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REASON FOR PLAN

The purpose of this plan is to help the City of Batesville 
identify a vision for its downtown and develop a series 
of goals and strategies which can be implemented over 
the next several years in order to achieve this vision.  This 
plan will serve as a guide for planning, decision making, 
and development as Batesville works towards improving 
its downtown. Implementation of the strategies included 
in this plan will help Batesville establish a downtown that 
is welcoming, attractive, and that meets the needs of its 
residents and visitors, all while maintaining the character 
that is uniquely Batesville.  

Through the development of this plan, it has become 
evident that there is a vested interest in helping Downtown 
Batesville reach its full potential.  City leaders, local 
organizations such as Main Street Batesville, the Batesville 
Area Arts Council, the Chamber of Commerce, investors, 
developers, and a number of community volunteers have 
all come together to off er their time and ideas for this 
visioning plan.  With this plan, the City of Batesville has a 
clear course of action to create positive change and act 
on opportunities as they arise.

PURPOSE OF PLAN

STUDY /FOCUS AREA

The study area for this plan is identifi ed on the Study Area 
Map, Figure 1.1 on the following page. The project study 
area encompasses roughly 50 blocks and includes the 
bulk of major government, retail, commercial, employment 
and service destinations of downtown Batesville.  During 
the course of the study, it became apparent that most 
conversations and feedback revolved around a more 
constrained focus area, which is also identifi ed on Figure 
1.1.  

PLANNING PROCESS

Creation of this plan begin in April 2024 and concluded 
in September 2024 with a presentation to and adoption 
by the Batesville City Council. The plan was developed 
through a multi-stage process.  The planning team began 
by establishing a local steering committee which was 
made up of sixteen community members with a variety of 
backgrounds and interests.  Next, the team gathered and 
reviewed previous plans and relevant demographic and 
economic data.  Existing conditions were evaluated to 
document the current state of downtown and determine 
which strategies from previous planning eff orts had been 
implemented and which, if any, were still outstanding and 
relevant.  To gather feedback from the local community, 
a public workshop was held early on in the planning 
process and followed up with two additional public 
feedback events as well as an online survey.  Local 
stakeholders were also engaged to gather insight into 
the challenges and opportunities in the development of 
Downtown Batesville. 

Downtown Batesville (Source: HWC Engineering) Public Workshop (Source: HWC Engineering) FIGURE 1.1: STUDY AREA MAP
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 Farmers Market Pop-Up Event: A public input 
booth was set up at the Farmers Market on June 
1, 2024 where numerous residents from Batesville 
and neighboring communities provided feedback 
on the challenges, opportunities, and priorities 
they see for downtown. 

 Public Presentation: A presentation to update 
the public on the Batesville Downtown Visioning 
Plan was held on August 14, 2024 at the Batesville 
Memorial Library. Over fi fty (50) community 
members were in attendance and provided 
additional feedback on project priorities after the 
conclusion of the presentation. 

 Stakeholder Presentation: The plan was 
presented to local stakeholders on September 
3, 2024 as part of a presentation by Main Street 
Batesville. These stakeholders included community 
leaders, business owners, local partners, and 
others who have vested interests in the future 
success of downtown Batesville. 

 Plan Adoption: The Batesville Downtown Visioning 
Plan was presented at the City Council meeting on 
September 9, 2024 and formally adopted at the 
following meeting on October 14, 2024. 

PLAN PROCESS

PUBLIC ENGAGEMENT

A variety of public engagement initiatives were undertaken 
as part of the planning process. A brief description of 
each is outlined below. A more detailed account of the 
input received can be found in the Engagement Summary 
chapter within the plan.

 Online Survey: A 16-question survey was made 
available to the public via social media from late-
April to late-July. 413 people responded to the 
survey within that time. Questions were focused 
to help determine priorities of the participants 
regarding present conditions as well as desired 
future improvements for downtown Batesville. 

 Public Workshop: A public open house was held 
at RomWeber Party Place on Tuesday, April 30, 
2024. Representatives from HWC Engineering 
engaged with approximately forty (40) attendees 
from Batesville and the surrounding area to hear 
their thoughts, concerns, and ideas.

 Puppuccino Pop-Up Event: A public input booth 
was set up at the Puppuccino event held at 
Amack’s Well on Saturday, May 18, 2024. As 
Batesville residents and visitors enjoyed food 
vendors, booths, and live music, they were invited 
to participate in public input exercises.

Puppuccino Pop-Up Event (Source: HWC Engineering)

PAST PLANNING EFFORTS

An important part of the plan process involved reviewing 
and analyzing past planning eff orts focused on downtown 
Batesville from the past fi fteen years. Past planning 
documents provide valuable insight into where the 
community has been and how it has evolved. These past 
studies contained over 31 goals and 130 objectives/action 
items.  The goals and objectives in these plans served as 
a starting point for this planning eff ort.  These goals and 

Batesville, Indiana
Downtown Strategic Development Plan

PREPARED BY:

May 2008

City of Batesville Active Living Workshop

April 10, 2014 | Summary Report

Batesville, Indiana 5-year Park and 
Recreation Master Plan

2020 To 2024

Prepared by

Administrative Resources association
and

Batesville Park and Recreation Department

Adopted by
The Batesville Park and Recreation Board

Stellar Communities Proposal 
(2011)

Downtown Strategic Development Plan 
(2008)

Active Living Workshop 
(2014)

5-Year Park and Recreation 
Master Plan (2020-2024)

Comprehensive Plan Update 
(2017)

Downtown Vision Action Plan 
(2015)

objectives were compared against the public feedback 
received during the planning process to determine which 
ones were still applicable and relevant for Batesville 
today. A list of the plans that were reviewed is below 
and more detailed information regarding common plan 
themes can be found in the Existing Conditions chapter of 
this plan starting on page 18. 
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GOALS AND KEY STRATEGIES

FOUNDATION

Based on the research and feedback gathered throughout 
the planning process, the following foundation was 
developed to guide goals and strategies:

 Reorient Downtown to People (not vehicles)

 Increase Downtown Activity

 Establish Downtown as a Destination

GOALS

In order to achieve this framework, six goals have been 
identifi ed:

Increase and Improve Retail and Dining 
Off erings and Visibility

Increase Events and Gatherings Downtown

Create an Attractive and Cohesive 
Downtown District

Create a Focal Point for Downtown

Increase Pedestrian Comfort and 
Connectivity

Increase Batesville’s Presence and Reach 
Through Marketing

1

2

3

4

5

6

STRATEGIES

To support and implement the plan goals, forty-six (46) 
strategies were developed. However, it was quickly 
realized that many of the strategies support more than 
one goal. In order to better organize and understand 
the impact of each of these strategies, they have been 
organized under the 4 Point Approach of the National 
Main Street, which are:

 Design

 Economic Vitality

 Promotion

 Organization

A matrix with the complete list of goals and strategies 
can be found in the Redevelopment Framework chapter 
of the plan.  The matrix illustrates all of the goals that 
each strategy supports and allows a comprehensive 
view of the impact that each will have in achieving the 
vision for downtown Batesville. 

REDEVELOPMENT FRAMEWORK

The next step was to translate the goals and strategies 
into a redevelopment framework to identify areas for 
focused improvements in downtown. Although design 
is only one of Main Street’s 4 Point Approach, many 
of the strategies in the other three categories are also 
supported by or could largely be achieved through 
capital improvement projects. Figure 1.2 on the following 
page illustrates conceptual ideas, both small and large, 
that can help activate downtown. Further details on the 
redevelopment framework along with a list of potential 
low-cost, short-term, and long-term projects can be found 
in the Redevelopment Framework chapter of the plan.
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Potential Future 
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Continue Path 
To Brum Woods

Open up closed alleyways 
as new pedestrian connections 
to continue pedestrian corridor 
along Pearl Street

Convert alley portion of 
South Street into a safe 
pedestrian corridor

Continue Path 
To Liberty Park

Improve pedestrian connection 
between RomWeber Marketplace 
& Downtown - reduce road width, 
add site furnishings and shade

Bump-out at alley to make 
Chamber of Commerce and 
Visitors Center more prominent 
and accessible

Create defined pedestrian corridor
 through parking areas

City Center/Downtown Core as 
identified through public input

Reclaim portions of existing parking 
and/or Pearl Street to create formal 
gathering area and focal point to 
support existing and future events

Emphasize Walnut St as entry 
corridor from George St to SR 46 
with special lighting, pavement 
markings, banners, furnishings

Potential Future 
Off-Street Parking 

Continue Path 
to Pool & School

Approximate 5-minute walking time 
from George and Main Street
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FIGURE 1.2: CONCEPTUAL REDEVELOPMENT DIAGRAM

REDEVELOPMENT FRAMEWORK
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DOWNTOWN STUDY AREA 

Downtown Batesville sits at the major crossroads of Main 
Street/State Route 229 which runs southwest to northeast 
and Pearl Street which runs southeast to northwest. At 
its southeastern terminus, Pearl Street connects to State 
Road 46 which acts as a bypass around the City. The 
downtown core is setup as a grid system with the street 
patterning following the diagonals of Main and Pearl 
Streets, rather than a true north-south orientation. 

For the purpose of this plan, the project study area 
encompasses roughly 50 downtown blocks of varying 
sizes. The boundaries of the study area are shown on 
Figure 2.1 and generally include Smith Street and Mulberry 
Street on the west, Eastern Street on the east, Ripley Street 
and Hillenbrand Ave. on the north and Catherine Street 
on the south. During the planning process, conversations 
were often centered around a sub-area which became 
the area of focus. This area is the core of downtown and 
where most feedback was concentrated and subsequently 
where planning eff orts are most concentrated as well. 

COMMUNITY PARTNERS

Batesville is fortunate to have several partners focused 
on improving downtown. In the past year, alone Batesville 
Main Street was able to partner with 12 other groups 
on downtown projects and events.  Some longstanding 
partners who have helped advance the downtown area 
include Batesville Main Street, Batesville Area Chamber 
of Commerce, Batesville Area Arts Council, and the City 
of Batesville Community Development.  

OVERVIEW AND SUMMARY

An understanding of physical conditions of the study 
area was critical in order to establish a benchmark 
and better understand the recommendations off ered in 
previous planning eff orts as well as understanding public 
feedback.  By understanding the physical conditions, 
weaknesses and strengths can be identifi ed, allowing for  
more well-rounded and targeted strategies.  

As part of this eff ort, observations were made regarding 
the physical context of downtown in terms of its position 
within both the City and region, as well as its pedestrian 
and vehicular networks, land use and building character, 
public spaces, and built environment such as lighting, 
street furnishings, landscaping, and general character.  
Other critical elements of downtown, such as existing 
festivals, community events and cultural institutions were 
also inventoried.  

Generally, it was observed that there is a signifi cant 
break in the building density of downtown with large 
open vacant spaces, which contribute to a lack of defi ned 
entry corridors into downtown and a disconnect from 
other City assets.  When downtown, there is inconsistency 
with elements such as lighting and street furnishings, 
which further reinforce a disconnected downtown.  There 
is a good sidewalk network within the downtown and 
several nice pockets of pedestrian friendly zones such as 
the Village Green, Inspiration Park, and George Street 
bumpouts.  There are also several notable destinations 
downtown that continue to serve as a reason to come 
downtown.  

FIGURE 2.1: PROJECT STUDY AREAAmack’s Well Coffee House (Source: Erin Schuerman Photography)

PROJECT STUDY AREA

City of Batesville 
Community Development

City of Batesville 
Main Street

Batesville Area 
Chamber of Commerce

Batesville Area 
Arts Council
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PAST PLANNING EFFORTS

Past planning eff orts provide valuable insight into 
where the community has been and how it has evolved. 
The seven planning documents reviewed here were 
completed within the last fi fteen years. Outside of the 
city-wide comprehensive plan and parks plan, most were 
focused largely on the downtown core with overlap in 
several categories. These plans contained over 30 goals 
and 130 objectives/action items.  Filtering through past 
goals and recommendations to identify which are still 
valid today was a major eff ort of this planning process.

DOWNTOWN STRATEGIC DEVELOPMENT 
PLAN (2008)

The Downtown Strategic Development Plan, prepared 
by DCI (Development Concepts Inc.), identifi ed four 
primary causes for the decline of downtown including 
“shifts in retail trends, ever-outward movement of 
residential neighborhoods, the appeal of new, aff ordable 
commercial, industrial and retail space on the edge of 
town, and the construction of the Village Square Shopping 
Center”. 

Goals developed with this plan focused on improving and 
expanding retail opportunities, maintaining the small town 
feel, encouraging social gathering, attracting visitors and 
residents, improving pedestrian and vehicular circulation, 
and acknowledging the city’s history. Additionally, eight 
strategies were developed to guide the City in their 
revitalization eff orts:

1. Create destinations that attract visitors, as well 
as residents

2. Reorganize downtown elements to improve retail 
viability

3. Expand the employment presence in downtown

4. Increase the overall attractiveness and 
ambiance of downtown

5. Grow arts, cultural, and leisure-related activities

6. Expand post-secondary education opportunities

7. Increase downtown residential living 
opportunities

8. Adopt a downtown-centric community economic 
development strategy

STELLAR COMMUNITIES PROPOSAL 
(2011) 

The Indiana Offi  ce of Community and Rural Aff airs (OCRA) 
developed a program known as “Stellar Communities”. 
This state-funded program provides awardees with 
resources to “work with communities on a shared vision for 
community and economic development, promotes local 
and regional partnerships, and assists in implementing 
sustainable solutions to challenges facing Indiana’s rural 
communities”. This program exists today as an updated 
version called The Stellar Pathways Program.

Batesville submitted a proposal as part of the 2011 call 
for entries with an overall goal for “downtown to be 
reclaimed as the City Center and Heart of the Community 
as it should be providing opportunities to live, work, shop, 
and play!” Much of the proposal’s focus was centered 
around the hopeful reuse of old factory buildings that 
held large footprints in downtown, many of which saw 
high vacancy rates of 50% in second-fl oor space and 25% 
in fi rst-fl oor spaces. 

Additionally, the proposal outlined projects that would 
address issues concerning a lack of housing options, 
strained pedestrian and vehicular interactions, and 
dwindling downtown “draws” including retail, dining, and 
entertainment. The following projects were identifi ed as 
major priorities:

1. Pearl Street 2-Way Reconstruction

2. Safe Passage, Inc. Renovation

3. Streetscape /Community Green South

4. Trailhead Depot & Greenway Trail

5. Romweber Flats - Phase II

6. Streetscape Improvements

7. Facade Improvement Program

ACTIVE LIVING WORKSHOP (2014)

In collaboration with the Indiana State Department 
of Health and Health by Design, the City of Batesville 
held a day-long workshop  attended by forty community 
members to better understand how to support active 
living through plans, policies, programs and projects.

The following goals were outlined during this workshop:

1. Expand planning eff orts

  Develop a Trails and Greenway Master Plan 
(pedestrian and cyclist)

  Develop a Pedestrian Master Plan

  Develop a Sustainability Plan

  Adopt a Complete Streets Policy

  Adopt a Sidewalk Policy

2. Improve public space

  Add pedestrian amenities downtown 
including information kiosks, seating, shade, 
and bike infrastructure

  Build community gardens and enhance the 
Farmers’ Market

  Expand storefront outdoor spaces

  Improve streetfront aesthetics with 
landscape, planters, and furnishings

ECONOMIC DEVELOPMENT STRATEGY 
AND DOWNTOWN VISION ACTION 
PLAN (2015)

The Economic Development Strategy and Downtown 
Vision Action Plan prepared by Thomas P. Miller & 
Associates identifi ed some overlapping goals with what 
was seen in the 2008 Downtown Strategic Development 
Plan including improving/expanding retail opportunities 
with entertainment amenities, encouraging social 
gathering and attracting visitors and residents through the 
development of arts and cultural amenities, and increasing 
accessibility, walkability and beautifi cation. The plan 
also noted goals focused on strengthening partnerships, 
advancing development of local transportation corridors, 
and building a talent pipeline for top industries.

Six recommendations were developed to guide 
revitalization eff orts:

1. Strengthen partnerships with regional economic 
development and allied organizations

2. Attract and support unique retail, dining, and 
entertainment amenities downtown

3. Advance the development of local food corridor 
and movement

4. Develop arts and cultural amenities within the 
downtown district

5. Increase accessibility, walkability, and 
beautifi cation eff orts in downtown

6. Build a talent pipeline for major local industries

Past planning streetscape improvements (Source: HWC Engineering)

PAST PLANNING EFFORTS
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COMPREHENSIVE PLAN UPDATE (2017)

The most current City of Batesville Comprehensive Plan 
was adopted in 2017 as an update prepared by the 
Lochmueller Group. The document outlined a set of “basic 
beliefs” for the strengths of Batesville as a community 
including great schools, outstanding medical community, 
local employers that provide a solid economy base, 
modern amenities with a small-town feel, proximity to 
large cities (Indianapolis and Cincinnati), and the ability 
to live, work and raise a family. 

The downtown area -- known as the Central Batesville 
Historic District -- is listed on the National Register of 
Historic Places as defi ned by the National Park Service. 
This district encompasses roughly one square mile and is 
bound by Catherine Street to the southwest, Vine Street 
to the northwest, Boehringer Street to the northeast, 
and Eastern Avenue to the southeast. Specifi c to the 
downtown, the plan references encouraging healthy 
growth and development while maintaining a small-town 
atmosphere. Objectives for doing so include the following 
strategies:

1. Attract and support unique retail, dining, and 
entertainment amenities

2. Develop art and cultural amenities

3. Increase accessibility, walkability and 
beautifi cation

4. Expand downtown marketing and promotion 
eff orts

Batesville Main Street collaborates with city and arts and 
cultural organizations to increase development of arts 
and cultural amenities. It also mentions the consideration 
for a Downtown Overlay District that specifi es a particular 
type of development and ensures that development is 
allowed.

