area are 
Mason’s Marival at Weatherstone (condominiums) or Windemere 
(landominiums), West Chester’s Jeanne’s Creek (patio homes) and Liberty 
Township’s Four Bridges (club homes). The Woods on Wilkens are quad-style 
homes in Mason. Beacon Hill is an example of a competitive townhome style 
development in Mason. 

There are currently about 40 condominium listings in Warren County, with 
most clustered in Mason and a few in South Lebanon and Springboro. The 
condos range in price from $83,500 to $415,900, with most in the $150,000 to 
$220,000 range. There are only four townhome developments actively marketing 
in the county, three of which are in Springboro (e.g., Parkside Row). Townhomes 
associated with Deerfield Towne Center are competitive with Downtown housing 
in Lebanon because they offer low-maintenance urban-style living in walking 
distance to retail shopping and restaurants. These developments are also 
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located closer in to Cincinnati, so they offer access to urban amenities, 
employment opportunities, and downtown attractions. 

Rental housing near Deerfield Towne Center and other shopping 
destinations is also competitive with Downtown Lebanon. New luxury rental 
developments like 122-unit Grandstone (on Wilkens Boulevard) offer rents from 
$1,080 to $2,200 per month, detached garages and walkable access to 
amenities like the Regal Deerfield Towne Center cinemas, restaurants, and 
Whole Foods Market. One-bed units range from 750 to 960 square feet and two-
bedroom units from 1,050 to 1,700 square feet. Apartments offer amenities like 
granite counters and Wifi, swimming pools and gathering areas. Target markets 
for this type of complex are young professionals and empty nesters, similar to 
those targeted for small downtowns like Lebanon’s. 

Rental Market Potentials
Study Area rental housing potentials were forecasted based on positioning 

within the market area and sub-markets are defined above. This analysis 
identified potential for 150 to 240 rental units in the downtown area, including 10 
market-rate units and 100 to 140 “workforce” housing units. Workforce housing 
was defined as housing for those working families with less than 80% of the area 
median income. This group might include local public employees (e.g., 
firefighters, school teachers, etc), restaurant and hotel service workers, and 
others. Overall potentials are summarized below.

Table 8. RENTAL HOUSING POTENTIALS, 
DOWNTOWN LEBANON, 2017-2022

  
Area Capture Market

Rent Range Moderate High Rate
  

$           200                  45                  56                     -   
$           400                  32                  45                     -   

$           600                  25                  41                     -   

$           700                  20                  36                     28
$           800                  14                  27                     20
$        1,100                  17                  35                     26
$        1,200                  13                  32                     23

$        1,500                  10                  31                     21
        

TOTAL                153                    240                   118 

Workforce               101                141
        
Sources: U.S. Bureau of the Census; Nielsen; and 

Randall Gross / Development Economics.
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Target niches for study-area rental housing include relocating workers, 
young professionals, singles (i.e., recently-divorced or widowed), young couples 
without children, and some seniors. Market rents should range from $650 to 
$1,500 per month, depending on size / number of bedrooms, building amenities, 
and finish. Workforce rents would range from $250 / $300 to $700 per month. 

For-Sale Housing Potentials

There are also opportunities for development of for-sale housing units in 
the study area, including Downtown as well as North Broadway. Potential for 
about 60 to 90 for-sale units was forecasted over the next five to ten years. 
Absorption was forecasted on a phased basis, with Phase 1 to include potential 
for 20 to 35 units by 2022 and Phase 2 to offer potential for another 40 to 55
units by 2026. 

Target niches for for-sale housing in the Downtown area include empty 
nesters and “move-downs” from within Lebanon and Mason, central Cincinnati 
neighborhoods, and from throughout the region. There is also a “lifestyle market” 
among those looking for small-town life, geared to empty nesters, home workers 
and small entrepreneurs, or those who prefer relatively-inexpensive historic 
housing. It is assumed that a pro-active marketing campaign would be generated 
to recruit these buyers. 

Market-rate for-sale units would be priced in the range of $218,000 to 
$367,000, but there is also the need and opportunity for smaller and more 
affordable units priced from $110,000 to $160,000. 

Table 9. FOR-SALE HOUSING POTENTIALS, 
DOWNTOWN LEBANON, 2017-2022

  
Area Capture Market

Price Point Moderate High Rate
  

$    106,250                       0                    0                  -

$    156,250                       2                    3                  -

$    218,750                       5                 8                   7
$    247,500                       4                    8                   6
$    288,750                       2                    5                   4
$    367,500                       2                    9                   6

TOTAL                     15                      34                  22
  

Sources: U.S. Bureau of the Census; Nielsen; and 
Randall Gross / Development Economics.
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Certainly housing priced at the lower end of this spectrum may be difficult 
to build, based on pro forma construction costs and profit margins. Thus, the 
concept of building smaller units may provide an affordable option to help cover 
this portion of the market. 
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Section 3. RETAIL MARKET ANALYSIS

The retail market analysis determined potential for retail businesses, 
restaurants and drinking places, entertainment venues, and personal service 

establishments within the study 
area. Potential demand was 
compared with existing supply 
within the study area to 
determine the “warranted” 
demand within Downtown and 
the North Broadway area.  The 
Downtown Trade Area was 
defined and household 
expenditure potentials forecasted 
by type of business. Tourist- and 
downtown employee-generated 
demand was also forecasted. 
Downtown capture within the 

competitive market was then determined and potentials for specific types of 
businesses defined. Based on these findings, a recommended retail business 
mix is provided as an input to strategic planning. 

Key Issues to be Addressed

There are several key issues identified in the Part 1 Report that would 
need to be addressed for the Downtown area to enhance its competitive for retail 
businesses. These issues provide a framework for testing certain opportunities 
as part of the market analysis. Among the key issues are the ability of Downtown 
to capture more of the local market base, with current capture rates and sales 
per square foot unusually low.  The concept of offering merchandise at prices 
appealing to a broader consumer base is tested here. Findings from the Housing 
Market Analysis are also integrated here to test opportunities generated by 
downtown residents.   The other key issue is that the city’s large event visitor 
base is not translating into increased sales for businesses, with at least 90% of 
event visitors arriving as day trippers. Per-capita expenditures are low and are 
highly-concentrated. So the opportunities for more destination offerings are 
tested. 

Retail Trade Area

The Retail Trade Area was defined for Downtown and North Broadway 
based on consumer behavior, commutation patterns, transportation accessibility, 
travel times, exposure, natural and man-made barriers, and other factors. About 
70 to 80% of sales would normally be generated from households within the 
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trade area, not including tourists and downtown workers. The trade area was 
then disaggregated into four sub-markets based again on consumer behavior 
and travel patterns. Area A includes primarily Lebanon (Zip Code 45036), while 
Area B includes communities further north and east of Lebanon (Zip Codes 
45068, 45370, 45054, and 45065). 

