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• Develop creative strategies that engage  
disengaged residents in neighborhood development. 

• Build opportunities for residents and artists  
to collaboratively address community issues.

PROJECT OBJECTIVES
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AS COMMUNITIES 
CHANGE, HOW 
CAN WE INVOLVE 
RESIDENTS THAT 
ARE BECOMING 
INCREASINGLY 
DISCONNECTED?

ABOUT WALNUT HILLS

Walnut Hills is one of Cincinnati’s oldest and most diverse neighborhoods. 
This unique area is rich in assets: close proximity to downtown, beautiful 
intact building stock, potential for vibrant commercial corridors and 
cultural, ethnic and socio-economic diversity. 

Over the last few years, the neighborhood has seen an influx of private 
and public investment through the rehabilitation of historic building 
stock, an influx of new businesses and the reuse of public space.  

With so many changes, community leaders created opportunities for 
residents to share their thoughts. However, these engagements often 
represented the same voices. For these conversations about Walnut 
Hills’ future to be truly inclusive, and representative of all residents, they 
needed to reach those people who were missing from the conversation. 

PROJECT BACKGROUND

Source: OpenStreetMap.org
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COLLABORATION

This initiative around resident engagement 
was led by United Way of Greater Cincinnati 
(UWGC), Local Initiative Support Corporation 
of Greater Cincinnati and Northern Kentucky 
(LISC) and Walnut Hills Redevelopment 
Foundation (WHRF), who were committed  
to amplifying resident voices to address 
pressing challenges facing Walnut Hills. 

These partners were particularly interested in 
uncovering new ways to engage traditionally 
silent residents as a means of preserving 
Walnut Hills’ diversity and combating 
displacement. Also, thanks to funding  
through the Kresge Foundation, the group 
also wanted to explore the use of art as a 
vehicle for engagement, otherwise known  
as creative placemaking.  

Creative placemaking is nationally recognized 
as an approach to developing inclusive 
revitalization strategies, as demonstrated 
through the funding direction of funders such 
as ArtPlace and the National Endowment for 
the Arts. 

PARTNERS

• Design Impact 
Project Leader

• Walnut Hills Redevelopment Foundation 
Community Partner

• Local Initiative Support Corporation of 
Greater Cincinnati and Northern Kentucky 
Funder

• United Way of Greater Cincinnati 
Funder

DESIGN THINKING:
A problem-solving process 
that focuses on understanding 
and building empathy with 
users, considering divergent 
possibilities, and learning 
through action.

A HUMAN-CENTERED APPROACH 

UWGC and WHRF approached Design 
Impact, a nonprofit social innovation firm, 
because of their deep expertise in community 
engagement. Design Impact uses a human-
centered approach called design thinking 
to uncover community-driven solutions to 
pressing social issues. 

Using design thinking as the road map, 
and creative placemaking as the compass, 
together, the team asked, “How might we 
design interventions that engage all residents 
in the development of Walnut Hills?”

Here’s how the process informed the project:

BEHIND THE SCENES

SYNTHESISDISCOVERY IDEATION PROTOTYPING

Talk to artists  
and residents  

who are disconnected 
from conversations 

about the future  
of Walnut Hills.  

Bring people 
together  

to generate  
ideas within these 

opportunities. 

Identify Walnut 
Hills’ pressing 
issues and find 

opportunities where 
communities can 

strategically create  
the most impact. 

Choose an idea  
where residents and 
artists collaborate to 
lead and execute in 

the community.

DESIGN THINKING AS THE ROAD MAP, CREATIVE PLACEMAKING AS THE COMPASS.

CREATIVE PLACEMAKING:
Artists and arts organizations 
join their neighbors in shaping 
communities’ futures. (ArtPlace)
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DISCOVERY PRINCIPLES:
• Engage many voices

• Listen and observe 

• Avoid assumptions

• Maintain childlike curiosity

CREATIVE CONVERSATIONS

Design Impact spent three months exploring the 
lives of Walnut Hills residents by meeting with 
individuals who were typically disengaged, or 
missing from, conversations and decisions about 
the neighborhood. The team also sought out 
residents that identified as artists as part of the 
project’s focus on creative placemaking. 