20202024 PARKS MASTER PLAN

Batesville underwent a planning process for the city-wide 
parks and recreation system. This plan was written per the 
guidlines provided by the Indiana Department of Natural 
Resources (IDNR), as part of the prerequisites for IDNR 
grant programs. The plan identifi ed the following goals:

1. Gather feedback and input from a diverse group 
of Batesville residents

2. Use national recreation standards, combined 
with a needs analysis to create new priorities for 
parks and recreation

3. Create a plan that is dynamic and provides 
pertinent, useful information and guidance for 
the next fi ve years

4. Present the plan and gain its acceptance by the 
community

5. Submit to IDNR for approval 

6. Upon approval by IDNR, apply for Land 
and Water Conservation Fund (LWCF)  grant 
programs

7. Use the plan as a springboard to apply for 
applicable grants

Specifi c to downtown, Veterans Park was noted as having 
old, declining trees and needed to consider selective 
removal and replacement with new trees. This, along 
with some minor updates to the entry and furnishings has 
been accomplished since the completion of the plan.

2023 VILLAGE GREEN CONCEPTUAL 
DESIGN PROCESS

In response to understanding how best to use the 
space occupied by the Umbrella Sky installation project, 
founded in 2011 by the Batesville Area Arts Council, a 
short design study was completed in 2023 that looked 
at the development of a permanent fl exible-use structure 
and performance space within the Village Green and the 
adjacent parking lot area. The study was limited to this 
space and did not consider options within the greater 
downtown area.  

Resulting concepts illustrated how the space could work 
with the existing temporary structure as a continued rotating 
art installation piece or incorporate a more permanent 
structure to provide shade, space for performances, and 
lighting attachment capabilities for various exhibits. The 
concepts also defi ned fl exible community space, improved 
pedestrian and vehicular circulation, and incorporated 
new landscaping and lighting. 

Umbrella Sky Installation Project (Source: City of Batesville)

Village Green Concept Plan (Source: HWC Engineering)Inspiration Park (Source: City of Batesville )

PAST PLANNING EFFORTS
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REGIONAL CONTEXT

Batesville is a small city located in southeastern Indiana 
along Interstate 74, approximately half-way between 
Indianapolis, Indiana and Cincinnati, Ohio. This strategic 
placement makes Batesville a prime location for residents 
looking for the quality of life found in a small town along 
with proximity to the attractions and amenities found in 
larger urban areas. The city limits of Batesville are in 
both Ripley County to the south and Franklin County to 
the north, with Batesville being the largest city in both 
counties at a population of just over 7,000 people. In 
addition to Interstate 74, the primary vehicular routes in 
and out of the city are State Road 229 which runs north 
to Oldenburg and connects south to Versailles, and State 
Road 46 which runs west from Batesville to Greensburg 
and east to Saint Leon and Harrison.

CITY CONTEXT

Downtown Batesville is near the center of the city, south 
of the exit from Interstate 74 along State Road 229. The 
German heritage of Batesville is readily apparent in 
downtown with several half-timbered building facades 
and Bavarian-themed murals. A collection of historic 
buildings are also located in downtown including local 
icons such as the Sherman House and Gibson Theatre. 
Some downtown attractions include Amack’s Well, the 
local coff ee house, which is south of the Village Green 
where the seasonal Farmers Market is held. Another 
signature location in downtown Batesville is the historic 
RomWeber Furniture Company, now known as RomWeber 
Marketplace, which houses several small businesses 
as well as a unique event venue. Though small in size, 
downtown off ers much in charm and character. 

PHYSICAL CONDITIONS

FIGURE 2.3: CITY CONTEXT MAPFIGURE 2.2: REGIONAL CONTEXT MAP
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LAND USE + CHARACTER

In 2022, Batesville underwent a process to develop a new 
Unifi ed Zoning Ordinance. Per the updated zoning map 
created during this planning eff ort, the project study area 
is identifi ed as zone DT (Downtown District) and zones 
R2 (Moderate Density District) and R3 (Medium Density 
Mixed Residential District), which is located along the 
periphery of the project boundary.

The Downtown District and DORA boundaries (Designated 
Outdoor Refreshment Area) can be seen on the map to 
the right and heavily overlap with the study area defi ned 
for this plan.

Land uses within the downtown include tax-exempt 
(government), commercial (mixed-use), residential, light 
industrial, and recreational (public).  While types of land 
use from block to block may be the same, individual 
building character varies widely within the district, 
providing for variety.  

The diversity of land uses have an impact on the character 
of downtown. For example, the light industrial buildings 
are very diff erent from the historic structures commonly 
seen in small urban downtowns and can be more 
diffi  cult to successfully incorporate in a design character 
for downtown. Some historic structures have been lost 
to ‘modern’ development, such as the construction of 
the Village Square shopping center that disrupted the 
downtown street-front aesthetic with a 1980s style strip 
mall. With this being said, Batesville is not without its 
share of historic structures that help to create a sense of 
place and provide a template and foundation upon which 
future development can be built and draw inspiration.  

PHYSICAL CONDITIONS

The Gibson Theatre (Source: City of Batesville)

Amack’s Well Coffee House (Source: Erin Schuerman Photography)

The Sherman House (Source: City of Batesville)

Langen Meats (Source: HWC Engineering) FIGURE 2.4: LAND USE + CHARACTER MAP
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BUILDING DENSITY

Building density in the study area varies block by block, 
but the general trends sees larger buildings and large 
vacant lots located at the core of downtown transitioning 
to smaller building footprints of varying sizes clustered 
closer together as you travel outward, as can be seen in 
the Study Area Map, Figure 2.1. This is an inverse of what 
is typically seen for urban downtown areas.  The study 
area is largely surrounded by residential neighborhoods 
which primarily consist of single-family homes, along with 
schools and parks. 

George Street as well as sections of Main Street include 
one and two-story buildings with facades and street 
fronts more indicative of historic downtown character. 
The intersection of Main and Pearl Streets, at the 
heart of downtown, is surrounded by surface parking 
lots servicing the aforementioned buildings along 
Main and George Streets. A single-story commercial 
development resembling more of a suburban strip mall 
than a traditional downtown development also sits in this 
location encompassing nearly an entire block. 

Batesville is unique in the light industrial use facilities 
that pepper the downtown district. These larger, half-
block to sometimes full-block, two, three and even four-
story structures have a strong presence in downtown. 
Conversions of some structures to commercial, 
institutional, and residential use help to create an identity 
and downtown atmosphere en lieu of the more traditional 
downtown street fronts and facades of other communities.

PHYSICAL CONDITIONS

Shops and parking lot at Pearl & Main (Source: Google Earth)

The Sherman House at Main & George  (Source: HWC Engineering)

View down Main St. from Boehringer (Source: HWC Engineering)

Inspiration Park/George St from Pearl (Source: HWC Engineering)

STREETSCAPE

In order to create a distinct downtown district, Batesville 
should establish and enforce design guidelines for its 
streetscapes. Currently, there are a mix of light fi xtures, 
benches, signage, hardscape and landscape design 
styles throughout downtown. This inconsistency makes it 
diffi  cult to know where downtown begins and ends as it 
does not feel like a single, unifi ed area of the city. As can 
be seen in the photos on this page, each downtown street 
has its own unique style with varying fi xtures, pavement 
types, and overall design aesthetics.

Items such as lighting, signage, wayfi nding, site 
furnishings, hardscaping, and landscaping should all 
be predetermined and approved by the city so that a 
cohesive downtown palette can be established. A list 
of specifi c products should be curated to refl ect the 
distinct character that Batesville would like to establish 
in its downtown. As older items need replaced or funds 
become available to add more furnishings, the city can 
begin to distinguish its downtown through consistent 
streetscape design.

.

East Main/Village Green Streetscape (Source: City of Batesville)

East Pearl Streetscape (Source: City of Batesville)Main & Boehringer Streetscape (Source: City of Batesville)
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PUBLIC GREEN SPACE + PLAZAS 

While Batesville does have some nice public areas 
downtown, they are isolated and small.  The green spaces 
at the core of downtown largely include hardscape 
surfaces with streetscape plantings including the Village 
Green and Inspiration Park. 

No larger, fl exible lawn space is present for the purposes 
of holding events or hosting festivals. These types of uses 
rely on adjacent parking lots for setup of activities, such as 
the hosting of the Batesville Farmers Market which takes 
place in the Village Green and adjacent Village Square 
parking lot. While the Village Green and Inspiration Park 
are suitable passive plaza spaces, their smaller sizes and 
immediate surroundings by roads and surface parking 
impact their comfortability and limit their use in hosting 
larger community events.

Veterans Park is the only larger public green space in 
downtown. Located on the very southeastern edge of 
the project study area,  the quarter block park acts as a 
community space for the surrounding residential areas, 
but is physically and visually separated from the core of 
downtown’s pedestrian plazas.

Village Green (Source: Lohmiller Real Estate)

VILLAGE GREEN

The Village Green is the primary plaza for downtown 
programming located along Main Street. The site is 
an important place of respite amongst the bustle of 
downtown with mature trees and plantings, a gazebo, 
benches and fountain. The space also includes interpretive 
signage that depicts the history of the City of Batesville. 
Additionally, it was the site of the Umbrella Sky Project, an 
art installation hosted by the Batesville Area Arts Council 
since 2021 which relocated in 2023. 

Most recently, a 2023 conceptual design study was held 
with community stakeholders to evaluate the future of the 
space the art installation occupied. Ideas were presented 
for a redesign of the adjacent parking lot to expand the 
Village Green and provide a permanent structure for 
events or other rotating art installations.

The Village Green is a much-loved component of 
downtown evident by its care and interest from groups 
such as the Batesville Beautifi cation League, Batesville 
Historic Center, and the Batesville Area Arts Council, to 
name a few.

PHYSICAL CONDITIONS

INSPIRATION PARK

Inspiration Park is also located along Main Street, on the 
block just south of the Village Green. Constructed in 2021, 
the park “commemorates 2020’s 100th anniversary of the 
Women’s Suff rage Movement and honors the rich legacy 
of women who have shown vision and tenacity to become 
signifi cant contributors to the Batesville community” 
(Batesville Area Arts Council).

The dedicated park space was born out of a 2011 planning 
eff ort as part of a submission to the Stellar Communities 
grant program. Ultimately, the funds for the realization of 
this space came from other sources. 

Inspiration Park includes the dedicated art sculpture, a 
small turf lawn with a conversation ring, tree plantings, 
and benches with built-in planters.

Inspiration Park (Source :Batesville Area Arts Council) Veterans Park (Source: City of Batesville)

VETERANS PARK

Veterans Park is a small community park located at 
401 South Street on a half acre. The has a playground 
located at the center, which is need of some updates to 
include modern features as well as be more inclusive, a 
shelter with picnic tables, and perimeter lawn space with 
benches. The corner entry to the park includes a paved 
area with seating, planters, and a fl agpole.

Any mature trees on site are declining and younger trees 
have been planted to off er future shade. A redesign of 
the site could result in a more active space, which would 
benefi t the adjacent mixed use commercial spaces as 
well as the associated apartment living.

Farmers Market (Source: Erin Schuerman Photography)
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CIRCULATION

Adequate circulation for both pedestrians and vehicles 
is instrumental to a successful downtown. Circulation 
can provide and defi ne access to businesses, amenities, 
and parking. It can also guide view sheds and entrance 
sequences. This section reviews the many challenges 
downtown Batesville currently faces in the categories 
of gateways, vehicular and pedestrian networks, and 
parking.

GATEWAYS 

A welcoming entrance sequence into downtown is not well 
defi ned from the four main approaches into downtown 
(outlined by the principal arterial and collector roadways 
in Figure 2.5). The approach into Batesville from the north 
is the most compelling as the Saint Louis Church sits on a 
visual axis with Walnut Street and the Hill-Rom pedestrian 
sky bridge frames the approach.

The approaches to downtown from the north and south 
via State Road 229 and from the west via State Road 46, 
when paired with the diagonal street grid of downtown, 
makes for indirect and confusing access into the heart of 
the district. The principal arterials must rely on segments 
of collector and local roadways to reach their fi nal 
destinations.

While the bigger picture of identifying “gateways” into the 
city with associated ornamentation and structural features 
is important to the identity of Batesville, establishing a 
branded wayfi nding package is also important as part of 
the sequences. Creating primary gateways supported by 
secondary and tertiary signage to guide the drivers from 
principal arterials to collector and local roadways will 
ease the confusion of fi nding downtown.

The approach into Batesville from the east is the most 
straight forward, departing from State Road 46 onto East 
Pearl Street and traveling that corridor continuously into 
downtown. 

Approach from SR 229 to Downtown (Source: HWC Engineering)

VEHICULAR NETWORKS

State Road 229 (N. Walnut Street) exists as a principal 
arterial road in and out of northern Batesville. The road 
connects downtown to both State Road 46 and Interstate 
74 in the far north. Walnut Street reaches downtown by 
way of Main Street via Boehringer Street.

State Road 229 (S. Mulberry Street) also exists as a 
principal arterial road in and out of southern Batesville. 
The road reaches downtown by way of Main Street via 
South Mulberry Street.

East Pearl Street is the principal arterial road in and out 
of Batesville.  The east end of Pearl Street connects to 
State Road 46, which acts as bypass around the City. This 
connection from State Road 46 provides a direct entry 
into downtown.  

North Huntersville Road exists as a collector roadway in 
and out of Batesville as it connects to State Road 46 in 
the west. North Huntersville Road reaches downtown by 
way of Columbus Avenue to Walnut Street to Boehringer 
Street.

PHYSICAL CONDITIONS

FIGURE 2.5: ROADWAYS AND GATEWAYS



32 EXISTING CONDITIONS 33BATESVILLE DOWNTOWN VISIONING PLAN

PEDESTRIAN NETWORKS

Safe and accessible pedestrian facilities are essential 
to every thriving downtown. In Batesville, walkability 
varies from street to street. Sidewalks have been added 
along the south side of Pearl Street between downtown 
and RomWeber. However, the north side of Pearl Street 
east of Park Street remains unpleasant and potentially 
dangerous for pedestrians. Walnut Street as a whole has 
narrow sidewalks, but the section between Boehringer 
and George Streets in particular is uninviting to 
pedestrians with an industrial look and feel. Additionally, 
east of Main Street between Boehringer and George 
Streets is primarily parking lots which create a hazard 
for pedestrians, especially since many downtown events 
are held here. Careful consideration should be given to 
improving each of these problem areas. However, as a 
whole, downtown’s pedestrian network is quite good.

ONSTREET PARKING

As can be seen in Figure 2.6 on the following page, 
downtown has an extensive amount of on-street parking. 
Nearly every street within the downtown study area off ers 
on-street parking, making downtown readily accessible 
to vehicular visitors. However, while the majority of blocks 
within the study area accommodate on-street parking, 
very few have signage and pavement markings to 
delineate it.  Making people aware of the availability 
of on-street parking could minimize the need for such 
expansive surface parking lots throughout downtown.

OFFSTREET PARKING 

A signifi cant portion of downtown is dedicated to off -
street parking lots which is not the highest and best use 
for valuable real estate in the heart of downtown. In 
particular, the large surface lots located north and south 
of Pearl Street and east of Main Street is in the core of 
downtown and adjacent to important public spaces such 
as the Village Green and Amack’s Well. These large 
parking lot are rarely full and could be repurposed to 
better accommodate pedestrian uses such as a community 
gathering space or as an expansion of  Inspiration Park. 

Large surface lot in Downtown (Source: HWC Engineering)

Unmarked on-street parking (Source: HWC Engineering)

PHYSICAL CONDITIONS

FIGURE 2.6: PARKING AND SIDEWALKS MAP
Bumpout in unused space between on street parking and the 
end of the block  along George Street (Source: HWC Engineering)
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DOWNTOWN EVENTS 

Downtown Batesville off ers a variety of events throughout 
the year for residents and visitors to enjoy. The City 
of Batesville, Batesville Main Street, the Chamber of 
Commerce, the Memorial Public Library, and many more 
work together to provide entertainment and gathering 
events for locals and visitors alike, such as the following: 

  Farmers Market

  Puppuccino

  Kiwanis Carnival 

  Mainopoly

  Christmas in July

  Ladie’s Night

  RomWeber Car Show

  Food Truck Festival

  Tap & Chisel Craft Brew Fest

  Cherry Thing-a-ling

  Batesville Blackout

  5th Saturday Shopping Events

  Summer Concert Series at the Library

  Annual parades, including Homecoming, 4th of 
July, Halloween, Jingle Bell Rock, and more

For a full list of events and dates, visit the Chamber 
of Commerce Community Calendar online at https://
batesvillein.com/events/.

Puppuccino (Source: HWC Engineering)

BATESVILLE FARMERS MARKET

On Saturday mornings from 8am to 12pm, downtown 
Batesville boasts a farmers market showcasing vendors 
with locally grown, quality foods and homemade arts and 
crafts. The event takes place in the parking lot adjacent to 
the Village Green from May through October.

PUPPUCCINO

Each year Batesville Main Street and Amack’s Well Coff ee 
House put on a special event for resident canines and 
their owners to enjoy. Puppuccino is held each May in 
downtown and hosts a variety of vendors, entertainment,  
dog training demos, and of course a plenitude of  
cappuccinos and pup cups for all. Even those who are not 
dog owners are welcome to partake in the festivities and 
make friends with local residents and their dogs alike. 

FOOD TRUCK FESTIVAL

Each July, Batesville Main Street in partnership with the 
Batesville Memorial Public Library hosts a celebration 
of culinary creations. The Batesville Food Truck Festival 
invites you to take a night off  from cooking and let local 
vendors treat you and your family to a host of sweet and 
savory dishes, sure to satisfy all your cravings. 

CULTURAL AND SOCIAL CONDITIONS

CULTURAL INSTITUTIONS 

Cultural institutions -- both private and public -- help 
to foster an identity for and shape the atmosphere of 
downtown. These institution are the local landmarks and 
social hubs of the city frequented by residents which 
serve as key anchors for downtown. Some of the cultural 
institutions identifi ed by the planning committee include:

  RomWeber Marketplace 

  Kid’s Discovery Factory

  Memorial Public Library 

  Batesville Area Historical Center

  Gibson Theatre

  City Hall

  Amack’s Well Coff ee House

  Post Offi  ce

  Batesville Liquor Co. 

  Schmidt Bakery

  Village Green

ROMWEBER MARKETPLACE
Located at 7 S Eastern Ave, the RomWeber Marketplace 
off ers unique shopping experience with curated 
collections of vintage and antique furniture, home decor, 
and collectibles. 