Map 2. Retail Trade Area

Area C includes primarily those outlying communities south and east of I-
71 (Zip Codes 45039, 45152, 45113, and 45177). Finally, Area D includes Mason 
(Zip Code 45040). Additional inflow from the Dayton and Cincinnati areas support 
the study area’s retail sales. 

Demographic Forecasts

Household demographics were forecasted for the Trade Area and its 
various components. Excluding the “Destination” markets of Dayton and 
Cincinnati, the Trade Area has a total of 65,000 households, which is expected to 
increase by 3.7% by 2022. Trade Area median income is estimated at $76,100, 
expected to increase by at least 1.0% above inflation within the next five years. 
Among destination markets, Cincinnati is growing much faster than Dayton, with 
Cincinnati adding 2.1% to its household base (versus 0.1% in Dayton) and 3.1% 
in median household income (versus static incomes in Dayton). 

Area A (Greater Lebanon) has a total population base of about 44,800, 
which is expected to increase by 2.7% to 46,000 by 2022. The area’s household 
base of 15,000 is expected to increase by 3.8% or about 600 by 2022. Finally, 
median household income estimated at $72,960 will increase to $74,900 (2.6%) 
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by 2022. Demographic forecasts for each of the sub-markets are summarized 
below for population, households, and median income. 

Table 10. DEMOGRAPHIC FORECASTS, RETAIL TRADE AREAS,
LEBANON, 2017-2022

2017-2022 Change
Factor 2017 2022 Number Percent

Area A-Greater Lebanon
Population               44,835              46,038             1,203 2.7%
Households               14,955              15,523                568 3.8%
HH Income $           72,961 $          74,867 $         1,906 2.6%

Area B-Waynesville
Population               15,976              16,326                350 2.2%
Households                 6,106                6,284                178 2.9%
HH Income $           75,213 $          75,471 $            258 0.3%

Area C-Clarksville-Wilmington
Population               63,569              65,779             2,210 3.5%
Households               24,204              24,965                761 3.1%
HH Income $           66,655 $          66,871 $            216 0.3%

Area D-Mason
Population               55,581              58,473             2,892 5.2%
Households               19,312              20,275                963 5.0%
HH Income $           90,689 $          90,412 $          (277) -0.3%

Area E-Cincy Destination
Population           2,230,495 2,272,614           42,119 1.9%
Households             873,156            891,329           18,173 2.1%
HH Income $           58,888 $          60,690 $         1,802 3.1%

Area F-Dayton Destination
Population           1,075,444 1,076,834             1,390 0.1%
Households             439,514            441,732             2,218 0.5%
HH Income $           48,630 $          48,486 $          (144) -0.3%

Note: Income expressed in constant 2016 dollars.

Sources: Nielsen & Randall Gross / Development Economics.

Tourist-Generated Retail Demand

Tourism is an important source of existing and potential retail demand in 
Lebanon. An analysis was conducted of the existing tourist-generated retail 
expenditures and forecasted potentials based on a number of inputs including 
information provided by Downtown businesses, impact studies, surveys, lodging 
facilities, and visitor attractions. Findings from this analysis are summarized in 
the table that follows.



City of Lebanon, Ohio

148 

Randall Gross / Development Economics

NASHVILLE: 4416 Harding Place, Belle Meade 37205. Tel 202-427-3027 / Rangross@aol.com
WASHINGTON DC: 2311 Connecticut Ave Ste 206 20008. Tel 202-427-3027. Fax 332-1853. Rangross@aol.com
AFRICA: African Development Economic Consultants (ADEC). 27-11-728-1965. Fax 728-8371. Randall@ADEC1.com
UK: 118 Hampstead House, 176 Finchley Road, NW3  6BT London. Tel 44-79 0831 6890. rangross@aol.com

21

Table 11. TOURISM-GENERATED RETAIL
POTENTIAL, DOWNTOWN LEBANON

Category Factor Total

OT Visitors           340,158 
Total Spend $                79.91 $   27,181,931 

Restaurants $                25.57 $    8,698,218 
Retail Trade $                  9.03 $    3,071,558 
Entertainment $                  8.63 $    2,935,649 

CBD Capture
Restaurants 85% $    7,393,485 $       739,349 
Retail Trade 78% $    2,395,815 $       239,582 
Entertainment 82% $    2,407,232 $       240,723 

Demand (Square Feet)
Restaurants $                   425             17,396              1,740 
Retail Trade $                   115             20,833              2,083 
Entertainment $                     90             26,747              2,675 

TOTAL             64,977              6,498 

Source: Randall Gross / Development Economics.

Based on research conducted for this analysis, it is forecasted that 
Lebanon will attract a total of about 340,200 visitors per year to festivals, events, 
attractions, or other visits.  Total retail expenditures are forecasted at about $27.2 
million per year. Based on projections, the study area should be able to generate 
tourist-related restaurant sales of $7.4 million, retail sales of $2.4 million and 
entertainment sales of $2.4 million. 

Employee-Generated Retail Demand

Demand for Downtown retail, restaurants, entertainment and services is 
also generated by people who work in or near the study area. These downtown 
employees are examined separately because they form part of a “captured” 
daytime market for downtown goods and services. Existing downtown-area 
employment was estimated at approximately 900, based on the business 
interviews and square footage of downtown businesses. Average employee 
expenditure data was analyzed from surveys conducted by the Building Owners 
and Managers Association (BOMA) coupled with local interviews. Overall, 
Downtown workers spend a total of about $4.4 million in the Downtown area on 
convenience goods ($2.2 million), shopper’s goods ($1.2 million), eating & 
drinking ($850,000), entertainment ($75,000), and personal services ($85,000). 
Total expenditures in these categories is expected to increase by about $220,000 
to $4.6 million by 2022, based on expected sales growth and business trends. 
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Table 12. DOWNTOWN AREA EMPLOYEE-GENERATED RETAIL
DEMAND, LEBANON, 2017 & 2022

Employee Expenditures Sq. Footage Demand
Type of Good 2017 2022 2017 2022

Convenience $   2,221,938 $     2,333,035             4,501 4,726 
Shoppers Goods $   1,185,504 $     1,244,779             4,884 5,128 
Eating & Drinking $      854,727 $       897,464             2,888 3,032 
Entertainment $        73,653 $         77,336                409           430 
Personal Service $        85,120 $         89,376                473           497 

TOTAL $   4,420,943 $     4,641,990            13,154 13,812 

Source: Randall Gross / Development Economics.

Competitive Framework

There are various shopping centers and nodes like 463,000 square-foot 
Deerfield Town Centre that are competitive for retail shopping and dining with 
Downtown Lebanon. Deerfield has 61 stores and is anchored by Whole Foods, 
Dick’s Sporting Goods, Regal Cinemas, Ashley Furniture and other national 
brands. In addition to suburban shopping, there are also other traditional 
downtowns and urban neighborhoods throughout the region that compete for the 
destination shopper and for those seeking dining and entertainment options. 

