
 

 

MARKET ANALYSIS & STRATEGY  
INTERNATIONAL MARKETPLACE   





 

ACKNOWLEDGEMENTS 
 

International Marketplace Coalition (IMC) 

 

Local Initiatives Support Corporation (LISC) 

 

City of Indianapolis 

Rick May, Department Metropolitan Development, City of Indianapolis 

Ryan Hunt, Department Metropolitan Development, City of Indianapolis 

 

ULI (Urban Land Institute) 

Jennifer Milliken, ULI Indiana 

ULI Technical Assistance Advisory Panel (TAP) 

Ben Houle, LandWorx Engineering 
Matt Nowlin, Indy MPO 
Kathleen Norris, Urban Fast Forward 
Stephen Scott, SHK INC.  

 

Indianapolis Neighborhood Housing Partnership (INHP) 

U.S. Department of Housing & Urban Development (HUD) 

State Farm 

PNC 

 

 

 

Place Dynamics LLC 
www.placedynamics.com

http://www.indy.gov/




 

Contents 
A Place Like No Other ............................................................................................................................. 1 

Plan Summary ..................................................................................................................................... 1 

The Planning Process .......................................................................................................................... 2 

The District Today ................................................................................................................................... 5 

Lafayette Square Mall ......................................................................................................................... 5 

Commercial Corridors ......................................................................................................................... 5 

Interior Parcels .................................................................................................................................... 7 

Neighborhood Demographics ............................................................................................................. 7 

Business Mix ....................................................................................................................................... 9 

Employment Patterns ......................................................................................................................... 9 

Retail Market Opportunities ................................................................................................................. 13 

Local Market Demand ....................................................................................................................... 13 

Regional Market Demand ................................................................................................................. 18 

Dining Market ....................................................................................................................................... 21 

Market Demand ................................................................................................................................ 21 

Competition ...................................................................................................................................... 22 

Visitor Market ................................................................................................................................... 22 

The District as an Employment Center .................................................................................................. 25 

The Indianapolis Market .................................................................................................................... 25 

Strengths of the International Marketplace ...................................................................................... 26 

Potential Office/Flex Development ................................................................................................... 27 

The Potential for Housing ..................................................................................................................... 29 

Indianapolis’ Housing Market ............................................................................................................ 29 

Market Demand for Housing ............................................................................................................. 31 

Competition ...................................................................................................................................... 31 

Market Opportunity Analysis ............................................................................................................ 32 

Prior Planning ....................................................................................................................................... 33 

Community Revitalization Enhancement District (2004) ................................................................... 33 

An International Market Place: The Lafayette Square Area Plan (2010) ............................................ 34 

International Marketplace Gateway Study (2011) .............................................................................. 35 

Zoning and Land Use ........................................................................................................................ 36 



6 

Community Insight ............................................................................................................................... 39 

Strategy Overview ................................................................................................................................ 43 

Essential Outcomes .......................................................................................................................... 43 

Catalytic Initiatives ............................................................................................................................ 44 

Transformative Investment ............................................................................................................... 44 

Supportive Programs ........................................................................................................................ 45 

Distracting Activities ......................................................................................................................... 45 

Essential Outcomes .............................................................................................................................. 49 

Organizational Capacity .................................................................................................................... 49 

Destination District ........................................................................................................................... 49 

Walkable Mixed-Use Neighborhood ................................................................................................. 51 

Authenticity, Diversity, and Affordability .......................................................................................... 52 

Design and Development ...................................................................................................................... 55 

Global Market ................................................................................................................................... 55 

Falcon Creek Village .......................................................................................................................... 57 

Lafayette Town Square ..................................................................................................................... 58 

Eagle Creek Office Park ..................................................................................................................... 59 

Lafayette North ................................................................................................................................ 59 

38th & Moller ...................................................................................................................................... 59 

Lafayette Crossroads ........................................................................................................................ 60 

Greenspace ....................................................................................................................................... 61 