Kids Discovery Factory (Source: Discover Batesville) Gibson Theatre (Source: Discover Batesville)

KIDS DISCOVERY FACTORY

Located at 110 Sycamore Street, the Kids Discovery 
Factory combines play and education, allowing kids to 
gain confi dence while having fun exploring new concepts 
and learning valuable skills about science, technology, 
engineering, art, and mathematics.

BATESVILLE MEMORIAL PUBLIC LIBRARY 

Located at 131 N Walnut Street, the Batesville Memorial 
Public Library off ers a variety of seasonal activities 
to engage the community such as the summer concert 
series and reading program as well as art and education 
courses.

BATESVILLE AREA HISTORICAL CENTER

Located at 15 West George Street, the Batesville 
Historical Center has a mission to “foster an awareness 
and appreciation of the Batesville area’s unique history 
through the research, collection, preservation, and 
promotion of the material culture and history of the 
Batesville area.”

GIBSON THEATRE

Located at 107 N Main Street, Gibson Theatre recently 
celebrated its 100th birthday. The theater off ers regularly 
scheduled pay to attend events and screenings as well 
as free-of-charge programming like the Free Summer 
Movies series.

Farmers Market (Source: Erin Schuerman Photography)



CHAPTER 03
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OVERVIEW

An understanding and analysis of market conditions, 
including demographics and consumer habits, can help 
focus potential redevelopment eff orts and the what types 
of redevelopment may be most successful.  This chapter 
examines general demographic and economic indicators.  
The 2008 Downtown Plan was also used as a reference 
point to gauge how the community has changed since 
that time, as well as to understand if recommendations 
presented in that plan continued to have merit.  

The table on the opposite page highlights some of the 
data comparison point.  Several key data points have 
remained remarkably consistent or improved for the better 
over the last fi fteen years, including owner occupied 
housing, population, and educational attainment levels.  
There have also been areas with some changes to note 
from 2008, including a slight decrease of the percentage  
of the white collar workforce and slight decreases in 
median household income, per capita income and 
median home value when compared to infl ation adjusted 
values from 2008.  The poverty rate was a signifi cant 
change, though the percentages of residents considered 
cost-burdened decreased from 2008 to 2022.  

Overall, Batesville remains a prosperous community, and 
one that is seeing positive population growth, which is 
not the case for many communities in Indiana. Batesville 
continues to rate higher than the State of Indiana in several 
economic indicators, including household incomes, 
educational attainment levels, and a lower median age.

However, as observed in the 2008 plan, growth and 
development in the downtown will be limited if focusing 
only on local services and local demand.  A strategy which 
expands on services being off ered to local residents as 
well as boosting demand for visitors will be needed 
to  increase retail and dining spending and demand.  
Batesville has demonstrated the ability to successfully pull 
in visitors through the Umbrella Sky project and will need 
to look for opportunities to make Batesville a destination.  
Making downtown and Batesville a destination can also 
mitigate another potential concern, which is the out-sized 
reliance on manufacturing for the local economy.  Creating 
a high-demand destination, coupled with other strong 
economic indicators that Batesville has demonstrated, can 
help ensure manufacturers, and their employees, want to 
stay here.  It also provides an opportunity to reverse the 
slight downward trend in white collar services, to off er an 
opportunity for those who have the opportunity to work 
remotely, while living in Batesville.  

OVERVIEW AND SUMMARY

POPULATION 2007 2022

Population 6,785 7,288

White/Black/Hispanic (%) 96/0.1/1.8 92.2/0.5/4.6

HOUSING

Owner Occupied Housing 70.2% 68.7%

Vacant Housing Units 3.6% 3.7%

Median Home Value $151,422 $208,700

Median Year Structure Built 1970 1976

% of Detached Structure 74.1% (2000) 70.5%

INCOME/EMPLOYMENT

Median Household Income $60,523 $72,794

Per Capita income $27,630 (2006) $39,642

% of Households w/ Income $50K+ 61.4% 64.6%

% w/ Bachelor or Higher Degree 25.1% 28.3%

% White Collar / Services / Blue Collar 56/14/30 52/14/34

Population 16+ Unemployed 3.6% 4.5%

Average Travel Time to Work (min.) 17 26.2

SOCIOECONOMIC 

Median Age 37.6 37.6

Poverty Rate 3.5% 16.1%

% of Residents that are cost burdened 37.1% 29.3%

FIGURE 3.1: DEMOGRAPHICS COMPARISON CHART
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DEMOGRAPHICS

The following present observations of notable 
demographic data points and trends.  In addition to 
Batesville, demographics were also compared within a 
30 minute drive time of Batesville, which represents a 
likely trade area of residents likely to visit the City.  More 
complete demographic summaries can be found in the 
appendix.  

POPULATION AND GROWTH

 Population has grown 8.71% in Batesville between 
the 2010 and 2020 census.  This outpaces the State 
of Indiana’s growth at 4.65%, but is less than the 
growth that occurred between the 2000 and 2010 
census.  

 The same trend could be seen in Ripley County 
and the 30 minute drive time, with growth still 
occurring between 2010 and 2020, but slowed 
when compared to 2000 and 2010.

 Growth in the number of households has also 
outpaced the State between 2010 and 2020 
with Batesville at 11.06% and the 30 minute 
drive time at 13.09% compared to the State at 
7.10%.  Batesville was the only geography where 
household growth accelerated from the 2000 to 
2010 period to the 2010 to 2020 period.  

 While the number of households has increased, 
the average household size decreased from 2.60 
to 2.47, a trend seen broadly across all analyzed 
geographies and the US more broadly.  Shrinking 
household sizes mean the same amount (or more) 
people are living in more housing units, therefore, 
driving demand for more units.

 When compared to the State of Indiana, Batesville 
has a much higher percentage of people under 
age 5 living in their community (8.19% vs 6.15%)

 On the other end of the spectrum, Batesville has 
about 1.20% more people over the age of 75 than 
the state of Indiana (7.40% vs 6.24%)

 The share of the millennial population in Batesville 
is 3.77% lower than that of the State of Indiana 
(21.75% vs. 25.52%).

 The share of the retiree population in Batesville is 
1.34% higher than that of the State of Indiana (17% 
vs. 15.67%)

HOUSING

 The housing picture has remained relatively stable 
in Batesville over the last decade.  

 Total housing units increased by 28 total units 
between 2010 and 2020. 

 The median year of housing structures built has 
modestly increased to 1976 compared to 1970 in 
the 2008 plan, representing a small increase of 
newer housing units.  

 68.7% of all units were owner-occupied.  

 31.3% of all units were renter-occupied.  

EDUCATIONAL ATTAINMENT

 Generally, the educational attainment of the 
analysis areas is well aligned with the State of 
Indiana as a whole.  

 8.44% of Batesville’s population holds an associate 
degree, 18.4% hold a bachelors degree, and 
10.83% hold a graduate degree or higher.  

 When looking at just bachelors degree or higher, 
Batesville at nearly 29% is near equal with the 
State of Indiana at 28% but higher than Ripley 
County at 19.22% and the 30 minute drive time at 
22.3%.  

 It should also be noted that Batesville’s local 
school corporation has been a 4-Star rated 
corporation since 2009.  

 The graduation rate at Batesville High School is 
97%.  

INCOME AND POVERTY

 Despite the diff erences in population growth and 
educational attainment levels, income and poverty 
present a more challenging picture in Batesville.  

 When adjusted for infl ation, median household 
income ($72,794) per capita income ($39,642) and 
median home value ($208,700) have decreased 
slightly when compared to 2010.  

 Batesville and Ripley County are slightly less than 
the State of Indiana in per capita income ($34,512 
and $34,578 respectively) compared to $35,984 for 
the State.  

 However, Batesville and Ripley County out perform 
the State of Indiana in median household income 
at ($72,794 and $70,285 respectively) compared to 
$66,785 for the State.  

 Cost-burdened households (those who spend more 
than 30% of income on housing costs) also has 
an out-sized impact on renters in Batesville with 
nearly 59% of renters are cost-burdened compared 
to 43% statewide and only 30% in the 30 minute 
drive time.  

 Nearly16% of owner-occupied households across 
Batesville are cost-burdened.  

 When looking at both owner-occupied and 
renter-occupied, nearly 30% of all households in 
Batesville are cost-burdened.  

 Batesville has a higher percentage of its 
population living below the poverty line at 16.1% 
compared to the State at 12.6%.  This is also a 
signifi cant change from a rate of only 3.5% noted 
in the 2008 plan.  

 The higher poverty rate can be identifi ed in 
Census Tract 9685, which comprises downtown 
Batesville east to CR 300 E.  The poverty rate in 
this tract is 19.7%.  Census tract 9684.02, containing 
the eastern half of Batesville out to Sunman has a 
poverty rate of 8.3% while Census tract 9601, which 
comprises the portion of Batesville in Franklin 
County has a poverty rate of 6.6%.  

 While this rate and the increase is concerning, it 
is not a trend limited to Batesville.  The threshold 
to be considered middle-class in Indiana rose 38% 
in 10 years, while median household income has 
only risen 22% in same period.  

 Peer communities in the region have similar or 
higher poverty rates, which higher rates seen in 
city centers when compared to the county, with 
Rushville (15.1%), Shelbyville (18.8%), Greensburg 
(13%) North Vernon (20%) and Lawrenceburg 
(20.4%).  

COMMUTING

 Batesville has more workers coming into the City to 
work than leaving.  5,815 workers commute to the 
City to work.  1,118 people leave the City to work 
elsewhere, and 1,761 people both live and work in 
Batesville. 

 The large number of workers commuting 
into Batesville make sense given the large 
manufacturing presence.  This infl ux represents an 
opportunity for Batesville to capture some of those 
commuters to live in Batesville and closer to their 
jobs.  

 Most commuters coming into Ripley County 
(Batesville) are traveling from Franklin County 
(22%), Dearborn County (12.4%), Decatur County 
(6.2%), and Butler County, OH (2.3%).  

EMPLOYMENT

 White collar jobs make up 52% of local 
occupations, with the bulk of those jobs in the 
management/business/fi nancial occupations 
(17.7%) and professional occupations (21%). 

 Blue collar jobs make up 34% of local occupations, 
with the bulk of those jobs in the production 
occupations (17.4%) followed by installation/
maintenance/repair (6.6%) and construction/
extraction (5.8%)

 The top industries in Batesville are manufacturing 
at 36%, followed by health care (12.4%) 
educational services (8%), construction (7.3%) and 
retail trade (6.8%).  

 The percent of the population (16+) in the labor 
force is 69.8%

Graduation rate at Batesville High School, 
a 4-star rated school corporation

97%

of jobs are in manufacturing, 
Batesville’s top industry

36%

of households are 
cost burdened

30%
of jobs are in
Batesville’s to of commuters drive 

alone to work, while    83%
7% carpool
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MARKET ANALYSIS

RETAIL TRADE ANALYSIS

A trade analysis captures a snapshot of downtown 
Batesville’s economy, including types of stores and 
services provided, along with an understanding of 
what consumers are spending money on.  According to 
ESRI and data provided by Data Axle, there over 452 
businesses with a Batesville address.   Over half of these 
businesses employ 1-4 employees, while some of the 
largest businesses, such as Baxter, Batesville (previously 
Batesville Casket Company), Margaret Mary Health, 
and Batesville Tool & Die employ 500+ employees each. 
Combined, the top 5 employers in Batesville employ over 
3,000 people.  

According to data from Main Street Batesville, there 
are over 125 businesses within the downtown vicinity, 
including 10 dining options, 38 retail options, 65 service-
oriented businesses, and 12 other, being non-profi ts and 
government businesses.  There is a diverse range of 
businesses downtown, including a popular coff ee shop, 
bakery, butcher shop, café, movie theater, offi  ce supplies 
store, shoe store, book store, auto-parts, and boutique 
retail shops.  Examples of personal services and non-retail 
or dining establishments downtown include banking, 
salons, post-offi  ce, library, historical museum, children’s 
museum, music studio, and real estate and law offi  ces. 

TRADE AREA 

Understanding what current businesses exist is helpful, 
but we also want to understand spending habits of 
potential visitors to Batesville.  Anecdotally, within the 
public survey, we found that Batesville residents were 
often driving to Cincinnati, Harrison, Greensburg, and 
Lawrenceburg for shopping and dining options.  Given 
that visitors were willing to drive to Harrison, Greensburg 
and Lawrenceburg, we analyzed additional data within a 
30 minute drive time of Batesville.  While the 2020 census 
population of Batesville was 7,202, there are over 85,143 
residents within a 30 minute drive time of Batesville.  

The two most requested business types from the public 
input process on the plan is shopping and dining.  While 
the City can take actions to help improve the business 
climate and atmosphere downtown, it is also helpful to 
understand which types of businesses or dining off er the 
most opportunity in Batesville based on current spending 
habits both within Batesville and within the 30 minute 
drive time.  

Some of the reports produced by ESRI and analyzed for 
this document include:

  Restaurant Market Potential (Batesville and 30 
minute drive time)

  Retail Market Potential (Batesville and 30 minute 
drive time) 

  Retail Demand Outlook (Batesville and 30 minute 
drive time)

  Retail Goods and Services Expenditures (Batesville 
and 30 minute drive time) 

  Retail Demand by Industry (Batesville and 30 
minute drive time) 

  Restaurant Demand Outlook?? (Batesville and 30 
minute drive time)  

These reports are included in the appendix.  While these 
reports vary in the exact methodologies and criteria 
used, when viewed together they help understand the 
existing consumer habits of residents in Batesville and 
the 30 minute drive time as well as opportunities based 
on likely changes in consumer habits.  These reports 
generally create an index comparing consumer habits in 
the analysis area against national averages.  This creates 
the ability to identify higher and lower demand relative 
to national averages.  Some highlights from these reports 
include:

RESTAURANT MARKET POTENTIAL

Consumer spending in Batesville and a 30-minute drive 
time shows potential growth opportunities, particularly 
in dining market potential. Family restaurants and 
steak houses are particularly popular, with strong mid-
range spending habits ($31-$100) and potential for 
expansion. However, demand signifi cantly diminishes for 
expenditures on restaurant spending over $100 and for 
fi ne dining experiences broadly. 

  Spent $31-50: MPI of 115

  Spent $51-100: MPI of 118

Fast food and drive-in restaurants also see high demand, 
especially for take-out and drive-thru options, indicating 
opportunities for quick-service businesses. Specialty fast-
food chains like Texas Roadhouse, Dairy Queen, and 
Subway enjoy higher-than-average patronage, suggesting 
success for niche fast-food concepts. Additionally, demand 
for sit-down breakfast establishments like Cracker Barrel 
and Bob Evans suggest an opportunity for expanded 
breakfast establishments. 

RETAIL MARKET POTENTIAL

Batesville’s retail market sector showed less opportunity 
than the restaurant market potential, with many MPI values 
at or below average. Demand is particularly low for 
entertainment related establishments. In the retail sector, 
convenience stores lead in consumer engagement, with 
a notable percentage of adults frequently shopping and 
spending over $100 within 30 days at convenience stores.

Interestingly, pet ownership is strong, particularly for cats 
and dogs (MPI of 134 and 125, respectively), refl ecting a 
robust potential market for pet-related products. Demand 
for home improvement supplies, particularly supplies 
‘made in America,’ is strong. Batesville also demonstrates 
strong demand for fi nancial services, including banking, 
mortgage, investing, and insurance related businesses. 

One of the key takeaways from 2008 plan was new retail 
markets must be brought in from outside of the community 
to grow retail and that local demand for goods was 
stagnant.  Given the lower MPI’s noted for several of 
the retail and dining categories in these reports– this 
assumption still likely holds.  

BUYING HABITS OF LOCAL CONSUMERS

In addition to the market reports, ESRI also produces 
Tapestry Segments of the local population, which off er 
another insight into the potential interests and shopping 
habits of local consumers.  To create the Tapestry 
Segmentation, ESRI collects data from credit card 
purchases and a variety of other sources to group people 
into their buying habits. The following charts show the top 
three tapestry segments both within Batesville and within 
a 30-minute drive of Batesville.  More robust summary 
spreadsheets of Tapestry Segments for Batesville can be 
found in the appendix.  

DOWNTOWN BUSINESSES BREAKDOWN

DINING
(10)

SERVICE
(65)RETAIL

(38)

OTHER
(12)
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TAPESTRY 
SEGMENT MARKET PROFILE AND CHARACTERISTICS

1. Green Acres (50.9%)

  $76,800 Median Household Income 

  Purchasing choices refl ect Green Acres residents’ country life, including a variety 
of vehicles, from trucks and SUVs to ATVs and motorcycles, preferably late 
model.

  Homeowners favor DIY home improvement projects and gardening.

  Media of choice are provided by satellite service, radio, and television, also 
with an emphasis on country and home and garden.

  Green Acres residents pursue physical fi tness vigorously, from working out on 
home exercise equipment to playing a variety of sports.

  Residents are active in their communities and a variety of social organizations, 
from charitable to veterans’ clubs.

2. Rustbelt Traditions 
(35.2%)

  $51,800 Median Household Income 

  Residents take advantage of convenience stores for fueling up and picking up 
incidentals.

  Watching television is a common pastime; many households have more than 
four TVs.

  Favorite programming ranges from Freeform, A&E, and TNT to children’s shows 
on Nickelodeon and the Disney Channel.

  Residents are connected; entertainment activities like online gaming dominate 
their internet usage.

  Favorite family restaurants include Applebee’s, Arby’s, and Texas Roadhouse.

  Radio dials are typically tuned to classic rock stations.

3. Old and Newcomers 
(13.8%)

  $44,900 Median Household Income 

  Residents have a strong sense of community. They volunteer for charities, help 
fundraise, and recycle.

  They prefer cell phones to landlines.

  Entertainment features the internet (employment searches, rating products, 
updating social media profi les), watching movies at home, listening to country 
music, and reading the paper.

  Vehicles are basically just a means of transportation.

  Food features convenience, frozen, and fast food.

  They do banking as likely in person as online.

TAPESTRY 
SEGMENT MARKET PROFILE AND CHARACTERISTICS

1. Salt of the Earth

  $56,300 Median Household Income

  Outdoor sports and activities, such as fi shing, boating, hunting, and overnight 
camping trips, are popular.

  To support their pastimes, truck ownership is high; many also own an ATV.

  They own the equipment to maintain their lawns and tend to their vegetable 
gardens.