LISTENING TO RESIDENTS

DISCOVERY • SYNTHESIS • IDEATION • PROTOTYPING

HOW WE CONDUCTED INTERVIEWS

One-on-one interviews

• Of 12 interviews, two identified as artists. 

• Some had lived in the neighborhood for a 
few years; others had family who lived in 
WH for generations. 

• The majority of residents who volunteered 
to talk to us were African-American women. 

Realizing several groups were underrepresented 
in interviews, we hosted two more group 
conversations over dinner and at the rec center.

Over dinner

We hosted dinner at a local restaurant to talk to 
a small group of African-American men who had 
lived in the neighborhood for at least five years. 

At the rec center

We used fun, creative activities to learn from 
a group of 8 and 9-year-olds who lived in the 
neighborhood.

PHASE 1: DISCOVERY

HOW WE REACHED 
RESIDENTS.. . 

PARTNERS

WHRF, Walnut Hills  
Area Council — introduced  
us to community leaders  
and popular hangouts 

Barber shops, rec 
center, library, dive 
bars, restaurants — 
passed out fliers, 
hosted interviews and 
ideation sessions

Community council 
members, grassroots 
organizers, block 
captains — referred 
us to people and 
places that could lead 
us to disconnected 
residents

Shared their experiences/history 
in the neighborhood, their creative 
outlets, why and how they were 
involved (or not) through 60-90 
minute interviews 

• Compensated for their time 
through gift cards

• Interviewed in the location of 
their choice 

• Scheduled at times convenient 
for them

Community Builders 
Inc. — introduced us 
to residents, passed 
out fliers

LEADERS LOCAL HANGOUTS

HOUSING COMPLEX

INTERVIEWEES

We relied on community members to connect us to residents 
who could share their stories; often times it took more than one 
or two introductions to find those residents. 
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WHAT WE HEARD

PHASE 1: DISCOVERY

KEY INSIGHTS

We’ve shared some of the insightful things we heard from our 
conversations with residents by highlighting the things that either  
stood out or were heard multiple times. To read all of the insights  
from our interviews, see Appendix 1 (pages 24-27).  

• Residents don’t know where to vocalize concerns.  
They either didn’t have opportunities to meet decision-makers,  
or weren’t asked at all. 

• If residents had vocalized concerns, no action was taken. 
Broken promises from leaders and community organizations led  
to disappointment, distrust, and eventually disengagement. 

• Even if residents want to show up to events or engagement 
opportunities, there are barriers that get in the way.  
Some of the barriers: events and spaces aren’t physically accessible, 
people don’t feel safe leaving their homes, or people felt discouraged 
from vocalizing concerns out of fear of being labeled as “snitches.” 

• Residents want to get involved beyond meetings.  
Schedules often conflict with meeting times, and not everyone feels 
comfortable in meeting settings. People thought they’d be more likely 
to participate at the places they already know, like their favorite bar, 
diner or even the barber shop.

• Residents love community events, but they want them  
to reflect their unique interests.  
Some people felt like the events in the neighborhood targeted the 
same audiences. Many residents wanted more family-friendly events. 

• People respond to different means of communication.  
Fliers and word-of-mouth are still the best way to reach many 
residents; residents preferred to get information from trusted people 
in their network rather than from organizations. 
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PHASE 2: SYNTHESIS

SENSE-MAKING

One of the trickiest parts of the design process 
is to make sense of hundreds of data points, 
or insights, that come out during the discovery 
phase. These insights were categorized into 
themes. This phase of the design thinking 
process is called synthesis. 

Based on these themes, the core team 
identified major opportunity spaces, or  
topics with high potential for innovation. 