Waynesville (above, left), albeit smaller than Lebanon, is nevertheless another
historic town in Warren County that offers antiques and specialty stores, events 
and festivals (like the Ohio Sauerkraut Festival), historic inns (Hummel House) 
and dining opportunities. Yellow Springs (above, right), also offers restaurants, 
shopping and access to nearby farms and nature preserves. Other competitive 
communities that draw visitors for day trips and “weekenders” from the Cincinnati 
and Dayton areas include Oxford, Madison (IN), Metamora (IN), Centerville (IN), 
Richmond (IN), Berea (KY), Urbana (IN), Sidney, and others. 
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Lebanon-area convenience needs are met primarily in strip commercial 
centers and uses along the U.S. Highway 42 Corridor (Columbus Avenue) or 
nearby. For example, Kroger Marketplace, Wal-Mart Supercenter, Walgreens, 
CVS, and Aldi are all located northeast of town on Columbus, while the IGA 
Express is located near Downtown at 118 West Main Street and Black Barn is 
located west of town at 1161 West Main Street.  It is not surprising that many of 
the larger supermarkets and retail uses are located northeast of town on 
Highway 42, since Lebanon draws much of its market from more rural parts of 
the trade area that extend north and east of the city.  

Retail Potentials
Study Area retail potentials were forecasted under two different scenarios, 

one based on a pro-active destination marketing, recruitment, and investment 
strategy and the other oriented primarily to the primary trade area market base. 
Findings from these two models are discussed below.

Destination Market-Driven Retail Potentials

Assuming that there is a pro-active marketing and investment strategy 
geared towards attracting a destination market, then the study area offers 
potential for up to about 150,000 square feet of additional (warranted) retail use. 
This includes about 19,000 square feet of convenience businesses, 73,000 
square feet of shopper’s goods establishments, 31,000 square feet of eating & 
drinking places (including about 18,000 square feet in full-service restaurants), 
38,000 square feet of entertainment (in venues or as part of a dining experience), 
and about 1,500 square feet of personal services. 

Table 13. SUMMARY DESTINATION RETAIL POTENTIAL BY USE 
DOWNTOWN LEBANON, 2017-2022

Gross Demand (SF) Existing Warranted
Type of Good 2017 2022 Uses Demand

Convenience          54,480           57,757               38,409              19,348 
Shoppers Goods        147,902         162,604               89,396              73,208 
Eating/Drinking          49,689           53,180               22,371              30,809 
Limited Service           8,218             8,828                      -                 8,828 
Full Service          36,448           39,033               20,871             18,162 

Entertainment          41,599         45,094                 7,136              37,958 

Personal Services          18,266           19,236               17,779                1,457 

TOTAL        311,937         337,870             175,091            162,780 
Existing Vacant                 9,649 
Net New Space            153,131 

Note: Assumes Pro-active Internal and External Campaign, Recruitment.

Source: Randall Gross / Development Economics.
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Local Market-Driven Retail Potentials

In the absence of a pro-active, destination-oriented marketing effort, the 
local market area will still support about 60,000 square feet of additional retail 
use in the study area over the next five to seven years. This includes about 
10,000 to 12,000 square feet of convenience goods stores, 45,000 square feet of 
shoppers goods businesses, 9,000 square feet of eating & drinking places 
(primarily limited-service establishments), 8,000 square feet of entertainment, 
and 1,000 square feet of personal services. 

Table 14. SUMMARY RETAIL POTENTIALS BY USE 
DOWNTOWN LEBANON, 2017 AND 2022 

Gross Demand (SF) Existing Warranted
Type of Good 2017 2022 Uses Demand

Convenience 46,171           48,902               38,409           10,493 
Shoppers Goods 121,673 134,022               89,396              44,625 
Eating/Drinking 29,405           31,011               22,371                8,641 

Limited Service           3,698             3,908                    -               3,908 
Full-Service 21,686           22,837               20,871               1,966 

Entertainment 14,443           15,243                 7,136                8,107 
Personal 
Services 17,794           18,739               17,779                   960 

TOTAL 229,485 247,917             175,091              72,826 
Existing Vacant                 9,649 
Net New Space             63,177 

Source: Randall Gross / Development Economics.

Recommended Business Mix

Recommendations for study area businesses and tenants are provided 
here based on both the locally-driven and destination market models. These 
recommendations augment the existing business mix, so they include 
expansions/re-merchandising of existing concepts and/or recruitment of new 
businesses to add to the existing mix. 

Local Market Orientation

For the local market orientation, a business mix is recommended that 
helps to build on some of the opportunities for attracting more local Lebanon and 
area residents to Downtown on a regular basis. It is still assumed that there 
would be a marketing and recruitment entity and outreach effort to attract certain 
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businesses to the Downtown area and North Broadway. The focus of this effort 
would be on convenience, affordability, and business appeal to the local market. 

Table 15. OVERALL RECOMMENDED RETAIL MIX,
DOWNTOWN LEBANON-MODERATE

Type of Business Square Feet

Expanded/Niche Grocery               16,000 

with Pharmacy & Personal Care                 5,000 

Furniture & Appliances                 5,600 

Books & Music - Children's Hour                 4,500 

Hobby/Toy/Games Railroad Destination                 6,500 

Sewing Shop & Classes                 1,200 

Sporting Goods                 7,000 

Limited Service Restaurant                 3,200 

Brewpub                 4,500 

Total               53,500 

Source: Randall Gross / Development Economics.

The recommended mix of about 53,000 square feet would include (above 
and beyond existing businesses), an expanded or niche grocery of 16,000 
square feet along with a pharmacy and/or personal care business of 5,000 
square feet. This convenience business would appeal to those living in and 
around the downtown area, to downtown workers, as well as those who may find 
items at this store that they cannot otherwise find in the area. There would also 
be about 5,600 square feet in furniture and appliances, 4,500 square feet in 
books & music; and 6,500 square feet in hobby, toys, and games businesses. 
The book/music store would offer programming including story times and 
children’s hours with visiting authors, live music and entertainment for kids. As 
such, it could also serve as an attraction for visitors and residents alike. 

The business mix would also add a sporting goods store (7,000 square 
feet) and a sewing shop and classes. There would be the opportunity for 3,000 to 
4,000 square feet of limited service restaurants (e.g., sandwich shops / Subway, 
etc) that appeal to a broad mix of people but are otherwise under-served in the 
Downtown market. A brewpub or similar business would also offer a broad 
market appeal. 

Destination Marketing Mix

A recommended business mix of about 136,000 square feet is also 
provided based on the destination marketing model. In this case, the 
recommendations are further disaggregated by location between the traditional 
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Downtown area and North Broadway.  Within Downtown Lebanon, the 
destination mix would include an Entertainment or Cultural venue of 
approximately 40,000 square feet that would be located as an anchor at the 
northern end of the Downtown district.  The feasibility of such a venue would 
obviously need to be tested further, but the market analysis defines a need and 
opportunity for such an anchor to help generate excitement and an attraction for 
local residents and destination visitors alike. 