Revitalization Strategies ....................................................................................................................... 63 

Cultural Center .................................................................................................................................. 63 

International Bazaar .......................................................................................................................... 66 

Food Entrepreneurship ..................................................................................................................... 67 

Enhanced Programming ................................................................................................................... 69 

Market Presence ............................................................................................................................... 70 

Primary Employment .........................................................................................................................71 

Housing ............................................................................................................................................. 72 

Walkability and Greenspace .............................................................................................................. 73 

Streetscape ....................................................................................................................................... 74 

Land Bank ......................................................................................................................................... 75 

Mixed-Use Zoning ............................................................................................................................. 76 



 

Business Assistance............................................................................................................................ 77 

Implementation .................................................................................................................................... 81 

Appendix A: International Marketplace Commercial Buildings and Businesses ..................................... 97 

 





1 

A Place Like No Other 
The International Marketplace is a place where immigrants from cultures 
across the world have come together to create an environment unique to 
Indianapolis and even within a broader Midwestern region. By coming 
together, they are transforming the District into a destination known for its 
ethnic retail and dining businesses. The International Marketplace Coalition 
and its partners will accelerate the pace of change and capture the 
opportunity the area has been presented. The District will be reinvented as a 
mixed use neighborhood, a destination for retail, dining, culture, education, 
and entertainment. Led initially by its many outstanding restaurants, this 
community can expand to capture a market of more than fifteen million 
people living within a three hour radius.  

Plan Summary 
The International Marketplace District was once a vibrant regional shopping 
district, until changing market forces caused customer traffic to shift to other 
locations in the metropolitan area. At its low point, several of the District’s 
commercial centers had vacancy rates in excess of 50 percent. There is still a 
great deal of vacant or underutilized space in the District, but a new type of 
business has emerged to fill the voids left by national chains. 

Affordability has been an important factor in attracting independent, ethnic 
businesses to the District’s commercial centers. In particular, the District has 
become noted for the number, diversity, and quality of its ethnic restaurants, 
but an increasing number of retail shops are adding to the area’s vitality. Not 
one, but many cultures are represented in the mix. This led to the area’s 
rebranding from Lafayette Square to the International Marketplace. 

The International Marketplace will not recapture its role as a destination for 
traditional regional shopping, with department stores and national chain 
retail. It does a very good job of meeting many of the more basic shopping 
and service needs of the surrounding community, but with little population 
growth, there is insufficient demand to fill the vast quantity of vacant space 
remaining in the area. What the International Marketplace has the potential 
to do is to transform itself into a world-class destination district for 
multicultural dining, shopping, and entertainment. The District will also 
transform itself physically, becoming a mixed-use neighborhood with 
commercial, residential, and employment uses built in a high-quality, 
walkable pattern. 

The strategy is laid out in four elements: 

 Essential outcomes. These are the measures most critical to 
achieving success, and include building organizational capacity, 
establishing the International Marketplace as a destination district, 
transforming the area into a walkable mixed-use neighborhood, and 
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preserving the authenticity, diversity, and affordability that enable 
the District to develop and compete for visitor traffic. 

 Catalytic initiatives. These are the high-impact investments that 
fuel change within the District. They include developing a cultural 
center to anchor the visitor experience, developing an international 
bazaar to incubate retail and dining businesses and form the nucleus 
of an ethnic shopping district, promoting food entrepreneurship to 
build on existing strengths of the area, and enhancing cultural 
programming and entertainment that draws visitors. 

 Transformative investments. These are actions that will have an 
impact as they are implemented over the long term. They include 
building up the International Marketplace’s customer awareness and 
positive reputation (market presence), attracting businesses and 
redeveloping sites for primary employment, introducing housing 
into the neighborhood, and making improvements to walkability 
and greenspaces. 