SYNTHESIS PRINCIPLES:
• Visualize the data 

• Identify themes 

• Be comfortable with ambiguity 

• Translate insights into 
design opportunities

• Create insight statements 

UNDERSTANDING WHAT MATTERS

DISCOVERY • SYNTHESIS • IDEATION • PROTOTYPING

OUR BELIEF:
IDEAS SHOULD 
COME FROM 
THOSE WHO ARE 
AFFECTED BY 
THE SOLUTION.
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IDEATION PRINCIPLES:
• Immerse in the research 

• Engage diverse voices

• Keep an open mind

• Stretch the imagination 

COMMUNITY GATHERINGS:  
How might we consider Walnut Hills’ interests 
to create inclusive community gatherings? 

COMMUNITY ENGAGEMENT:  
How might we create inclusive community 
engagement, and support leaders to foster 
deep relationships with the community? 

BRAINSTORMING

New ideas are generated during the ideation 
phase. These ideas may be big, small, wild, or 
even just a twist on an old way of doing things. 

Design Impact hosted two ideation sessions 
with a diverse group of stakeholders from 
Walnut Hills. The goal was to create an open, 
creative environment where all ideas could be 
heard, as well as to begin building ownership 
around resident-driven ideas and projects. 

IDEATION TOPICS

CREATING SOLUTIONS...TOGETHER

RESIDENTS BUSINESS OWNERS ARTISTSCOMMUNITY LEADERS

1 out of 4 of the ideation attendees had never participated in a community meeting of any kind before. 

IDEATION PARTICIPANTS

SPURRING ECONOMIC DEVELOPMENT: 
How might we nurture inclusive economic 
opportunities in Walnut Hills?

CULTURE OF CARE:  
How might we make sure that all Walnut Hills 
residents are cared for? 

PHASE 3: IDEATION

DISCOVERY • SYNTHESIS • IDEATION • PROTOTYPING

WALNUT HILLS HiGH FiVES
THE TOP CONCEPT FROM IDEATION

HUNDREDS OF IDEAS 
Residents were challenged 

to generate as many ideas as 
possible. These ideas were 

distilled down to the top 15.*

POLISHED + CLARIFIED 
More details were  

added to the 15 ideas  
to bring them to life. 

ONE IDEA  
Partners chose one idea  
to test with the Walnut  

Hills community!

Original logo:

Final logo (designed by a resident):

WALNUT HILLS HiGH FiVES

“HiGH FiVES” celebrates Walnut Hills residents! 
HiGH FiVES starts with a small group of 
neighbors who want to put a stake in the 
ground claiming something positive about a 
neighbor via a yard sign. Maybe your neighbor 
has the “Most Beautiful Rose Bushes” or 
maybe he is “The Friendliest on the Block.” 

Claim a yard sign at the Bush Recreation 
Center, personalize your sign, and tag your 
neighbor! Don’t forget to snap a photo of 
your neighbor in front of his sign and share 
that photo on the Walnut Hills HiGH FiVES 
Facebook page. At the end of the summer, 
celebrate your community at the HiGH FiVES 
cookout and photo display. 

*The remaining 14 ideas generated by 
community can be found in the Appendix. 
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PHASE 4: PROTOTYPES

QUICK TESTS IN THE COMMUNITY

During the prototyping phase, an idea is 
quickly simulated or modeled in order to  
get feedback from the community. 

To test HiGH FiVES, Design Impact and Walnut 
Hills Redevelopment Foundation established 
two outcomes: 

• Number of residents engaged in the 
planning, coordination and launch  
of HiGH FiVES

• Number of HiGH FiVES signs created  
by residents

PROTOTYPING PRINCIPLES:
• Build inexpensive mockups

• Celebrate learning and failure 

• Capture feedback from stakeholders

• Test multiple versions 

TESTING HiGH FiVES WITH RESIDENTS

DISCOVERY • SYNTHESIS • IDEATION • PROTOTYPING

1. ENGAGEMENT SESSION

In order for HiGH FiVES to be successful, it was 
assumed that neighbors wanted to get to know  
each other better and connect with strangers. 

To test this theory, Walnut Hills Redevelopment 
Foundation hosted a booth at a neighborhood  
street festival. Visitors were encouraged to complete 
a task with a nearby stranger to spread positivity.

