
Plan Cincinnati PLAN CINCINNATI Comprehensive Plan | 0

PLAN CINCINNATI

Comprehensive Plan

Prepared by

with

Presented to

August 2011



Plan Cincinnati PLAN CINCINNATI Comprehensive Plan | 1

Table of 

Contents

Comprehensive Plan Overview éééééééééé..2

Report Introductionééééééééééééééé....3

Assets and Challengesééééééééééééé.....6

Goals and Action Stepsééééééééééééé....9

Business Climateéééééééééééééé.é..10

Business Retention and Expansion éééééééé.11

Education and Workforce Developmentéééééé..13

Central Business Districtééééééééééééé15

Neighborhood Business Districts.ééééééééé.16

Transportation and Riverfront Developmentéééé...19

National and International Imageééééééééé..21

Economic Development Leadership ............................ 22

Appendix A: Market Assessmentéééééééééé.24

Appendix B: Target Industry Analysiséééééééé.72

Appendix C: Transportation Analysiséééééééé..134

Appendix D: NBD and Riverfront Assessmentééé..é152

Appendix E: Survey Responsesééééééééé......176

Appendix F: Cost of Operations Modeléééééé......191



PLAN CINCINNATI Comprehensive Plan | 2Plan Cincinnati

PLAN CINCINNATI is Cincinnatiôs comprehensive plan ïits road map for the future. It will 

inform current and future decision makers about where Cincinnati is, where it wants to go, 

how it will get there, and who will help along the way. It will: 

ÅDefine the Cityôs biggest assets and challenges

ÅMake recommendations about the type and character of development appropriate in 

different parts of the City

ÅRecommend and prioritize policies, key projects, and resources and determine 

implementation partners

ÅProvide guidance to the City in developing and directing future capital budgets

ÅServe as the basis for zoning recommendations throughout the City

ÅArts and Culture

ÅEconomic Development and Business 

Retention

ÅFiscal Impact

ÅHealth, Environment and Open Space

ÅHistoric Conservation

ÅHousing and Neighborhood Development

ÅInstitutions

ÅIntergovernmental Cooperation

ÅLand Use

ÅTransportation and Transit

ÅUrban Design

ÅUtilities and Infrastructure

Comprehensive Plan Overview PLAN CINCINNATI Elements
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Report Introduction

AngelouEconomics, along with Land Design Studio and Barr & Prevost, were hired by the 

City of Cincinnati to assist in the development of the economic development and business 

retention element of the comprehensive plan. Our activities included: 

1.Engage stakeholders: Collect stakeholder input through interviews, focus groups, and 

surveys; meet with Comprehensive Plan Steering Committee

2.Analyze market: Collect and analyze baseline economic, demographic, and workforce 

data, assess current transportation projects, identify strengths, weaknesses, opportunities, 

and threats. Assess neighborhood business district outlook and integration of form based 

codes as well as riverfront development opportunities 

3.Target industry analysis: Identify target industry sectors to match between assets and 

site selection requirements, identify needed workforce skill

4.Recommendations: Develop actionable strategies, create implementation matrix, provide 

performance metrics
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Report Introduction

Organization of the Report

This report and its appendices are the culmination of that work. The body of this document 

includes the recommendations of our collective firms to the City of Cincinnati for 

consideration as it continues to shape its comprehensive plan. The supporting research is 

included as appendices, each separate report deserving independent review. They are 

summarized below. 

Market Assessment Report: This section of the report provides background information to 

the consulting team and the community and is used as the research base for the economic 

development strategic plan. It is comprised of both qualitative and quantitative information.  

The qualitative ïinformation gathered through surveys, focus groups and interviews ïtells 

the story of what residents and businesses think about the community in which they live or 

work.  The quantitative ïwhat the statistics show ïis often the perspective seen by external 

businesses and site selection consultants. Quantitative data was collected from national and 

state sources, including the U.S. Bureau of Labor Statistics, the U.S. Census, Decision Data 

Resources, the National Science Foundation, the Internal Revenue Service and numerous 

private sector sources. A thorough analysis of the cityôs strengths, weaknesses, 

opportunities, and threats is also a significant feature in this report. During this phase, the 

project team also reviewed previous regional and Cincinnati-specific studies. 

Target Industry Report: AngelouEconomics examined a variety of factors to assess which 

industries are critical targets for Cincinnatiôs future economic development planning efforts. 

AngelouEconomics reviewed Cincinnatiôs current industry mix, emerging and growing 

regional industries, as well as national and international industries, industry location factors, 

and Cincinnatiôs current assets. Our assessment revealed a unique interrelated mix of five 

industries (Life Sciences, Consumer Products & Services, Chemistry & Advanced Materials, 

Renewable Energy and Financial & Professional Services), one cross-cutting, non-traditional 

target (Entrepreneurship & Small Business Development) and one overlay (Advanced 

Manufacturing) with importance in four of the targeted industries upon which the city can 

focus future business attraction, retention, and entrepreneurial development efforts upon.

INTERRELATIONSHIP OF TARGETED INDUSTRIES

Life Sciences

Renewable Energy

Advanced Manufacturing

Chemistry and 

Advanced 

Materials

Consumer 

Products and 

Creative Services

Financial and Professional 
Services

Entrepreneurship & Small Business 
Development
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Report Introduction

Transportation Analysis: Transportation is critical to the success of a neighborhood. 

Livable, strong, economic viable neighborhoods align transportation and land use planning 

goals.  Four corridors, selected from the ñGo Cincinnatiô Plan, were reviewed for this project. 

These corridors are: Madison Road Corridor in Oakley; Seymour/Reading Road Corridors in 

Roselawn; Spring Grove Corridor in Camp Washington (Mill Creek Area); and West 8th 

Street Corridors in Queensgate. The existing land use was determined for the corridors 

analyzed in each neighborhood.  Several transportation components were analyzed 

considering the surrounding land use.  In addition to the evaluation of these four corridors, 

possible multi-modal opportunities throughout the city were explored.

Neighborhood Business Districts and Riverfront Analysis: Because Neighborhood 

Business Districts are such a unique opportunity for the City of Cincinnati, they are evaluated 

at length in this report.  This section seeks to provide a context and understanding of the 

growth patterns that Cincinnati is going through, to illustrate the components of a successful 

neighborhood and successful revitalization, to put forth a vision for re-development and 

revitalization of the Neighborhood Business Districts and the Riverfront, and to lay out 

implementation strategies for accomplishing favorable change.

Survey Responses: As part of the data collection process, two surveys were posted on the 

projectôs website to glean insight from Cincinnati community members on topics related to 

economic development  One survey was direct to community members, the other was for 

employers.  The following pages present the survey responses of the community and 

business surveys.  The community survey had  274 responses and the business survey had 

144 responses.

Cost of Operations Model: AngelouEconomics completed cost of operations models for the 

life sciences, consumer products and creative services, and corporate and financial services 

target industries and included costs for Cincinnati, Indianapolis, and Pittsburgh. The 

model provides an in-depth breakdown of the cost of doing business and examines factors 

such as labor costs, utilities, real estate and taxes.
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Assets and Challenges

Strategic Assets

Diversity: Cincinnati is an incredibly diverse city in many ways.  This diversity is one of the 

cityôs strongest assets.  The city has a very large African-American community and small, but 

growing Hispanic population. Minority-owned businesses made up nearly 20% of the cityôs 

economy in 2002 and future statistics are likely to show that this figure has increased in 

subsequent years. 

Anchor of multi-state region: While this study focuses on the City of Cincinnati, strong 

evidence of intertwined regional economies is revealed by an analysis of Cincinnatiôs labor 

shed and the commute shed. Only one quarter of the City of Cincinnatiôs workforce lives 

within the city itself and of employed Cincinnati residents, 43% work in the city meaning that 

over 50% commute to jobs that are located in other cities.

Regional cooperation in any area is a major component to success in economic 

development.  Regions, not individual cities, are the locus of competitive advantage in the 

new economy ïan economy where human capital plays a much more important role in 

company and community prosperity.

Existing industries: Cincinnati is home to a large life sciences cluster including major 

hospitals as well as six Fortune 500 companies. The cityôs strengths in consumer products 

and marketing are recognized by the State of Ohio and are another competitive asset. 
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Neighborhood Business Districts (NBDs): The formation of NBDs in Cincinnati is relatively 

unique among American cities.  Cincinnati neighborhoods have formed like a series of 

independent small towns.  The commercial corridor is at the center of a neighborhood, 

disconnected from adjacent neighborhoods.  Residential streets radiate out in each direction, 

decreasing in density. Cincinnati has the benefit of a óhuman-scaleô neighborhood 

experience.  Small, disconnected NBDs have the opportunity to create their own identity.  

They can provide the enjoyment of small-town scale within an urban environment.  The 

NBDs offer a level of familiarity and unique identity of place that doesnôt exist along large-

scale commercial corridors.

Education: The presence of the University of Cincinnati, Xavier University, Cincinnati State 

Technical and Community College (Cincinnati State), and other colleges and universities are 

a critical resource for economic development. Cincinnati State has the largest cooperative 

education program among two-year colleges in the U.S., with strong connections to over 800 

employers ïa key tool for retaining young educated individuals in Cincinnati and the region. 

In addition, strong parochial schools and a strengthening public school system with notable 

assets including the School for the Visual and Performing Arts, offer quality education for 

children. 

Logistics and transportation: The magic of on-demand commerce in the United States is 

in transportation and logistics.  While it sounds antiquated, boats and trains are still the 

cheapest and most efficient ways to move goods from place to place.  Cincinnati has 

substantial infrastructure in both, as well as access to interstate highways and commercial air 

service.  The cityôs central Midwestern location only adds to the appeal.

Assets and Challenges
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Assets and Challenges

Challenges to the Cityõs Success

Income and unemployment: Income levels in the City of Cincinnati are low with a very high 

proportion of the population living in households earning less than $15K. Only 12.7% of 

households in Cincinnati earn over $100K, compared to 22.7% in the Cincinnati MSA. 

Similarly, unemployment has been an historic challenge in Cincinnati and has been further 

accentuated by the national downturn.

Outmigration:While the cityôs population may have recently stabilized, Hamilton County lost 

more residents than it gained in 2008, the most recent year for which data is available; the 

county experienced a net loss of over 6,000 people, many moving to major metro areas 

outside of the region such as Atlanta, Seattle, D.C. and Houston. The county is also losing 

population to all of the surrounding counties. Butler County is the most significant draw for 

those leaving Hamilton County, but remaining within the MSA. 

Crime: Crime rates are higher in Cincinnati than in U.S. cities of a similar size on average. 

When compared to rates for all U.S. cities with population between 250,000 and 500,000, 

Cincinnati has higher rates in 3 out of 4 categories of violent crime. Robbery rates are 

particularly high in Cincinnati. The rates of both violent crime and property crime are higher in 

Cincinnati than in the state and the nation.

Competition and lack of leadership: Strong competition between Cincinnati and Northern 

Kentucky, between the city and region, between the east side of Cincinnati and the west, and 

between the NBDs and downtown fragment the success of any economic development 

efforts. In addition, survey responses, interviews, and focus group comments revealed a 

disconnect between elected officials, city staff, and the public which significantly hamper 

efforts to develop and implement strategies to achieve economic improvements in the city. 

Lack of identity: In spite of significant assets, the city lacks a cohesive identity. No unified 

message is marketed, either internally or externally. 
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Summary of Economic Development Goals

Goal 1: Business Climate
Support the attraction and growth of businesses through a strong, supportive business climate. 

Goal 2: Business Retention, Expansion, and Entrepreneurism 

Expand and enhance the cityôs economic base through focused business retention, expansion, 

and entrepreneurism efforts. 

Goal 3: Education and Workforce Development

Ensure a trained and skilled workforce for the cityôs mature and emerging industry sectors. 

Goal 4: Central Business District

Ensure that Cincinnatiôs downtown continues to be the business and cultural anchor of the city 

and region.

Goal 5: Neighborhood Business Districts

Transform neighborhood business districts into vibrant neighborhood centers. 

Goal 6: Transportation and Riverfront Development

Offer enhanced integrated, multimodal transportation opportunities for both business and 

personal needs.

Goal 7: National and International Image

Convey a national and international image of Cincinnati as a vibrant, unique city for residents and 

businesses alike. 

Goal 8: Economic Development Leadership

Provide dynamic leadership of economic and workforce development activities in the city and 

greater region.

Goals and Action Steps
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Goal 1: Business Climate
Support the attraction and growth of businesses through a strong, supportive 
business climate. 

Action Steps:

1-A Improve the regulatory and permitting process within city departments to ensure that 
processes are fair, transparent, and quick. Continue to implement the ñGo Cincinnatiò 
recommendation for an Opportunity Advisory Council to help remove unnecessary barriers 
and enhance communication and customer service for projects of all sizes. 

1-B Support cooperation and partnership amongst regional city and county governments 
and chambers of commerce. Formalize protocols and other agreements which describe how 
to handle corporate relocations within the region in a manner which will provide 
accountability, foster trust, and improve regional collaboration.

1-C Continually evaluate and identify opportunities to enhance the cityôs business climate. 
Incorporate feedback from expansion of the city and chamberôs business retention and 
expansion program into the cityôs self-evaluation.

1-D Communicate regularly with businesses of all sizes and industries. Ensure that 
businesses know who to contact for questions or to resolve concerns. 

1-E Evaluate the Small Business Enterprise program and determine its effectiveness at 
promoting full and equal business opportunities for small and minority businesses. Enhance 
opportunities for the cityôs minority population to access city contracts. 

Goal 1: Business Climate
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Goal 2: Business Retention, Expansion, and Entrepreneurism 
Expand and enhance the cityõs economic base through focused business retention, 

expansion, and entrepreneurism efforts. 

Action Steps:

2-A Improve outreach to existing industries through an expanded and coordinated 

business retention program, including the completion of retention surveys. Coordinate closely 

with the existing efforts of the Cincinnati USA Chamber, creating criteria to identify companies 

to call on, systematic feed back mechanisms to review and communicate findings, and 

performance metrics. Include visits to out-of-state corporate or regional headquarters as part 

of the retention strategy.

2-B Leverage the retention program to identify strategic issues and develop deeper 

relationships with businesses. Assign staff to conduct appropriate follow up and track larger 

business trends and ñred flagsò across visits. Provide businesses with a personal 

representative at the City who they can contact for help and information regarding city issues.

Goal 2: Business Retention, 

Expansion, and Entrepreneurism
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Goal 2: Business Retention, Expansion, and 

Entrepreneurism
2-C Ensure continued development of those economic clusters for which Cincinnati has 

competitive strengths consistent with the recommendations of the Target Industry section of 

this report and the ñAgenda 360ò plan. Continually search for opportunities to attract, expand 

and start up businesses that will build the targeted clustersô local supplier and vendor bases, 

increase critical mass and expand the regionôs  economic base. It is of particular strategic  

importance that Cincinnatiôs role as an internationally known center in the Consumer Products 

and Services cluster be expanded. 

2-D Support the establishment of target industry working groups for each of the targeted 

industries. In those clusters for which active associations donôt currently exist, form small target 

industry teams of business executives, university representatives, and other experts whose 

main purpose is to monitor policy and regulatory issues, provide supply trend information, 

identify possible target companies, develop strategies for attracting industry, and develop key 

messages concerning each industry. The teams should meet periodically to discuss industry 

strategies while focusing on specific outcomes for targeted industry initiatives, value chain 

opportunities and other industry intelligence.