Ultimately, by locating a major anchor at the northern end of Downtown, 
pedestrian traffic can circulate beyond the traditional “Golden Block” to help 
distribute sales more effectively throughout the corridor. Further, A new venue 
would help draw additional traffic to Downtown to create new sales volume for
retail businesses and restaurants.  Along with this venue, 16,000 to 20,000 
square feet of additional full-service destination restaurants, brewpubs and 
drinking places is recommended as part of the overall destination mix. A
specialty beverages shop (e.g., coffee or “tea house” offering a High Tea on 
certain days) would also be encouraged. 

In terms of shopping, the destination mix adds 2,000 square feet in 
apparel geared to the younger woman, 3,000 square feet in jewelry and shoes, 
4,000 square feet in hand-crafted furniture and furnishings, and 5-6,000 square 
feet in books & music (with programming as described before). The existing 
hardware store would be encouraged to re-merchandise the store to include 
more goods for local residents and visitors such as gardening supplies, 
kitchenware, and items geared toward an affluent visitor. Other retail business 
opportunities include musical instruments (along with lessons and repairs), gift 
and novelty stores, hobby/toy/game destination stores, sewing, and other
destination retail. Expansion of an existing salon to include more destination spa 
services is also recommended. 

The North Broadway area would integrate more convenience businesses 
including an expanded or niche grocery store of 17,000 square feet along with 
associated pharmacy and personal care space of 6,800 square feet. This model 
would work well if integrated with new housing development within that area, 
such as in a mixed-use project. Other uses in North Broadway could include a 
vintage automobile dealer and supplier, a 7,500 square-foot sporting goods 
establishment that works closely with the Fairgrounds on co-branding 
opportunities and a limited service restaurant(s) that appeal to local residents 
and visitors alike (e.g., Subway, sandwich shop, BBQ, etc). 
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Table 16. RECOMMENDED DESTINATION MIX
                DOWNTOWN LEBANON AND NORTH BROADWAY

Downtown Lebanon Square Feet

North End Entertainment/Cultural Anchor Venue               40,000 
Full-Service Destination Restaurant(s)               16,000 
Brewpub                 4,500 
Apparel Store                 2,000 
Jewelry & Shoes                 3,000 
Hand-Crafted Furniture                 4,000 
Re-merchandised Hardware, Garden N/A 
Books & Music - Children's Hour                 6,000 
Musical Instruments/Lessons/Repairs                 3,200 
Gift/Novelty Store(s)                 7,500 
Hobby/Toy/Games Destination                 7,500 
Sewing Shop & Classes                 1,200 
Specialty Beverages                 2,300 
Salon Expansion for Spa                 2,000 

TOTAL               99,200 

North Broadway

Expanded / Niche Grocery               17,000 
with Pharmacy & Personal Care               6,800 

Vintage Auto Dealer & Supply                 2,300 
Sporting Goods                 7,500 
Limited Service Restaurant                 3,200 

TOTAL               36,800 

Source: Randall Gross / Development Economics.

Some of the uses previously recommended for Downtown may also work 
in this location if part of a larger project, such as the hobby/toy/game shops 
(again perhaps co-branded with the Fairgrounds as part of a broader flea market 
concept, etc), or the brewpub concept with brewing on premises. Ultimately, the 
North Broadway corridor would accommodate convenience and mixed-use 
opportunities especially where they can be integrated with housing and/or co-
branded with the Fairgrounds. 
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Draft
Part 3. STRATEGIC RECOMMENDATIONS:

Downtown Lebanon
Central Business District & North Broadway Master Plan

Prepared for Planning-Next 
On Behalf of the City of Lebanon 

By Randall Gross / Development Economics
May 22, 2017
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INTRODUCTION

A Market Analysis has been prepared as part of the planning process for 
Lebanon’s Central Business District and North Broadway Master Plan.  Existing 
conditions were analyzed and findings presented in a Part 1 Report.  Retail,
Office, and Residential Market Analyses were then conducted in order to forecast 
the potential for downtown business and development. Findings from the Market 
Analyses were presented in the Part 2 Report. 

This Part 3 Report provides draft strategies and recommendations relating
to marketing, development, management, and financing in the Central Business 
District and North Broadway study area. These recommendations are made 
based on the findings of the existing conditions and market analyses as well as 
on input from stakeholders and staff. 
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Section 1. MARKETING STRATEGIES

This section provides key recommendations relating to marketing, 
business development, and recruitment based on the market findings and other 
inputs. The market analyses identified potential for office, residential, and retail 
development. While potential may exist, the market may often require 
inducement through pro-active marketing or leveraging through incentives and 
other approaches to be realized. There are also several key issues with 
commercial development that have been raised through this planning process, 
including challenges associated with a dependency on day-trippers, low capture 
rates, and low sales-per-square-foot. Several marketing approaches are 
designed to help the study area overcome these deficiencies and reach its full 
market potential. 

Strengthening the Retail Market Base

One of the primary objectives should be to strengthen the retail market 
base, in terms of reducing Downtown Lebanon’s dependency on “day-trippers,” 
increasing capture in the local market, and expanding the downtown resident and 
employee market base. Several strategies geared to this objective are outlined 
below.

Establish Anchor Destination Venue(s)

The market analysis identified potential for entertainment uses, and 
recommended inclusion of a 40,000 square-foot entertainment and/or cultural 
venue as an anchor in the downtown area. Further, more detailed market 
analysis or audience support facility needs assessment could define this 
opportunity more specifically in terms of program, type of venue(s), capacity, 
operating model, schedule, and other factors. Certainly an outdoor event space 
could be considered but there are seasonal limitations on the use of such 
facilities. On the other hand, incorporating an outdoor ice skating rink or other 
recreation amenity might help balance that utilization. 

Ultimately, the general finding is that there is economic potential for 
entertainment venues under a “destination” scenario and that such venue(s) 
could be used to anchor the north end of Downtown. Such an approach would 
help solve several problems at once, such as the “Golden Block” constraint, the 
need for more attractions to increase overnight stays, and the need to create 
spin-off expenditures for retail businesses. 

Among the types of venues that may be appropriate here would be a 
performing arts venue that could accommodate existing and prospective new 
programming. If programming could be tied to the festivals, such as having a 
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special performance (antique marionettes, themed competitions, etc) on the 
weekend of the Christmas parade or festival events that last several days, it 
could help to extend visitors’ stays. 