PLANNING HiGH FiVES

2. DESIGN SESSION

The success of the “HiGH FiVES” booth  
not only proved that residents wanted more 
opportunities to meet, but that they wanted  
to get involved in the neighborhood.

12 residents later attended a “design session”  
to plan and design HiGH FiVES. The event was 
hosted in a park to encourage transparency in 
planning and drop-in participation. 

3. HiGH FiVES LAUNCH

A Walnut Hills-based artist designed the HiGH 
FiVES yard sign based on input from residents.  
A total of 50 signs were fabricated!

Residents led recruitment and promotion 
efforts for HiGH Fives, which kicked off at a 
sign-making party at Bush Recreation Center. 

20 people created signs at the kickoff, 
including kids interviewed at the start of 
the project, design session participants and 
community leaders. WHRF hosted sign-
making events over the course of HiGH  
FiVes two-week run. 47 out of 50 signs  
were distributed throughout Walnut Hills. 
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WHAT WE LEARNED
DESIGN COMMUNITY ENGAGEMENT 
SESSIONS TO FIT YOUR COMMUNITY

Consider settings and environments that 
encourage openness, accessibility and drop-in 
participation. A session that looks and feels like 
a meeting may be engaging and productive,  
but to a resident, it’s still a meeting.

CONSIDER DIFFERENT COMMUNICATION 
AND LEARNING STYLES 

Community engagement isn’t one-size-fits-
all. Some people are more inclined to attend a 
one-on-one meeting over a community wide 
listening sessions. Fliers and word-of-mouth 
might attract more attendees over social media. 
Residents may not take initiative but could be 
happy to contribute skills in other ways. 

INVITE RESIDENTS WITH WIDELY 
DIFFERENT EXPERIENCES

Address community issues with people who 
experience the problem both directly and 
indirectly. If a lack of safety is a problem, how 
can people indirectly addressing the issue (like 
police officers) co-design solutions with those 
directly impacted, like residents in that area. 

BUILD LEADERSHIP BY INVESTING IN 
RELATIONSHIPS

Don’t just ask for feedback; get to know 
residents. Learn about their skills, strengths and 
aspirations, and help them figure out where and 
how they can lead or contribute.  

FUND RESIDENT-LED PROJECTS

Directly funding residents’ ideas can battle 
“feedback fatigue” by reassuring residents that 
partners are invested in their ideas. This can 
motivate continued participation from residents 
throughout the process. 

KEEP THE MOMENTUM GOING

In order to build trust with residents, community 
partners needs to be consistent, present, and 
follow through on action. The more time that 
passes between engagements, the more likely it 
is that residents will lose touch. 



2322

Artists give a voice to the people 

who don’t have one. We can get 

the message out there in a way 

that’s easier to understand or more 

impactful. We can be a voice for 

those who don’t have a voice.”
 — Gary Dangel, artist and Walnut Hills resident

THANK YOU
CONTACT DESIGN IMPACT

205 W 4th Street Suite #1150 
Cincinnati, OH 45202  
www.d-impact.org 

PROJECT LEADS

Sarah Corlett sarah@d-impact.org 
Caitlin Behle caitlin@d-impact.org

GRAPHIC DESIGNER

Biz Young bizg@d-impact.org

Walnut Hills Redevelopment Foundation, 
whose staff were key collaborators in propelling 
this project forward. 

United Way of Greater Cincinnati and LISC for 
funding and participating in this important and 
exciting work. 

Bush Recreation Center, The Community 
Builders and the Walnut Hills branch of the 
Cincinnati Public Library for passing out fliers, 
hosting brainstorming sessions and introducing 
the team to residents. 

Finally we’d like to thank the hundreds of 
individuals who contributed their time, 
thoughts, experiences, creativity and skills to 
this project. We hope this work has inspired new 
ways to connect with residents in a way that is 
meaningful, thoughtful and creative.    
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APPENDIX 1

1. WHO IS THE BOSS?

Opportunity: How might we build leaders that foster 
deep relationships with community?