2-E In coordination with CincyTech and other partners, enhance coordination and 

communication of the entrepreneurial resource network, particularly within neighborhood 

centers and directed towards minority communities.

2-F Increase seed and venture capital availability for Cincinnati entrepreneurs. Build angel 

and venture capital capacity through collaborations with existing angel networks. Build interest 

in angel investing within cityôs retired c-level executives and others who would be investor 

candidates.

2-G Encourage and nurture innovative entrepreneurial ideas from a young age. Expand 

the offering of entrepreneurial initiatives at middle and high schools. Establish a Young 

Entrepreneurs Network to meet on a regular basis and support professional, civic, and social 

opportunities for young entrepreneurs. Support the creation of a student incubator at the 

University of Cincinnati, with a public/private partnership to the fund initiative. 

2-H Strengthen relationships with existing university technology transfer administrators. 

Enhance knowledge of public and private research being conducted in Cincinnati and the 

region.
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Goal 3: Education and Workforce Development
Ensure a trained and skilled workforce for the cityõs mature and emerging industry 

sectors.

Action Steps:

3-A Enhance the cityôs role in workforce development by strengthening coordination of 

city departments and agencies engaged in workforce development activities. Participate in 

forums in which Cincinnatiôs workforce training providers and the economic development 

community can come together semi-annually or quarterly to discuss needs, current programs, 

innovative practices, and methods of collaboration.

3-B Support the private sectorôs role in leading the development of training/retraining 

efforts in target industry occupations. Working closely with the Southwest Ohio Region 

Workforce Investment Board, pay particular attention to identifying and providing the 

education and training needed for critical skill sets required by employers within the targeted 

economic clusters. Coordinate with Cincinnati State on business retention visits and 

communicate business and workforce needs between economic development and workforce 

development, as needed.

3-C Encourage the streamlining and efficient use of workforce dollars for occupations in 

demand by the cityôs targeted industries. Ensure target industries are officially adopted by the 

Workforce Investment Board as drivers of future job training programs. Work with the WIB to 

ensure that board membership reflects target industry opportunities. Expand certificate and 

post-secondary opportunities aligned with target industry workforce needs. 

Goal 3: Education and Workforce 

Development
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Goal 3: Education and Workforce Development

3-D Support provision of education and workforce services within neighborhoods of 

highest need for these services. Prioritize efforts to better match the jobs available with the 

training and education offered to residents. Support and facilitate, as needed, partnerships to 

provide the resources necessary to implement services in neighborhood centers.

3-E Support Cincinnati Public Schools (CPS)  in its efforts to become an exceptional 

school district. Find opportunities to include CPSôs achievements in the cityôs marketing 

efforts.

3-F Promote co-op education in all educational curriculum as this is an increasingly 

sought after strategy. Not only would this provide a competitive differentiator for Cincinnati, it 

is also an effective strategy for retaining young people and providing a trained workforce for 

employers. 

3-G Support post-secondary education of Cincinnati high school graduates through the 

creation of a public/private foundation to provide educational scholarships for all eligible 

students. Ensure all eligible students receive some level of assistance. 
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Goal 4: Central Business District
Ensure that Cincinnatiõs downtown continues to be the business and cultural anchor 

of the city and region. 

Action Steps:

4-A Maintain and enhance the character of downtown Cincinnati to ensure that it 

continues to possess unique characteristics that allow it to stand out. 

4-B Develop a parking master plan for downtown.  Although downtowns, by nature, are 

never going to be able to accommodate parking in the same way the suburbs can, they 

should continually focus on better ways to serve their customers with clean, safe streets, 

convenient and available parking, and easy circulation. The master plan should inventory 

existing parking as well as assess current and future needs including an analysis of the 

parking issues generated from the casino being constructed downtown.

4-C Continue to encourage residential development and residential commercial 

establishments in the central business district. As the residential opportunities increase in the 

CBD, amenities for those residents must be available as well including grocery stores, dry 

cleaners, general goods stores, bookstores, etc. 

Goal 4: Central Business District
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Goal 5: Neighborhood Business Districts
Transform neighborhood business districts into vibrant neighborhood centers. 

Action Steps: 

5-A Assist Neighborhood Business Districts (NBDs) in diversifying from business districts 

to neighborhood centers. For NBDs to be sustainable in the long-term, they need to become 

neighborhood centers, not only for businesses, but also for local government services, 

neighborhood schools, child care, medical offices, community centers, urban farms, and 

everything in-between.  

5-B De-centralize public services to a neighborhood level.  The City should take 

advantage of vacant retail spaces by occupying small storefronts where basic City services 

can be handled at a neighborhood level.  Establish a neighborhood-stationed city staff 

member who is available to help citizens navigate small business loans, facade improvement 

programs, neighborhood block grants, or how to start a community garden.  This staff 

member also becomes the neighborhoodôs liaison to the city with on-the-ground input on 

impact of city programs.

Goal 5: Neighborhood Business 

Districts
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Goal 5: Neighborhood Business Districts

5-C Allow entitlements that allow for adaptive re-use with non-retail uses.  Because the 

NBDs contain more retail and commercial space than neighborhoods can support, 

landowners should be given the freedom to use their structures for a wide variety of uses.  

This can be allowed through use variances, but creating a form-based code would make this 

process more predictable.  

5-D Provide the Planning and Zoning Framework for complementary new development.  

A cityôs planning and zoning framework is one of the major drivers of new development.  In 

order to be seen by the private sector as an asset, rather than a hindrance, the entitlement 

process must be clear and predictable.  One of the ways to provide an entitlement process 

that encourages a desired quality of  growth is through the use of a form-based code.

5-E Utilize a recurring neighborhood self-assessment to gather information about every 

NBD to form the foundation of a city-wide implementation plan with detailed knowledge of 

each area. This specialized approach is necessitated by the geographic, social, and physical 

variety between neighborhood business districts. In addition, the purpose and future success 

of NBDs is based on the local community it serves. Utilize results of self-assessment and city 

evaluation to prioritize and award funding for improvements. 

5-F Connect neighborhoods internally through streetscaping and enhanced 

transportation assets including bicycle amenities. 

5-G Identify and mitigate transportation barriers to accessing neighborhood businesses 

such as medians, lack of parking, etc.

5-H Inventory available commercial and industrial space in each neighborhood and 

include in a database containing larger commercial and industrial property throughout the 

city. Offer these properties to new or expanding businesses, including entrepreneurs, to 

encourage job creation in all neighborhoods. 
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Goal 5: Neighborhood Business Districts

5-I Create a Utility Upgrade Master Plan for each neighborhood based on development 

potential. The plan should identify ways to improve water and wastewater networks to 

accommodate medium-density urban growth. The work should be completed only as 

development projects are started. The improvements could be funded in a variety of ways 

including Special Financing Districts (SFDs). SFDs use the incremental tax revenue 

increases caused by new development (sales, ad-valorem, or other taxes) to help fund 

infrastructure projects that make new developments a reality.

5-J Emphasize the inclusion of educational and entrepreneurial resources in 

neighborhoods, removing barriers to access these needed services. 

5-K Continue to improve the web-based NBD óToolboxô of best practices and resources 

among NBDs, compiling information and strategies for improvement and redevelopment. 

Include existing city programs available for project assistance, examples of similar, successful 

projects, contacts from other neighborhoods who have completed similar projects, and a 

description of how the tool can be used to improve a NBD.

5-L Increase funds available in the cityôs Neighborhood Business District Improvement 

Program and the Neighborhood Business District Support Fund to implement improvement 

projects. 

5-M Consider grouping where appropriate NBDôs with others sharing similar geographies, 

needs and interests in order to provide for more efficient allocation of resources to address 

those common issues that can be addressed at a broader scale. 



PLAN CINCINNATI Comprehensive Plan | 19Plan Cincinnati

Goal 6: Transportation and Riverfront Development
Offer enhanced integrated, multimodal transportation opportunities for both business 

and personal needs. 

Action Steps: 

6-A Understand the importance of intermodal transportation connectivity through 

comprehensive assessment of rail, river, air, and highway transportation capacities and 

needs. The City must also take a more active role in partnering with private-sector 

transportation companies to create the connections that will improve efficiencies and benefit 

the region as a whole.  Engage a transportation consultant to work specifically with rail and 

shipping companies to identify long-term capital improvements and possible funding sources.

6-B In conjunction with a full evaluation of all multimodal assessments, prioritize the 

modernization and improvement of the Queensgate Rail Yard. 

6-C Monitor and enhance public transportation between employment centers and 

residential centers. 

6-D Connect the CBD Transit Center to multimodal transportation options, better 

connecting the central business district to other areas of town. 

Goal 6: Transportation and 

Riverfront Development
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Goal 6: Transportation and Riverfront Development

6-E Leverage the streetcar project to help impacted neighborhoods capitalize on the long 

term economic activity of this new mode of transportation. Identify needed infrastructure 

improvements and include in the NBDôs self assessment. 

6-F Include the river as a transportation opportunity for new and existing businesses. 

Private sector river terminal companies are currently the only marketers of the river. 

Opportunities abound for economic developers to further leverage this asset and assist the 

private sector in this endeavor.

6-G Capitalize upon opportunities resulting from the Panama Canal expansion including 

the shift towards larger transport vessels and increased competitiveness of ports with inter-

modal connectivity. 

6-H Better utilize the land along the river. While very few parcels are vacant or unused, 

there is a large amount of underused land, with limited access and fractured land ownership. 

Consolidate underused land along the riverfront for future commerce and recreation activities. 

6-I Grow public parkland along the riverfront. The City needs to create a mechanism for 

land acquisition along this stretch of riverfront and, over time, convert it to parkland.

6-J Participate in regional efforts to improve air service connections, particularly 

international flights, through Cincinnati-Northern Kentucky International Airport. 



PLAN CINCINNATI Comprehensive Plan | 21Plan Cincinnati

Goal 7: National and International Image
Convey a national and international image of Cincinnati as a vibrant, unique city for 

residents and businesses alike. 

Action Steps: 

7-A Determine identity and brand of the city. Determining ñwhoò Cincinnati is and sharing 

that message are two of the most significant challenges facing city leaders. Key strengths 

around which the cityôs unique identity can be formed include the global reputation of the 

consumer goods and marketing cluster firms, unique neighborhood business districts and 

architecture, existing industries including Fortune 500 companies, an attractive setting on the 

Ohio River, and the strong colleges and universities including the co-op education emphasis 

at Cincinnati State. The city should lead the effort in developing a new brand that could be 

utilized by the entire community, including government agencies, to ensure high quality and 

consistency. Engage a local advertising and public relations firm with acumen in branding. 

Develop an identity and brand that is consistent with Cincinnatiôs assets, industry targets, and 

general economic development goals.

7-B Fund and implement a marketing strategy to raise awareness of Cincinnatiôs 

advantages as a place to live and do business. Closely align this strategy with the cityôs 

targeted industries. Include a targeted public relations campaign, including proactive 

marketing to the media with media tours and press visits.  Devote some attention within the 

Cincinnati region to inform citizens of economic achievements and the collaborative efforts 

involved.

Goal 7: National and International 

Image
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Goal 8: Economic Development Leadership
Provide dynamic leadership of economic and workforce development activities in the 
city and greater region.

Action Steps: 

8-A Prioritize funding of city economic development and empower the Port Authority to 
be lead economic developer for the city, in conjunction with the important regional role of the 
Cincinnati USA Regional Chamber. This valuable public entity needs to be better utilized for 
land acquisition, repositioning, and development recruiting.  Their capabilities make them an 
excellent candidate for creating a land bank and playing a major role in economic 
development.  A funding source needs to be identified and implemented in order for them to 
operate as effectively as possible.  Sales tax revenue is the most common funding source for 
a Port Authority. Other desirable organizational attributes are specified within the ñGo 
Cincinnatiò report.

8-B Create a Land and Building Bank as properties become available for re-
development, including those located in neighborhood business districts. The City of 
Cincinnati has a variety of tools that allow them to acquire property for future redevelopment.  
These programs need to be funded more aggressively and properties should be land-banked 
by the city for economic development purposes in the future.  Assemble larger parcels of land 
for large employers and possible future research park. This needs to be paired with an 
economic development strategy that places new and re-locating businesses within existing 
neighborhoods.

Goal 8: Economic Development 

Leadership
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Goal 8: Economic Development Leadership

8-C Enhance communication and connectivity between regional economic development 

partners leading to a more proactive economic development program. Build a streamlined, 

cohesive economic development program that leverages the significant talent and 

organizational resources both within the city and the Cincinnati USA Regional Chamber, as 

well as other public and private organizations. Clarify and formalize roles and responsibilities 

of the city and those of the Chamber. 

Although specific responsibilities will be further defined, general recommended 

responsibilities are for Greater Cincinnati USA Regional Chamber to continue to take the lead 

role in external marketing and business retention for the broader region. The Development 

Authority as proposed in the ñGo Cincinnatiò plan would have wide-ranging responsibilities 

city ïwide and possibly county-wide role in economic development initiatives such as 

financing and management and business attraction and expansion. The City ós Economic 

Development Division primary role would be to manage City incentives and development 

assistance while acting as liaison with the new Authority. The private sector led catalytic 

development corporations would continue with their crucial roles with some geographic 

expansion to further assist development in critical corridors. 

8-D Improve communication and coordination of activities between city staff and elected 

leadership. Ensure that all members of the cityôs ñteamò are working towards the same goals 

and communicating the same messages to the public. 

8-E Ensure that meaningful performance measures are established for all levels of the 

economic development delivery system and that results are closely monitored. 
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ÅIn the years since Cincinnatiôs last comprehensive plan in 1980, significant changes have 

occurred in the marketplace. This market assessment is designed to serve as the first 

building block in the process of completing the economic development element of the 

comprehensive plan.  To advance job creation and business retention efforts to the next level, 

leaders in Cincinnati must ensure that the cityôs growth is strategic, coordinated, and targeted 

with its overall economic development goals. Additionally, there must be an understanding of 

the value of the various facets of economic development, as well as identification and 

communication of roles and responsibilities. 

ÅCreating an economic development component of a comprehensive plan begins with a 

critical analysis of assets and challenges.  With strong information as a foundation, a 

community can pinpoint its competitive strengths, recognize and correct weaknesses, and 

more narrowly define its target audiences for marketing.

ÅThis section of the report provides background information to the consulting team and the 

community and will be used as the research base for the economic development strategic 

plan.

ÅIt is comprised of both qualitative and quantitative information.  The qualitative ïinformation 

gathered through surveys, focus groups and interviews ïtells the story of what residents and 

businesses think about the community in which they live or work.  The quantitative ïwhat the 

statistics show ïis often the perspective seen by external businesses and site selection 

consultants.

The research in this report will support the 

product improvement and strategic 

recommendations in future reports.  The 

analysis is primarily focused on addressing 

the following questions important to economic 

development:

1. How is Cincinnati Growing?

2. What Drives the Cincinnati Economy?

3. How Competitive is Cincinnatiôs Business 

Climate?

4. How Well Does Cincinnati Support 

Innovation?

5. What is Life Like in Cincinnati?

6. How Strong is Cincinnatiôs Real Estate 

Market?

Introduction Strategic Considerations
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ÅBENCHMARKS

ÅIn order to gauge where Cincinnati stands relative to other competitor communities, this 

report assesses its performance against a number of benchmark communities including 

Indianapolis, IN and Pittsburgh, PA. Both the city and MSA-level data are considered for 

Cincinnati and the benchmarks.  Additionally, the study benchmarks Cincinnati against the 

Hamilton County, the State of Ohio and the U.S.