Recruit Businesses Geared to Younger Market

The market analysis also identified potential for certain types of stores that 
might appeal to a younger demographic, specifically age cohorts (e.g., 15 to 24 
year-olds) that generate higher sales volumes.  Girls/Women’s apparel and 
accessories, jewelry and shoes stores, hand-crafted furniture, books & music,
hobby/toy/games, specialty beverages, and spas were among the businesses 
recommended as part of an expanded destination mix in the Part 2 Report. 
Business recruitment efforts would be pro-active, conducted by an entity 
designed in part for this purpose (see below) and with assistance that could 
include the following:

• Facilitation assistance: working with landlords to identify vacant and 
available spaces and to “match-make” prospective tenants with landlords. 
Working with regulatory agencies to assist with occupancies and permits. 
Working with developers (see below) on tenanting strategies and 
assistance.

• Technical assistance: working with businesses to provide assistance 
with analytics, business planning, merchandising, co-branding, advertising 
and other training or input as needed.

• Financial incentives: In order to attract more restaurants and 
entertainment venues, the City or development entity might consider 
offering incentives for capital investment such as a tax abatement for 
purchase and installation of kitchen equipment. Initiating a program to 
acquire and “bank” liquor licenses on behalf of restaurants and 
entertainment venues can also save time and money for prospective 
restaurants. 

Recruit Convenience Businesses as Part of Mixed-Use Development

The market analysis also indicates that, under both the locally-driven and 
destination market models, there is the opportunity for attracting more 
convenience businesses to the study area. In particular, convenience uses 
provide an opportunity to attract more local market share downtown, since 
residents can be attracted for moderately-priced goods and services. The market 
analysis forecasted potential for a specialty grocery/pharmacy and/or personal 
care store, limited-service restaurants and other more locally-serving businesses.

The best approach for attracting these businesses while enhancing the 
physical environment and building market support for downtown is to encourage 
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mixed-use development of the City-owned site on North Broadway. Demand for 
at least 150 rental housing units and 20 to 35 for-sale units was forecasted for 
the study area over the next five to seven years. Housing development can 
provide a platform for accommodating and recruiting convenience retail uses, 
such as a ground-floor or street-facing grocery store and pharmacy. Average 
daily traffic counts (in 2013) at the northern end of the study area broach 12,000, 
which helps support some convenience use and is higher than counts closer into 
the heart of the downtown area (10,500). A development approach is outlined 
later in this report.

Recruit Mixed-Use Housing Developers

A strategy should be employed for recruiting mixed-use developers to the 
City’s site at 511 North Broadway and to other infill sites throughout the study 
area. The recruitment strategy concepts are provided in more detail under 
Development Strategies in this report. 

Design Marketing Outreach Targeting Local Market

The market analysis and recommended business mix identify 
opportunities to increase capture in the local market by recruiting business and 
designing strategies targeted to local market interests. The business recruitment 
effort might focus on convenience goods, food and services as outlined 
elsewhere in this strategy. Marketing would focus on the following types of “draw” 
techniques to bring local residents downtown:

• Downtown Business-Sponsored Contests or Competitions, with winners 
gaining access to downtown restaurants, overnight hotel stays, personal 
services, and gifts. 

• Annual Fundraising Events (e.g., bike-a-thons and other races, dine-out 
for cancer, etc.) that are oriented to local causes and are established with 
the help of citywide volunteer networks.

• Sales and discounts targeted specifically to local residents, who would be 
required to show proof of residency. Such sales or reduced price items 
might be offered during annual festivals and events as well as at other 
times of the regular season. Coupon books downloaded from the Internet 
are another approach to reach local consumers.

• Weekly entertainment and activities geared to local audiences, such as 
puppet shows and readings at the local library, sporting events, TGIF 
performances, etc. The Library can be an important driver through 
specialized and dedicated programming geared to children and local 
audiences. 
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Recruit Full-Service Hotel Operator

While the potential for hotel development was not tested through a market 
analysis, there is an apparent gap in the supply of downtown-area hotel rooms. If 
Downtown is attracting over 300,000 people to visit for festivals and events each 
year but there are only 12 full-service hotel rooms downtown, then there is clearly 
a constraint on Lebanon’s ability to translate tourism into sales and jobs to 
support the city’s fiscal and economic base. Further, the County’s planned event 
center would have difficulty attracting significant programming without associated 
rooms to support overnight stays. It is recommended that the City and/or 
development entity work with the Warren County Convention and Visitors Bureau 
(CVB) and other County agencies as appropriate to examine the potential and 
feasibility for full-service hotel accommodation in the study area, including both 
Downtown and the North Broadway Corridor. 

If this assessment determines that there is in fact potential for hotel 
development, then the development entity and County/CVB should consider an 
approach for recruiting a hotel developer and operator to locate within the study 
area along with associated uses such as conferencing facilities or other
complementary uses. 

Work with Railway to Expand Overnight Packages

Tourist rail service to Lebanon helps generate excitement and a regular 
tourist itinerary that incorporates downtown. However, there is a need to work 
with the railway service to examine packaging opportunities that would include 
local attractions, festivals and events, hotel and dining options. Again, with only 
12 full-service rooms Downtown, the opportunities for generating substantial 
spin-off from packages will be limited in the short-term. If and when the hotel 
inventory is expanded downtown, such packaging efforts should be expanded as 
a focus for enhancing the visitor experience and lengthening stays.

Strengthen the Downtown Brand and Identity

Downtown Lebanon already has a strong asset base and identity relating 
to its community history and architectural heritage. Several major events or 
activities bring visitors to town to celebrate a vintage historical experience (horse-
drawn parades, historic trains, etc). Perhaps the city’s best-known landmark is 
the Golden Lamb Inn, the oldest-operating hotel in Ohio, located in an historic 
building that has accommodated visits by U.S. Presidents and other dignitaries 
and historical figures. The Downtown area is rich in historic commercial,
industrial, and residential buildings, with an unusually high percentage of the 
original building stock intact. Thus, the city’s image is closely integrated with its 
historical character. 
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This heritage can be used as a building block for expanding opportunities 
to attract business and economic development above and beyond tourism 
activity. Tourism helps bring people to town and enhances Downtown’s exposure 
to potential investors and business operators. Strengthening the asset base, 
such as through urban design elements that enhance the city’s unique historic 
character (e.g., cobblestone alleys or historic lighting fixtures and street signage)
can enhance identity. Celebrating places and sites that are unique in the region 
is also part of this strategy. There is the opportunity for integrating physical 
Downtown gateways into the streetscape, such as along North Broadway and in 
other locations, to help strengthen identity. 

Ultimately, Downtown’s brand will need to integrate this historic character 
while emphasizing its vibrancy as a place to visit, work, like, celebrate, dine, and 
entertain. It is that vibrancy coupled with a small-town charm and walk-ability that 
can help the City recruit businesses and investment to Downtown. So, the brand 
would need to build on the vibrancy element. Perhaps one of the most famous 
downtowns that has focused on both its historic character and its vibrancy is 
Miami Beach, where the brand is built on “Historic, Vibrant, and Fun.” Miami 
Beach has played on its art deco architecture as a drawing card (along with 
beautiful Atlantic Ocean beaches and year-round weather, of course).  