 Supportive Programs. The critical tools and investments needed to 
make redevelopment possible include enhancements to the 
streetscape, land banking to preserve key redevelopment 
opportunities, changes to the area’s zoning to permit the desired 
redevelopment patterns, and business assistance to encourage 
startups, business attraction, and expansion. 

The strategy also notes some distracting activities that can divert resources 
from priority initiatives, or even be counter-productive. These include 
changing zoning to permit commercial space to be used for manufacturing 
or warehousing, developing a community center to serve adjacent 
neighborhoods, or investing in a traditional business incubator. While the 
eventual success of the area will require the Lafayette Mall to redevelop, the 
strategy recommends that no action be taken until market forces in the 
District have begun to turn. Given the scale, cost, and complexity of the mall 
redevelopment, it should not be undertaken until there is considerable 
momentum for redevelopment in the District. 

The Planning Process 
Completed in December of 2015, this market analysis and strategy builds on 
a series of prior plans primarily addressing physical aspects of the district, 
such as land use, urban design, streetscaping, and engineering. The goal of 
this study is to quantify market opportunities and lay out a series of actions 
that can be taken to encourage development within the district. In essence, 
it is the “business plan” that will help the International Marketplace Coalition 
and its partners to foster desired changes in the district. 

The Market Analysis and Strategy was prepared through the collaboration 
of many partners, including the International Marketplace Coalition, the 
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Local Initiatives Support Corporation (LISC), the City of Indianapolis, and the 
Urban Land Institute (ULI). 

The process was launched with the consultant team conducting a 
reconnaissance of the District and its surroundings. During this period, the 
team met with several business and property owners, along with other 
stakeholders, to gain an understanding of local conditions, concerns, 
opportunities, and constraints. Following the visit the team prepared a 
market analysis and preliminary recommendations. These were shared with 
a technical assistance panel assembled by the Urban Land Institute. The 
observations and recommendations of the panel were incorporated into the 
final document. 
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The District Today 
The International Marketplace District covers 1.6 square miles, or 1,126 acres 
on the west side of Indianapolis. It is a somewhat triangularly-shaped area 
bounded by Interstate 65 on the east, Moller Road on the west, and 38th 
Street and Lafayette Road on the south. The 38th Street corridor stretches 
west to Interstate 465. Developed at the height of the suburban era, from 
the 1960’s through the 1980’s, the area is characterized by wide streets with 
multiple lanes, single-story commercial buildings typically set behind large 
expanses of parking, and little landscaping. 

Over three quarters of the area (77 percent) is made up of commercial 
parcels, with roads accounting for much of the remainder. There is an 
aggregate commercial floor area of 5,877,257 square feet in buildings in the 
District. Lafayette Square mall makes up about a quarter of that total. A 
significant portion of the District’s buildings are partially or wholly vacant, or 
underutilized. 

Lafayette Square Mall 
Lafayette Square Mall, which for many 
years was the anchor of the district, was 
constructed in 1968 and later expanded. 
The mall once boasted five anchor stores 
along with an extensive collection of 
specialty shops, but began to founder in the 
early 2000’s. Burlington Coat Factory 
replaced the failed Montgomery Ward’s in 
2002, though it only occupies the first floor 
space. Lazarus closed around the same 
time. That space was used as a church for 
some time, but is now vacant. Three years 
later J.C. Penney’s left, leaving a space that 
was later filled by Shopper’s World. Sears 
and Macy’s were the last to pull out in 2008, 
and both spaces remain vacant.  

Along with these changes, nearly all of the national chain stores have left as 
their leases expired. Discount and independent businesses fill much of the 
occupied space, with a considerable number of vacant storefronts. The 
mall’s outlots are also mostly unoccupied. Along with the vast, empty 
parking areas, they contribute to a sense that the mall is deserted. 