  Residents often tackle home remodeling and improvement jobs themselves.

  Due to their locale, they own satellite dishes and have access to high-speed 
internet connections like DSL.

  These conservative consumers prefer to conduct their business in person rather 
than online. They use an agent to purchase insurance.

2. Green Acres

  $76,800 Median Household Income 

  Purchasing choices refl ect Green Acres residents’ country life, including a variety 
of vehicles, from trucks and SUVs to ATVs and motorcycles, preferably late 
model.

  Homeowners favor DIY home improvement projects and gardening.

  Media of choice are provided by satellite service, radio, and television, also 
with an emphasis on country and home and garden.

  Green Acres residents pursue physical fi tness vigorously, from working out on 
home exercise equipment to playing a variety of sports.

  Residents are active in their communities and a variety of social organizations, 
from charitable to veterans’ clubs.

3. Southern Satellites

  $47,800 Median Household Income 

  Usually own a truck; likely to service it themselves.

  Frequent the convenience store, usually to fi ll up a vehicle with gas.

  Typical household has a satellite dish.

  Work on home improvement and remodeling projects.

  Own a pet, commonly a dog.

  Participate in fi shing and hunting.

  Prefer to listen to country music and watch CMT.

  Read fi shing and hunting and home service magazines.

  Partial to eating at low-cost family restaurants and drive-ins.

  Use Walmart for all their shopping needs (groceries, clothing, pharmacy, etc.).

WITHIN 30 MINUTE DRIVE OF BATESVILLE:IN BATESVILLE:
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LifeMode Group: Cozy Country Living 

Green Acres6A

Households: 3,923,400

Average Household Size: 2.70 

Median Age: 43.9

Median Household Income: $76,800

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 26.0   US: 64.0
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AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.

50.9%

OCCUPATION BY EARNINGS
The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.
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investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.
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LifeMode Group: GenXurban 

Rustbelt Traditions5D

Households: 2,716,800

Average Household Size: 2.47 

Median Age: 39.0

Median Household Income: $51,800

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 46.8   US: 64.0
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AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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35.2%

OCCUPATION BY EARNINGS
The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.
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investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.
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TAPESTRY SEGMENTATION
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LifeMode Group: Middle Ground 

Old and Newcomers8F

Households: 2,859,200

Average Household Size: 2.12 

Median Age: 39.4

Median Household Income: $44,900

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 52.7   US: 64.0
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AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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OCCUPATION BY EARNINGS
The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.
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or unsecured (credit cards). Household income and
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TAPESTRY SEGMENTATION

OPPORTUNITIES

DESIRED COMMERCIAL USES

Early in the process, a community survey was administered 
which received over 400 responses.  Overwhelmingly, 
the survey respondents desired additional dining 
and shopping opportunities in Batesville, with 59% 
of respondents wishing to see more shopping and 
entertainment options and 77% wishing to see more dining 
options.   The table below provides a further breakdown 
of what kinds of dining or shopping respondents would 
prefer to see. 

SURVEY CHOICE RESPONSES (%)

Evening Dining 67%

Outdoor Dining 65%

Gift and Clothing Shops 53%

Entertainment Venues 48%

Grocery Store 42%

Boutique Retail Stores 41% 

Kids Stores and Activities 35%

Destination Dining 29% 

Coff ee Shops 16%

Art Galleries 15% 

Personal Services (salon, 
bank, attorney, etc.) 

9% 

Offi  ces 5%

While it is tempting to focus all eff orts on those categories, 
Batesville will likely fi nd greater success in creating a 
supporting environment for many new businesses and 
entrepreneurs as opposed to focusing too narrowly on 
just dining and shopping.  By establishing policies and 
marketing to attract, launch, and support entrepreneurs, 
those entrepreneurs can help fi ll the gaps desired by 
residents, with support from the City to run and plan a 
successful business.  

Even with support to local businesses and entrepreneurs, 
there are some signifi cant barriers to new business of any 
kind in downtown – lack of available spaces.  Unlike many 
downtowns which often struggle with empty storefronts, 
Batesville lacks storefronts due to past development 
decisions which removed a large inventory of existing 
buildings for parking and suburban type development.  
RomWeber marketplace has helped fi ll some of this need, 
but more is needed, especially adjacent to the what most 
consider as the city center/downtown core bound by 
Boehringer, Main, Park and George Streets.  Innovative 
approaches will be needed to increase storefronts, likely 
utilizing a mixture of infi ll development, pop-up or cottage 
type storefronts, and conversion of existing buildings 
to retail oriented storefronts.  Improving upper fl oors 
of existing buildings may also provide an appealing 
alternative for businesses which don’t relay on visibility of 
foot traffi  c, helping open up valuable ground-fl oor space 
for retail and dining opportunities.  
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LOCAL ECONOMIC DEVELOPMENT 
TOOLS  

In the Redevelopment Framework chapter of this plan, 
several strategies are listed under the Economic Vitality 
heading.  Several of these strategies involve, or could 
involve, local economic development tools, such as:

  Incentives for Business Attraction

  Tax Increment Financing (TIF) Districts

  Low-Interest Loans

  Design Guidelines

  Downtown Investment Group 

  Redevelopment Commission 

INCENTIVES FOR BUSINESS ATTRACTION

Incentives for business attraction at a local level often 
include tax breaks, job training, or infrastructure 
investments.  Although those can often help lure new 
business, a City should often look at business retention 
eff orts as well.  Support for existing local businesses can 
include providing industry trend research, GIS mapping, 
support for improving search engine optimization,  
consumer expenditure data reports, and mobile (cell 
phone) analytics.  Other approaches also include small 
business incubators or co-working spaces. 

TAX INCREMENT FINANCING (TIF) DISTRICTS

Tax increment fi nancing (TIF) districts are one of the local 
governments can help fund discretionary development 
projects, which are often a feature of downtown 
development.  Batesville has utilized TIF districts in the 
past, and currently has a TIF district which covers the 
downtown.  To maximize its benefi ts, a TIF district needs 
to be in place  before new growth and redevelopment 
occurs.  

Considerable legal and fi nancial advise is needed to 
create TIF districts and require a wider public discussion 
before implementation. 

LOWINTEREST LOANS 

The Main Street Organization and City of Batesville have 
both utilized facade programs in the past.  Building 
on these successes, low-interest loans for building 
improvements are another tool which can be utilized. 
Low-interest loans may be off ered to improve building 
exteriors, as with the facade program, or be used to 
fi t-out interiors of buildings for desired retail or dining 
establishment.  Low-interest loans could also be off ered 
for marketing or bringing establishments, such as dining 
facilities, up to code.  

DESIGN GUIDELINES 

As local leaders invest in downtown Batesville, they also 
have a right to protect that investment by indicating to 
the private sector expectations for redevelopment and 
improvement.  While the amount of historic structures 
and buildings in Batesville has dwindled over the years, 
a character still exists within the downtown which can 
be expanded upon and protected.  Given the limited 
number of historical structures, historic preservation 
guidelines may not be a good fi t.  However, guidelines 
which indicate such characteristics important to a 
downtown such as building setbacks, lighting, building 
materials and proportions, and signage can still ensure 
the cohesiveness and character of downtown as a unique 
and special district.  

DOWNTOWN INVESTMENT GROUPS

Partnering with Local investment groups or non-profi ts 
can complement work being done by organizations such 
as Main Street by being laser focused on one issue, such 
as increasing and improving available building inventory.  

Franklin Heritage, Inc. is an example of such an 
organization founded in Franklin, IN in 1983 by a small 
group of citizens which started purchasing properties in 
1998.  As a non-profi t 501(c)(3), FHI has helped restore 
and get back on the market over 17 properties.  

Organizations such as these don’t happen by accident.  
They take dedicated individuals with a clear vision and 
passion for their community along with trust and open 
communication with local offi  cials.  

REDEVELOPMENT COMMISSION 

Redevelopment commissions can also play a role in 
getting properties back onto the market by utilizing 
the same principles of purchasing properties to spur 
economic growth.  Batesville has an active RDC, but 
opportunities should be evaluated for key properties within 
the downtown that are either blighted, underutilized, or 
vacant and which have high potential to fi ll the need for 
additional retail storefronts.  
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Batesville residents, downtown advocates, and leadership 
were enthusiastic about providing input for this plan. 
There is a consistent, collective desire to see downtown 
Batesville continue to move forward in a positive direction. 
Public input for this plan was gathered through planning 
committee meetings, city leadership interviews, an online 
public survey, downtown public outreach events, and a 
public workshop. A summary of each type of public input 
gathered is included in this chapter.

ONLINE SURVEY

A 16-question survey was made available to the public 
online from April through July 2024. 413 people responded 
to the survey within that time. Questions helped identify 
the priorities of the participants regarding current 
conditions and the future outlook for downtown Batesville.  
Some demographic questions were also asked to gain an 
understanding of the respondents. Select survey results 
are illustrated below. Full survey results can be found in 
the appendix.

Key questions on the survey included:  

  Reasons for going downtown

  What respondents wish was off ered or improved 
upon downtown

  What they would like to see more of in downtown

  What types of businesses they would like to see 
more of in downtown. 

A review of the online survey found many common threads 
with key takeaways summarized on the following pages.

PEOPLE GO DOWNTOWN MOST OFTEN 
FOR COMMUNITY EVENTS, SHOPPING 
AND DINING

The top three reasons survey respondents gave for visiting 
downtown were nearly equal in their popularity:

  Community Events (59%)

  Shopping (58%)

  Dining (57%)

While special community events are excellent reasons 
to bring crowds downtown, the occasional event cannot 
sustain a thriving downtown on a daily basis.  Shopping 
and dining downtown are popular reasons for visiting 
downtown, but dining alone is not suffi  cient to encourage 
restaurant patrons to linger in downtown, especially 
if surrounding shops are closed in the evenings or if 
there are no comfortable public spaces or attractions to 
encourage more time in downtown. 

Recreational activities, aside from walking, seem to be 
missing from the downtown experience, as indicated by 
the survey. The need for more amenities, such as vibrant 
public spaces and dog-friendly areas, could address 
the lack of recreational reasons for visiting downtown. 
This points to an opportunity for downtown development 
to focus on creating a more inviting atmosphere that 
encourages longer stays and frequent visits.

  Restaurants/Dining 

  Retail/Shopping

  Pedestrian Connectivity

  Outdoor Gathering Areas

SURVEY RESPONDENTS 
WANT MORE...

BATESVILLE  75%
RIPLEY /FRANKLIN COUNTY  21%

OUTSIDE THE COUNTIES  4%

WHERE DO YOU LIVE?

WHY DO YOU CURRENTLY VISIT 
DOWNTOWN?

COMMUNITY EVENTS   59%
SHOPPING  58%

DINING  57%

ONCE OR TWICE A WEEK  51%
DAILY  30%

HOW OFTEN DO YOU VISIT DOWNTOWN ?

WHAT DO YOU WISH WAS OFFERED OR 
IMPROVED DOWNTOWN?

MORE DINING OPTIONS  77%
MORE SHOPPING & ENTERTAINMENT  59%

RESTROOMS  50% 

LESS THAN ONCE PER MONTH  5%

WHAT TYPE OF BUSINESSES WOULD 
YOU LIKE TO SEE IN DOWNTOWN?

EVENING DINING  67%
OUTDOOR DINING  65%

GIFT OR CLOTHING SHOP  53%

HOW OFTEN DO YOU TRAVEL OUTSIDE 
OF BATESVILLE FOR SHOPPING?

MONTHLY  46%
WEEKLY  36%

EVERY FEW MONTHS  17%

413
Survey 
Responses!

OVERVIEW AND SUMMARY

ONCE or TWICE A MONTH  26%
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Public Workshop  (Source: HWC Engineering) Public Workshop (Source: HWC Engineering) Public Workshop (Source: HWC Engineering)

LOCALS WANT MORE DINING, 
SHOPPING AND ENTERTAINMENT

While dining was given as the third most common reason 
for visiting downtown, nearly 77% of respondents stated 
that more dining options, including outdoor dining, is 
the most desired improvement they would like to see in 
downtown.

More shopping and entertainment options was the 
second most highly desired improvement coming in at 
59%. The desire for a wider variety of shops and longer 
business hours were noted. Shopping and dining options 
can draw visitors downtown and keep them there longer 
as one activity leads to the other.

The need for more public restrooms is also evident, with 
nearly half of the respondents (49.8%) highlighting this as 
a key area for improvement. These fi ndings suggests that 
addressing basic amenities could enhance the overall 
visitor experience.

Although community events was the number one reason 
for visiting downtown, it only ranked fourth (41%) in desired 
improvements.  This points to how successful these events 
are viewed, with respondents attention focused elsewhere 
for improvements.  

RESIDENTS WANT MORE RESTAURANTS 
AND SHOPS DOWNTOWN

When asked what type of businesses they would like 
to see in downtown, survey respondents made it clear 
that they want more downtown restaurants, particularly 
evening dining options (67%) and outdoor dining (65%). 
Second to dining is the desire for more shops with over 
half (53%) wanting more gift and clothing shops, 42% 
wanting a grocery store, and 41% wanting boutique retail 
stores. Additionally, the desire for more entertainment 
venues was also high on the list at 48%. These fi ndings 
are further supported by the fact that over one-third 
(35.5%) of survey respondents reported traveling outside 
of Batesville on a weekly basis for dining, shopping and 
entertainment to places such as Cincinnati, Greensburg, 
Harrison and Lawrenceburg.

PUBLIC WORKSHOP

A public open house was held at RomWeber Party 
Place on Tuesday, April 30, 2024.  Representatives from 
HWC Engineering engaged with approximately forty 
attendees from Batesville and the surrounding area to 
discuss this planning eff ort and gather feedback on what 
improvements residents would like to see in downtown.  
An overview of the input received at the public open 
house is summarized below. 

Downtown Batesville has seen positive developments 
with improved sidewalks and accessibility as well as 
an increase in community events. The Village Green, 
Inspiration Park, and cultural centers such as the library 
and Amack’s Well, in addition to eff orts achieved by 
the Batesville Area Arts Council (BAAC) all contribute to 
downtown’s appeal. However, challenges remain, such 
as the need for better organization and expansion of 
businesses to create a more centralized and engaging 
downtown experience. There is a call for more green 
spaces, child-friendly areas, and evening activities to 
prevent downtown from becoming desolate after business 
hours. 

Suggestions for improvements include creating more 
evening attractions such as live music performances, new 
restaurants with evening and outdoor dining options, and 
community events to keep downtown activated beyond 
normal business hours. Additionally, the community has 
expressed a desire for more environment awareness 
through events and initiatives such as Earth Day-themed 
activities, the Farmers Market, community trash pick-up 
days, tree planting events, and installations of pollinator 
gardens.

Feedback also indicates demand for a greater variety 
of dining options beyond bar food and pizza, with 
specifi c interest in a lunchtime deli or sandwich shop. 
The community appreciates the eff orts made thus far and 
encourages proactive measures to continue the positive 
momentum in downtown Batesville’s development. The 
collective sentiment garnered from the Public Workshop 
was one of gratitude and a strong desire for continued 
progress and innovation in enhancing downtown’s 
livability and appeal.

KEY TAKEAWAYS  PUBLIC WORKSHOP

TOP 3 DESIRED PUBLIC IMPROVEMENTS:
  Gathering Spaces -- 18

  Building Facade Improvements -- 17

  Street Trees -- 16

TOP 3 DESIRED DOWNTOWN ATTRACTIONS:
  Farmers Market Pavilion -- 26

  Pedestrian Corridors/Trails -- 19

  Play Areas -- 14

TOP 3 DESIRED LIVE/WORK SPACES:
  More Shopping Options -- 18

  More Dining Options -- 17

  More Business Storefronts -- 17

ONLINE PUBLIC SURVEY PUBLIC WORKSHOP
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Puppuccino Pop-Up Event (Source: HWC Engineering)

Puppuccino Pop-Up Event (Source: HWC Engineering)

Farmers Market Pop-Up Event (Source: HWC Engineering)

Farmers Market Pop-Up Event (Source: HWC Engineering)

PUPPUCCINO POPUP EVENT

A public input booth for the Downtown Visioning Plan 
was set up at the Puppuccino event hosted by Batesville 
Main Street and held at Amack’s Well Coff ee House on 
Saturday, May 18, 2024. This downtown event is centered 
around canines and coff ee and invites the public to visit 
the many vendor booths, enjoy live music, and participate 
in the pet parade with donations going toward the People 
Assisting Animals in Need (PAAIN). 

The HWC planning team invited community members 
to share their thoughts by participating in two public 
input exercises to gain insight on the public spaces 
and downtown attractions they would most like to see 
implemented in downtown. The feedback received is 
summarized below from most to least desire amenities:

EXERCISE 1: PUBLIC SPACES
  Gathering Spaces -- 45

  Improved Building Facades -- 27

  Pedestrian Lighting Opportunities – 23

  Inviting Gateways -- 10

  Directional Signage -- 3

EXERCISE 2: DOWNTOWN ATTRACTIONS
  Food Truck Court -- 48

  Farmers Market Pavilion -- 37

  Play Areas -- 33

  Interactive Fountain/Spray Plaza – 29

  Pedestrian Corridor/Trails -- 24

  Art Installations -- 10

FARMERS MARKET POPUP EVENT

A second public pop-up event was held at the downtown 
Farmers Market on Saturday, June 1, 2024 to gather 
additional public feedback. As before, a public input 
booth was set up to engage with locals and hear their 
thoughts on downtown opportunities and priorities. 

EXERCISE 1: PUBLIC SPACES
  Gathering Spaces -- 27

  Improved Building Facades --27

  Street Trees -- 17

  Inviting Gateways -- 15

  Pedestrian Lighting Opportunities  -- 11

  Directional Signage -- 6

  Additional Comments:

  Need signs and marketing to let people know 
about events going on downtown -- 9

  Would like an expanded pedestrian area 
around Amack’s Well -- 5

  Increase accessibility for wheelchairs -- 2

  More live music -- 4

EXERCISE 2: DOWNTOWN ATTRACTIONS
  Farmers Market Pavilion -- 47 

  Interactive Fountain/Spray Plaza – 30

  Pedestrian Corridor/Trails -- 30

  Play Areas -- 25 

  Food Truck Court -- 18

  Art Installations -- 8

DOWNTOWN POPUP EVENTS
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Puppuccino Public Spaces Board (Source: HWC Engineering) Puppuccino Attractions Board (Source: HWC Engineering) Farmers Market Public Spaces Board (Source: HWC Engineering) Farmers Market Attractions Board (Source: HWC Engineering)

WE NEED…

“...live music 
events.”