Other communities that have emphasized but history and vibrancy are 
Santa Ana, California (Venerable and Vibrant), as well as many Midwest towns 
like Marquette (MI), New Glarus (WI), De Smet (SD), Abilene (KS), Lombard (IL), 
Ogallala (NE), Jamestown (ND), Nappanee (IN), Ste. Genevieve (MO), Winona 
(MN), and closer to home, Yellow Springs, Ohio. Many of these communities 
have also emphasized arts and culture as a drawing card that sets them apart 
from communities with fewer historic assets. Arts, culture, and entertainment 
(which could be celebrated through new venues as noted elsewhere in this 
report) help to attract and retain visitors and business operators throughout the 
year and not just during special events. 

The branding effort, regardless of whether it is tied to the city’s history and 
vibrancy as suggested above, should be integrated cohesively into all marketing 
efforts and materials, efforts by the Warren County CVB and the Fairgrounds, 
gateway signage as well as way-finding signage, business recruitment as well as 
tourism development efforts. The branding effort can, in many ways, help bring 
the various entities marketing the city and county together for common purpose. 

Recruit LIBs

The office market analysis indicated that there is potential for 24,000 to 
34,000 square feet of office space in the study area over the next five to ten 
years. Opportunities would be driven in part by move-ups and other locally-
generated demand, but there is also the underlying assumption that there would 
be a pro-active business recruitment and development effort. The market 
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analysis identified key sectors for downtown economic growth, including 
information technologies, administrative services, and other back office functions. 

Some of these business opportunities are incorporated into a business 
recruitment model that would be appropriate for Lebanon focused on “Location 
Independent Businesses (LIBs).” LIBs include small business, entrepreneurs and 
administrative functions that are not wholly dependent on a specific type of 
location. Businesses that are dependent not on transportation accessibility but 
on Internet accessibility are particularly attractive as targets for smaller “historic 
and vibrant” towns with walk-able historic districts, nice housing, and amenity 
value. Small entrepreneurs, web-based designers, administrative service 
providers (e.g., HR processing, customer support, etc) and other such 
businesses within the greater south-west Ohio urbanized region are among the 
targets. 

Infrastructure

In order to attract these businesses, it would be essential that the city offer 
high-speed internet access and broadband capacity in support of processing and 
design functions. The City’s economic development and downtown development 
entities would need to be able to brand and market Lebanon’s broadband 
capabilities as being comparatively unique in terms of both speed and capacity. It 
would be recommended that the City investigate its broadband capacity within 
this competitive framework and determine an appropriate investment to ensure a 
comparative marketing advantage. Outreach to existing industrial businesses 
and services can gather input that can help define any existing constraints on 
business growth and potential for development. 

Facilitation

The City or its downtown development entity would identify and work with 
prospective LIBs in the region that are seeking a small-town location or walk-able 
historic community environment. The entity would help match-make such 
prospective businesses with area landlords, brokers, or developers who can offer 
operating space in the downtown area. 

Incentives

There are several types of incentives that could be offered as part of a 
package (see below) for small and larger LIBs that choose to relocate to 
Downtown Lebanon. Incentives would be geared to the types of business and 
their specific needs. Several examples might include:

• Loan Guarantee Program. Establish a loan guarantee program to assist 
small and growing business in accessing capital for investment in 
equipment, physical plant, and training or other human resource services. 
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• One-Stop Shop / Expedited Services. Small businesses typically have 
higher marginal costs associated with fulfilling business permit and other 
regulatory processes. The City could offer an expedited services program 
or “one-stop shop” to help guide businesses through permitting and other 
regulatory processes when they come to Lebanon. This one-stop shop 
would be marketed as part of the broader incentive package.

• Shared Offices. There is the opportunity to create shared space, 
personnel, and equipment that could be used as an incentive to reduce 
capital and operating costs for new or incoming businesses in the 
downtown area. The City or development entity could either attract a 
developer or investor for providing these services contract for such space 
and services. Preferably, the City would partner with a private entity to 
provide such space and services. 

• Employee Parking Privileges. The City or downtown development entity 
could help write-down the cost of parking for employees of incoming 
businesses as part of a broader recruitment strategy. 

Marketing Package

The various incentives, facilitation services and infrastructure would be 
integrated into a marketing package that would be used to recruit businesses. 
Similar packaging would also be used for business growth and retention 
purposes. Ultimately, parameters of these programs would define qualifying 
requirements, relating to residency, job creation, wage and salary income, and 
other factors. 
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Section 2. DEVELOPMENT STRATEGIES

This section provides strategic recommendations relating specifically to 
development concepts at specific sites or more generally throughout the study 
area. Among the concepts are a housing/mixed-use development on City-owned 
land at 511 North Broadway and upper-floor or infill office development in the 
heart of the Downtown area. Conceptual development program, developer 
recruitment, management, and incentive strategies are recommended below.

Mixed-Use / Housing Development

As noted above, there are several opportunities for mixed-use 
development, with a particular focus on the City-owned site at 511 North 
Broadway.  The program for this site would potentially include at least 150 to 240 
rental units and 9,000 to 36,800 square feet of commercial retail space 
(depending on whether a specialty grocery and/or pharmacy & personal care 
anchor can be secured) at full build-out. This mix would be built out as a mixed-
use development with frontage on North Broadway and amenities integrated onto 
the site (e.g., trails, public space, etc).  

Developer Recruitment

A development entity (as discussed elsewhere in this document) would be 
established and this entity would engage in identification and recruitment of 
developers and tenants, among other tasks. Recruitment efforts would include 
identification of rental apartment and mixed-use developers in the region and 
beyond that may have developed an “urban” product appropriate to (and in 
locations comparable to) Lebanon.  The development entity would approach the 
developers for discussions and to gauge the level of interest, based on the 
findings of the market analysis. 

Land as an Incentive

Ultimately, the development entity should be able to use the City’s 5+ acre 
site as a leveraging tool to attract developers. Having developable land that is 
already assembled and available for development in itself provides an incentive 
for developers who would otherwise have to spend time and resources to 
assemble property. In discussions with developers and through pro forma 
analysis, a negotiated approach should be taken to determining whether and how 
much the land costs for the site could be written down to help leverage the 
development. Certainly the public return on investment (ROI) would be 
considered in that calculation, reflecting annual property and income tax benefits, 
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business and economic impacts, as well as revitalization of the North Broadway 
Corridor. 

Structured Parking Development Programs

Downtown-area housing will need dedicated parking. There is an 
opportunity for the City or a development entity to invest in shared parking 
facilities that would help leverage private investment in housing/mixed-use and 
office development. It is recommended that the City or development entity 
assess parking capacity and management, and identify opportunities for parking 
development where there would be sufficient demand generated by private 
investment. That information would then be used as a negotiating tool in 
discussions with prospective developers. With respect to the City’s site in North 
Broadway, there may be opportunities for joint development with the County 
where parking could be dedicated to special events including those that may be 
sponsored at the event center. 