AT A GLANCE

Pittsburgh, 
PA

Source: U.S. Census Bureau, Bureau of Labor Statistics, Decision Data Resources

USA

Population (2009 Estimate)

Population Growth (õ00-õ09)

Unemployment Rate, Aug 2010*

Labor Force Growth (õ00-õ09)

Median Household Income (2009)

% Bachelorõs Degree + (2009)

% in 25-44 Age Group (2009)

Indianapolis, 
IN

Cincinnati, OH Indianapolis, 
IN MSA

Cincinnati, 
OH MSA

* Not Seasonally Adjusted

362,870

-8.2%

10.5%

-6.0%

$36,828

32.2%

26.9%

810,043

10.8%

10.1%

5.5%

$51,456

28.1%

28.5%

1,746,373

34.9%

9.2%

28.7%

$61,107

30.8%

28.2%

307,473

-16.8%

9.1%

-6.9%

$35,375

32.2%

24.1%

307,006,550

23.1%

9.5%

21.8%

$53,684

28.0%

27.1%

2,187,233

18.6%

9.8%

20.0%

$57,738

29.9%

26.5%

Pittsburgh, PA 
MSA

2,323,152

-5.9%

8.5%

6.8%

$46,957

28.2%

23.8%

Hamilton County, 
OH

879,761

1.6%

9.9%

0.2%

$51,787

34.0%

25.2%

11,444,855

5.5%

9.7%

10.8%

$52,212

25.5%

25.9%

Ohio



Plan Cincinnati PLAN CINCINNATI Comprehensive Plan | 28

SWOT Analysis

STRENGTHS, WEAKNESSES, OPPORTUNITIES, AND THREATS

This section of the report highlights the strengths, weaknesses, opportunities, and threats for 

Cincinnati, as collected through stakeholder discussions, survey information, and quantitative 

databases.  We do not intend for this analysis of issues to be all-inclusive.  Rather, we focus 

on those areas that will have the most direct impact on future economic development efforts 

of Cincinnati.

We define the four aspects of ñSWOTò in these terms:

ÅStrengths: Issues or characteristics that can be built upon to advance current and future 

economic growth opportunities in Cincinnati.

ÅWeaknesses: Issues or characteristics that, if not addressed effectively, could limit current 

or future growth opportunities.

ÅOpportunities: Assets, events, or trends that offer Cincinnati the potential for economic 

growth and attraction of new industry.

ÅThreats: Obstacles, events or trends that, if not addressed effectively, could threaten the 

cityôs economic potential and its ability to attract, expand and start up new employers.
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Education and 

Workforce 

Recruitment, 

Retention, and 

Development

ÅPresence of the University 

of Cincinnati, Cincinnati 

State, and other strong 

colleges and universities

ÅStrong parochial school 

system

ÅCurrent sector based 

workforce strategies

ÅCincinnati State is largest 

2 year coop community 

college in country

ÅSchool redevelopment 

ignited neighborhood 

engagement and 

redevelopment

ÅCincinnati Public Schools 

ïSchool for Visual and 

Performing Arts and other 

success stories

ÅLack of incentive to 

cooperate between 

workforce development 

providers

ÅNeed more STEM 

curriculum, tech prep, and 

career pathways in 

secondary education

ÅLimited connections 

between Cincinnati State 

WFD Center and 

economic development

ÅLack of employer 

knowledge of workforce 

resources

ÅAging unemployed have 

different workforce 

development needs than 

younger workers

ÅWorkforce development 

not considered part of 

economic development

ÅPublicize positive 

achievements of 

Cincinnati Public Schools

ÅEngage young 

professionals in city 

leadership

ÅMarket Cincinnati to young 

people

ÅBuild upon existing 

collaborations between 

colleges and universities

ÅEmployment divide 

between capabilities of 

high school students and 

expectations of employers

ÅContinued loss of 

educated young people

Business Retention, 

Expansion, and 

Recruitment

ÅEducated workforce

ÅVibrant downtown area

ÅDiverse economic base

ÅHome to headquarters of 

large national and 

international corporations

ÅLarge life sciences cluster, 

including major hospitals

ÅCompetitive cost of doing 

business

ÅLack of clarity / vision for 

economic development 

ÅLimited business retention 

efforts

ÅDowntown area around 

convention center needs 

revitalization

ÅNo marketing of river 

commerce opportunities 

ÅCity needs branding and 

marketing

ÅDevelop branding and 

market city

ÅIndustry opportunities 

include consumer product 

research and marketing, 

pharma/medical devices, 

advanced manufacturing, 

green tech/weatherization, 

health care

ÅIncreased leadership role 

of major employers

ÅCompetition for resources 

between neighborhood 

business districts and 

central business district



Plan Cincinnati PLAN CINCINNATI Comprehensive Plan | 30Plan Cincinnati

S
W

O
T

 A
na

ly
si

s 
(c

on
tin

ue
d) Issue Area Strengths Weaknesses Opportunities Threats

Regionalism and 

Connective Issues

ÅStrong neighborhood 

business districts

ÅAnchor of multi-state 

region

ÅNo clear definition of the 

roles of various regional 

agencies in regards to 

economic development

ÅCoordination between 

community development 

and economic 

development departments 

of city

ÅNo champion of economic 

development for city

ÅMultiple economic 

development plans

ÅDevelop synergies 

between comprehensive 

plan and local institutions 

ïalign planning efforts

ÅShare best practices 

among neighborhood 

business districts

ÅGalvanize neighborhoods 

with proximity to 

downtowns

ÅPotential of lack of 

resources for 

implementation of 

comprehensive plan 

ÅCompetition between 

Cincinnati and northern 

Kentucky

ÅCompetition between city 

and region

ÅDisconnect between city 

staff, elected officials, and 

the public

ÅNeighborhood business 

districts competing for 

resources

Entrepreneurship 

and Small Business 

Development

ÅFour loan funds available 

through 3CDC

ÅSmall business support 

through city

ÅProgramming available 

through CincyTech

ÅShortage of seed and 

venture capital 

ÅMany resources but few of 

them are known

ÅLimited financial resources 

for neighborhood business 

districts

ÅLimited coordination of 

entrepreneurial resources

ÅEffectiveness of small 

business enterprise 

program

ÅCity incentives are geared 

towards job creation which 

are not as useful in 

neighborhood business 

districts where a storefront 

may have only the sole 

proprietor 

ÅNo preference for local 

contracts

ÅNeed for upfront 

incentives

ÅHigh tech research park 

with life science incubator

ÅLeverage and divert more 

resources to neighborhood 

business districts

ÅCity purchasing outreach 

to African American and 

women-owned businesses

ÅBetter coordinate and 

publicize the resources 

that do exist

ÅLack of capital and other 

resources will force 

entrepreneurs to go 

elsewhere
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Sites and 

Infrastructure / 

Transportation / 

Quality of Life

Å52 neighborhoods with 

unique character

ÅTIFs and New Market Tax 

Credits are very helpful for 

development

ÅMultimodal transportation 

and river commerce

ÅCrime is a problem in 

some neighborhoods

ÅFew greenfield sites exist 

within the city that can 

accommodate new, large-

scale development

ÅLack of public 

transportation between 

employment centers and 

population centers

ÅDeclining transportation 

infrastructure has 

negatively impacted 

neighborhood business 

districts

ÅNeed range of housing 

stock options

ÅNo funding to assemble 

sites

ÅLack of 15-25 acre sites

ÅCapacity of river 

commerce

ÅAmple opportunities for 

redevelopment and 

adaptive re-use

ÅUse of CDBG funds more 

creatively in 

redevelopment

ÅImpact of streetcar plan on 

adjacent neighborhoods

ÅEducation of public 

regarding importance of 

multimodal transportation 

and the riverôs role in the 

system

ÅAssemble small parcels 

and bank land 

ÅOpportunity to further 

capitalize on multimodal 

transportation potential 

ÅDisplacement of current 

residents through 

redevelopment

ÅEast versus west

ÅCrime and safety, whether 

real or perceived 

ÅCongestion of Queensgate
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ÅCINCINNATI AND THE GREATER REGION

ÅWhile this study focuses on the City of Cincinnati, evidence of intertwined regional 

economies is revealed by an analysis of Cincinnatiôs labor shed ïthe cities and counties 

where those who work in Cincinnati are coming from ïand the commute shed ïthe cities 

and counties where Cincinnati residents are working.

ÅCincinnati is part of both the Cincinnati-Middletown, OH-KY-IN MSA which includes 15 

counties spread out over three states.  Regional cooperation in any area is a major 

component to success in economic development.  More and more communities are learning 

that competitive advantages in this advanced and integrated economy are gained through a 

ñregionalò approach that transcends county boundaries.  Communities need to look beyond 

their local borders to build relationships and combine resources in order to more effectively 

expand recognition in the marketplace.  Regions, not individual cities, are the locus of 

competitive advantage in the new economy ïan economy where human capital plays a 

much more important role in company and community prosperity. 

Regional Connections
Evidence of a Regional Economy

Evidence of a Regional Economy

Á Only one quarter of the City of 

Cincinnatiôs workforce lives within the city 

itself.

Á Nearly 58% of the cityôs workforce resides 

in Hamilton County.

Á Of employed Cincinnati residents, 43% 

work in the city meaning that over 50% 

commute to jobs that are located in other 

cities.

Á Over 11% of the workforce in Cincinnati 

lives in Kentucky.
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WHERE CINCINNATI WORKERS LIVE

CINCINNATI LABOR SHED
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CINCINNATI COMMUTE SHED
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ÅKEY FINDINGS:  DEMOGRAPHIC TRENDS

ÅCincinnatiôs population has increased somewhat since 2000, reversing the cityôs previous 

trend of population loss.  The city is also part of a larger, 15-county MSA which is growing at 

a faster pace from the 

ÅCincinnati is an incredibly diverse city in many ways.  This diversity is one of the cityôs 

strongest assets.  The city has a very large African-American community and small, but 

growing Hispanic population. Minority-owned businesses made up nearly 20% of the cityôs 

economy in 2002 and future statistics are likely to show that this figure has increased in 

subsequent years. 

ÅNot only is the city racially and ethnically diverse, it is also home to residents of various 

income levels and ages.  The cityôs median age is quite low, especially when compared to 

the state, and this young population contributes to the attractiveness of the cityôs workforce.

ÅEducational levels are high in Cincinnati; the percentage of the population with at least a 

bachelorôs degree is 32.2%, four percentage points higher than the nation as a whole.  The 

presence of a strong research institution like the University of Cincinnati certainly contributes 

to this trend.

How is Cincinnati Growing? Cincinnati Demographics

Á ó09 City Population: 332,977

Á Population Growth 1990-2009: -8.2%

Á ó09 MSA Population:  2,187,233

Á ó09 Median Age: 34.9

Á ó09 Median Income:  $36,828

Á ó09 Population Ages 25-44:  26.9%

Á ó09 University of Cincinnati Student 

Population:  31,134

Note: All sources cited in the following section.
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G
ro

w
th In the past 10 years, Cincinnati has 

experienced a small amount of 

population growth, reversing the 

previous trend of decline.

ÅDespite the positive population trend in 

the city, growth has been much stronger 

in the MSA as a whole.

ÅGrowth in the city lags only slightly 

behind the State of Ohio.

ÅSince 2003, Hamilton County has been 

experiencing an encouraging trend: 

annual decreases in the amount of 

domestic emigration.  The county has 

gone from losing over 13,000 people 

(net) in 2001 to just 2,800 in 2009.

13.2%

0.4%

14.5%

-4.4%

8.8%

-1.5% -2.4%

4.7%

-8.6%

6.8%
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17.8%
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A
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The age distribution of Cincinnati is 

largely in line with that of the state and 

nation, although slightly younger.

ÅThe young professionals cohort, ages 

25-44, is an important group for business 

creation and innovation. Cincinnati has a 

slightly greater percentage of people in 

the 25-44 age range than Ohio and the 

MSA.  

ÅWhile cities across the U.S. are dealing 

with the challenges of an aging 

population, Cincinnatiôs population is 

quite young.

ÅThe median age of the population in 

Cincinnati is 34.9, younger than all 

benchmarks, the state and the nation.

AGE DISTRIBUTION  2009

20.0%

14.0% 12.6% 13.7% 19.5% 13.6% 14.2% 13.7% 14.0%

26.9% 26.6% 27.4% 24.0% 25.2% 25.9% 27.1%

25.8% 25.3% 28.8%
27.2% 26.9% 25.8%

12.6% 16.1% 17.2% 14.0% 13.1%

16.3% 19.5% 19.5%19.1% 6.4%20.3% 20.5% 15.1%

16.8%

28.5%
24.1%

25.4%26.5%24.1%

11.1% 14.0%13.2% 12.7%
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Source: Decision Data Resources

MEDIAN AGE 2009
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ty Cincinnati is a diverse city; this 

diversity serves as a great asset for the 

city.

ÅWorkforce diversity can provide a 

competitive advantage as creative and 

innovative firms increasingly seek out 

locations with pools of diverse, creative 

people. 

ÅBusinesses have found that 

homogenous communities are less 

attractive to an innovative and creative 

workforce. 

ÅThe US Census considers Hispanic 

descent to be an ethnicity rather than a 

race.  This allows survey respondents to 

claim both race and ethnicity, such as a 

person reporting to be a white Hispanic. 

For this reason, Hispanic ethnicity must 

be examined independently of racial 

population distribution.

ÅThe city has a very large Black 

population, accounting for over 42% of 

city residents.

ÅHispanics are just over 2% of the 

population, a very small percentage 

when compared to the U.S. but on par 

with the rest of the State of Ohio.

POPULATION BREAKDOWN 2009
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s Minority-owned businesses are an 

important part of the Cincinnati 

economy but there is still a great deal of 

entrepreneurial disparity.

ÅComparing general population to the 

number of minority firms and those firms 

sales receipts reveals the disparity.

Å18.7% of businesses in Cincinnati were 

minority-owned firms in 2002, compared 

to the general population which was 

nearly 50% minority.

ÅAfrican-American owned businesses far 

outnumber businesses owned by any 

other minority group in Cincinnati.

ÅThis is a nationwide challenge, but the 

region itself needs to create strategies to 

tackle this inequity and promote minority-

owned businesses.

ÅThis is a nationwide challenge, but the 

region itself needs to create strategies to 

tackle this inequity and promote minority-

owned businesses.

*The 2002 Economic Census is the most current 

data. 2007 Economic Census data has not yet 

been released on the local level.
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% OF TOTAL NUMBER OF FIRMS, 2002

MINORITY BUSINESSES IN CINCINNATI
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19,652 firms

81.3% of total 

Black or African-American

3,757 firms

15.5% of total
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380 firms

1.6% of total

Hispanic or Latino

373 firms

1.5% of total
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E
du
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n Cincinnati rates of educational 

attainment are closely aligned with state 

and national figures.

ÅOver 32% of the cityôs population has a 

bachelorôs degree or higher; this figure is 

higher than the average for the MSA, the 

state and the U.S.

ÅThe network of parochial schools in 

Cincinnati is a strong asset to the city.

ÅACT scores vary widely across Hamilton 

County. Cincinnati City students 

averaged a score of 19, lower than the 

U.S. average of 21.1.

ÅCincinnati City public schools had a 

graduation rate of 80.4% in 2009.  The 

weighted average for Ohio was 83%.