“...accessible play 
areas.”

“...putt-putt golf 
course around 
downtown.”

“...public restrooms.”

“...an expanded 
pedestrian area 
around Amack’s 

Well.”
“...signs and 
marketing to 

let people know 
about downtown 

events.”

“...better accessibility 
for wheelchairs .”

“...outdoor 
dining/drinks.”

PUBLIC INPUT IDEAS AND COMMENTS
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Planning Committee Meeting (Source: HWC Engineering) Planning Committee Meeting (Source: HWC Engineering) Plan Update Public Presentation (Source: HWC Engineering) Stakeholder Presentation (Source: HWC Engineering)

PUBLIC PRESENTATION

On August 14, 2024, an update on the plan was presented 
to the public at the Batesville Memorial Public Library 
beginning at 6:30pm. Approximately fi fty community 
members attended the presentation which was followed 
by another opportunity to ask questions and provide their 
thoughts and feedback. 

An overview of the research fi ndings, demographic and 
market trends, and public input  from the workshop, 
pop-up events, and online survey was reviewed with the 
group. This was followed by a review of case studies 
conducted by the planning team which can be found in 
the Redevelopment Framework chapter.  

All of this data was synthesized into six plan goals which 
were presented to the public and are available in the 
Vision and Key Goals chapter of this plan. The planning 
team then explained how the goals and strategies led 
to the development of a list of potential projects and 
future improvements. Presentation boards with the full 
goals and strategies matrix, a list of potential projects, 
and a study area map graphic illustrating potential 
future improvements were all presented and available 
for review and further discussion after the meeting (see 
the Redevelopment Framework chapter to view these 
materials). Attendees were also invited to vote on the 
potential projects that are of highest priority to them.

PLANNING COMMITTEE

In addition to the public feedback, the planning 
committee also played a vital role in the development of 
this plan. Sixteen community members with a variety of 
backgrounds, interests, and expertise volunteered their 
time to provide direction and input to the planning team. 
The planning committee met a total of four times with 
meetings lasting an average of two hours each. 

The initial kickoff  meeting was held on March 4, 2024 to 
introduce the planning committee and develop a project 
schedule. A discussion of primary topics of concern and 
potential focus areas was had along with an overview of 
the research and existing plans that would be reviewed 
by the planning team. 

On April 17, 2024, the planning committee met again for 
a Visioning Workshop. The planning team presented the 
initial fi ndings from their research and past plan reviews 
followed by input exercises to determine the downtown 
issues that are of highest priority to the planning 
committee members. Committee members also helped 
identify community needs and opportunities to help direct 
initial ideas for plan goals.  A list of potential online 
survey questions was also reviewed and refi ned by the 
committee during the Visioning Workshop. 

The planning committee reconvened on June 5, 2024 
following the public open house, pop-up events at 
Puppuccino and the Farmers Market as well as the 
launch of the online survey. This Foundations Workshop 
was focused on reviewing the public input received so 
far and using it to develop strategies and action items 
for the plan as well as further refi ne the project goals.

The fourth and fi nal planning committee meeting 
was held on July 10, 2024. This Framework Workshop 
provided the opportunity to look at potential 
implementation concepts developed from the input 
received during public engagement and prior 
committee meetings. The committee provided ideas on 
opportunities and challenges to better direct conceptual 
development. The plan goals and strategies were also 
reviewed to narrow in on community priorities and 
desires for downtown. 

With the help of the planning committee and other 
public feedback, a study map diagram was created 
to illustrate the potential future improvements that are 
most important to the community. This map is shown as 
Figure 6.1 in the Redevelopment Framework chapter 
and was used at the subsequent public and stakeholder 
presentations to illustrate the action items identifi ed 
through this plan. 

PLANNING COMMITTEE MEETINGS

STAKEHOLDER PRESENTATION

A presentation to local stakeholders with an update on 
the plan was held on September 3, 2024 at 6:30pm at 
Inspiration Park as part of a presentation and updated 
on Main Street Batesville. Over 30 people attended.  As 
at the public presentation, an overview of the planning 
process, research fi ndings, case studies, and public input 
were all reviewed. 

The six plan goals were presented, followed by a discussion 
of the top strategies identifi ed by the planning committee 
and the potential projects which received the most votes 
at the public presentation. The stakeholders were then 
shown the potential future improvements map graphic to 
generate further conversation on implementation ideas. 

For this presentation, the potential future improvements 
map was further refi ned into two potential approaches 
shown as map graphics illustrating design concepts 
for the City Center/Downtown Core. Additionally, a 
Conceptual Design Vision, shown as Figure 6.2 in the 
Redevelopment Framework chapter, was presented to 
give the stakeholders a 3D bird’s-eye view of the how the 
implementation plan could be applied to reshape and 
activate the Downtown Core. 

PLAN UPDATE PRESENTATIONS
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DEVELOPING A VISION AND KEY GOALS

The vision and key goals for this plan were developed 
through a synthesis of past plan analyses, planning 
committee input, and public engagement feedback. 
Throughout the information gathering process, it was 
revealed that many of the priorities from each data 
source were repeated across the board, meaning that the 
community is in alignment with the direction they would 
like to see downtown Batesville progress into the future. 

PAST PLAN COMMON THEMES

Upon review of prior planning eff orts, a list of common 
themes became evident which included:

  Create destinations that attract visitors and 
residents

  Create an attractive and cohesive environment

  Increase and improve retail off erings and visibility

  Increase housing choices and opportunities

  Expand the employment presence

  Grow arts, cultural, and leisure related activities

  Increase and grow marketing campaign for 
potential patrons and businesses   

  Increase accessibility, walkability, and connectivity

PLANNING COMMITTEE PRIORITIES

In addition to these common themes, the planning 
committee played a vital role throughout the planning 
process. Their preliminary list of priorities included:

  Increase walkability

  Create a distinct downtown district

  Increase downtown storefronts

  Increase dining and retail options (linked together)

  Create an anchor institution or social focal point

PUBLIC FEEDBACK PRIORITIES

The third essential element in developing the plan 
vision and goals came from public feedback. A review 
of the input received from the online survey, pop-up 
events, and public workshop revealed the following 
priorities for downtown:

  More dining and shopping

  More community events

  Create a clear downtown district

  Create a downtown focal point

  Off er public amenities, such as a restroom

OVERVIEW AND SUMMARY

STRATEGIES

To support and implement the plan goals, forty-six 
(46) strategies were developed. However, it was 
quickly realized that many of the strategies support 
more than one goal. In order to better organize and 
understand the impact of each of these strategies, 
they have been organized under the 4 Point Approach 
of Main Street America, which are:

  Design

  Economic Vitality

  Promotion

  Organization

A matrix with the complete list of goals and strategies 
can be found in the following pages.  The matrix 
illustrates all of the goals that each strategy supports 
and allows a comprehensive view of the impact that 
each will have in achieving the vision for downtown 
Batesville. 

Increase and Improve 
Retail and Dining Offerings 
and Visibility

Increase Events and 
Gatherings Downtown

Create an Attractive and 
Cohesive Downtown District

Create a Focal Point for 
Downtown

Increase Pedestrian 
Comfort and Connectivity

Increase Batesville’s 
Presence and Reach 
Through Marketing

1

2

3

4

5

6

Source: Main Street America

Creating Downtown as a 
Destination that Attracts 

Visitors and Residents

Building on this vision, the following foundation was 
developed to direct plan goals and strategies:

  Reorient Downtown to People (not vehicles)

  Increase Downtown Activity

  Establish Downtown as a Destination

VISION AND FOUNDATION

Based on this information, it became evident that the 
vision and guiding theme for downtown should be 
centered around: 

GOALS

In order to achieve this vision and build on the foundation, 
the following six plans goals were established:

GOALS AND STRATEGIES
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GOALS AND STRATEGIES MATRIX 

GOALS 
1. Increase 
& Improve 

Retail /
Dining 

Off erings & 
Visibility

2. Create 
an 

Attractive 
& Cohesive 
Downtown 

District

3. Increase 
Events & 

Gatherings 
Downtown

4.  Create 
a Focal 
Point for 

Downtown

5. Increase 
Pedestrian 
Comfort & 

Connectivity

6. Increase 
Batesville’s 
Presence 
& Reach 
Through 

Marketing

Strategies

DESIGN 
Provide public restroom(s)

Establish a clear ‘arrival’ point 
for downtown and formalize 
a downtown gathering space 
with a permanent pavilion or 
structure capable of supporting 
a number of events - civic 
square, greenspace, plaza, 
sculpture, fountain, etc.

Create downtown as a hub 
to existing trail networks and 
pedestrian corridors through 
the City with connections to 
City assets (such as Brum 
Woods, Liberty Park, the pool, 
and golf course)

Utilize parklets or temporary 
conversions of downtown 
spaces to test out ideas

Implement a comprehensive 
streetscape program for a 
defi ned downtown district 
which establishes standards for 
site furnishings (benches, bike 
racks, litter receptacles, etc.), 
street trees, and lighting

Drive more foot traffi  c through 
clear pedestrian corridors, 
including alleyways, that are 
comfortable and inviting to 
connect all areas of downtown 
and parking lots 

Emphasize the entry corridor 
along Walnut into downtown.  
Continue improvements 
through the north end between 
Kipper Street and SR 46. 

Establish a more central/
visible/accessible visitors 
center

Evaluate existing infrastructure, 
such as power and water,  to 
support events in designated 
areas

De-centralize main parking 
lots in downtown to allow for a 
pedestrian oriented focal point

Consider shared-use parking 
agreements for public 
parking and private lots for 
off -peak times

Perform a parking analysis 
to understand peak times 
and locations for parking, as 
well as potential locations for 
secondary de-centralized lots                                     

Revamp a downtown façade 
restoration program for repair 
of buildings downtown

Update way-fi nding to ensure 
signage is present at main 
intersections and decision 
points

Create better connections 
between Liberty Park and 
downtown for large events

Establish/enforce minimal 
design/signage guidelines for 
downtown storefronts

Stripe on-street parking spaces 
within commercial areas of 
downtown

Establish district markers/way-
fi nding at entry points and key 
intersections to the downtown 
district

Identify locations for additional 
curb extensions or bumpouts, 
as was completed in front of 
Amack’s Well

GOALS 
1. Increase 
& Improve 

Retail /
Dining 

Off erings & 
Visibility

2. Create 
an 

Attractive 
& Cohesive 
Downtown 

District

3. Increase 
Events & 

Gatherings 
Downtown

4.  Create 
a Focal 
Point for 

Downtown

5. Increase 
Pedestrian 
Comfort & 

Connectivity

6. Increase 
Batesville’s 
Presence 
& Reach 
Through 

Marketing
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GOALS AND STRATEGIES MATRIX 

ECONOMIC VITALITY 
Consider other business 
incentive programs, such as:

“Downtown Special Event” 
Grants

Grants for restaurant start-up

Upper-level rent subsidy 
to encourage non-target 
business or non-profi ts to 
upper fl oors

“Open Late” Grant program 
to encourage non-food and 
beverage related businesses 
to stay open later

Encourage establishment 
of additional ground-fl oor 
storefronts - new builds or 
retrofi ts.

Encourage infi ll development 
on vacant or abandoned 
parcels - utilize RDC to obtain 
key properties

Encourage consistent business 
hours for downtown

Support redevelopment of the 
Hillrom/Baxter buildings as an 
anchor institution downtown

Consider a formal structure 
for district development, such 
as a TIF district or Business 
Improvement District, over 
portions of downtown which 
could be redeveloped 

Consider establishing a 
revolving loan fund for small 
businesses

GOALS 
1. Increase 
& Improve 

Retail /
Dining 

Off erings & 
Visibility

2. Create 
an 

Attractive 
& Cohesive 
Downtown 

District

3. Increase 
Events & 

Gatherings 
Downtown

4.  Create 
a Focal 
Point for 

Downtown

5. Increase 
Pedestrian 
Comfort & 

Connectivity

6. Increase 
Batesville’s 
Presence 
& Reach 
Through 

Marketing

GOALS 
1. Increase 
& Improve 

Retail /
Dining 

Off erings & 
Visibility

2. Create 
an 

Attractive 
& Cohesive 
Downtown 

District

3. Increase 
Events & 

Gatherings 
Downtown

4.  Create 
a Focal 
Point for 

Downtown

5. Increase 
Pedestrian 
Comfort & 

Connectivity

6. Increase 
Batesville’s 
Presence 
& Reach 
Through 

Marketing

Provide market knowledge, 
analysis, and support to 
local businesses to assist in 
development of their business

Create pipelines for new 
business activity, such as pop-
up events, night markets, drop-
in spaces, and mobile retailing

Create opportunities for micro 
start-up businesses, perhaps in 
larger businesses, or with pop-
up storefronts of cottages

Encourage professional offi  ces 
that do not require a high 
volume of visitor traffi  c to 
locate in periphery areas of 
downtown or in upper fl oors 
to preserve ground-fl oor space 
for retail purposes

Ensure there is an up-to-date 
business/property inventory in 
downtown

Increase housing density in 
immediate vicinity of downtown 
- apartments, townhomes, and/
or condos
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GOALS AND STRATEGIES MATRIX 

PROMOTION
Provide information kiosk(s) at 
key locations, such as Village 
Green, along with map and 
QR code links

Establish a common, shared 
community calendar linked to 
BAAC, Chamber of Commerce, 
City, and Main Street - make 
this the go-to event calendar

Create a more visible/
engaging and easy to update 
information sign at SR 46/SR 
229

Increase marketing for events 
and downtown off erings

Increase marketing to wider 
region

Provide a downtown speaker 
system for announcements and 
music

Increase foot traffi  c through 
continued regular events and 
marketing

Work with a branding company 
to identify a consistent identity 
for Batesville 

Build off  of theming and 
marketing developed on I-70 
rest stop featuring Batesville

Complete recurring media 
features on small business and 
new business announcements

Develop an awards program 
for categories such as: best 
sign, best window display, 
storefront illumination, 
seasonal display, best fi x-up/
repair

Consider establishing an 
Indiana Cultural District

GOALS 
1. Increase 
& Improve 

Retail /
Dining 

Off erings & 
Visibility

2. Create 
an 

Attractive 
& Cohesive 
Downtown 

District

3. Increase 
Events & 

Gatherings 
Downtown

4.  Create 
a Focal 
Point for 

Downtown

5. Increase 
Pedestrian 
Comfort & 

Connectivity

6. Increase 
Batesville’s 
Presence 
& Reach 
Through 

Marketing

GOALS 
1. Increase 
& Improve 

Retail /
Dining 

Off erings & 
Visibility

2. Create 
an 

Attractive 
& Cohesive 
Downtown 

District

3. Increase 
Events & 

Gatherings 
Downtown

4.  Create 
a Focal 
Point for 

Downtown

5. Increase 
Pedestrian 
Comfort & 

Connectivity

6. Increase 
Batesville’s 
Presence 
& Reach 
Through 

Marketing

ORGANIZATION
Create established plans 
for use of temporary street 
closures or parking areas - 
make it easy for event planners 
to use downtown

Coordinate event planning 
with downtown businesses to 
maximize impact of events and 
gatherings for businesses

Establish shared facilities, such 
as dumpsters and parking
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PUBLIC SQUARE  SHELBYVILLE

The transformation of the parking lot into The Public 
Square in historic downtown Shelbyville has created a 
vibrant pedestrian space that blends greenery with 
urban architecture. This revitalization project has not only 
enhanced the aesthetic appeal of the W. Washington 
Street-Harrison Street quadrangle but also provided a 
functional and inviting community hub. The inclusion 
of shaded seating areas, colorful plantings, and a 
refurbished fountain enriches the local ambiance and 
encourages communal activities. The Public Square’s role 
as a venue for the farmers’ market, festivals, and public 
events underscores its signifi cance as a focal point for 
community engagement and celebration.

Before

After

CASE STUDIES

REORIENTING DOWNTOWN TO PEOPLE

In additional to the goals and strategies, the planning 
team conducted further research on methods to reorient 
downtown to people rather than vehicles. This was 
accomplished through a series of case studies which 
examined how other downtowns have achieved the results 
that Batesville would like to accomplish. Many of the 
examples chosen were nearby or similarly sized Indiana 
communities which had downtowns largely comprised of 
surface parking lots and underwent both large and small 
scale projects to improve their downtown spaces and 
create pedestrian-focused areas to increase downtown 
activity and establish downtown as a destination. 



76 REDEVELOPMENT FRAMEWORK 77BATESVILLE DOWNTOWN VISIONING PLAN

CIVIC PARK  LAWRENCEBURG

The revitalization of East High Street has led to the creation of a vibrant green event space, fl anked by the City’s 
Event Center, retail areas, and a casino. This area, once occupied by parking lots, now boasts enhancements such as 
pavers and bollards, extending the park’s ambiance to the surrounding streets. It has become a cultural hub, hosting 
summer concerts, movie nights, and other special events. The park is not only a place for entertainment but also off ers 
amenities like seating, a pop-jet fountain, and lush gardens, providing a refreshing oasis in the city.

CASE STUDIES

Before 

After
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JACK ELSTRO PLAZA  RICHMOND

Jack Elstro Plaza, located in the heart of Richmond’s downtown business district, is a vibrant urban oasis that emerged 
from the transformation of a half-block parking lot. Nestled between N. 6th Street and N. 7th Street, adjacent to N. 
Service Drive, the plaza off ers a refreshing green space for public gatherings and outdoor activities. It serves as a 
community hub, hosting the Richmond Farmers’ Market, as well as a variety of summer events including concerts, 
festivals, and movie nights. The stage set within the plaza becomes a focal point for these events, drawing in crowds 
to enjoy the entertainment in the open air. Complementing the lively atmosphere are amenities such as comfortable 
seating, a splash pad for children to play in, and a range of outdoor games like ping-pong and checkers, all set within 
a shaded garden that adds a touch of nature’s palette to the urban environment.