Office Space Development

The office market analysis identified potential for office space in the study 
area, some of which might be leveraged through pro-active recruitment efforts. 
Certainly there are opportunities to develop new office space but the target 
markets may be oriented more to adaptive use of existing historic building space, 
at least in the short term. As noted earlier in this report, there are opportunities to 
recruit businesses where the owners are attracted by the small town way of life 
and the prospect of working in a walk-able, historic, and vibrant downtown. Thus, 
upper-floor office uses in mixed-use buildings and/or small infill buildings may be 
most appropriate in the near term. These formats may also be the most viable 
from a financial viability perspective as well, given that rents may not be sufficient 
initially to support new development.  

Developer Recruitment

As with the mixed-use and housing development, it would be 
recommended that a development entity take a lead in recruiting a developer and 
enabling office development as outlined above.

Facilitation

There is a need for the development entity to work with existing Downtown 
property owners to evaluate existing upper floor spaces and determine the 
requirements for meeting codes and build-out to standards. There would also be 
an effort to facilitate discussions among property owners to examine 
opportunities for consolidating upper-floor spaces where appropriate in order to 
create economies of scale and lower cost-per-foot ratios. 
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Adaptive Use Incentives

There are several constraints on adaptive use of upper-floor spaces, not 
the least of which is the cost of rehabilitation in order to meet regulatory 
requirements. Approaches to leverage this investment among existing owners 
and prospective investors are provided below.

Rehabilitation Tax Credits. Working with building owners to access any 
available State and Federal historic tax credits would be an important first step in 
reducing the cost burden on existing building owners or investors. Adding a local 
tax credit or abatement (as noted below) would sweeten the overall incentive 
package.

Rehabilitation Tax Abatements.  Tax abatements would have the direct 
effect of reducing the property tax burden on investors while enhancing the 
potential for payroll tax and electricity income for the City. Ultimately, it is in the 
City’s interests to encourage occupancy of these under-utilized spaces for 
employment-generating uses. So, tax abatements through a redevelopment 
district could help leverage long-term fiscal benefits to the City and reduce the 
burden on residential taxpayers. 

Revolving Loan Funds or Guarantees. A loan guarantee program as 
noted previously could help leverage business investment a minimal cost to the 
City where risk is lowered to credit institutions. The City must have the funds to 
cover default but a strong vetting process can reduce those risks. Funds from a 
guarantee program might be used for capital investment but also to cover a 
specific period of operating expenses. Loan guarantees are more valuable in the 
current period than low-interest loans because credit is harder to establish and 
interest rates are still relatively low.

Fast Track and Regulatory Flexibility. There would be a need to 
provide fast track approvals and regulatory flexibility, marketed as an incentive 
for existing property owners and prospective investors willing to rehabilitate these 
properties. 

Structured Parking Development Programs. Downtown office space 
(as noted for housing) will need dedicated parking. As noted above, there is an 
opportunity for the City or a development entity to invest in shared parking 
facilities that would help leverage private investment in office space and 
housing/mixed-use development.  

Cultural/Entertainment Venue

A 40,000 square-foot cultural or entertainment venue has been 
recommended here to help anchor the northern end of Downtown, extend visitor 
stays and increase their expenditures, create an amenity for attracting residents 
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and recruiting businesses, bring local area (and outlying) residents Downtown, 
and provide more linkages to North Broadway’s revitalization. There are multiple 
locations and strategies for implementation of such a facility, which can also be 
seen as a group of venues or as part of a mixed-use development. Ideally, the 
venue would be located at the northern end of Downtown near the North 
Broadway corridor. There are no available sites in that area, but there are 
opportunities for redevelopment in coordination with existing property owners 
who could serve to gain through equity investment or purchase. 

Among the possible sites for consideration are 102 North Broadway 
(current site of the Breakfast Club, which is under-utilizing this site), along with 
122 North Broadway (Fifth Third Bank). Again, both of these uses are designed 
in a suburban format, with front-loaded parking and (in the case of the bank) 
drive through services. Both uses could also theoretically be integrated into a 
larger, mixed-use development that could include commercial and cultural uses. 
The bank and restaurant are viable existing uses, so any effort to redevelop this 
site would require accommodating these businesses. 

There are also opportunities for redevelopment that can integrate existing 
historic or vintage structures in a way that the facades at least are preserved. 
One example might be the block including the Fitness 4 U business (127 North 
Broadway) along with Belflex Staffing (135 North Broadway), where the latter 
building may not have historic significance and could be redeveloped. Other 
opportunities for redevelopment might be the block of residential properties at or 
near 233 North Broadway. These houses, while well-maintained, do not appear 
to conform to the historic character of the Downtown as a whole. 

Finally, there is the excellent opportunity for development on the 
Greenfield site located along North Broadway in front of the old Berry Middle 
School building. This site offers exposure along North Broadway and can help 
link the Fairground end of the corridor to Downtown. Since it is a public site, it is 
presumed that acquisition and assembly would not be required. The site also 
offers natural features and amenities including the French Run creek, which can 
be opened up for public access with greenways, trails and/or open park space. A 
cultural/entertainment venue, park, greenway, and programming such as a 
sculpture garden or changing public art exhibits could generate excitement both 
for visitors and residents alike. Further, the use of the middle school building 
might also be integrated into a master planned-concept for arts, culture and 
entertainment use of the site. 

Links between Downtown and Fairgrounds

There is a need to strengthen the physical and programming links 
between Downtown and North Broadway in order to encourage revitalization of 
the North Broadway Corridor while also maximizing economic benefits from the 
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Fairgrounds and new Event Center for Downtown. Several concept for 
strengthening these linkages are provided below.

Event Trolley

The Warren County Convention and Visitors Center (CVB) might help 
sponsor operation of an event trolley (such as use of a vintage bus or rubber-
wheeled trolley car) during annual festivals and events as well as during events 
held at the Fairgrounds or new event center. Such operations might be funded 
through the Warren County CVB, in coordination with the downtown Main Street 
and/or development entity.

Mixed-Use Infill Development

As noted previously, there is the opportunity for infill development along 
North Broadway, particularly at the City-owned site. Mixed-use infill projects 
could help to activate the corridor, if they provide street frontage including some 
commercial use. In activating the corridor and encouraging walk-ability, such 
development can help reduce the perceived length of the corridor for pedestrians 
and for those riding or driving between Downtown and the Fairgrounds. 

Public Space & Cultural Venue Site Master Plan

There is existing open space in front of the middle school site that could 
be programmed more pro-actively as public space. Programming could include 
events as part of existing festivals that help to extend the length of festival 
programs and visitor stays. Programming could also include more permanent 
installations such as children’s play areas, exercise areas, trails and dog walks, 
or public art installations such as a sculpture trail or history trail and changing 
exhibits that establish another attraction for visitors. There is also the French Run
that winds below North Broadway and into this public space. There may be 
opportunities to engage with this water feature in a way that it opens up public
access, such as a trail or greenway along the creek.