EDUCATIONAL ATTAINMENT 2009
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CINCINNATI  AREA HIGHER EDUCATION INSTITUTIONS ð4 YEAR SCHOOLS

Institution Location Type Awards offered
Student 

population

University of Cincinnati-Main 

Campus Cincinnati, OH Public

Certificates; Associate's degree; Bachelor's degree; 

Postbaccalaureate; Master's degree; Post-master's 31,134

Northern Kentucky University

Highland Heights, 

KY Public

Certificates; Associate's degree; Bachelor's degree; 

Postbaccalaureate; Master's degree; Post-master's 15,378

Xavier University Cincinnati, OH Private not-for-profit

Certificate; Associate's degree; Bachelor's degree; 

Postbaccalaureate; Master's degree; Post-master's 6,966

University of Cincinnati-

Raymond Walters College Blue Ash, OH

Public, primarily 

associate's

Certificates; Associate's degree; Bachelor's degree; 

Postbaccalaureate 4,820

University of Cincinnati-

Clermont College Batavia, OH

Public, primarily 

associate's Certificates; Associate's degree; Postbaccalaureate 3,713

Miami University-Hamilton Hamilton, OH Public Certificates; Associate's degree; Bachelor's degree 3,286

College of Mount St. Joseph Cincinnati, OH Private not-for-profit

Certificates; Associate's degree; Bachelor's degree; 

Postbaccalaureate; Master's degree 2,324

Thomas More College Crestview Hills, KY Private not-for-profit

Certificates; Associate's degree; Bachelor's degree; 

Master's degree 1,858

Union Institute & University Cincinnati, OH Private not-for-profit

Bachelor's degree; Postbaccalaureate; Master's 

degree; Post-master's 1,523

Cincinnati Christian University Cincinnati, OH Private not-for-profit Associate's degree; Bachelor's degree; Master's degree 1,022

Beckfield College Florence, KY

Private for-profit, 

primarily associate's

Certificates; Associate's degree; Bachelor's degree; 

Postbaccalaureate 888

Athenaeum of Ohio Cincinnati, OH Private not-for-profit Certificate; Master's degree; Post-master's 234

Art Academy of Cincinnati Cincinnati, OH Private not-for-profit Associate's degree; Bachelor's degree; Master's degree 187

University of Phoenix-

Cincinnati Campus West Chester, OH Private for-profit Bachelor's degree; Master's degree 143

Hebrew Union College-Jewish 

Institute of Religion Cincinnati, OH Private not-for-profit Master's degree; Post-master's 123

Cincinnati College of Mortuary 

Science Cincinnati, OH

Private not-for-profit, 

primarily associate's Associate's degree; Bachelor's degree 108

Temple Baptist College Cincinnati, OH Private not-for-profit Bachelor's degree 56

Source: National Center for Education Statistics; AngelouEconomics*Note: Schools listed are within a 25 mile radius of Cincinnati
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CINCINNATI  AREA HIGHER EDUCATION INSTITUTIONS ð2 YEAR SCHOOLS

Institution Location Type Awards offered
Student 

population

Cincinnati State Technical and 

Community College Cincinnati, OH Public Certificates; Associate's degree 10,165

Gateway Community and 

Technical College Covington, KY Public Certificates; Associate's degree 4,206

Brown Mackie College-

Cincinnati Cincinnati, OH Private for-profit Certificates; Associate's degree 1,831

Southwestern College Cincinnati, OH Private for-profit Certificates; Associate's degree 1,243

Southwestern College Cincinnati, OH Private for-profit Certificates; Associate's degree 978

The Art Institute of Ohio-

Cincinnati Cincinnati, OH Private for-profit Certificate; Associate's degree 725

Brown Mackie College-

Northern Kentucky Fort Mitchell, KY Private for-profit Certificate; Associate's degree 672

Bohecker College-Cincinnati Cincinnati, OH Private for-profit Certificate; Associate's degree 668

National College-Cincinnati Cincinnati, OH Private for-profit Certificates; Associate's degree 629

Southwestern College Florence, KY Private for-profit Certificates; Associate's degree 523

Antonelli College Cincinnati, OH Private for-profit Certificate; Associate's degree 445

Galen College of Nursing-

Cincinnati Cincinnati, OH Private for-profit Associate's degree 414

Great Oaks Institute of 

Technology and Career 

Development Cincinnati, OH Public Certificates 380

The Christ College of Nursing 

and Health Sciences Cincinnati, OH Private not-for-profit Associate's degree 338

Good Samaritan College of 

Nursing & Health Science Cincinnati, OH Private not-for-profit Associate's degree 301

Miami-Jacobs Career College Cincinnati, OH Private for-profit Certificate; Associate's degree 158

Daymar College-Bellevue Bellevue, KY Private for-profit Certificate; Associate's degree 136

Beckfield College Springdale, OH Private for-profit Certificate; Associate's degree 89

The Art Institute of Cincinnati Cincinnati, OH Private for-profit Associate's degree 44

Source: National Center for Education Statistics; AngelouEconomics*Note: Schools listed are within a 25 mile radius of Cincinnati
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e Income levels in the City of Cincinnati 

are low when compared to the region, 

as well as to national benchmarks.  

ÅMedian household income growth has 

been slower than the greater region and 

the national benchmarks.

ÅCincinnati has a very high proportion of 

the population living in households 

earning less than $15K.

ÅOnly 12.7% of households in Cincinnati 

earn over $100K, compared to 22.7% in 

the Cincinnati MSA.

ÅIncome growth in Cincinnati has lagged 

behind the MSA, the state, and the 

nation.
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Hamilton County lost more residents than it gained in 2008; the city experienced a net loss of over 6,000 people.

ÅHamilton County is gaining population from many major cities in the region, including Detroit, Cleveland, and Dayton.

ÅHowever, the county is losing population to many major metro areas outside of the region such as Atlanta, Seattle, D.C. and 

Houston.

Source:  Internal Revenue Service

Metro Area

In-migration:  25,761

Out-migration:  31,877

HAMILTON COUNTY MIGRATION, 2007-2008

Net Migration:  -6,116
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Looking at migration within the MSA reveals that Hamilton 

County is losing population to all of the surrounding counties.

ÅHamilton County is not gaining net population from any county in 

the 15-county MSA.

ÅButler County is the most significant draw for those leaving 

Hamilton County, but remaining within the MSA. 
Source:  Internal Revenue Service

MIGRATION WITHIN THE CINICINNATI MSA, 2007-2008

Dearborn Co.

-380

Franklin Co.

-14
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-8
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Campbell Co.

-186

Pendleton Co.

-3

Grant Co.

-11

Kenton Co.

-398

Brown Co.

-13

Butler Co.

-1,358

Clermont Co.

-902

Warren Co.

-854

Hamilton County

County State Inflow Outflow Net Flow

Dearborn County Indiana 582 952 370

Franklin County Indiana 115 129 14

Ohio County Indiana 20 28 8

Boone County Kentucky 486 790 304

Bracken County Kentucky 0 0 0 

Campbell County Kentucky 649 835 186

Gallatin County Kentucky 0 0 0

Grant County Kentucky 43 54 11

Kenton County Kentucky 1,185 1,583 398

Pendleton County Kentucky 24 27 3

Brown County Ohio 206 219 13

Butler County Ohio 4,708 6,066 1,358

Clermont County Ohio 2,680 3,582 902

Warren County Ohio 1,546 2,400 854

TOTAL 12,244 16,665 4421
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ÅKEY FINDINGS:  ECONOMIC TRENDS

ÅCincinnati has a well-diversified economy with a large number of jobs in stable sectors such 

education and business and professional services as well as in growing industries such as 

health services and finance. Manufacturing, an industry which is shrinking nationally and has 

been dealt an especially hard blow during the current recession, is also a significant part of 

the Cincinnati economy and accounts for 7.5% of jobs in the city.

ÅThe Cincinnati economy has certainly been effected by the national downturn.  

Unemployment rates have generally remained relatively low when compared to the state and 

have remained on par with the greater MSA.  At the county level, job growth and business 

establishment growth have both been negative during the economic slowdown, but this was 

a trend that started well before the national economy turned downward.

ÅCincinnati's largest employer is Kroger Co., with over 15,000 employees.  The University of 

Cincinnati, Procter & Gamble, and the Cincinnati Childrenôs Hospital are also major 

employers, each with over 10,000 emplyees.

What Drives the Cincinnati Economy? Cincinnatiõs Economy

Á ó09 Labor Force:  148,439

Á July ó10 Unemployment:  10.7

Á Largest Industry:  Education & Healthcare

Á Largest Employer: Kroger Co.

Note: All sources cited in the following section.



Plan Cincinnati PLAN CINCINNATI Comprehensive Plan | 47Plan Cincinnati

150,193 143,389
148,439

0

50,000

100,000

150,000

200,000

2001 2002 2003 2004 2005 2006 2007 2008 2009

Source: Bureau of Labor Statistics

EMPLOYMENT
EMPLOYMENT IN CINCINNATI, 2001-2009

2%

3%

4%

5%

6%

7%

8%

9%

10%

11%

1990 1995 2000 2005

Cincinnati, OH Indianapolis, IN Pittsburgh, PA

Hamilton County, OH Ohio U.S.

UNEMPLOYMENT RATE
UNEMPLOYMENT RATE, 1990-2009

Source: BLS Local Area Unemployment Statistics

2009

E
m

pl
oy

m
en

t a
nd

 U
ne

m
pl

oy
m

en
t Unemployment has been an historic 

challenge in Cincinnati and has been 

further accentuated by the national 

downturn.

ÅWhile employment has been in decline in 

recent years due to national recession, 

employment today in Cincinnati remains 

slightly higher than it was in 2005.

ÅHistorically, unemployment has been a 

chronic problem in Cincinnati, generally 

remaining higher than state and national 

rates.

ÅUnemployment has escalated in 

Cincinnati, as it has across the country.

ÅThe most recent unemployment figure for 

the city is 10.5%.
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Cincinnatiõs economic base is highly diversified and does not rely heavily on any single industry.

ÅEducation & healthcare and business & professional services account for over 50% of the jobs in Cincinnati. These two industries are the 

strengths of the cityôs economy and are both growing nationally.

ÅBusiness & professional services is overrepresented in the cityôs employment mix when compared to both the MSA  and the nation.

ÅRetail is noticeably underrepresented in Cincinnati when compared to the mix of sector employment nationally and in the larger MSA.  

CITY OF CINCINNATI CINCINNATI MSA U.S.

Count Share Count Share Count Share

Transportation and Warehousing 7,747 3.4% 38,683 3.9% 4,271,969 3.2%

Construction 6,947 3.1% 45,983 4.6% 7,124,886 5.3%

Manufacturing 16,984 7.5% 123,677 12.4% 13,382,697 9.9%

Wholesale Trade 7,481 3.3% 59,347 5.9% 5,954,915 4.4%

Business & Professional Services 52,938 23.3% 164,035 16.4% 17,705,280 13.1%

Education, Health Care & Social Assistance 66,184 29.1% 214,714 21.5% 29,536,680 21.9%

Retail Trade 10,202 4.5% 99,697 10.0% 15,307,933 11.4%

Other Services 6,505 2.9% 31,943 3.2% 4,484,907 3.3%

Leisure & Hospitality 18,535 8.1% 104,584 10.5% 13,395,477 9.9%

F.I.R.E. 18,402 8.1% 64,109 6.4% 7,968,376 5.9%

Government 8,525 3.7% 27,627 2.8% 7,429,907 5.5%

Utilities 2,243 1.0% 5,863 0.6% 557,983 0.4%

Natural Resources and Mining 108 0.0% 1,394 0.1% 1,882,426 1.4%

Information 4,562 2.0% 17,699 1.8% 2,989,161 2.2%

Total 227,363 100.0% 999,355 100.0% 134,805,659 100.0%

Source: U.S. Census LEHD; BLS QCEW
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number of jobs and the number of 

businesses have declined in Hamilton 

County.

ÅIn Hamilton County, there has been a 

sharp decrease in both the number of 

jobs and the number of business 

establishments.

ÅBusiness & professional services and 

education & healthcare are the sectors 

that have added the most jobs to 

Cincinnatiôs economy since 2002.

ÅManufacturing, retail trade, and 

wholesale trade have seen the most 

extreme declines in the city.
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Cincinnati has been greatly effected by 

the national economic slowdown.

ÅMonthly unemployment figures for 

Cincinnati are closely linked to figures for 

the greater MSA.

ÅCincinnati has lost a great number of 

manufacturing jobs in the past 10 years, 

leaving many dislocated workers in the 

area who are in need of retraining.

ÅOther industries have been affected as 

well, including business and professional 

services and life sciences.

ÅThe table on the left displays WARN 

notification layoffs in Cincinnati for 2007 

through 2009.Company # Affected Layoff date

NuTone, Inc.  61 8/4/2007

Nationstar Mortgage LLC  54 9/21/2007

U.S. Financial Life Insurance Company  155 9/28/2007

PharmaCare 222 9/30/2007

The E.W. Scripps Company  53 12/31/2007

American Airlines Customer Reservations Center  477 3/15/2008

3M Precision Optics  78 3/31/2008

3M Precision Optics  106 10/17/2008

Berkeley Premium Nutraceuticals, Inc.  191 12/31/2008

SENCORP, Inc.  300 7/17/2009

Southwest Ohio Regional Transit Authority METRO  55 12/27/2009

Dillard's, Inc.  50 12/31/2009

Source: Ohio Department of Job and Family Services

MAJOR LAYOFFS IN CINCINNATI, 2007-2009
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Name Employees Type of Business

Kroger Co. 15,600 HQïRetail 

University of Cincinnati 15,539 Education

The Procter & Gamble Company 12,900 HQ ïConsumer Products

Cincinnatiôs Childrenôs HospitalMedical Center 10,347 Healthcare

TriHealth Inc. 9,850 Healthcare

Health Alliance of Greater Cincinnati 9,475 Healthcare

Walmart Stores 7,787 Discount Retailer

Fifth Third Bank 7,633 Financial Services

Archdiocese of Cincinnati 7,500 Religious

GE Aviation 7,400 Aerospace (R&D and Mfg)

Mercy Health Partners 7,261 Healthcare

U.S. Postal Service 6,158 Government

Hamilton County 5,810 Government

Cincinnati Public Schools 5,748 Education

City of Cincinnati 5,200 Government

CBS Personnel Services 5,030 Staffing Service

Macyôs Inc. 4,700 HQ ïRetail 

Source: Cincinnati USA Regional Chamber
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ÅKEY FINDINGS:  BUSINESS CLIMATE AND INFRASTRUCTURE

ÅCincinnati has many competitive advantages for attracting and retaining business. 

Utility costs are competitive, in terms of both electricity and natural gas.  Wages are 

well aligned with the benchmark communities and much higher than in the state as a 

whole making the city an attractive place for the regional workforce.

ÅBeing located at the nexus of a three-state region, Cincinnati is well positioned for 

companiesô transportation and distribution needs.  The Cincinnati/Northern Kentucky 

International Airport is a major regional hub and averages over 5 million enplaned 

passengers annually.

ÅA survey of the Cincinnati business community was conducted in conjunction with 

this study.  When members of the Cincinnati business community were asked the 

primary reasons for locating in the city, the top responses were ñhistorically operated 

and founded in Cincinnatiò, ñclose proximity to customer base and/or suppliers,ò and 

ñquality of life.ò  A full listing of survey results can be found in the appendix.