CASE STUDIES

Before 

After
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CENTRAL PARK PLAZA  VALPARAISO

Central Park Plaza in Valparaiso is a vibrant hub of community life, off ering a variety of events and activities throughout 
the year. From the bustling farmers’ market to the enchanting winter ice skating at the William E. Urschel Pavilion, there’s 
always something to enjoy. The plaza also hosts an array of summer concerts and movies, providing entertainment 
against the backdrop of the city’s downtown business district. With its pedestrian-friendly design and ample outdoor 
seating, it’s a perfect spot for residents and visitors to gather and create lasting memories.

CASE STUDIES

Before 

After
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STELLAR PLAZA  NORTH VERNON

Stellar Plaza in North Vernon off ers a picturesque setting for community gatherings and holiday celebrations. With 
its charming entry archway and comfortable seating amidst lush plantings, it’s a welcoming space for residents and 
visitors alike. The plaza not only enhances the aesthetic appeal of the downtown area but also prioritizes pedestrian 
safety through improved crossings.

CASE STUDIES

Before 

After
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DICKMANN TOWN CENTER  ANDERSON

Dickmann Town Center, a vibrant hub in the heart of the downtown business district, stands as a testament to 
community revitalization. Transforming the former building spaces and a segment of 12th Street, it now off ers a rich 
tapestry of amenities—from a stage for live performances to a playful fountain adorned with Ken Rylen’s sculptures. 
As a cherished venue for summer concerts and movies, it fosters a sense of community, inviting residents and visitors 
alike to enjoy its multifaceted outdoor spaces.

CASE STUDIES

Before 

After
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SPARK ON THE CIRCLE AND TEMPORARY INSTALLATIONS

 INDIANAPOLIS AND BATESVILLE

One last case study is a temporary approach - Spark on the Circle on Monument Circle in downtown Indianapolis.  
This public event space is temporary in nature, but intended to illustrate how spaces dedicated to vehicles can be 
re-imagined for pedestrian use and traffi  c and parking readjust to accommodate the changes.   The conversion of 
a  quarter of the circle in downtown Indianapolis will last 6 months and off ers shade, seating, games such as ping-
pong and chess, food and drink, art experiences and live, local music.  

Batesville is familiar with this approach, with the Umbrella Sky project essentially being a longer-term temporary 
conversion of vehicular space.  Prior to the implementation of curb extensions on George Street, temporary parklets 
were also utilized to test out the idea prior to more permanent improvements.  

CASE STUDIES

The Umbrella Sky Art Installation Adjacent to Village Green with a Musical Performance

George Street Temporary Parklet before Curb Extensions
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CONCEPTUALIZATION AND IMPLEMENTATION

CONCEPTUAL DEVELOPMENT

In response to the visioning framework, the plan goals and 
strategies, and the case study examples, a progression 
of development concepts were explored for downtown.  
The map shown on Figure 6.1 was created to illustrate 
at a high level the potential future improvements and 
connections needed to activate downtown.  Key elements 
of this concept include:

 Creating a more pedestrian-centric downtown core

 Establishing a formal gathering space

 Creating a downtown focal point

 Striping on-street parking

 Creating new and/or better defi ned pedestrian 
corridors and connections.  

As can be seen in Figure 6.1, a City Center/Downtown 
Core has been designated (in blue) with a Future 
Gathering Space (in green) which would reclaim portions 
of the extensive parking lot and serve as a focal point 
and community event space. Circulation and signage 
improvements are shown which better direct vehicular 
traffi  c to downtown with items such as signature lighting, 
pavement markings, banners, and/or site furnishings. 
Wayfi nding is also proposed at key intersections to make 
the routes into downtown clear and easily navigable by 
visitors. Within the Downtown Core, pedestrians become 
the focus with defi ned corridors and improved connections 
which allow safe foot traffi  c with nearby access to parking. 

CONCEPT EXPLORATION

To further investigate how the City Center focus area could 
be re-imagined, a series of fi ve development concepts 
were developed by HWC and explored with the planning 
committee.  Some of the ideas presented in these concepts 
included new building development along the north side 
of George Street and adjacent to Village Green, closing a 
portion of Pearl Street and re-routing traffi  c into a ‘square’ 
pattern utilizing George, Main, Park and Boehringer 
Streets, removing portions of parking north and south of 
Pearl Street to create pedestrian spaces, extending the 
Village Green down Main Street to George Street, and 
reclaiming nearly the entire parking lot south of Pearl 
Street for a larger pedestrian/civic space.  

These ideas refl ected potential solutions to the issues 
raised through public engagement and revisited some 
ideas presented in previous planning eff orts.  Ultimately, 
the planning committee gravitated towards concepts B 
and C, which are shown on the next page.  These concepts 
build upon the organizing principles illustrated in Figure 6.1 
and explore further how public space might be reclaimed 
from the large parking areas north and south of Pearl 
Street, while still emphasizing the pedestrian corridors 
needed to make comfortable pedestrian connections to 
destinations throughout the downtown.  

Some key highlights include:

 Improved pedestrian corridor along Pearl 
between Park and Depot Streets to better connect 
RomWeber Marketplace to downtown

 Opening up the alley in the Hillrom/Baxter 
building to create a pedestrian connection to 
Walnut Street and continuing to a future parking lot 
at Elm and George.  

 Creating a wide pedestrian corridor along the 
west side of Main Street by removing a row of 
parking and better connecting the Village Green 
to George Street

 Reclaiming portions of the parking lots north 
and south of Pearl Street with a combination of 
permanent green/plaza space and fl exible special 
paving that preserve some parking but allows for 
easy closure and expansion of event space for 
events.  
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FIGURE 6.1: POTENTIAL FUTURE IMPROVEMENTS MAP
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Development Concept B

Development Concept C

DESIGN VISION

Finally, the ideas from concepts B and C were merged 
into a fi nal preferred concept, illustrated as a 3D bird’s-
eye view shown below.  A full page image of this concept 
is provided in the Appendix.  

This fi nal concept emphasizes Pearl Street and Main 
Street as primary pedestrian corridors with adjacent 
green spaces and plaza areas. Inspiration Park is 
expanded to include a playground and/or spray plaza 
with the optional closure of additional areas of the 
parking lot during community events. Pearl Street is 
also presented with the option to close to traffi  c during 
public events in order to increase safety and create a 
large, pedestrian-only space. Part of the large surface 
lot north of Pearl Street has been converted into an 
event lawn and plaza, including a public pavilion with 
restroom facility. Ample parking and vehicular circulation 
is still available, but reorganized in a way to make 
downtown feel walkable and connected for pedestrians. 
This vision is not intended as a fi nal design, but to spur 
conversations about how the existing core can be re-
imagined into a much more vibrant, pedestrian-centric 
core.  

One of the biggest concerns to this vision is the loss 
of parking.  The vision presented below represents a 
conversion of around 70 spaces of the 250+ spaces 
currently available between the two parking lots 
depending on the ultimate confi guration.  While this 
study did not do a comprehensive analysis of existing 
parking and utilization in the downtown, past eff orts 
were reviewed and key visual observations were noted, 
including:
 If the City-owned lot at George and Elm were 

paved and striped, it could provide 90+ parking 
spaces. 

 There are approximately 480 on-street parking 
spaces available within the downtown area

 If those parallel spaces were re-striped to a 23’ 
foot length, approximately 40 additional spaces 
could be provided.  

 There are multiple private lots within 2 blocks of 
Pearl/Main which could be considered for shared 
use-agreements for off -peak parking needs. 

As part of eff orts into realizing the vision presented, further 
analysis should be completed on current parking utilization 
in the downtown, but there are suffi  cient observations to 
suggest that a conversion of some parking in the City 
Center is not a hurdle that cannot be overcome.  

FIGURE 6.2: DOWNTOWN CONCEPTUAL DESIGN VISION
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TOP STRATEGIES AND POTENTIAL PROJECTS

TOP STRATEGIES

Beyond the long-term vision presented for Batesvile, 
several of the 46 strategies were also identifi ed as priority 
strategies by the planning committee and feedback 
received at the Public Open House and Stakeholders 
Meeting.  While these strategies were highly ranked, they 
are in no way meant to diminish the other strategies.  

The top 11 strategies included:

1.  Establishing a clear arrival point for downtown 
and formalizing a downtown gathering space.              

2. Creating downtown as a hub to existing trail and 
pedestrian network

3. Providing public restrooms

4. Providing business incentive programs

5. Encouraging additional ground-fl oor storefronts

6. Encouraging infi ll development

7. Encouraging consistent business hours for 
downtown

8. Provide information kiosk(s) at key locations, such 
as Village Green, with map and QR code links

9. Establish a common shared calendar linked to 
the BAAC, Chamber of Commerce, City, and Main 
Street.  Make this the go-to event calendar

10. Create a more visible/engaging and easy to 
update information sign at SR 46/SR 229

11. Create established plans for use of temporary 
street closures or parking areas - make it easy for 
event planners to use downtown.  

There were also a series of secondary priorities, which also 
received favorable ratings from the planning committee, 
including:

1. Utilize parklets or temporary conversions of 
downtown spaces to test out ideas

2. Implement a comprehensive streetcape program 
for a defi ned downtown district which establishes 
standards for site furnishings (benches, bike 
racks, litter receptacles, etc.), street trees, and 
lighting.

3. Drive more foot traffi  c through clear pedestrian 
corridors, including alleyways,  that are 
comfortable and inviting to connect all areas of 
downtown - including through parking lots.

4. Emphasize entry corridor along Walnut into 
downtown - especially at north end between 
Kipper Street and SR 46.

5. Establish a more central/visibile/accessible 
visitors center 

6. De-centralize main parking lots in downtown to 
allow for a pedestrian oriented focal point.

7. Support redevelopment of the Hillrom/Baxter 
buildings as an anchor institution downtown

8. Consider establishing a revolving loan fund for 
small businesses

9. Provide market knowledge, analysis, and support 
to local businesses to assist in development of 
their business

10. Create pipelines for new business activity, such 
as pop-up events, night markets, drop-in spaces, 
and mobile retailing.

11. Increase marketing for events and downtown 
off erings

12. Increase marketing to wider region

13. Provide a downtown speaker system for 
announcements and music

14. Coordinate event planning with downtown 
businesses to maximize impact of events and 
gatherings for businesses

PRIORITY PROJECTS

As presented at the public presentation, there were also a 
series of potential projects organized into low-cost, short-
term, and longer-term categories.  From those projects, 
the six listed below were selected as top priorities by the 
public. A chart with projected timelines and costs can be 
found in the Appendix.   

Low Cost 

1. Stripe on-street parking spaces within a 2-3 block 
radius of Pearl Street and Main Street.     

2. Develop streetscape standards for the downtown 
district (lighting, site furnishings, landscape, etc.)

Shorter-Term Projects

1. Develop additional off -street parking areas on the 
periphery of downtown to minimize reliance and 
need for large lots within the middle of downtown. 

2. Create a curb extension on Park Avenue at the 
alley to create a visual access point to the visitors 
center and Chamber of Commerce.

Longer-Term Projects

1. Build a permanent pavilion in downtown for the 
Farmer’s Market and other events. 

2. Create a formal pedestrian gathering area in 
downtown large enough to support multiple 
events and be a focal point for downtown.  

ADDITIONAL  PROJECTS 

As with the strategies, there were also additional projects 
which received favorable ratings from the public, but not 
as many of those listed above.  These included:

Low Cost 

1. Establish a common, shared community calendar 

Shorter-Term Projects

1. Complete a downtown trail extension with a 
trailhead at Inspiration Park

2. Install a downtown speaker system for music and 
ambiance. 

3. Utilize unique pavement markings to identify key 
pedestrian corridors.  

4. Implement murals or facade improvement 
projects at key properties along main routes into 
and around downtown, such as : Pearl Street/
Walnut Street and along back-of-house of 
buildings along Boehringer and Park Avenue. 

5. Utilize parklets or pop-up spaces to experiment 
with reclaiming pedestrian spaces.  

Longer-Term Projects

1. Create a visual corridor on Walnut Street from SR 
299 to George Street to bring visitors downtown 
(specialty lighting, banners, pavement markings 
and sidewalk extensions)

2. Provide more interactive and engaging signage at 
SR 229/SR 46

3. Establish a more accessible and visible visitors 
center.  

4. Implement intersection improvements at Main/
George, Main/Pearl, Main/Boehringer, Boehringer/
Park, and Walnut/Boehringer to reinforce key 
boundaries and wayfi nding within the downtown.  

While these potential projects illustrate some pathways 
to move the needle on improvements in downtown, It is 
important for the City and Main Street Batesville to remain 
fl exible and respond to new opportunities or project 
opportunities as they may become available.  

The overall goals and strategies presented at the beginning 
of the chapter should serve to guide decisions on any 
future projects.  If potential projects or initiatives meet 
the goals for downtown, they should be given serious 
consideration, even if not listed in this plan.  
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Batesville Downtown Visioning & Development 
March 4th, 2024 - Minutes 
 

- Mayor’s Opening Remarks 
o The High Cost of Free Parking 
o Traits we observed with towns on the rise – residential buildings, hotels, multiple restaurants and a 

brewery, viable stores, corporate headquarters 
o Resilient Downtowns – without a downtown there is no gathering spots, we’re all left 

- Committee 
o Melissa Moenter, Batesville Area Arts Council, 10 year resident 
o Emili Uden, Kids Discovery Factory ED 
o Melissa Tucker, Director of Chamber, on Council 
o Carolyn Dieckmann, Historic Center 
o Bill Narwold, Retired School Administrator, Redevelopment Commission 
o Susan Glaser, Local Architect 
o Leann Schroder, Honeysuckle House 
o Bruce Rippe, Rom Campus 
o Mike Wells, Batesville Building Department 
o Amy Pretzer, Batesville Main Street 
o Mayor Irrgang 
o Sarah Lamping, Batesville Economic Development  
o Missing, Tony Gutzwiller and Bob Voegele 

- What is Batesville known for? 
o New to Batesville, first thing that pops up is caskets and hospital beds 
o Good schools, good education system, and the arts 
o People with depths of history, craftsman, furniture craftsman well known  
o Craftsmanship—built around lumber industry, bought out woodworking businesses, wood carving 

shop well known, German heritage, Catholic/Christian religion important, blue collar, hardworking, 
enjoy leisure time, Quality of Life—within 45-minutes from professional sports teams 
(Cincinnati/Indianapolis/Louisville/Lexington) 

o Seen as being progressive, nothings o  limits, let’s try it 
o People are progressive, won’t buy things until they have the money to pay for it 
o Financially conservative 

- What would you like Batesville to be known for? 
o Lack of things to do in downtown—entertainment/food 
o Bring people down and keep them down here 
o Not connected, people get in their car to get from one place to another, need more buildings 
o Things aren’t open quite often when I’m downtown 
o Working in pockets, this plan will make us work together 
o Umbrella Sky would draw people in, need a central hub again 
o Murals program, Historical Society doors are two projects that have tried to encourage walking 
o Wayfinding/wider sidewalks/consistency 
o Corporate HQ still here, but no one in there – Rom moved to Chicago 
o Sophisticated manufacturing 
o Shifted from white and blue to more blue collar 
o Community was built around both blue and white, attractive community with amenities that you 

wouldn’t find normally in a community of this size 
o Attract employers 
o Who are we aspiring to be and who are we aspiring to attract? 
o Need to decide who we want to be when we grow up? 
o Webberdings? 

- Prior Planning Goals 
o Retail and Dining 

 Snickers and Peanuts, missing breakfast/lunch 
 Currently a dining dessert, pizza, bar food 

Batesville Downtown Visioning & Development 
March 4th, 2024 - Minutes 
 

 Missing basic comfort food, meatloaf, sandwiches 
 Family atmosphere, fine dining doesn’t say bring my kids 
 Many restaurants are closed Monday/Tuesday 
 Looked for 8 months to find a brick and mortar place that was conducive to retail 
 Nothing available for restaurants/retail 
 Can’t find help – need housing – need to find solutions for these items 

o Located between Indianapolis/Cincinnati – need to draw passersby 
o Market within our city – need to market outside of the city 
o Need to welcome people who aren’t from here 
o Post o ice is the busiest location downtown 
o Can’t order good food on Amazon 
o Can’t order entertainment on Amazon 
o Macy’s shrinking, retail leakage for this area – money going out of town being spent on better meals 

could support multiple restaurants here 
o Restaurant workers need a place to live, need apartments 

- Planning E orts 
o Many going on, this will be a consolidation, Accelerate Rural Indiana digging into housing 

gaps/employment gaps – not in this scope 
o Opportunities the downtown could help solve 
o Versailles downtown was dead for many years, restored a restaurant, opened a hotel, opened a 

speakeasy, pavilion with splash pad 
o Time to refresh again 
o No open floorspace – need to build before we come 
o Parking is a road block, need to give up parking, compromises walkability 
o Could do away with minimum parking requirement 
o Parking for housing di erent than parking for downtown business 

- Physical Conditions 
o Farmer’s market is the most crowded on Saturday mornings 
o Keep people downtown, need a hub 
o Children’s museum expansion – finished by 2026 
o 2008 Strategic Development Plan – been talking about 
o Got to Madison because it’s a great experience  
o How do we create that experience here—a day trip, not bolted together 
o Adopt a historic district, have ordinances and guidelines, funding sources 
o Walkability – Active Living Workshop through Health by Design 

- Facades/Main Street Revitalization Program 
o Batesville Building Improvement Grant – match up to $5,000, active, could be more robust 
o Have a designated downtown district – has architectural standards, has to be compatible, won’t 

allow closing in existing windows, etc.  
o Stick to aesthetic in downtown would be nice to see  
o Don’t want it to look like an amusement park 
o Cohesive, historical 
o Aren’t authentic 

- Previous Plans 
o Health by Design Plan 
o Wage survey 
o Multiple websites promoting Batesville – more cohesive  
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PPCC Meetingg #2:: Visioningg Workshopp 
City of Batesville
Downtown Development Vision Plan
April 17, 2024 at 3:00pm

Introductions:

- Mayor Irrgang
- Sarah Lamping
- Susan Glaser, architect
- Melissa Moenter, Batesville Area Arts Council
- Emili Uden, Kids Discovery
- Angela Linville, Community Developer Director
- Kim Porter, Library
- Bob Voegele, NAPA
- Leeann Shroder, Business owner, Main Street board
- Amy Pretzer, Main Street
- Bill Norwold, Retired, Redevelopment Commission
- Carolyn Dieckmann, Historical Center
- Chris Hamm, HWC
- Brian Sheehan, HWC
- Kyle Lueken, HWC
- Catherine Puckett, HWC

11. EExistingg Conditionss PProgresss OOvervieww  
a. Brief overview from Kyle with HWC 
b. Downtown has two types of lighting – make more cohesive
c. Downtown Events (most occur from Library to RomWeber):

Farmer’s Market
Puppuccino
Kiwanis Carnival – parking area by Village Green
Christmas in July
Maynopoly
Ladie’s Night (November)
RomWeber Car Show
Food Truck Festival
Brewfest
Cherry Thing-a-ling on President’s Day (6 days long)
Summer Concert Series at Library (June-September)
Several Parades (Homecoming, 4th of July, Halloween, Christmas, etc.)

b. Cultural presences:
Historical Museum
Kid’s Discovery Factory
City Hall – multi-purpose history, gym in basement, kindergarten, etc.