As noted previously, this site is also be highly-appropriate for development 
of a new arts/cultural and/or entertainment anchor that could be integrated with 
the open space and programming use described above. Use of the middle school 
building as part of a master-planned concept for the site is also encouraged. 
Based on these inputs, it is highly recommended that the City (or its development 
entity) and County consider collaborating on development of a master plan for 
this site that incorporates arts, culture and entertainment uses, open space, 
greenway/water features, and public art. The use of the middle school building 
should also be considered as part of this master planning process. 



Think! Downtown Master Plan

               169

Randall Gross / Development Economics

NASHVILLE: 4416 Harding Place, Belle Meade 37205. Tel 202-427-3027 / Rangross@aol.com
WASHINGTON DC: 2311 Connecticut Ave Ste 206 20008. Tel 202-427-3027. Fax 332-1853. Rangross@aol.com
AFRICA: African Development Economic Consultants (ADEC). 27-11-728-1965. Fax 728-8371. Randall@ADEC1.com
UK: 118 Hampstead House, 176 Finchley Road, NW3  6BT London. Tel 44-79 0831 6890. rangross@aol.com

15

Fairgrounds and Event Center Anchor

Certainly development of an event center would help anchor the corridor 
and generate spin-off for Downtown if there is a strong market base and if the 
center is designed and operated in a way that it maximizes its potential for 
generating overnight stays. The City or its development entity should coordinate 
with the fair board (Warren County Agricultural Society) and the County CVB to 
ensure that every effort is made to maximize the potential for the event center 
and that it is effectively implemented if proven to be economically viable. 

Perhaps most importantly, a primary objective should be to generate 
room-nights and to coordinate these efforts with hotel recruitment in the 
Downtown/North Broadway area. There are many cases where County 
Governments and other entities have developed event centers without a full 
assessment of their potentials and requirements for successful operation. The 
market analyses conducted for this Downtown plan did not include scope to 
examine potential for the event center, but that question needs to be answered. It 
is in the City’s interests to help ensure that this center maximizes its benefits to 
the City and County fiscal base, to countywide tourism, to the operation of the 
Fairgrounds, and to Downtown businesses. 
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Section 3. MANAGEMENT STRATEGY

Section 3 provides recommendations for a management and development 
entity to guide Downtown marketing and development efforts, focused on 
structural approaches for guiding investment. Downtown management is as 
important an element of downtown economic development as are marketing, 
business development, and real estate development efforts. 

Need for a Development Entity

There is a need to enlarge capacity of downtown economic development 
or establish an entity with a dedicated purpose of leveraging development,
recruiting businesses, and strengthening downtown as a place to live, work, 
shop, entertain, and recreate. At present, the Main Street Lebanon organization 
does fulfill an important role in downtown marketing, by managing and 
coordinating several key annual events and festivals. But that organization is 
highly dependent on the services of one individual, who is also operating her own 
business. Also, there are competing organizations and entities currently 
marketing events in the Downtown area. At the same time, entities like the 
Warren County Convention and Visitors Bureau (CVB) are focused on county-
wide marketing (including the massive Kings Island tourism hub in Mason) and 
not just on Downtown Lebanon. Similarly, the City’s Economic Development 
officer is focused less on Downtown than on marketing and business recruitment 
for industrial users that generate high fiscal returns through income tax and 
charges for service. 

There is a need to expand downtown destination marketing and provide 
oversight for the various festivals, events and other Downtown marketing efforts. 
But more importantly, there is a need to leverage and manage downtown 
development and provide focused downtown business recruitment. In order to 
accomplish such tasks, there should be an entity with dedicated staffing for 
downtown development, management, and business recruitment.

Successful Models

There are several models for downtown development and management 
that have proven to be successful in different communities comparable to 
Lebanon around the country. One such model is the Business Improvement 
District (BID) or similar types of special assessment districts where local 
government enables downtown property owners to levy a special tax on 
themselves to raise funds for management, marketing, and some light 
infrastructure or other investment.  Funds are often used for management 
purposes such as cleaning services, security details, visitor information services, 
etc.  However, there are BIDs that also raise capital funds for physical 
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improvements to the public realm, parks and open space, or to acquire property 
for development. 

Ultimately, staff and contracts for services are paid through the dedicated 
BID budget, funded by the special levy. Downtown BIDs in Ohio include those 
managed by the non-profit Downtown Cleveland Alliance, Downtown Cincinnati 
Inc., Springfield Business Improvement District, Downtown Dayton Partnership, 
and others. A variation on this theme are special improvement districts (SIDs) 
such as the Downtown Toledo District, Bowling Green Special Improvement 
District, Downtown Canton Special Improvement District; or the Downtown Akron 
Special Improvement District, which provides district-wide “marketing and 
promotion, business resources, physical environment enhancement services, 
safety, residential and parking programs, as well as advocacy services,” 
according to the DASID. 

Another model would be a municipal development division, often 
associated with planning, or with community and economic development. A 
municipal or downtown development director often oversees negotiated 
incentives and contracts for development within the downtown area or beyond. 
The development director is often a paid staff member of a public agency. So, 
this office is often subject to municipal budgeting processes. Larger cities tend to 
have more resources available for the establishment of this type of in-house 
function. 

A variation on this public sector model is a public downtown development 
authority, with a board appointed by the Mayor and approved by Council, with 
authority to manage, market, acquire land, invest in infrastructure and develop. 
This entity is similar in some respects to the typical County-level industrial 
development board (IDB) and other semi-autonomous entities with a specific 
purpose and dedicated funding authority. Cities of all sizes throughout Michigan 
have downtown development authorities, but they are common throughout the 
rest of the country as well, from Shreveport, Louisiana to Miami, Florida to 
Casper, Wyoming.  

Tentative Downtown Lebanon Entity Concept

Based on the needs, size, and requirements of Lebanon’s downtown, it 
would be appropriate to consider establishment of a special improvement 
district. One of the advantages of this model would be enabling legislation and 
its prevalence in the state of Ohio among cities large and small. Since there are 
existing organizations nearby within south-western Ohio, there is the opportunity 
to meet with representatives of these organizations to discuss the best practices 
and approaches for their establishment within the regional context. There are 
also annual statewide meetings of the representatives for these organizations, 
and Lebanon might consider sending a representative to this meeting. 
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A disadvantage of this model is that it relies on gaining majority support 
and legal authority among property owners for the special levy. While other 
communities in Ohio have been able to gain this support, that does not 
necessarily guarantee that Lebanon will have success. Nationally, experience 
suggests that gaining buy-in requires time, education and effort. 



Think! Downtown Master Plan

               173



2017