How Competitive is Cincinnatiõs 

Business Climate?
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Utility rates in Cincinnati are reasonable 

and do not pose a challenge for 

business.

ÅCommercial and residential electricity 

rates in Cincinnati are lower than the 

national average; industrial rates are on 

par with the national average.

ÅNatural gas prices in Ohio are higher 

than the U.S. average in all three 

categories.

NATURAL GAS PRICES, 2009 ($ per MCF)

Residential Commercial Industrial

Ohio $14.52* $10.63 $9.88

U.S. $11.97 $9.86 $5.28

Source: EIA
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Wages in Cincinnati are higher than in 

the State of Ohio as a whole.

ÅWages in Cincinnati were on par with US 

wages until 2005, when the U.S. began 

to outpace the MSA in terms of wage 

growth.

ÅWages in Cincinnati and both of the 

benchmarks are relatively equivalent.

ÅWeekly wages in the Cincinnati MSA 

grew by 23.9% between 2001 and 2009, 

whereas U.S. wages grew by 25.7%.

AVERAGE WEEKLY WAGES
AVERAGE WEEKLY WAGE, 2009
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s Cincinnati has excellent air and 

interstate access to the rest of the state 

as well as the tri-state area.

ÅCincinnati has excellent interstate 

access, including I-71, I-74, and I-75.

ÅThe Cincinnati / Northern Kentucky 

Airport is the largest and busiest in the 

region.  In 2009, there were over 5.2 

million enplaned passengers.  

Enplanement has been in decline since 

2005.

ÅOther airports serving the region have 

seen a similar, downward trend in recent 

years.

INTERSTATE ACCESS IN CINCINNATI
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ÅKEY FINDINGS:  ENTREPRENEURSHIP & INNOVATION

ÅCincinnati has many resources in place to cultivate local entrepreneurship and innovation.  

However, there is room for improvement.  Certainly the prestige of the University of Cincinnatiôs 

(UC) numerous research centers attracts top talent both nationally and internationally.  The 

research & development expenditures at the university place it at #53 nationally for R&D 

funding; the school is ranked #27 in R&D devoted to medical sciences, the field in which over 

two-thirds of all R&D at UK is devoted.

ÅThere are numerous assets related to small business and enterprise throughout the city; these 

include the local SBDC which is housed in Greater Cincinnati Urban League, the Minority 

Business Accelerator at the Cincinnati USA Regional Chamber and the Small Business 

Enterprise Program through the City of Cincinnati.

ÅBusiness incubation services are currently offered by Biostart and the Hamilton County 

Development Corporation.  The facilities operated by the county are often at or near capacity. 

Some local stakeholders expressed the need for more incubator space, laboratory space, and 

research parks  throughout the city. 

ÅAvailability of capital is an important variable in the success of any city hoping to cultivate 

innovation and entrepreneurship.  Currently, capital is constrained in cities across the country 

and Cincinnati is no exception.  Possible local funding sources include CincyTechôsSeed Fund, 

the Southern Ohio Creates Companies Fund, Blue Chip Ventures, and Queen City Angels.

ÅClearly, the city has many assets in place already, the issue, however, will be ensuring that 

there is enough coordination among various resources to maximize their potential support for 

the local entrepreneurial community.

How Well Does Cincinnati Support 

Innovation?

ñCincinnati needs more angel 

investment capital for entrepreneurs, 

and needs to become more risk 

tolerant. We'd be better able to keep 

our young creativeshere if we could 

nurture new businesses.ò

- Business Survey Response 
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l Venture Capital (VC) activity in 

Cincinnati has not been strong in recent 

years.

ÅAcross the U.S., capital is highly 

constrained right now making it difficult 

for many entrepreneurs to acquire the 

necessary funds for starting a new 

venture.

ÅIn recent years, there have been about 5 

to 10 VC deals occurring in the 

Cincinnati area (Ohio Congressional 

Districts 1 & 2) annually.  Cincinnati has 

generally been outpaced by Pittsburgh in 

terms of VC deals.

$0

$50

$100

$150

$200

$250

2003 2004 2005 2006 2007 2008 2009

Cincinnati, OH Indianapolis, IN

Pittsburgh, PA Ohio

VENTURE CAPITAL FUNDING
VC FUNDING ($MILLIONS), 2003-2009

ÅData represents the Congressional District(s) encapsulating the city. Source: PWC Money Tree

$0

$25

$50

$75

$100

$125

$150

$175

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

VENTURE CAPITAL FUNDING
CINCINNATI AREA VC FUNDING ($ MILLIONS), 1999-2009

Source: PWC Money Tree* Data represents Ohio Congressional Districts 1 & 2.



Plan Cincinnati PLAN CINCINNATI Comprehensive Plan | 58Plan Cincinnati

R
es

ea
rc

h 
&

 D
ev

el
op

m
en

t Research programs are strong at the 

University of Cincinnati, however no 

other area institutions are investing in 

large-scale R&D.

ÅFunding for research and development 

primarily flows through universities, 

where new technologies are tested and 

often incubated before they emerge on 

the commercial market.

ÅThe University of Cincinnati is a major 

research institution and is ranked #53 

nationally for R&D investment.

ÅBoth the Indianapolis area and the 

Pittsburgh area have institutions with 

larger R&D expenditures.

TOTAL ACADEMIC R&D EXPENDITURES

Source: National Science Foundation

R&D EXPENDITURES BY AREA ACADEMIC INSTITUTIONS (MILLIONS), FY 2008
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t The University of Cincinnati focuses the 

majority of its R&D spending in the 

medical sciences.

ÅMedical sciences accounts for 67% of 

R&D spending and biological sciences 

accounts for 20% of spending.

ÅThis concentration of spending in 

medical sciences is both positive, as 

specialization helps the university to 

achieve recognition and attract top talent, 

and constraining, as it limits the diversity 

and scope of projects taking place on 

campus.

ÅThe university is spending more money 

on R&D than in previous years, although 

there was a drop in dollars between 2007 

and 2008.
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ts Patent activity in Cincinnati is high 

compared to the benchmark 

communities.

ÅCincinnati has a high level of patent 

activity, suggesting the presence of 

resources designed to facilitate 

innovation, technology transfer, and 

commercialization.

ÅIn 2009, Cincinnati inventors received a 

total of 559 patents, more than in either 

of the benchmark cities.

ÅWhen examined on a per capita basis, 

the number of patents to come out of 

Cincinnati is impressive, rising well 

above the national per capita average.
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ÅKEY FINDINGS:  QUALITY OF LIFE

ÅCincinnati is a thriving metropolitan area with a vibrant urban core.  Arguably the most 

distinct feature of the city is the fact that it is comprised of fifty-two distinct neighborhoods, 

each with its own character and culture. In addition to a low cost of living, housing is 

affordable and commute times are short when compared to the nation, despite residentsô 

concern over traffic congestion.  

ÅRedevelopment projects in the central business district started with Fountain Square and 

are branching further north in Over-the-Rhine and south to The Banks.  This redevelopment 

effort has brought a renewed energy to the city center, which is an attraction and destination 

unto itself.

ÅThe city has a vibrant arts scene with a number of museums and performance venues 

including the Contemporary Arts Center Cincinnati, the Cincinnati Museum Center at Union 

Terminal, the Cincinnati Art Museum, and the Taft Museum of Art.  Home to both a major 

league baseball team and an NFL team, sports fans will not be disappointed.  There are also 

a number of great culinary offerings throughout the city.

ÅPublic transportation is sufficient in some areas, but lacking in others.  The current 

Cincinnati Streetcar project is in its first phase, with a line designed to connect Downtown, 

Over-the-Rhine, and Uptown.  Future phases would add proposed lines throughout the city.

What is Life Like in Cincinnati?

ñI see increasing the population 

density of the inner city as key to 

keeping taxes low, reducing carbon 

emissions, improving air quality and 

retaining young talent (they leave for 

bigger 'feeling' cities, i.e. Portland, 

OR). Increasing the viability and forms 

of public transportation will help grow 

the urban core, as well as focusing on 

quality educational options in the inner 

city.ò

- Community Survey Response 
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g Cincinnati is an affordable city.

ÅThe ACCRA Cost of Living Index 

identifies the composite cost of living in 

urban areas by examining how they 

compare to national averages in grocery, 

housing, utilities, transportation, and 

other costs.  As an example, a composite 

index of 95 indicates that the cost of 

living in the area is 95% of the national 

average.

ÅThe indexed cost of living is 93.7 where 

100 is the national average. 

ÅThe cityôs housing index is much lower 

than the nation.  However, Cincinnatiôs 

indices for utilities and transportation are 

both higher than the national average.  

ÅACCRA data is not available for 

Indianapolis, IN.
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Housing sales prices in Cincinnati are 

lower than both the median for the 

Midwest and for the U.S.

ÅFor the second quarter of 2010, the 

median existing sales price for a single-

family home was $131,100 in the 

Cincinnati MSA.

ÅBoth of the benchmark communities, 

Pittsburgh and Indianapolis, have slightly 

more affordable housing prices.

ÅOver the past three years, Cincinnatiôs 

housing prices have remained below 

median prices for both the Midwest and 

the U.S.

ÅHousing prices in Cincinnati have 

declined during the recession, but have 

not dropped as steeply as in the U.S. as 

a whole.  From ó08 to ó09, Cincinnati 

sales prices were down by only 4.6% 

where as U.S. prices fell by 12.5%.$140,800
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Affordable rents and fast commutes 

contribute to Cincinnatiõs quality of life.

ÅThe median rent for the City of Cincinnati 

in 2009 was $490 per month.  This rate 

is lower than the median rent for Ohio 

and much lower than the national figure.

ÅThe City of Cincinnati has lower rent than 

any of the regional benchmarks on either 

the city or MSA level.

ÅDespite concerns voiced by community 

members about traffic congestion, data 

suggests that commute times in 

Cincinnati are generally faster than in 

other areas.  

ÅWhile the average travel time to work in 

the U.S. is 25 minutes, Cincinnati 

residents average commute is less than 

22 minutes.
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e Crime rates are higher in Cincinnati 

than in U.S. cities of a similar size on 

average.

ÅWhen compared to rates for all U.S. 

cities with population between 250,000 

and 500,000, Cincinnati has higher rates 

in 3 out of 4 categories of violent crime.

ÅRobbery rates are particularly high in 

Cincinnati.

ÅThe rates of both violent crime and 

property crime are higher in Cincinnati 

than in the state and the nation.

ÅCrime rate comparisons between cities 

are complicated by factors such as 

population size and demographics.  
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ÅKEY FINDINGS:  REAL ESTATE

ÅBecause of the dense nature of Cincinnatiôs urban form, there are few large parcels 

available for greenfield development.  The cityôs land constraints have been a challenge in 

the past and some companies have relocated to areas outside the city boundaries.  

However, there are unique opportunities available within the CBD and the city as a whole, 

including individual neighborhood business districts, for those seeking redevelopment and 

revitalization options.

ÅHigh demand for space within the city has lead to a fairly stable commercial rental 

environment.  Evidence this stability can be seen in the office vacancy and rental rates which 

are consistent with historic rates.  Vacancy rates in the industrial warehousing sector are 

lower than in many markets across the U.S. and are further evidence of the strength of the 

cityôs market.

How Strong is Cincinnatiõs Real 

Estate Market?
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CINCINNATI REAL ESTATE ðDOWNTOWN OFFICE SPACE 2009

(Rent/SF/YR) Low High Effective Avg. Vacancy 

New Construction (AAA) $20.00 $25.00 $22.50 23.0%

Class A (Prime) $11.20 $22.84 $16.10 12.0%

Class B (Secondary) $8.00 $22.11 $13.26 11.0%

Source: NAI

CINCINNATI REAL ESTATE ðSUBURBAN OFFICE SPACE 2009

(Rent/SF/YR) Low High Effective Avg. Vacancy 

New Construction (AAA) N/A N/A N/A N/A

Class A (Prime) $10.50 $27.81 $16.58 15.1%

Class B (Secondary) $3.91 $26.41 $14.30 18.0%

Source: NAI

CINCINNATI REAL ESTATE ðINDUSTRIAL SPACE 2009

(Rent/SF/YR) Low High Effective Avg. Vacancy 

Bulk Warehouse $1.50 $7.95 $3.30 11.0%

Manufacturing $1.45 $7.50 $2.75 3.0%

High Tech / R&D N/A N/A N/A N/A

Source: NAI

CINCINNATI REAL ESTATE ðRETAIL SPACE 2009

(Rent/SF/YR) Low High Effective Avg. Vacancy 

Downtown $3.17 $18.00 $14.18 2.0%

Neighborhood Svc. Centers $3.00 $21.00 $11.21 13.0%

Community Power Center $11.02 $15.25 $14.65 7.0%

Regional Malls $15.00 $30.00 $21.31 10.0%

Source: NAI
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d CINCINNATI REAL ESTATE ðDEVELOPMENT LAND 2009

(Price/Acre) Low High 

Office in CBD $300,000 $3,000,000 

Land in Office Parks $125,000 $350,000

Land in Industrial Parks $29,443 $150,000

Office/Industrial Land - Non-park $26,000 $350,000

Retail/Commercial Land $150,000 $3,809,524

Residential $20,000 $250,000

Source: NAI
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ÅTRANSITION TO TARGET INDUSTRY OPPORTUNITIES

ÅIndustry clusters are highly integrated groups of businesses with strong vertical and horizontal 

linkages.  ñVertical linkages include the suppliers and customers in a region that combine to create a 

competitive business model, whereas ñhorizontalò linkages include the relationships between 

competing companies-which often recruit from the same labor pool of talent-and supporting public 

institutions.  Clusters often mature when businesses expand their relationships with existing supplier 

firms in a region.  As the clusters grow, additional supplier firms are attracted to the region, 

eventually creating a well-diversified ñcritical massò of production, labor, and information.

ÅAngelouEconomics has defined 35 standard industry clusters to categorize businesses according to 

their final product and how these products are related to each other and integrated along the vertical 

supply chain.  To access the strength of a cluster in a regional economy, AngelouEconomics has 

calculated location factors (or quotients) to each cluster.  These factors are calculated by comparing 

the clusterôs share of total local employment to the clusterôs national share.  This location quotient will 

yield a value generally between 0 and 2, where a result of ñ1ò demonstrates that the cluster 

commands an average (expected) share of the local economy.  Cluster location factors greater than 

2 indicate a strong cluster agglomeration, while those less than .5 indicate extremely weak clusters.

ÅWhat industries are currently strong in the Cincinnati?

ÅThe chart to the right shows the top ten clusters in Cincinnati while the chart on the following page 

lists the top fifteen industries compared with cluster strength in the Cincinnati MSA and Ohio. 

Importantly, the following analysis is intended only to provide an industry baseline for which 

competitiveness can be measured in the regional and global economies. In the next report ïthe 

Target Industry Report ïthe project team will compare these industry clusters to regional and 

national cluster trends ïthus making them potential economic development targets.

Project Next Steps

Location Quotient (LQ)

A calculated ratio between the local economy 

and the national economy that indicates 

industry concentration. 