Library
Amex
Post Office
Liquor Store – lots of visitors
Bakery
City Theater
Ice Rink
RomWeber Marketplace

 
22. DDemographicc Trendss aandd Markett Profilee Progresss OOvervieww  

a. Primarily using ESRI for data analysis on a variety of demographics
b. Looking at Batesville compared to the surround area within 30 mins drive
c. Market trends help us look at retail demand + potential
d. We will compare public input with market data to determine how best to develop new retail and 

industry
e. Batesville is growing in population and incomes are still higher than state averages 
f. Median age and education have increased
g. More people currently come into Batesville for work than leave
h. Owner-occupied housing has decreased
i. Cost burdened households and poverty rates have both increased
j. Question – Tapestry segments - description of Green Acres, Rust Belt, etc.? Descriptions and 

habits of the community – HWC will send out the three primary ESRI profiles

33. PPlanningg Committeee Prioritiess (20 minutes) 
Group discussion of pre-meeting survey questions

- 130 action items from past plans
- 30 goals from past plans
- Why do you come downtown (other than work)?

Farmer’s Market (Wednesday evening is not well attended)/Movies/Drink beer
Post office/city building/lumber yard/gas station/library/Auto Parts Store/Pizza House/
Social Clubs (VFW/Eagles)
Fitness/Museum (train exhibit at the holidays – 1,800 visitors)
Dining—not a soup/sandwich offering
Would like to shop while waiting for kids lessons 
Computer services/phone service/beauty salons/RomWeber Market Place/Ice Cream Shoppe

- What are you going to other downtowns for?
Jewelry, children’s clothing, men’s clothing
Kids clothing 
Furniture
Chocolate shoppe at Madison
Music store (downtown Greensburg) – Batesville store not open enough
Local diner (breakfast/lunch/dinner) – Greensburg
Gift shoppe (in RomWeber) – Tuesday-Sunday 11-5pm
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Bowling/duckpin bowling
Jades

- Biggest barriers for them occurring here:
Find a place, rent too high
Open parking lot, everything is scattered, not cohesive place to go
If we meet “downtown”—need to be very specific
Doesn’t feel cohesive, cozy
Courthouse in the center – “normal” downtown
No “arrival”
Like Lawrenceburg, one comfortable street, banners, lights, enough to do
Have a lot of storefronts that are offices, not generating foot traffic, need to move offices onto 
second floor
Are there rules about what can exist downtown? Defined a district with uses and development 
standards 

 
44. DDiscussionn ooff PPreviouss PPlann Goalss (15 minutes) 

- Some goals/common themes overlapping in previous planning efforts
- Several specific objectives also overlapping 
- Several have been accomplished – will need help in understanding which ones have not and 

why.  
- Identify any new goals that should be added to this plan.
- Community gathering area a high priority?

1-2 agree, iffy, need a downtown spot, location, hub
Have nice parks outside of downtown

- Anchor, institution, or social point a high priority?
3-4 agree

- Walkability a priority?
9-10 agree

- Marketing opportunities a priority?
1-2 (Amy/Sarah)
Don’t know where restaurants are, trails, and parks, etc. – need more marketing

- District a priority?
9-10 agree

- Is increasing storefronts for new businesses a priority?
Everyone

- Better defined parking/wayfinding a priority?
None

- Additional housing options a priority?
1-2 agree
What kind? 
Have increased housing, but still can’t keep a restaurant open
Why can’t we keep a restaurant open, owners say, can’t find help
Test kitchen idea – three restaurants in the same building, food hall idea, no incubator space, 
don’t have store space
The Sherman, the Baxter building (rehab?) for restaurants?

- Dining a priority?
8-9 agree
Quick lunch—loved The Galley (packed for three hours)
Cafeteria built in Hillrom, took business away
Remote workers, don’t eat downtown any longer

- Retail options?
Apparel, gift shop

- Dining or retail more important? – both important
- Misc.

“We don’t have to aim too high, we just have to get to regular.”
Ludlow Avenue by UC—(4) blocks – has everything, perfect quantity
Working on downtown speaker system and lighting – add imagery of those types of options to 
the public input boards
INDOT is redoing the welcome center on 74 – going to be themed – the resources, the riches, 
the results

 
55. PPublicc Inputt Revieww (10 minutes) 

- Review survey topics and public presentation board topics
- Specific or targeted topics/questions that should be addressed in the public survey and/or at 

the public open house?
Do you live in downtown?
Are you a business or property owner in downtown?
Why do you come downtown? Add museums, library, entertainment, church, 
exercise/walking
Do you feel comfortable downtown? If not, why?

 
66. NNextt Steps 

Please help spread the word about our upcoming public input events:

- Public Open House on April 30th at RomWeber Party Place 
- The online Public Survey will be open from April 30th to July 19th

- Pop-Up Event #1 at Puppuccino on May 18th from 12pm to 2pm
- Pop-Up Event #2 at the Farmer’s Market on June 1st from 8am to 12pm
- Next Planning Committee meeting will be held on Wednesday, June 5th at 3pm
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77. UUpdatedd Projectt Schedulee 
TTASKK // DELIVERABLE DDATE 

PC Meeting #1: Kick-Off  Monday, 3/4/2024, 
3:00 pm

Existing Conditions Summary Report Week of 4/8/2024 

PC Meeting #2: Visioning Workshop Wednesday, 4/17 at 3:00pm

Public Open House #1 
Tuesday, 4/30, 5:30pm–7:00pm

at RomWeber Party Place 
Ceremony Hall

Online Public Survey Open from April 24th to July 19th  

Pop Up Event #1 – Puppuccino Saturday, 5/18 from 
12pm to 2pm

Pop Up Event #2 – Farmer’s Market Saturday, 6/1 from
8am – 12pm

PC Meeting #3: Foundations Workshop Wednesday, 6/5 at 3:00pm

PC Meeting #4: Framework Workshop Wednesday, 7/10 at 3:00pm

Public Open House #2
Wednesday, 7/10 at 5:30pm or  

Wednesday, 7/17 at 5:30pm 
*Location TBD*

PC Meeting #5: Concept Workshop and Draft Plan Review Wednesday, 7/31 at 3:00pm  

Plan Adoption – City Council Meeting Monday, 8/12/2024,
6:30pm

Final Draft Week of 8/26/2024

PPCC Meetingg #33:: FFoundationss WWorkshopp 
City of Batesville
Downtown Development Vision Plan
June 5th, 2024 at 3:00pm

In Attendance 

- Mayor Irrgang
- Sarah Lamping
- Amy Pretzer
- Bob Voegele
- Kim Porter
- Leeann Shroder
- Melissa Moenter
- Mike Wells
- Brian Sheehan, HWC
- Kyle Lueken, HWC
- Erin Solis, HWC

*Notes in red below represent conversation topics.  Refer to the meeting presentation for detail 
presented on each topic.  

11. RRECCAPP (Presentation)) 
a. Existing Conditions Highlights

Demographic/Market Highlights
i. Committee member expressed continued concern over poverty rate, remarking 

that this increase could primarily be in the senior/retired population, and if so, 
how can they be better served?

ii. HWC to further break down poverty rate by age
b. Previous Plan Themes
c. PC Priorities 

 
22. WWhatt We’’vvee heardd soo ffarr (PPresentation))  

a. Public Survey
b. Workshop
c. Puppucino and Farmer’s Market 

 
33. IInitiall Ideas/Strategiess 

a. Community Events
i. Committee didn’t feel that events had shifted from downtown to other locations –

just stopped occurring downtown and new ones popped up.  
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ii. Committee comments that events that are hosted in the park could have satellite 
locations to extend the event into downtown and draw crowds that way

iii. Challenge is to get downtown shops to remain open for events
iv. People continue to say they don’t know about upcoming events, so raising 

awareness with signage, marketing, social media, or having physical calendars of 
events posted downtown and at businesses could help

b. Downtown District 
i. New DORA district can also be used to help define downtown area

c. Bathrooms
i. Ideas of a visitor’s center with restrooms and security cameras to monitor them
ii. Madison uses an old gas station as their restrooms and visitor’s center
iii. Portland Loo standalone restroom could be considered

d. Focal Point
i. New plans being developed by Cosawove for downtown improvements including 

using the old skywalk as a focal point
e. Downtown Development – Large Map Exercise 

i. Ideas were discussed around a large map of downtown, centered around 
connections to existing assets and strategies for how changes in the built 
environment may serve the identified outcomes for downtown. 

Ideas from past plans include:
Civic Center concept from the 2008 Plan, Chapter 5
Park/greenspace concept from the Stellar Plan

Add an anchor / focal point / statue by library on Walnut – gateway element
In works/conversation as part of Library improvements 

Interstate bridge will be getting new signage
Skywalk will be used as a focal point / entry gateway once it’s redesigned
Mural by the Sherman might be moved to the liquor store
Desire for better pedestrian connection from Sherman to Romweber on Pearl 
Street
Lagen’s, Amack’s, and the Liquor Store are all popular anchors currently
Small building by Inspiration Park would be a good place for a visitor’s center 
and restroom if it could be acquired
WikiBlocks could be a source for affordable street furnishings.

More a consideration for event type space or pop-up parklets to 
temporarily convert spaces.  Can illustrate how a conversion could 
work prior to fully committing.  

Discussion of a civic square that directs vehicular traffic around the blocks of 
Main Street, Boehringer, Park Ave, and George St to define downtown

Common issue of seeing “back of house” in downtown instead of 
storefronts

o Could shopping center businesses reorient some 
signage/features along Boehringer and Park Avenue

Option to connect Inspiration Park & Village Green along Pearl Street into new 
Sherman alley pedestrian space through to Walnut pedestrian space 
(between Pearl & George)
Strong push back on any temporary street closings as part of festival 
considerations as they are a lot of work due to Homeland Security 
requirements. Permanent street closings or creating pedestrian spaces in 
parking lots are preferred as they don’t require as much work.
Need more shade and grass downtown
Outdoor plaza space being developed by library off Shrader & Elm needs 
connection south to Boehringer to better tie into downtown square 
Gas station at Pearl & Depot St is an eyesore and breaks up the feel of 
downtown  - opportunity for redevelopment and gateway. 
Define downtown with the DORA, an art walk, and alley activation
Romweber is open Thursday – Sunday
INDOT contacted the Art’s Council on Batesville’s history in craftsmanship, 
manufacturing, and industry for I-74 visitors center.  Opportunity to build 
upon these themes.  

 
44. NNextt Steps 

PC Meeting 4 – Concept Review (July 10 at 3:00 pm) 
Public Open House – Concepts/Strategies (July 17, time TBD) 
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Batesville Downtown Plan

PC Meeting #4 Minutes

Framework Workshop

July 10, 2024

Summary

The group discussed the public survey update for downtown development in Batesville, focusing on the growing 
population, poverty rate, and employment opportunities. HWC highlighted the importance of design and 
community engagement in creating vibrant and inviting downtown districts, emphasizing the need for a sense of 
place and clear visual cues for pedestrians. They also stressed the value of community engagement in 
understanding local residents' and businesses' needs and preferences, which can inform design decisions and 
create a more inviting downtown area.

Action Items

Distribute the draft downtown strategies and concepts from the meeting to committee members for 
feedback via a survey link.
Look into digging deeper into the census data to understand the demographic breakdown of those in 
poverty in Batesville, such as by age group.
Consider obtaining regional or Midwest level poverty rate comparisons to put Batesville's numbers in 
context.

Downtown revitalization, public survey results, and strategies.

Catherine provides an update on the online survey, with 405 responses as of yesterday, including 75% 
from Batesville and 28% from surrounding areas.
Top responses for why people visit downtown include community events, shopping, dining, and activities 
like the museum and library.
More dining options and shopping desired, with Lawrenceburg a top destination for entertainment.
Priorities remain consistent, with parking and appearance topping the improvement list, while 
entertainment options and retail lag.
Kyle notes that housing ranked low in importance for downtown, despite being a critical issue in past 
plans.
A committee member suggests that the survey population may not have fully understood the concept of a 
focal point as a gathering area 

Downtown development and improvement.

Respondents prioritized dining, retail, and entertainment to attract visitors and engage residents.
Catherine highlights downtown's positive momentum and Rom Weber as a bright spot.

Population growth, income, poverty rates, and housing costs in Batesville, Indiana.

The population is still growing, but the median age has increased, which is a statewide trend.
A committee member asks if the increasing median age is a concern, and Catherine explains that it's not 
unique and is happening statewide.
Committee members discuss poverty rates in Indiana, specifically in the region, highlighting that cost-
burdened households have increased by 16% for owner-occupied homes and 58% for renters.

The poverty rate in Indiana has increased from 5.6% in 2012 to 16% in 2023, with peer communities in the 
region also experiencing similar increases.
The poverty rate is a key issue in many downtown areas, and it is suggested to focus on regional data 
instead of national average.
A committee member highlights the challenges of affordability for minimum wage workers in the area.

Improving downtown Batesville with a focus on events, retail, and aesthetics.

Catherine emphasizes the importance of inclusive downtown development, considering diverse needs 
and trends.
Highlights the need for more dining, shopping, and events in downtown Batesville, with a focus on 
creating a cohesive and attractive district.
The group prioritizes increasing retail, dining, and visibility, while emphasizing the focal point as the 
center for events downtown, with a focus on public amenities and marketing.
Discussion on the importance of creating a sense of place in downtown district, citing visual aspects such 
as storefronts, trees, and streets.
A committee member suggests focusing on specific elements that need improved, such as the presence of 
electric lines or the absence of a focal point.

Transforming parking lots into public spaces with visual aids.

Kyle presents case studies to illustrate design concepts for a more people-friendly public space.
At Civic Park in Lawrenceburg parking was reduced to create a public space with splash pad, shaded 
seating, and events.
In Valparaiso a simple use of materials transformed a parking area into a public space with flush streets 
and prioritized pedestrians.

Concepts Review

HWC presents five conceptual diagrams for future development in downtown to get feedback from 
committee members. 

Goals and Strategies Review

HWC prepared a preliminary list of goals and strategies for the plan

This list can be sent to the committee members or shared as a survey to get feedback since time ran 

out to review these as a group during the meeting
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Batesville Downtown Visioning Plan

1 / 23

29.30% 121

50.61% 209

15.01% 62

5.08% 21

Q1 How often do you visit downtown?
Answered: 413 Skipped: 0

TOTAL 413

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Daily

Once or twice
a week

Once or twice
a month

Less than once
a month

ANSWER CHOICES RESPONSES

Daily

Once or twice a week

Once or twice a month

Less than once a month

Batesville Downtown Visioning Plan
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58.11% 240

57.14% 236

21.31% 88

47.94% 198

59.32% 245

44.07% 182

35.11% 145

23.00% 95

6.05% 25

Q2 Why do you currently visit downtown? (select all that apply)
Answered: 413 Skipped: 0

Total Respondents: 413  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Shopping

Dining

Work

Services
(salon, bank,

attorney etc.)
Community

events (concert
series,...

Activities
(museums,

library,...
Exercise
(walking,

fitness stud...

Church

Other (please
specify)

ANSWER CHOICES RESPONSES

Shopping

Dining

Work

Services (salon, bank, attorney etc.)

Community events (concert series, farmer’s market, etc.)

Activities (museums, library, movies)

Exercise (walking, fitness studio, etc.)

Church

Other (please specify)

Batesville Downtown Visioning Plan
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Q3 What do you wish was offered or improved upon downtown? (select all
that apply)

Answered: 410 Skipped: 3

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Focal point or
defined center
of downtown

More shopping
and

entertainmen...
More dining

options,
including...

More job
opportunities

More housing,
including

mixed-use...
More community

gathering
spaces

More events
and programming

Better
pedestrian and

bicycle...
Improved

appearance of
buildings an...

Play areas
(such as

playgrounds ...

Restrooms

Other (please
specify)

Batesville Downtown Visioning Plan
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21.71% 89

59.02% 242

76.83% 315

12.68% 52

11.22% 46

27.80% 114

41.22% 169

20.73% 85

30.24% 124

37.80% 155

49.76% 204

10.73% 44

Total Respondents: 410  

ANSWER CHOICES RESPONSES

Focal point or defined center of downtown

More shopping and entertainment options

More dining options, including outdoor dining

More job opportunities

More housing, including mixed-use developments

More community gathering spaces

More events and programming

Better pedestrian and bicycle facilities

Improved appearance of buildings and streetscape

Play areas (such as playgrounds or spray plazas)

Restrooms

Other (please specify)

Batesville Downtown Visioning Plan
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Q4 What types of businesses would you like to see in Downtown
Batesville? (check all that apply)

Answered: 410 Skipped: 3

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Art galleries

Boutique
retail stores

Gift and
clothing shops

Coffee shops

Offices

Evening dining

Destination
dining

Outdoor dining

Grocery store

Kids stores
and activities

Personal
services

(salon, bank...

Entertainment
venues

Other (please
specify)
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15.12% 62

40.98% 168

53.17% 218

15.85% 65

5.61% 23

66.83% 274

29.51% 121

65.12% 267

41.71% 171

35.37% 145

9.27% 38

48.05% 197

8.05% 33

Total Respondents: 410  

ANSWER CHOICES RESPONSES

Art galleries

Boutique retail stores

Gift and clothing shops

Coffee shops

Offices

Evening dining

Destination dining

Outdoor dining

Grocery store

Kids stores and activities

Personal services (salon, bank, attorney etc.)