• Residents are disconnected from neighborhood 
development changes, and therefore can’t name or 
identify community leaders and decision makers***

• Residents want to create an impact in their 
community but don’t have the structure, resources, 
or the voice to take action

• Residents lack opportunities to interact with 
neighborhood decision-makers 

• Leadership in Walnut Hills is perceived as different 
than that of East Walnut Hills

• Residents feel like they aren’t asked about how 
they feel about the changes in their neighborhood

• Some residents see turning out to community 
meetings as contributing to development, and 
therefore displacement and therefore don’t show 
up 

• Residents engage with community leaders 
(Kathryne Gardette, Baba Charles, etc.), but don’t 
identify them as Community Leaders 

• Rec Center staff raised money for a projector at 
the Rec Center to host movie nights, but because it 
hasn’t happened they feel frustrated

2. THINK ABOUT THE KIDS

Opportunity: How might we consider Walnut Hills’ 
young population when designing for the future?

• Residents are deeply concerned with the lack of 
opportunities (sports, spaces, etc.) to keep kids off 
the streets

• Kids have limited options when it comes to safe 
places to exercise, move and play since safe 
playgrounds are lacking and the rec center has 
limited hours

• Future development should consider inclusive 
places that interest children 

• Residents, regardless of their family dynamic, 
across the board expressed demand for things for 
parents and children to do together

• Residents were interested in participatory, 
interactive public art and experiences, especially 
those that kids could enjoy

• Proximity is huge when it comes to access to safe, 
quality green spaces and parks (free from crime/
drug activity) for kids to play outdoors

• Kids currently get more excited about leaving 
Walnut Hills because they view their neighborhood 
as unsafe 

• Kids in the neighborhood lack diverse role models 
- when asked to draw a person from Walnut Hills, 
“nice people” wore white-collar, professional attire 
and “bad people” were drawn as robbers/criminals 
in basketball jerseys 

• Students were fully aware that they were in a “bad” 
school because that’s what they were told by the 
school 

• Youth are involved in sports through their school 
and/or the Rec Center 

• Residents’ lifestyles and activities are driven/highly 
influenced by their kids’ interests – parents are 
much more likely to turn out if their kids want to 
participate 

• Kids primarily use the Bush Rec Center and the 
library for fun 

• Depending on proximity, parents felt like they 
lacked access to activities and spaces where they 
felt safe to go with their children 

• Children in Walnut Hills lack cultural and artistic 
opportunities  

• The Rec Center is a great asset but families aren’t 
tapping into it ($2 membership)

• Other Rec Centers have robust tutoring services 
but Bush does not and there is a need.

• CCY no longer exists and used to provide youth 
employment opportunities. 

• Teens are looking for jobs.

OPPORTUNITIES + INSIGHTS
3. COMMUNITY ENGAGEMENT

Opportunity: How might we create more inclusive 
community engagement that residents can trust?

• Bush Recreation Center is a community hub for 
Walnut Hills’ elderly residents, and a primary way 
residents stay connected to community events 

• Residents rely on word-of-mouth, fliers, and talking 
on the street to hear about events 

• Low-tech is best: older residents still rely on TV 
news and radio to hear about news, events 

• Neighbors don’t always trust community 
organizations, and would rather get messages from 
their trusted sources

• Youth are involved in sports through their school 
and/or the Rec Center 

• Kids are drawn to play-based fun (Kings Island, 
carnivals) 

• Residents feel like they aren’t asked about how 
they feel about the changes in their neighborhood. 

• Busy families and individuals may not have 
the capacity or resources to attend meetings, 
especially if their priorities are more demanding 
(raising kids, finding a job, etc.)

• Because some community developers have a 
reputation for making false promises, residents 
tend to distrust those companies/organizations as 
a whole

• Residents feel burned by political leaders because 
they feel like they made false promises to get votes  

• Residents’ lifestyles and activities are driven/highly 
influenced by their kids’ interests – parents are 
much more likely to turn out if their kids want to 
participate 

• Even though parents want to spend quality time 
with their kids, there are few moments to do so 
– at Frederick Douglass, parents must drop off 
their kids and leave, even if they want to spend 
breakfast with them

• Just because residents don’t turn out for 
community meetings, it doesn’t mean they’re not 
interested or engaged – consider local watering 
holes, music venues, etc. 