LQ =1.0 indicates average concentration

LQ > 2.0 indicates a strong cluster 

LQ < 0.5 indicates a weak cluster

2010 CINCINNATI INDUSTRY CONCENTRATION: TEN 

STRONGEST INDUSTRIES (BY LOCATION QUOTIENT)

Industry Employees Businesses LQ

Communication Equipment 1,053 18 1.37

Food Processing 6,121 132 1.36

Biotechnology 5,188 193 1.36

Chemicals & Plastics 6,256 181 1.26

Higher Ed. & Research 11,423 227 1.22

Eat/Drink 28,132 1,513 1.21

Business & Prof. Services 77,125 10,888 1.20

Health Services 47,242 2,580 1.18

Transportation Equipment 4,070 34 1.17

Financial Services 18,434 1,618 1.16

Source: Duns & Bradstreet
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Approach and Methodology 

ÅThe Market Assessment evaluates the current state of affairs in Cincinnati in areas that are most 

critical to business and industry growth and job creation. Using data that was provided by the City of 

Cincinnati, regional partners, or collected independently by AngelouEconomics, this report allows us 

to take a step back and evaluate trends, data, and businessesô and residentsô perceptions of the 

community. 

ÅThis report assesses the cityôs current economic situation and the trends that have shaped it. 

Specifically, we evaluate its readiness to attract and direct future economic development. We 

analyze the community in a range of economic and demographic variables by comparing it against a 

group of national benchmark communities. 

ÅAngelouEconomics used a variety of sources to collect the quantitative and qualitative information 

used in our analysis.  To begin, the consulting team collected previous studies and plans developed 

for Cincinnati.

ÅQuantitative data was collected from national and state sources, including the U.S. Bureau of Labor 

Statistics, the U.S. Census, Decision Data Resources, the National Science Foundation, the Internal 

Revenue Service and numerous private sector sources. AngelouEconomics also gathered qualitative 

data through numerous focus groups, one-on-one interviews, and community tours.

ÅTwo surveys were conducted to provide further insight into the economy of Cincinnati; one survey 

was aimed at area employers, the other was intended for community residents.

ÅIn order to gauge where Cincinnati stands relative to other nationally competitive communities, this 

report assesses its performance against a number of benchmark communities selected based on 

similar size or economic characteristics. 

Approach and Methodology
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Executive Summary

AngelouEconomics examined a variety of factors to assess which industries are critical 

targets for Cincinnatiôs future economic development planning efforts. AngelouEconomics 

reviewed Cincinnatiôs current industry mix, emerging and growing regional industries, as 

well as national and international industries, industry location factors, and Cincinnatiôs 

current assets. 

Some of these key competitive assets include: a well-educated workforce, the presence 

of the University of Cincinnati and other higher education institutions, vibrant downtown, 

large life sciences cluster including major hospitals, six Fortune 500 companies based 

here, unique neighborhoods and neighborhood business districts, multi-modal 

transportation infrastructure and strategic location within the three state region. The final 

report of this strategy will recommend initiatives that capitalize on targeted areas of 

opportunity and remove barriers to their growth. 

Our assessment reveals a unique interrelated mix of five industries (Life Sciences, 

Consumer Products & Services, Chemistry & Advanced Materials, Renewable Energy 

and Financial & Professional Services), one cross-cutting, non-traditional target 

(Entrepreneurship & Small Business Development) and one overlay (Advanced 

Manufacturing) with importance in four of the targeted industries upon which the city can 

focus future business attraction, retention, and entrepreneurial development efforts upon.

INTERRELATIONSHIP OF TARGETED INDUSTRIES

Life Sciences

Renewable Energy

Advanced Manufacturing

Chemistry and 

Advanced 

Materials

Consumer 

Products and 

Creative Services

Financial and Professional 
Services

Entrepreneurship & Small Business 
Development
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ÅThis Target Industry Analysis is one phase of an effort to develop the economic development strategy 

portion of the new comprehensive plan for the City of Cincinnati. This document will present a series of 

quantitative and qualitative research in order to determine priority target industry sectors for the city to 

pursue.  It will also include an analysis of the workforce in target industries in terms of its availability 

and productivity, quality, and available training and educational resources.  In October, 

AngelouEconomics presented the Market Assessment findings which examined the areaôs trends and 

conditions.  It also included highlights from the business and community input process which 

incorporated a series of interviews, focus groups, and online surveys.

ÅThis report examines the dynamics of each recommended target industry which, based on data and 

community input, have the highest probability of sustained success for the future of Cincinnatiôs 

economy.  It is critical for project stakeholders to understand this is not the economic development 

plan itself, but rather a part of the research that will inform the preparation and development of the 

economic development section of the comprehensive plan.

Introduction
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ÅINTRODUCTION TO THE TARGET INDUSTRY APPROACH

ÅThe development of competitive economic clusters is one of the key generators of regional wealth.  A 

cluster develops when businesses in interrelated industries choose to locate in close proximity to take 

advantage of a regionôs inherent advantages. These businesses then become interdependent on each 

other and, in the process, enhance their operating environments and ultimately grow to be more 

competitive on the global landscape. As this happens, company profitability rises, wages increase, 

and the region yields significant benefits.   

Cluster 

Concentration

TARGET INDUSTRY SELECTION PROCESS

1) Which industries 

are strong and are 

concentrated locally?

2) Do local clusters 

reflect national growth 

trends?

Vision 

Alignment

3) Are there local 

assets that give 

industries a 

competitive edge?

4) Do these 

clusters meet the 

goals of the 

community? 

Community 

Assets

Industry 

Trends

For this report, we conducted a cluster analysis of the region to 

determine which industries are dominant in the area. These clusters were 

analyzed to determine national and regional growth trends, and local 

assets that benefit the clusters that were identified. In conjunction with 

the community vision identified through an extensive public input 

process, this analysis provided a basis for the identification of 

Cincinnatiôs target industries.
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ÅPROCESS / METHODOLOGY

ÅAngelouEconomics employed a combination of quantitative and qualitative analysis to select the best 

target industries for Cincinnati. Our approach included four steps guided by the following 

questions.

1. What industry clusters currently exist locally, and are they growing? 

ÅImmediate and obvious target candidates are those experiencing growth within the community or 

surrounding communities, particularly those growing faster than the national average. Industries 

that have a large presence, but lack growth suggest the region is losing its competitiveness in this 

industry. While the industry may be a candidate to target for a retention effort, a long-term decline 

calls for a close look at transitional opportunities into new industries that create jobs. The figure 

below highlights the top Cincinnati industry clusters today by location quotient. These factors are 

calculated by comparing the clusterôs share of total local employment to the clusterôs national 

share. This location quotient (LQ) will yield a value generally between 0 and 2, where a result of 

ñ1ò demonstrates that the cluster commands an average (expected) share of the local economy. 

Cluster location factors greater than 2 indicate a strong cluster agglomeration. 

ÅThe figure on the following page shows Cincinnatiôs top industries, by LQ, for 2010.

Location Quotient (LQ)

A calculated ratio between the local 

economy and the national economy that 

indicates industry concentration. 

LQ =1.0 indicates average concentration

LQ > 2.0 indicates a strong cluster 

LQ < 0.5 indicates a weak cluster
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2. Do current and emerging local industry clusters reflect national industry growth trends?

ÅIn addition to reviewing the growth patterns of industries locally it is important to understand how 

well these industries have been performing nationally and how they will perform in the future. 

Nationally, if an industry is losing market share and jobs it is likely that it is not a target with short 

or long-term potential. However, if a community has a high concentration of firms within an 

industry that is shrinking nationally (and these local firms are performing well) it denotes the 

communityôs óspecializationô in the industry ïand thus reflects a competitive advantage nationally.  

ÅThis chart on the following page displays the results from a shift-share analysis conducted to 

determine strength of local industry clusters relative to the national economy. This analysis 

identifies industry sectors that are gaining strength by outperforming national trends as well as 

those local sectors that capture a larger share of new jobs in the U.S., suggesting an increased 

attractiveness and competitiveness for the regional cluster. The vertical axis represents the 

industryôs local strength (as indicated by its LQ), a higher position means a stronger industry 

concentration.  The horizontal axis represents the industryôs growth nationwide over the past ten 

years; a position on the left half of the chart indicates negative growth, while a position on the 

right side indicates positive growth.  The size of the bubble represents the relative amount of 

employment in the industry; the larger the bubble, the more people work in this industry in 

Cincinnati.  

ÅThis analysis reinforces Cincinnatiôs strengths in Business & Professional Services and Health 

Services which are both currently large industry sectors in the city and are growing.  The chart 

reveals the diverse nature of the cityôs economy; most of the large employment sectors in which 

the city is concentrated are also growing nationally.
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3. Are there local assets that give specific industries a 

competitive edge?

ÅEvery community has unique strengths that companies 

can leverage to create competitive advantages. In 

Cincinnati, these strengths include a high percentage of 

college graduates, the presence of global  headquarters, 

the Ohio River, and affordability. The challenge is to identify 

key assets in Cincinnati that will support a wide range of 

industries to thrive, while working to improve the cityôs 

ñproductò (e.g. infrastructure, cost of business, quality of 

life, etc). 

4. Does the industry match community goals?

ÅFinally, the most important criterion is often whether or not 

the industry matches the stated economic goals of the 

community. In Cincinnati, for example, there was an 

expressed interest in quality jobs.  Focus group, interview, 

and survey data, gathered by AngelouEconomics, identified 

a strong interest in retaining young, educated workers.

ÅTaken together, these four questions act as a filtering 

mechanism by which industries are screened for suitability 

for Cincinnati at each step. In many ways, target industry 

selection is better described as target industry ñelimination.ò
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ÅIDENTIFYING TARGET NICHES

ÅGiven the size and increasing diversity of the industries targeted in this report, it is important for 

communities seeking to support growth in their own economy to target certain specific portions of a 

given industry, or niches, rather than attempting a blanket strategy. 

ÅA number of considerations should be kept in mind when reviewing potential target niches. Included 

in these are the various needs, markets and trends specific to each industry niche. Another is the 

communityôs capacity to support a particular niche as well as any specific market gaps within the 

community. For example, within life sciences, a community may be very strong in medical research 

but may be lacking enough general practice physicians to serve the local population. 

ÅIt is also important to keep in mind that the characteristics of each industry and particular niches 

within it change depending on the geographic scale being considered. Portions of the industry are 

often oriented toward different markets or resources and, as such, have a reach of varying distances. 

Therefore, when evaluating various niches and the companies within them, it is important to consider 

whether they are oriented toward the local, regional, or national/international market as this can be 

very important to strategy and policy decisions.
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Overview of Recommended Target 

Industries

At the conclusion of the target industry identification process, five industry targets stand 

out as the primary focus of business start-up, retention, expansion, and recruitment efforts 

for the city. They are:
1. Life Sciences

2. Consumer Products & Creative Services

3. Chemistry & Advanced Materials

4. Renewable Energy

5. Financial & Professional Services

These industries demonstrate potential for long-term economic growth, and present 

Cincinnati with strong assets and short-term opportunities for retention, expansion, and 

recruitment.

While not a traditional industry target, Entrepreneurship & Small Business 

Development has been included because it cuts across all other targets and is an 

important piece to ensuring economic vitality in Cincinnati as a whole as well as in 

individual neighborhoods.

Advanced Manufacturing also appears in this figure, but is not an individual target 

industry.  Instead, advanced manufacturing is included here to emphasize the importance 

of manufacturing as it intersects with four of the five targeted industries.  Life Sciences, 

Consumer Products & Creative Services, Chemistry & Advanced Materials, and 

Renewable Energy are all industries that rely heavily on manufacturing skill and expertise 

for various niches and at various points along the value chain.  Cincinnati has been 

historically very strong in manufacturing and while as an individual industry, it is shrinking 

nationally, the skilled manufacturing workforce is a strong asset for communities 

concentrated on growing fields such as life sciences and renewable energy.

INTERRELATIONSHIP OF TARGETED INDUSTRIES

Life Sciences

Renewable Energy

Advanced Manufacturing

Chemistry and 

Advanced 

Materials

Consumer 

Products and 

Creative Services

Financial and Professional 
Services

Entrepreneurship & Small Business 
Development
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Special Note on River Transit Potential

Cincinnati has the distinct advantage of being located along the Ohio River.  Currently, there 

are a number of private terminals that operate various logistics & distributions operations.  

However, there is great potential for increased utilization of the river as a major mode of 

transporting cargo and therefore increasing overall commerce in the area.

The Panama Canal Expansion Project, to be completed in 2014, will have a direct impact on 

river commerce throughout the United States.  The $5.2 billion project will double the canalôs 

capacity.  Cityôs such as Cincinnati with active river ports must evaluate their current 

infrastructure as well as possible future needs in order to capture an appropriate share of 

increased cargo traffic.  Increased river commerce leads to  growth in the logistics & 

distribution industry as well as other industries, such as consumer products and renewable 

energy, that rely on the transportation of goods to  the national market.
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The target industries we have recommended will complement Cincinnatiôs existing industry 

mix, workforce, sites, and future vision that will help create a sustainable, diversified economy 

with sectors that employ above average wage jobs with potential for growth.

For the purposes of this study, AngelouEconomics has separated the targets into six target 

groups, although there is a strong degree of mutual dependence between industries given the 

significant overlap between with regards to services, production, and research and 

development. These symmetries and intersections should be seen as fundamental assets to 

Cincinnati, potentially maximizing the return on investments.

The following pages will provide more depth and analysis within each target industry. For each 

target, we identify and define the industry and niches, outline national and local industry growth 

trends, identify local assets and challenges in supporting the target industry, and discuss 

location criteria and industry requirements. 

Importantly, this document is not meant to be an exhaustive analysis of Cincinnatiôs strengths 

in the target industries, but rather is intended to inform the city of the trends, nuances, and 

location criteria of the industries in order to better position it to recruit and retain companies 

within the target industries.
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ÅLIFE SCIENCES INDUSTRY DEFINITION AND NATIONAL OVERVIEW

ÅFor the purposes of this study, the Life Sciences industry is defined by services, products, and 

activities broadly related to plant, animal and human health. 

ÅThe life sciences industry is currently one of the largest in the American economy and is projected to 

experience the fastest growth in employment and wages during the coming decade among all 

industries. Direct patient care, already a massive portion of the economy in its own right, is expected 

to see significant growth in the years ahead. These  gains are largely a result of the nationôs continued 

population growth and the aging of the Baby Boomer generation. 

ÅBoth in relation to the growth in direct patient care and as a result of scientific and technological 

advances that have occurred over the past two decades, biotechnology has experienced tremendous 

growth within the industry and is projected to experience accelerated growth in the years ahead. 

Initially marked by growth in pharmaceuticals, the biotechnology segment has broadened 

considerably and has been more recently marked by stunning growth and investment in medical 

devices, genetics, bioinformatics, diagnostics and other health-related technologies.  As the industry 

continues to grow, a broader and more diverse range of segments have emerged with greatly 

increased degrees of specialty. This trend is expected to continue into the future. 

ÅThe life sciences industry, with biotechnology in particular, relies on very high levels of scientific and 

technology research and, as such, draws heavily from universities and other research institutions. The 

industry also relies on large numbers of skilled professionals and researchers ïa need that will only 

increase with the industryôs future growth. Moreover, the funding requirements within the industry are 

substantial, placing companies and entrepreneurs that work within the industry in particular need of 

readily accessible venture capital, government funding, and other sources of capital. In many ways 

even more significant to the industry than venture capital, investment through mergers and 

acquisitions is an important means of growth and expansion for life sciences businesses and often 

drives innovation in certain areas of the market.