Entertainment venues

Other (please specify)

Batesville Downtown Visioning Plan
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35.52% 146

46.23% 190

17.03% 70

0.97% 4

1.46% 6

40.88% 168

Q5 How often do you travel outside of Batesville for shopping?
Answered: 411 Skipped: 2

Total Respondents: 411  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Weekly

Monthly

Every few
months

Yearly

I don’t travel
outside

Batesville.

What City/Town
do you visit?

ANSWER CHOICES RESPONSES

Weekly

Monthly

Every few months

Yearly

I don’t travel outside Batesville.

What City/Town do you visit?

Batesville Downtown Visioning Plan
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36.01% 148

43.55% 179

19.71% 81

1.22% 5

1.46% 6

34.06% 140

Q6 How often do you travel outside of Batesville for dining and
entertainment?
Answered: 411 Skipped: 2

Total Respondents: 411  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Weekly

Monthly

Every few
months

Yearly

I don’t travel
outside

Batesville.

What City/Town
do you visit?

ANSWER CHOICES RESPONSES

Weekly

Monthly

Every few months

Yearly

I don’t travel outside Batesville.

What City/Town do you visit?
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Batesville Downtown Visioning Plan

9 / 23

91.77% 379

11.62% 48

54.00% 223

0.73% 3

Q7 How do you typically get around downtown? (check all that apply)
Answered: 413 Skipped: 0

Total Respondents: 413  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Car

Bicycle

Walking

Other (please
specify)

ANSWER CHOICES RESPONSES

Car

Bicycle

Walking

Other (please specify)

Batesville Downtown Visioning Plan
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70.63% 291

17.48% 72

7.28% 30

4.61% 19

7.52% 31

7.52% 31

Q8 Do you feel walking around downtown is a pleasant and comfortable
experience?

Answered: 412 Skipped: 1

Total Respondents: 412  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Yes, I feel
comfortable

walking arou...

Yes, I feel
comfortable

walking arou...

No, I don’t
feel

comfortable...

No, I don’t
feel

comfortable...

No, I don’t
feel

comfortable...

Comments

ANSWER CHOICES RESPONSES

Yes, I feel comfortable walking around downtown day and night.

Yes, I feel comfortable walking around downtown, but only during the day.

No, I don’t feel comfortable walking downtown because destinations are too far apart.

No, I don’t feel comfortable walking around downtown due to vehicular traffic.

No, I don’t feel comfortable walking around downtown due to condition of sidewalks.

Comments

Batesville Downtown Visioning Plan
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Q9 How would you rate downtown in the following areas?
Answered: 413 Skipped: 0

Business
Variety

Retail Options

Pedestrian
Pathways and

Sidewalks

Batesville Downtown Visioning Plan
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Availability
of Downtown

Housing

Availability
of Dining and
Restaurants

Entertainment
Options

Overall
Appearance of

D t

Batesville Downtown Visioning Plan
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TOTAL WEIGHTED
AVERAGE
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Retail Options
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Sidewalks

Availability of Downtown
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Overall Appearance of
Downtown

Availability of Parking

Location of Parking
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Q10 Over the last 15 years, multiple initiatives and efforts have taken
place with a focus on downtown, often with overlapping or similar aims.

Please rate the aspirations below based on how important you think each
is for the future of downtown.

Answered: 412 Skipped: 1

Create a
distinct

downtown...

Create a focal
point and

anchor for...

Increase and
improve retail
offerings an...

Increase and
improve dining

offerings an...

Increase
available

storefronts ...

Increase
accessibility

and walkabil

Batesville Downtown Visioning Plan
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Not Import… Important Very Import…

and walkabil...

Increase
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Increase
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3.42%
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8.91%
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13.73%
56

49.26%
201

37.01%
151
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45.66%
184

37.72%
152

16.63%
67

 
403

11.36%
46

54.57%
221

34.07%
138

 
405

16.63%
67

49.13%
198

34.24%
138

 
403

 NOT
IMPORTANT

IMPORTANT VERY
IMPORTANT

TOTAL

Create a distinct downtown district with an attractive built environment

Create a focal point and anchor for downtown

Increase and improve retail offerings and their visibility

Increase and improve dining offerings and their visibility

Increase available storefronts for downtown businesses

Increase accessibility and walkability throughout downtown and between
other areas of the City

Increase diversity of housing choices and opportunities

Grow arts, cultural, and leisure activities

Increase marketing efforts to attract potential tourists and businesses

Batesville Downtown Visioning Plan
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Q11 In your opinion, what is needed to attract more visitors and residents
to downtown Batesville and why?

Answered: 331 Skipped: 82

Batesville Downtown Visioning Plan
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74.57% 305

28.85% 118

3.91% 16

5.13% 21

Q12 Where do you live?
Answered: 409 Skipped: 4

Total Respondents: 409  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Batesville

Ripley or
Franklin County

Outside Ripley
or Franklin

County

If outside the
counties, then

where?

ANSWER CHOICES RESPONSES

Batesville

Ripley or Franklin County

Outside Ripley or Franklin County

If outside the counties, then where?
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9.27% 38

90.73% 372

Q13 Do you live in downtown? (as defined by the shaded green area on
the image)

Answered: 410 Skipped: 3

TOTAL 410

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Yes

No

ANSWER CHOICES RESPONSES

Yes

No
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16.06% 66

15.33% 63

68.61% 282

Q14 Do you work from home/remotely?
Answered: 411 Skipped: 2

TOTAL 411

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Yes, full-time

Yes, part-time

No

ANSWER CHOICES RESPONSES

Yes, full-time

Yes, part-time

No
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10.44% 43

89.56% 369

Q15 Are you a downtown business or property owner?
Answered: 412 Skipped: 1

TOTAL 412

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Yes

No

ANSWER CHOICES RESPONSES

Yes

No

Batesville Downtown Visioning Plan

23 / 23

0.97% 4

19.46% 80

29.20% 120
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13.87% 57

Q16 What is your age range?
Answered: 411 Skipped: 2

TOTAL 411
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18-30 years of
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31-45 years of
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46-65 years of
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Over 65 years
of age

ANSWER CHOICES RESPONSES
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31-45 years of age

46-65 years of age

Over 65 years of age
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Households: 3,923,400

Average Household Size: 2.70 

Median Age: 43.9

Median Household Income: $76,800

LifeMode Group: Cozy Country Living 

Green Acres

WHO ARE WE?
The Green Acres lifestyle features country living and 
self-reliance. Avid do-it-yourselfers, they maintain and 
remodel their homes with all the necessary power tools to 
accomplish the jobs. Gardening, especially growing 
vegetables, is a priority, again with the right tools, tillers, 
tractors, and riding mowers. Outdoor living features a 
variety of sports: hunting and fishing, motorcycling, hiking 
and camping, and even golf. 

OUR NEIGHBORHOOD
• This large segment is concentrated in 

rural enclaves in metropolitan areas.

• Primarily (not exclusively) older homes 
with acreage; new housing growth in 
the past 15 years.

• Single-family, owner-occupied housing, 
with a median value of $235,500.

• An older market, primarily married   
couples, most with no children.

SOCIOECONOMIC TRAITS
• Education: More than 60% are college educated.

• Labor force participation rate is high at 66.8%  
(Index 107).

• Income is derived not only from wages and salaries  
but also from self-employment (more than 13% 
of households), investments (27% of households),  
and increasingly, from retirement.

• They are cautious consumers with a focus on   
quality and durability.

• Comfortable with technology, more as a tool   
than a trend: banking or paying bills online is   
convenient; but the internet is not viewed 
as entertainment.

• Economic outlook is professed as pessimistic, but  
consumers are comfortable with debt, primarily  
as home and auto loans, and investments.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by MRI-Simmons.

6A

TAPESTRY
SEGMENTATION

TM

esri.com/tapestry

LifeMode Group: Cozy Country Living 

Green Acres6A

85+
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65–69
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40–44
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30–34
25–29
20–24
15–19
10–14
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8%                     4%                        0                        4%                      8%

Male Female

Median Household Income

Median Net Worth

$56,100

$76,800

$93,300

$267,700

Housing

Food

Apparel & Services

Transportation

Health Care

Entertainment &
Recreation

Education

Pensions &
Social Security

Other

INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

OCCUPATION BY EARNINGS
The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AGE BY SEX (Esri data)

Median Age: 43.9   US: 38.2
      Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 26.0   US: 64.0
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AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.
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MARKET PROFILE (Consumer preferences are estimated from data by MRI-Simmons.)

• Purchasing choices reflect Green Acres residents’ country life, including a variety of 
vehicles, from trucks and SUVs to ATVs and motorcycles, preferably late model.

• Homeowners favor DIY home improvement projects and gardening.

• Media of choice are provided by satellite service, radio, and television, also with 
an emphasis on country and home and garden.

• Green Acres residents pursue physical fitness vigorously, from working out on 
home exercise equipment to playing a variety of sports.

• Residents are active in their communities and a variety of social organizations, from  
charitable to veterans’ clubs.

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status, 
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size 
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: Cozy Country Living 

Green Acres6A

HOUSING
Median home value is displayed for markets that are primarily 
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family

Median Value:
$235,500
US Median: $207,300

High

Low

TAPESTRY
SEGMENTATION

TM

esri.com/tapestry

SEGMENT DENSITY
This map illustrates the density and 
distribution of the Green Acres 
Tapestry Segment by households. 

LifeMode Group: Cozy Country Living 

Green Acres6A

For more information
1-800-447-9778

info@esri.com
esri.com

Copyright © 2022 Esri. All rights reserved. Esri, the Esri globe logo, The Science of Where, Tapestry, @esri.com, and esri.com are trademarks, 
service marks, or registered marks of Esri in the United States, the European Community, or certain other jurisdictions. Other companies and 
products or services mentioned herein may be trademarks, service marks, or registered marks of their respective mark owners.
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Households: 2,716,800

Average Household Size: 2.47 

Median Age: 39.0

Median Household Income: $51,800

LifeMode Group: GenXurban 

Rustbelt Traditions

WHO ARE WE?
The backbone of older industrial cities in states 
surrounding the Great Lakes, Rustbelt Traditions 
residents are a mix of married-couple families 
and singles living in older developments of 
single-family homes. While varied, the workforce 
is primarily white collar, with a higher concentra-
tion of skilled workers in manufacturing, retail 
trade, and health care. Rustbelt Traditions 
represents a large market of stable, hardworking 
consumers with modest incomes but an average 
net worth of nearly $400,000. Family oriented, 
they value time spent at home. Most have lived, 
worked, and played in the same area for years.

OUR NEIGHBORHOOD
• Almost half (46%) of the households are married-couple   

families, similar to the US (48%), most without children  
(also similar to the US); the slightly higher proportion   
of singles (Index 105) reflects the aging of the population. 

• Average household size is slightly lower at 2.47.

• They are movers, slightly more mobile than the US   
population (Index 109), but over 70% of householders 
moved into their current homes before 2010.

• Most residents live in modest, single-family homes in   
older neighborhoods built in the 1950s (Index 224).

• Nearly three quarters own their homes; nearly half of   
households have mortgages.

• A large and growing market, Rustbelt Traditions   
residents are located in the dense urban fringe of   
metropolitan areas throughout the Midwest and South.

• Most households have one to two vehicles available.

SOCIOECONOMIC TRAITS
• Most have graduated from high school or  

spent some time at a college or university.

• Labor force participation slightly higher 
than the US at 67%.

• While most income is derived from  
wages and salaries, nearly 31% of  
households collect Social Security  
and nearly 20% draw income from  
retirement accounts.

• Family-oriented consumers who value 
time spent at home. 

• Most have lived, worked, and played in 
the same area for years.

• Budget-aware shoppers that favor 
American-made products.

• Read newspapers, especially the 
Sunday editions.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by MRI-Simmons.
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LifeMode Group: GenXurban 

Rustbelt Traditions5D
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INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

OCCUPATION BY EARNINGS
The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 39.0   US: 38.2
      Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 46.8   US: 64.0
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MARKET PROFILE (Consumer preferences are estimated from data by MRI-Simmons.)

• Residents take advantage of convenience stores for fueling up and picking up incidentals.

• Watching television is a common pastime; many households have more than four TVs.

• Favorite programming ranges from Freeform, A&E, and TNT to 
children’s shows on Nickelodeon and the Disney Channel.

• Residents are connected; entertainment activities like online gaming dominate 
their internet usage.

• Favorite family restaurants include Applebee’s, Arby’s, and Texas Roadhouse.

• Radio dials are typically tuned to classic rock stations.

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status, 
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size 
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: GenXurban 

Rustbelt Traditions5D

HOUSING
Median home value is displayed for markets that are primarily 
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family

Median Value:
$123,400
US Median: $207,300

High

Low
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SEGMENT DENSITY
This map illustrates the density and 
distribution of the Rustbelt Traditions 
Tapestry Segment by households. 

LifeMode Group: GenXurban 

Rustbelt Traditions5D

For more information
1-800-447-9778

info@esri.com
esri.com

Copyright © 2022 Esri. All rights reserved. Esri, the Esri globe logo, The Science of Where, Tapestry, @esri.com, and esri.com 
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Households: 2,859,200

Average Household Size: 2.12 

Median Age: 39.4

Median Household Income: $44,900

LifeMode Group: Middle Ground 

Old and Newcomers

WHO ARE WE?
This market features singles’ lifestyles, on a budget. The 
focus is more on convenience than consumerism, economy 
over acquisition. Old and Newcomers is composed of 
neighborhoods in transition, populated by renters who are 
just beginning their careers or retiring. Some are still in 
college; some are taking adult education classes. They 
support charity causes and are environmentally conscious. 
Age is not always obvious from their choices.

OUR NEIGHBORHOOD
• Metropolitan city dwellers.

• Predominantly single households  
(Index 148), with a mix of married couples 
(no children); average household size  
lower at 2.12.

• 55% renter occupied; average rent is lower 
than the US (Index 85).

• 45% of housing units are single-family 
dwellings; 45% are multiunit buildings in 
older neighborhoods, built before 1980.

• Average vacancy rate at 11%.

SOCIOECONOMIC TRAITS
• An average labor force participation rate of 

62.6%, despite the increasing number of 
retired workers.

• 32% of households are currently receiving 
income from Social Security.

• 31% have a college degree (Index 99), 33% 
have some college education (Index 114), 
9% are still enrolled in college (Index 121).

• Consumers are price aware and coupon 
clippers but open to impulse buys.

• They are attentive to environmental 
concerns.

• They are comfortable with the latest 
technology.

Note: The Index represents the ratio of the segment rate to the US rate multiplied by 100.
    Consumer preferences are estimated from data by MRI-Simmons.
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LifeMode Group: Middle Ground 

Old and Newcomers8F
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INCOME AND NET WORTH
Net worth measures total household assets (homes, vehicles, 
investments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

OCCUPATION BY EARNINGS
The five occupations with the highest number of workers in the market are displayed
by median earnings. Data from the Census Bureau’s American Community Survey.

AVERAGE HOUSEHOLD BUDGET INDEX
The index compares the average amount spent in this market’s household budgets for 
housing, food, apparel, etc., to the average amount spent by all US households. An index
of 100 is average. An index of 120 shows that average spending by consumers in this market
is 20 percent above the national average. Consumer expenditures are estimated by Esri.

AGE BY SEX (Esri data)

Median Age: 39.4   US: 38.2
      Indicates US

RACE AND ETHNICITY (Esri data)

The Diversity Index summarizes racial and ethnic diversity. The index 
shows the likelihood that two persons, chosen at random from the 
same area, belong to different race or ethnic groups. The index 
ranges from 0 (no diversity) to 100 (complete diversity).

Diversity Index: 52.7   US: 64.0
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MARKET PROFILE (Consumer preferences are estimated from data by MRI-Simmons.)

• Residents have a strong sense of community. They volunteer for charities, 
help fundraise, and recycle.

• They prefer cell phones to landlines.

• Entertainment features the internet (employment searches, rating products, 
updating social media profiles), watching movies at home, listening to country 
music, and reading the paper.

• Vehicles are basically just a means of transportation.

• Food features convenience, frozen, and fast food.

• They do banking as likely in person as online.

ESRI INDEXES
Esri developed three indexes to display average household wealth, socioeconomic status, 
and housing affordability for the market relative to US standards.

POPULATION CHARACTERISTICS
Total population, average annual population change since Census 2010, and average 
density (population per square mile) are displayed for the market relative to the size 
and change among all Tapestry markets. Data estimated by Esri.

LifeMode Group: Middle Ground 

Old and Newcomers8F

HOUSING
Median home value is displayed for markets that are primarily 
owner occupied; average rent is shown for renter-occupied markets. 
Tenure and home value are estimated by Esri. Housing type and average 
rent are from the Census Bureau’s American Community Survey.

Typical Housing:
Single Family; 
Multi-Units

Average Rent:
$880
US Average: $1,038

High

Low
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SEGMENTATION

TM

esri.com/tapestry

SEGMENT DENSITY
This map illustrates the density and 
distribution of the Old and Newcomers 
Tapestry Segment by households. 

LifeMode Group: Middle Ground 

Old and Newcomers8F

For more information
1-800-447-9778

info@esri.com
esri.com
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PRIORITY PROJECTS 
PROJECT CATEGORY TIMELINE COST
Stripe on-street parking spaces within a two to three 
block radius of Pearl Street and Main Street    

Low-Cost 1 - 3 Years $2,500 - $5,000

Develop streetscape standards for the downtown 
district (lighting, site furnishings, landscape, etc.)

Low-Cost 1 - 3 Years $10,000 - $15,000

Create a curb extension on Park Avenue at the alley 
to create a visual access point to the visitors center 
and Chamber of Commerce

Short-Term 1 - 3 Years $12,000 - $15,000

Develop additional off -street parking areas on the 
periphery of downtown to minimize reliance and 
need for large lots within the middle of downtown

Short-Term 1 - 3 Years $300,000 - $450,000

Build a permanent pavilion in downtown for the 
Farmer’s Market and other events

Longer-Term 3 - 5 Years $600,000 - $1 million

Create a formal pedestrian gathering area in 
downtown large enough to support multiple events 
and be a focal point for downtown

Longer-Term 3 - 5 Years $3 million - $4 million