• Artists could provide unique youth opportunities 
not currently offered (music lessons via Guitar 
Society, etc.)

• Some residents are disconnected/disengaged from 
their community because they don’t feel safe – if 
they go out, they leave Walnut Hills 

4. SAFETY FIRST

Opportunity: How might we reduce violence in 
Walnut Hills? 

• Residents believe Walnut Hills is safer and has less 
criminal activity than in the past, but more work is 
needed

• Depending on proximity, parents felt like they 
lacked access to activities and spaces where they 
felt safe to go with their children 

• Some residents are disconnected/disengaged from 
their community because they don’t feel safe – if 
they go out, they leave Walnut Hills 

• Fear and a stigma against “snitching” stops people, 
even children, from vocalizing concerns 

• Residents can be prisoners in their own homes 
when they don’t feel safe outside, and/or their 
buildings won’t allow them to hang out in front of 
their building (for safety concerns) 

• Violence is pervasive – kids in Walnut Hills see so 
much violence that violence, crime, and death are 
natural conversation topics.

• Police presence and police interaction aren’t the 
same. Residents want increased engagement. 

5. PRESERVING DIVERSITY

Opportunity: How might we preserve and 
encourage diversity in Walnut Hills? 

• Walnut Hills’ diversity attracted both long-time 
residents and newer residents 

• Walnut Hills is a good mix of young and older 
people, but more opportunities to mingle are 
welcome 

• Some programs (e.g. Five Points Beer Garden) 
don’t feel like they’re for everyone
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6. SPURRING ECONOMIC DEVELOPMENT

Opportunity: How might we nurture inclusive 
economic opportunities in Walnut Hills? 

• Walnut Hills wants to work, but limited skills, 
limited transportation, or a criminal record can all 
block access to a job

• When jobs are available, businesses tend to hire 
people from outside of Walnut Hills*

• There aren’t enough lower-entry jobs (e.g. food 
service) because there aren’t a lot of businesses 
here 

• While some residential complexes (e.g. TCB) offer 
resources like computers, phones, and connections 
to jobs, not everyone has such close proximity to 
these resources 

• The financially stable future that people dream of 
are not aligned with the jobs or career paths within 
reach 

• Without exposure to different career paths, kids’ 
dreams are already limited. When asked what he 
wants to be when he grows up, one boy said , “A 
boxer…but I’ll probably be a construction worker.” 

• As people move away and as robberies rise, small 
businesses are disappearing in Walnut Hills 

• People count on certain businesses, and their 
closure (Popeye’s, check cashing place) can impact 
their daily lives 

• People want businesses that actually fit the 
neighborhood and the needs of their residents, like 
the recent addition of the Laundromat 

• Walnut Hills’ peak economic vitality was identified 
as when it was like a second downtown, with lots 
of diverse, small businesses

• Because the neighborhood lacks affordable 
clothing and shoe stores, residents have to leave 
the area to visit Walmart, K-Mart, etc. 

• Big box stores aren’t necessarily perceived as 
a bad thing because they are affordable and 
accessible to residents. 

• The changes in OTR are still viewed as positive 
by Walnut Hills residents because there was life – 
community, people, businesses – on the streets 

• One-stop shops like malls are exciting because 
there aren’t convenient places to shop 

• Whether a business is new or established, it’s 

more important to have a variety of businesses 
for the community to enjoy where all patrons feel 
welcome 

• Kroger is a cornerstone to the neighborhood**

7. CULTURE OF CARE

Opportunity: How might we make sure that all 
Walnut Hills residents are cared for?

• Residents’ sense of community is widely different 
– some see Walnut Hills as having a culture of care, 
others see their neighbors as unconcerned 

• Walnut Hills lacks a unified structure or framework 
that supports its social capital

• Just redeveloping the buildings won’t make the 
neighborhood better. 