Life Sciences

LIFE SCIENCES

SECTOR COMPONENTS

NAICS    Description

3254      Pharmaceutical and medicine manufacturing 

334510   Electromedical apparatus manufacturing 

3391       Medical equipment and supplies manufacturing 

5417       Scientific research and development services 

621         Ambulatory health care services 

622         Hospitals 

623         Nursing and residential care facilities 

EMPLOYMENT

Å2009 Cincinnati Employment: 119,842

Å2009 Cincinnati Average Wages: $47,445

LOCATION CRITERIA

Assets that are important to businesses in this industry 

when choosing where to locate.

ÅEducated / skilled workforce

ÅEntrepreneurial environment

ÅExisting medical presence

ÅAvailable venture capital

ÅProximity to market

ÅInstitutional research presence

ÅResearch infrastructure

ÅAirport Access
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Life Sciences

ÅVENTURE CAPITAL & UNIVERSITY RESEARCH ACTIVITY

ÅThe availability of venture capital is highly significant to many parts of the life sciences industry, 

particularly medical devices, pharmaceuticals, and biotechnology. Given the high investment in 

research that is required to produce an innovative new product that may or may not be 

commercialized, as well the regulatory steps necessary before a product can be taken to market, such 

as FDA approval, numerous niches within life sciences rely heavily on venture capital funding. 

Relative to other industries such as software, however, venture capital deals in the areas of life 

sciences typically require a longer-term outlook due to the length of time it can take to develop a 

product and bring it to market.

ÅAs of Q2 2010, the life sciences industry remains among the most attractive and well-funded with 

regard to venture capital, with biotechnology leading the way. At $1.29 billion invested during Q2 2010 

alone, biotechnology currently tops all other industries, producing 139 deals averaging $9.3 million 

each. Most venture capital activity for biotechnology is taking place in Silicon Valley, New England, 

and several areas of California outside of Silicon Valley. However, locations as diverse as 

Philadelphia and Colorado are also demonstrating success in closing deals. 

ÅAs of 2008, university research expenditures in the life sciences reached over $31 billion according to 

the National Science Foundation. The University of California -San Francisco, Johns Hopkins 

University, Duke University, UCLA, and the University of Pennsylvania lead the way with a collective 

$3.49 billion in research expenditures focused on Life Sciences. 

ÅAs in the broader industry, research focused on the life sciences within and among universities 

continues to be increasingly diverse and specialized. An important characteristic of university 

research in life sciences, particularly in areas of biotechnology, is its ability to support the 

establishment of new businesses or the creation of technology that may lead to commercialization. As 

in other areas of technology research, research in biotechnology is often done in partnership with 

outside firms or institutions, in many cases yielding opportunities for entrepreneurship. Moreover, key 

faculty can play a very important role in the development of nearby companies as either an advisor or 

a participant within the business.

FIGURE : Venture Capital Funding
VC FUNDING ($MILLIONS), 2001-2009
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Life Sciences

ÅECONOMIC ACTIVITY

ÅEntrepreneurship Within The Industry

ÅEntrepreneurship is essential to innovation in the life sciences industry.  New scientific discoveries 

and technological innovations are spurring high levels of entrepreneurial activity in the industry and 

are currently the target of most venture capital investment. A large amount of this activity is focused 

on biotechnology. 

ÅStaying on the cutting edge is critical to many new ventures emerging in biotechnology. As such, ties 

with research universities and other institutions stand as crucial relationships for firms in the industry. 

Entrepreneurial ventures active in the life sciences industry typically face high capital requirements in 

order to conduct research or to bring a product to market. Access to funding sources such as venture 

capital is therefore an important concern. Finally, human capital requirements are of critical 

importance to entrepreneurial ventures in the life sciences industry that rely on field experts and other 

highly skilled professionals.

ÅM&A Activity

ÅAs a growth industry, mergers and acquisitions are highly active within the life sciences. Depending 

on the circumstances, M&A activity can support the explosive growth of a particular firm or, 

alternatively, may quicken its closure. Communities must stay engaged with life sciences firms and 

keep aware of industry trends so they are prepared for either boom or bust. Within the life sciences 

industry today, M&A plays a very significant part in the funding or expansion of industry firms ïa role 

that is generally superior both in value and in volume as a financing mechanism to life sciences 

businesses.

ÅNowhere is M&A activity more noteworthy in the life sciences industry than in biotechnology. In 

addition to efforts to consolidate more mature areas of the industry, M&A is often used by businesses 

and investors as a means of technology acquisition, as a road to new distribution channels, or as an 

opportunity to combine key assets. For many young businesses in biotechnology, acquisition by a 

larger company can mean access to valuable resources and a payday for the businessôs founders. 

For others, M&A can support expansion into new markets and opportunities for future growth. As the 

industry continues to grow, the role of M&A is expected to remain substantial. Firms will have an 

advantage in regions that cultivate relationships between life sciences businesses and offer greater 

opportunities for successful M&A activity.
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Life Sciences

ÅInternational Factors

ÅThere are numerous international factors that can impact the life sciences industry, and firms and 

institutions at all levels often rely on international relationships or supply chains. Joint ventures in the 

life sciences industry that reach across multiple nations are increasingly common. Similarly, 

international relationships or research partnerships between universities are becoming more important 

to the industry.

ÅWestern Europe is currently very active in the life sciences industry with a number of very substantial 

firms involved in the development and production of pharmaceuticals, medical devices and many 

other areas of the industry. Likewise, universities throughout Western Europe are making strong 

contributions to industry research. Japan and Korea are also heavily involved in the industry, drawing 

on strengths in electronics to excel in medical devices.

ÅAnother important international issue is the role of emerging economies such as China, India, 

Singapore, and Brazil. In many cases, these nations are being turned to for the manufacture of 

medical devices or other products or, in some cases, are the source of raw materials. As these 

economies continue to develop, however, their role is beginning to shift to include research and 

development activities typically found in more developed parts of the world, and they also stand as 

attractive end markets for products and technology.
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Life Sciences

ÅLOCAL INDUSTRY OVERVIEW

ÅLead by the presence of the University of Cincinnati and its related research centers and hospitals, 

Cincinnati has become a strong center for the life sciences industry.  The universityôs extensive 

system includes the UC Academic Health Center, the UC College of Medicine and the Cincinnati 

Childrenôs Hospital Medical Center.  As shown by the chart on the right, the major research thrust at 

the university is life sciences, including both medical sciences and biological sciences, which when 

combined account for 87% of total R&D expenditures.  Research specializations within these fields 

include medical devices, treatment and prevention of obesity and diabetes, and molecular genetics.

ÅUC has many important research assets including multiple research centers and institutes as well as 

The Integrated Graduate Education and Research Traineeship program, established by the National 

Science Foundation, which supports PhD level students with a focus on membrane science and 

technology for biological applications.  Xavier University also graduates many students with life 

sciences majors such as nursing, medical technology, and occupational therapy.

ÅThe TriHealth System is another major healthcare employer in the city and includes both the 

Bethesda North Hospital and the Good Samaritan Hospital, as well as ambulatory care centers and 

physicians offices.

ÅA number of pharmaceuticals companies are located in Cincinnati, including Girindus America and 

Amylin Pharmaceitucals.

ÅCincinnati State Technical & Community College is a tremendous asset to the development of the 

cityôs life sciences talent pipeline.  The school offers many diverse programs such as biomedical 

equipment technology, clinical laboratory technology, diagnostic medical sonography, and nursing.  

Additionally, the Greater Cincinnati Workforce Network, an organization aimed at closing the areaôs 

skills gaps, has selected both healthcare and advanced manufacturing, including biotechnology, as 

priority sectors and has developed corresponding career pathways training programs.

ÅSupported by the State of Ohioôs Third Frontier Network, CincyTech is a public-private partnership 

focused on investment in and support of high-tech start-ups in the area.  The organization supports 

emerging technology in life sciences and information technology through management assistance, 

networking, and a $10.4 million seed capital fund.

ÅSome stakeholders with knowledge of the life sciences industry expressed the need for more 

incubator space, laboratory space, and research parks  throughout the city.  Business incubation 

services are currently offered by Biostart and the Hamilton County Development Corporation.  The 

latterôs facilities are often at or near capacity.
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Life Sciences

ÅMARKET NICHES

ÅMedical Devices, Diagnostics And Instrumentation

ÅPerhaps more than any other, the medical devices, diagnostics and instrumentation niche is attracting 

the most attention in the life sciences industry today. The development and production of new technology 

is creating broad areas of opportunity for new and established firms throughout practically all facets of 

medicine. As in other areas of life sciences, this niche is closely tied to innovation in electronics, mobile 

computing, visual display, and data processing as well as to breakthroughs in the development of new 

materials and mechanical systems. 

ÅThis particular niche is drawing significant entrepreneurial activity. Most often, firms that operate in the 

medical devices, diagnostics and instrumentation niche require strong access to skilled professionals 

and research institutions, access to suppliers and proximity to a large concentration of hospitals or other 

medical organizations. For entrepreneurial ventures within this niche, the requirements may also include 

access to other professionals that can assist in the business concerns of a young start-up such as 

attorneys (particularly intellectual property and mergers & acquisitions attorneys), accountants and 

marketing and  sales professionals. Strong access to venture capital is also an important asset.

ÅPharmaceuticals Research And Manufacturing

ÅAmong other things, a change in FDA regulations in 1997 which granted companies far greater freedom 

to advertise specific drugs or treatments directly to consumers supported an explosive rise in the 

pharmaceuticals niche over the past decade. Although this growth had been substantial, especially due 

to the success of so-called ñlifestyle drugsò such as Viagra and drugs targeted to prolific ailments such as 

high cholesterol, only a handful of companies have had the resources to compete. Specifically, this niche 

requires enormous amounts of cash to fund research activities and the development of new drugs or 

treatments as well as to survive the lengthy testing and approval processes required. 

ÅMore recently, smaller firms have begun to emerge which, rather than commit to the development of 

new drugs, instead focus on the production of treatments that are no longer under patent protection. 

These firms are often referred to as the ñgenerics.ò  The emergence of generics has supported greater 

competition within the pharmaceuticals niche than had been the case in prior years. As a result, new 

opportunities within the niche are beginning to open up that had once been dominated by only a few 

select firms. In reaction to this competition and in order to meet the demands of a market that requires 

constant innovation and new products, many of the largest firms in pharmaceuticals have begun 

outsourcing certain functions of their business. This has created other opportunities for smaller firms to 

focus on one function such as research or drug manufacturing and then sell to the nicheôs larger firms 

through long-standing agreements. 

Functional Focus Life Cycle Applicability
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Production

National:

ÅEmerging/Growth
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Life Sciences

ÅHealthcare Services

ÅRegions with a significant number of medical centers, hospitals, or even independent physicians 

require a broad set of suppliers and support firms to facilitate their operations. Communities wishing to 

strengthen or build upon their existing direct care establishments (or those of nearby 

communities/regions) often choose to target the firms that support them. These might include medical 

equipment suppliers, testing labs, data analysts, distributors, or minor clinics. Not only can these firms 

serve existing businesses and institutions, but they may help to make the area more enticing to other 

firms in the industry. In certain cases, this can also have the effect of diversifying away from one 

particular establishment allowing the region to reduce the risk involved in an over reliance on any 

particular firm.

ÅBiotechnology

ÅWith high levels of growth, new market entrants and increasing competition, the biotechnology niche 

is the current epicenter of new innovation within the life sciences industry. The industry maintains a 

tremendous reliance on continual research and development in biotechnology in order to operate at 

the leading edge of medical practice. This has fueled strong growth within the biotechnology niche as 

firms of various sizes and areas of focus compete to develop the next life-saving medical product or 

technique. Biotechnology focuses on the use of biological systems, living organisms, or derivatives of 

the two. While these products may fall into any category, the vast majority of them are currently 

developed for medical purposes. However, growth in biotechnology is also being supported by 

heightened interest in protecting the environment, using biological systems to develop advanced 

products, energy sources and industrial processes, and improving agricultural production under a 

broad range of conditions. In addition to traditional centers of research such as universities, the 

biotechnology niche relies on many small firms, mid-sized laboratories and large corporate research 

institutions as a source of new discoveries, innovations, and technologies.

ÅIn order to meet the demands of an expanding market, many life sciences businesses are looking 

outward to other firms and to research institutions as sources for new products or services. This can 

present opportunities for outsourcing agreements or research partnerships, and, in some cases, can 

lead to mergers or acquisitions. A strong research university presence within the community is very 

valuable in supporting growth in biotechnology. Proximity to other regional life sciences clusters and 

to a skilled and educated workforce are other notable assets. Highly sought professionals include 

individuals with experience or education in key areas such as genetics, biochemistry, and molecular 

biology, to name a few. Affordable and available lab space is another concern for biotechnology firms 

evaluating potential locations as is a suitable technology infrastructure such as high-speed internet 

access. 

Functional Focus Life Cycle Applicability

ÅR&D

ÅManufacturing/ 

Production

National:

ÅEmerging/Growth

Cincinnati:

ÅEmerging/Growth

Functional Focus Life Cycle Applicability

ÅService

ÅR&D

ÅManufacturing

National:

ÅMature

Cincinnati:

ÅGrowth
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Life Sciences

ÅLOCATION CRITERIA

ÅLocation criteria are assets that are important to businesses in this industry when choosing where to 

locate. A number of factors are considered by firms choosing to locate in a particular area. 

ÅIt is important to note that with advances in communications networks, the ease of long-distance 

travel and the emergence of many new markets, businesses have a greater abundance of choice in 

where to locate than ever before. In certain cases, this is allowing some businesses to locate in 

smaller or more remote locations than previously feasible. Nevertheless, there are a number of 

location factors that a particular industry will tend to gravitate to most. 

ÅFor the life sciences industry, employers look for an area with a skilled technical workforce with 

experience in healthcare, agriculture or technology-related research.  Other assets that make a 

community a strong candidate include available venture capital, an institutional research presence 

and affordable lab space.  Direct patient care firms seek locations with growing and aging populations.

ÅMore specific factors that are important to location selection are often dependent on the needs of that 

particular firm. The importance of transportation access and proximity to suppliers, for instance, will 

vary depending on the segment of the industry and the size of the firm, as will the type and amount of 

building space required. Communications can be another important factor with many researchers 

requiring higher levels of bandwidth in order to conduct research and collaborate with partners. 

Finally, access to customers is also important for many firms deciding on where to locate, with some 

firms targeting high numbers of patients and others seeking to be near to major medical 

manufacturers.
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Assessment Rationale

Industry Requirements Leading Strong Weak Lacking Strengths Challenges

Skilled Professional 

Workforce

ÅUniversity of Cincinnati College of 

Medicine is a top-ranking institution.

ÅCincinnati State offers a variety of 

programs to train talent for this industry.

Entrepreneurial Environment

Existing Medical Presence
ÅThe city has a strong medical cluster, 

including the UC system, the TriHealth 

system, and the Christ Hospital system.

Access to Venture Capital
ÅThere are a number of VC firms in the 

area investing in life sciences start-ups.

ÅStakeholders often reported a lack of 

availability of seed and VC as an obstacle 

to doing business in the area.

Proximity to Market
ÅCincinnatiôs strategic location within a tri-

state area means that healthcare 

services are a regional draw.

Institutional Research 

Presence

ÅUC was ranked #27 in medical sciences 

R&D expenditures in 2008.

Research Infrastructure

ÅBiostart and Hamilton County 

Development  Corporation provide 

incubator space.

ÅOutside of Biostart, there is no incubator 

space in the city devoted to emerging life 

sciences technologies.

ÅResearch park space is limited.

ÅAppropriate lab space (outside of UC 

campus) is lacking.

Airport Access
ÅProximity to major international airport. ÅDeclining number of flights to/from CVG.

Cost Factors

ÅThe cost of doing business is low in 

Cincinnati, especially when compared to 

many major life sciences hubs around 

the country.
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CONSUMER PRODUCTS & CREATIVE SERVICES INDUSTRY DEFINITION AND NATIONAL 

OVERVIEW

For the purposes of this study, the consumer products and creative services industry includes those 

businesses involved in the design, manufacture and wholesale delivery of consumer products as well as 

businesses that provide support in areas of market research, advertising, public relations, research and 

development, and distribution management.

The availability and diversity of consumer goods has been used as a watermark of economic progress in 

the U.S. since WWII and is often looked to as a sign of the desires and purchasing power of the middle 

class. Today, this highly competitive industry is striking upon the growth of developing economies abroad 

and the prospect of growing levels of consumption in the emerging markets. Alongside the changes that 

have occurred in the industry due to globalization, the emergence of new media and internet-based 

communication has revolutionized the way consumer products are marketed. Moreover, the behavior 

and desires of consumers continue to evolve and become more complex, requiring, for instance, that a 

product not only perform as expected, but that it also be socially and environmentally responsible. These 

changes have combined to demand that businesses in the consumer product and creative services 

industry be more flexible, responsive, and innovative and that they move faster and work smarter. 

The current dynamics of the consumer product and creative services industry also places new 

requirements on the communities that support it. With changes in how (and especially where) 

manufacturing takes place today, communities in the U.S. that are in the best position to support this 

industry are those that are able to accommodate the more demanding infrastructure, supply and 

distribution, and product development needs that are required of its businesses while supporting other 

activities that are important to the industry such as advertising, distribution, research and design, product 

testing and public relations. Communities that support efficiencies in location by helping businesses in 

the industry draw on a common and well-developed labor pool, utilize similar supply and distribution 

channels and to collaborate with others in the industry are particularly well-suited to the needs of 

consumer product and creative services today.

CONSUMER PRODUCTS & CREATIVE 

SERVICES

EMPLOYMENT SECTORS

NAICS    Description

31123    Breakfast Cereal

31132 Confectionery Manufacturing from Cocoa Beans

31133 Confectionery Manufacturing from Purchased Chocolate

31134 Non-chocolate Confectionery Manufacturing

3114        Fruit & Vegetable Preserving/Specialty

31152 Ice Cream & Frozen Desserts Manufacturing

311812 Commercial Bakeries

3119 Other Food Manufacturing

3121 Beverage Manufacturing

315           Apparel Manufacturing

3162          Footwear Manufacturing

3169          Other Leather Products Manufacturing

3256          Soap, Cleaning Compound, and Toiletry Manufacturing

3322          Cutlery Manufacturing

33992        Sporting & Athletic Goods Manufacturing

33993        Doll, Toy, and Game Manufacturing

4243         Apparel Wholesalers

4244         Grocery & Related Wholesalers

4248          Alcoholic Beverage Wholesalers

54143        Graphic Design Services

54143        Marketing Consulting Services

5418          Advertising, PR, & Related Services

54191        Marketing Research & Public Opinion Polling

541922      Commercial Photography

551114     Managing Offices

4885         Freight & Transportation Arrangement

CINCINNATI SECTOR EMPLOYMENT AND WAGES

Å2009 Employment:  70,596

Å2009 Average Wages:  $74,390

LOCATION CRITERIA

Assets that are important to businesses in this industry 

when choosing where to locate.

ÅSkilled Professional Workforce

ÅCreative Environment

ÅCapital & Funding Sources

ÅInfrastructure

ÅAccess to Supply & Distribution Channels

ÅAvailable Land / Facilities

ÅEstablished Industry Presence

ÅProfessional Networks

Consumer Products & Creative Services
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Total Employment and Number of Establishments
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FIGURE : Consumer Product & Creative Services Employment

Total and Average Annual Wages in Consumer Product & Creative Services
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FIGURE : Consumer Product & Creative Services Wages
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FIGURE : VENTURE CAPITAL FUNDING BY STAGE
VC FUNDING, 2001-2010
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VENTURE CAPITAL & UNIVERSITY RESEARCH ACTIVITY

Investments in consumer product and creative services by venture capitalists have remained relatively 

flat since 2007 despite the recent recession. This activity has largely focused on expansion stage 

ventures, however, total investment in early stage consumer products and creative services companies 

has shown strong growth over the past three years and may exceed investments in expansion stage 

companies in the coming year.

In Q3 2010, total venture capital investments in consumer product and creative services reached 

$74,456,000 through the execution of 18 deals at an average of $4,136,444 per deal.  The strongest 

region for venture capital activity in this industry during that time was New England, followed by Silicon 

Valley and the Pacific Northwest.

The consumer product and creative services industry relies on research produced at universities in ways 

not often recognized but which can be highly valuable to businesses within the industry. Perhaps the 

most significant areas of research (in terms of its relevance to and impact upon the industry) relate to 

market research, consumer behavior and supply chain management. Given the highly competitive 

environment for the industry, more precisely segmented markets and the emergence of new global 

markets, university research can be very helpful in identifying best practices and gaining a more 

complete understanding of customers.

University research can also have a very important impact on the industry by contributing to development 

of new products or components. Given the diversity of consumer products available in the marketplace 

that include inputs ranging from cotton to chemicals, advancements in a very broad range of fields can 

produce dramatic changes in the products that are brought to market. In this manner, a breakthrough in 

a university chemistry lab may find application in a household good. With increased concern and 

awareness relating to the environment, many such advances are being applied to product packaging. 

Although many of the industryôs top manufacturers maintain large and highly sophisticated research 

divisions, universities often hold processes or innovations that may be applied to consumer products and 

should not be overlooked. 

* Through Q3 2010

FIGURE : VENTURE CAPITAL FUNDING
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ECONOMIC ACTIVITY

Entrepreneurship Within The Industry

Although several of Americaôs largest companies maintain very high market share in the consumer 

product and creative services industry, entrepreneurship remains a key factor in the introduction of new 

products and development of new markets. Given the size of the U.S. and, more broadly, global market 

for consumer goods, there are many opportunities for new products and businesses to emerge, 

therefore, the industry remains ripe for entrepreneurship. However, while the creation of a new consumer 

product may be relatively unproblematic, successfully entering sales channels and bringing the product 

to market can be difficult for new entrants, particularly in established and mature markets. The creative 

services portion of the industry is particularly well-suited for entrepreneurial activity. As traditional media 

is forced to contend more and more with new or unconventional media channels (including those that are 

web-based), opportunities for young marketing and Ad/PR firms that understand how to operate in this 

new environment are well positioned for success.

M&A Activity

Recent mergers and acquisition activity for the consumer product and creative services industry has 

been focused in the area of food and drink. Total recent quarterly M&A deal value has ranged from $10.1 

billion to $49.1 billion since the first quarter of 2009.
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FIGURE : Patent Activity Related to Consumer 

Products & Services

Total Number of Patents Granted in U.S. for Technologies Related to Consumer Products & 

Creative Services

Source: USPTO

FIGURE : M&A Activity in Food, Drink & Consumer Goods
Q1 2009 ïQ2 2010

Source: KPMG 2010 Global View 

of M&A in Consumer Markets
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International Factors

The role of globalization and the expansion of consumer markets in emerging economies such as 

China, India, Brazil, Russia and other areas of the world are of increasing importance to the consumer 

product and creative services industry. In addition to their role as manufacturing centers or sources of 

components and raw materials, the emerging economies are increasingly being targeted for their 

growing consumer markets and emerging middle class.  This holds significant importance for the 

direction of investment, the role of domestic firms, and the organization of industry supply chains. 

Rather than relying exclusively on the American consumer for a product or firmôs success, increased 

globalization will mean that firms can continue to diversify their sales, sourcing and manufacturing 

across continents. In turn, this presents many opportunities to creative services firms that are capable 

of leading domestic firms into new foreign markets, managing intercontinental supply chains and 

identifying potential partners, manufacturers or suppliers abroad.

NAFTA countries and markets in Central Europe, Latin America and Australia remain strong markets 

for U.S. consumer products such as apparel, hygiene products, household cleaning supplies and 

toiletries, while China, Russia, South and Southeast Asia and the Middle East have also become 

leading markets for American consumer goods. In 2009, Canada and Mexico combined to make up 

40% (nearly $6.4 trillion) of the total U.S. exports of consumer products. At $902 billion, Japan was the 

third heaviest importer of American consumer products, followed by the United Arab Emirates at $681.5 

billion (4% of total U.S. consumer product exports).

FIGURE : U.S. Cleaning & Toiletry Exports

Source: U.S. Foreign Trade Administration

2009 U.S. Exports by Country in $Thousands for NAICS 3256

FIGURE : U.S. Apparel Exports
2009 U.S. Exports by Country in $Thousands for NAICS 315

Source: U.S. Foreign Trade Administration
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ÅLOCAL INDUSTRY OVERVIEW

ÅThis industry has many facets and they are all represented in the Cincinnati economy including 

product development, consumer research, branding, and design.  In 2010, Cincinnatiôs consumer 

marketing hub was designated an Ohio Hub of Innovation and Opportunity. Three consumer products 

industry giants are located in Cincinnati - Kroger Co., P&G, and Macyôs Inc. Consumer research and 

analytics is another facet of the industry; Dunnhumby is a leading firm in this area with an international 

presence.  Major employers in branding and advertising include Landor, Bridge Worldwide, and LPK. 

However, branding and design talent is not limited to these larger firms; smaller advertising agencies 

are prevalent throughout the city and are especially concentrated in the CBD, Over-the-Rhine and 

Uptown.  Both the American Marketing Association and the American Advertising Federation (AdClub

Cincinnati) have a presence in the city. 

ÅIn addition to the presence of these major corporations, there are many assets in place in Cincinnati 

to support the creative arts, which are a necessary component of the branding and marketing 

industry.  The University of Cincinnatiôs College of Design, Architecture, Art, and Planning has many 

exemplary programs and is home to the Center for Design Research and Innovation.  The Center 

opened in 2004 with the specific intention of supporting graduate-level research and innovation in the 

field of design.  The Art Academy of Cincinnati and the Art Institute of Cincinnati also provide 

education and training in the arts.

Consumer Products & Creative Services

LARGEST CINCINNATI  CONSUMER PRODUCT 

& CREATIVE SERVICES EMPLOYERS

Name Employees Type of Business

Kroger Co. 15,600 HQ ïRetail 

The Procter & Gamble 

Company
12,900

HQ ïConsumer 

Products

Macyôs Inc. 4,700 HQ ïRetail 
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MARKET NICHES 

Product Development & Testing

This niche is comprised of firms engaged in the design and development of new consumer products 

and/or their testing for performance, quality, market appeal, etc.. In addition to the industryôs largest 

manufacturers that may have a separate division devoted to product development and testing, small and 

medium firms operate within the industry that offer a focus on these activities. Certain of these firms 

provide assistance in addressing specific product concerns or redesign needs while others establish 

long-term partnerships with larger manufacturers in the development or independent testing of new 

products.

Product Manufacturing

Many firms, including those that operate domestically in addition to those that are located abroad, focus 

specifically on product manufacturing. While many manufacturers operate as subsidiaries or joint 

ventures of other firms, many firms have begun offering manufacturing as a service, appealing to firms 

that require high levels of flexibility and responsiveness in their supply chain, need only to produce 

smaller quantities of goods or are seeking entry into a particular market without wanting to commit to 

their own manufacturing operations in the area. 

Market Research

Given the highly competitive environment for businesses in the consumer product and creative services 

industry, having clear, up-to-date and applicable information about the market is highly valuable. The 

market research niche includes those businesses that obtain, analyze or disseminate information about 

markets that are of interest to those in the consumer product and creative services industry. This may 

include research relating to the industry as a whole as well as more focused research specific to a 

particular geography, market niche or demographic segment. As the pace of doing business continues to 

quicken and as the forces of globalization continue to reshape world markets, the need for accurate, 

timely and applicable market research will be stronger than ever.

Functional Focus Life Cycle Applicability

ÅService

ÅR&D 

National:

ÅGrowth

Functional Focus Life Cycle Applicability

National:

ÅGrowth

Functional Focus Life Cycle Applicability

National:

ÅGrowth/Mature

ÅManufacturing / 

Production

ÅService

ÅR&D 

Consumer Products & Creative Services
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Specialized Design & Advertising

This niche consists of those businesses that assist consumer product developers, manufacturers, 

distributors, wholesalers and retailers in the creation and execution of advertising and communications 

strategies. This includes those businesses that design marketing collateral, assist in re-branding efforts 

and provide specialized services relating to product design and marketability. Businesses in this niche 

thrive in highly creative communities that facilitate exchange and interaction amongst businesses and 

professionals within the niche as well as frequent exposure to and opportunities for collaboration with 

consumer product businesses and markets. Access to a strong pool of experienced and talented 

professionals (in many cases young professionals in particular) are important to many businesses in the 

specialized design & advertising niche in deciding where to locate. 

Functional Focus Life Cycle Applicability

ÅService National:

ÅEmerging / Growth

Consumer Products & Creative Services
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LOCATION CRITERIA

One of the most important criteria to relocating businesses in the industry is strong access to a skilled 

labor pool. However, an important distinction between the industryôs labor needs today relative to 

previous decades (especially for manufacturers) is the diminished role of low-skilled labor (which is 

increasingly being sourced abroad) and an increased focus on highly creative professional labor with 

advanced skills relating to such areas as computer-guided manufacturing, supply chain management, 

design and market research.

Other key priorities for relocating businesses in the consumer product and creative services industry 

include finding locations with capable infrastructure required for todayô fast-paced and more flexible 

manufacturing and distribution. Similarly, access to supply and distribution channels are of critical 

importance as is the availability of capital and funding sources. Additionally, businesses in this industry 

typically seek locations that maintain an existing industry presence and (especially for creative services 

businesses) offer strong professional networks and an environment that fosters high levels of creativity.

Consumer Products & Creative Services
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Industry Requirements Leading Strong Weak Lacking Strengths Challenges

Skilled Workforce

ÅUCôs College of Design, Architecture, Art, 

and Planning, the Art Institute of 

Cincinnati and the Art Academy of 

Cincinnati all provide excellent training 

for the talent pipeline.

ÅMany multi-national corporations have 

been based in the city for generations 

and have workforce training programs.

Creative Environment

ÅCincinnati has a vibrant arts & culture 

scene.

ÅCreative branding leaders such as LDK 

and Landor are based here.

Capital & Funding Sources
ÅBanking community familiar with industry 

and lending requirements.

ÅLimited start-up capital.

Infrastructure
ÅGenerally good infrastructure. ÅSome bottlenecks including rail.

Access to Supply & 

Distribution Channels

Available Land / Facilities

ÅThere are ample opportunities for 

redevelopment of existing sites, 

especially in the neighborhood business 

districts.

ÅThe cityôs available developable land is 

constrained with few greenfield sites.

Established Industry 

Presence

ÅConsumer products is one of the major 

concentrations of the cityôs economy.  

There is a very well established industry 

presence.

Professional Networks

ÅCincinnati is home to many multinational 

corporations, all of whom are active 

corporate citizens.

ÅThe Cincinnati USA regional chamber 

organizes many networking events.  

There is also a Hispanic Chamber and an 

African American Chamber.

Cost Factors
ÅGenerally low cost of operations relative 

to other metro areas.