• Development changes can make certain people, 
like Walnut Hills’ homeless population, feel 
undesirable and unwelcome – if street benches 
and shelters disappear, the homeless still need 
somewhere to rest.  

• As the neighborhood develops, it is important to 
avoid uprooting deep, long relationships between 
neighbors

• Some residents already believe that the focus is 
shifting toward buildings, not people

• Residents are scared that Kroger is going to 
close – many depend on Kroger as their means of 
food, especially when people don’t drive or are 
handicapped; one woman who has lived in WH 
for 60 years said closing Kroger is the only reason 
she’d have to leave. 

• Drug addiction is an issue in Walnut Hills, and 
addicts need a place to go. 

• Walnut Hills’ elderly and disabled residents find 
that many of the public spaces and events aren’t 
physically accessible to them 

• When residents aren’t physically able to attend 
meetings, their voices are often the ones not 
represented. 

• There is a lack of health services aimed at men – 
mobile clinics exist for women and animals.

8. COMMUNITY GATHERINGS

Opportunity: How might we consider Walnut Hills’ 
interests to create inclusive community gatherings?

• All residents use music as a positive outlet to relax, 
unwind, focus, be productive, and have fun

• Music-driven activities - singing, dancing, live 
concerts - interested and excited all residents, 
and they wished there were more music events in 
Walnut Hills 

• Washington Park was a favorite spot outside of 
Walnut Hills for its live concerts

• Walnut Hills loves to cook, eat, and gather over 
meals – community meals, festivals, the food truck 
rally, and barbecues are important bonding spaces

• Poetry is a common creative outlet for residents, 
though there aren’t many opportunities for creative 
expression around Walnut Hills 

• There’s no nightlife in Walnut Hills

• People want movies in the park – one more 
opportunity to gather 

• Residents are stressed out and want a more 
peaceful, relaxed quality of life

• Children in Walnut Hills lack cultural and artistic 
opportunities  

• More festivals mean more events that cater to the 
entire community 

• The future of Walnut Hills is seen as being restored 
to the neighborhood’s golden age when there 
was more people interacting on the streets, more 
community, and more businesses 

• Community gardens were valued as important 
gathering spaces and sources of fresh vegetables, 
but they are few and far between  

• Walnut Hills wants murals

9. TRANSPORTATION AT THE FOREFRONT

Opportunity: How might we increase access to 
transportation? 

• Part of Walnut Hills’ history is in its reputation as a 
hub for transportation, especially with its central 
location and proximity to downtown 

• Lack of transportation is a major barrier to jobs – 
temp services, for instance will drive people to a 
job site, but won’t provide transportation home 

• Walnut Hills lacks good bike paths, especially one 
that connects to some of the major paths

• For some residents, losing your car often times 
means losing your job 

9. PRICED OUT

Opportunity: How might we keep homes in Walnut 
Hills within reach of its residents?

• “If you lose the current homeowners, you lose the 
character of the neighborhood”; when housing 
costs rise, Walnut Hills is in danger of losing its 
diversity 

• The construction of the MLK exchange is forcing 
many residents, especially in low-income areas, to 
move 

• Houses are being renovated but the original 
residents can’t afford the new price tag

• Some residents have a misconception that 
turning out to community meetings will result in 
displacement and therefore don’t show up 

• Many residents fear being priced out of their 
homes

• Higher property values means higher property 
taxes, which could push people out

11. BARRIERS FOR ARTISTS

Opportunity: How might we encourage artists to 
thrive in Walnut Hills?

• While artists may have plenty of creativity to lend, 
they aren’t all equipped to handle the grant writing 
and planning skills necessary to pull off events or 
projects

• Walnut Hills lacks affordable artist spaces and 
studios where artists can make and show their 
work

• Some artists only view themselves as creators/
artists, and feel like they can’t contribute to 
economic development because they aren’t 
“business people” 

• 
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APPENDIX 2

CONCEPTS
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