Commercial Corridors 
Lafayette Road is the primary corridor through the district, on which most of 
the current retail anchors are located. Pike Plaza Road, Georgetown Road, 
and 38th Street also support significant retail concentrations.  
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38th Street and portions of Lafayette Road have three lanes in either 
direction. Pike Plaza Road, Georgetown Road, and portions of Moller Road 
have two lanes in either direction. Intersections on all of these streets are 
typically built out with one or two left turn lanes, and sometimes right as 
well, so that pedestrians attempting to reach the other side of the street will 
need to cross up to nine lanes of traffic. There are no sidewalks along many 
of the streets, and where they are available, are often integral to the curb, 
placing anyone walking just feet away from passing cars. 

A high volume of traffic passes through the 
District, according to 2011 traffic volume data 
collected by the Indiana Department of 
Transportation. Interstate 65, which bounds 
the northern and eastern edges of the District, 
has 67,859 cars passing in front of Lafayette 
Square Mall. By and large, though, the mall 
and other properties with interstate frontage 
are failing to exploit this visibility. 

Arterial streets in the District also have decent 
traffic volume. The highest number of cars is 
carried on 38th Street, with a daily volume of 
33,832, and the daily count on Lafayette Road 
is 24,195 cars. Pike Plaza Road carries 20,744 
cars at the intersection with Lafayette Road, 
dropping to 9,592 on Moller Road at 38th 
Street, in front of Meijer. Georgetown Road is 
also estimated to have a volume of 9,592 cars. 

Most of the commercial sites were developed independently with little direct 
access between properties. Typical of suburban development patterns, 
buildings are set back a considerable distance from the street with parking in 
front. Larger sites may contain outlots with small uses along street frontage. 
Nearly all of the buildings are a single story. At best they might be described 
as nondescript, with little character that might help to define the District. 
Some show signs of decay. Poor maintenance is seen more frequently in 
parking lots, where there is also a general lack of landscaping that might 
soften the appearance of the area. 

Commercial lots throughout a majority of the District are adequately sized 
for their use, and it can be argued that several are considerably under-
developed. Many were originally designed to accommodate big box stores 
that have since departed. The late 1990’s and early 2000’s saw a large 
number of stores close, including Galyan’s, H.H. Gregg, Kmart, Builder’s 
Square, Venture, Toys ‘R’ Us, and Circuit City, among others. These closings 
left some of the strip centers nearly vacant, adding fuel to perceptions that 
the neighborhood was dying, decaying, and unsafe. 

 

38th Street and Lafayette Road intersection 



7 

Very high rates of vacancy also led to a drop in lease rates. Independent 
business owners, many of them immigrants or part of immigrant families, 
found that they could afford to start a business in the district. This has 
resulted in more than 60 restaurants opening, with most specializing in 
ethnic cuisine. There are also at least 160 retail businesses in the District, 
though these tend to cater to a local clientele. 

Three notable anchors are found in the area. Meijer is located at the 
intersection of 38th Street and Moller Road. A newer Walmart is located on 
Lafayette Road west of Pike Plaza Road, and has helped to attract several 
other national chains to outlots in the development. Home Depot is located 
at the westernmost end of the 38th Street corridor, at the interchange with 
Interstate 465. 

Several auto dealerships are located along the arterial roads in the District, 
including new car dealers and national used car chains such as CarMax and 
Drive Time Motors. Over the next several years it is anticipated that many of 
these businesses will be leaving the area, presenting new redevelopment 
opportunities. The auto dealerships play a significant role in bringing 
potential customers into the area. 

Interior Parcels 
While commercial uses line the arterial 
streets, the interior of the district has been 
given over to quasi-industrial uses. The 
largest of these is Copart, an auto salvage 
and auction house. Its operations occupy a 
few metal industrial buildings, while a 
majority of the is site paved for vehicle 
parking. Neighboring uses are similar in 
that the buildings are simple metal 
structures and a large part of the lot area is 
undeveloped.  

Floodplains on the site make more 
intensive development challenging, and 
will heavily influence what uses can be 
located at the center of the District. While 
it may be possible to contour some of the 
area to establish a desirable development 
footprint, much of the land bordering 
Falcon Creek is best used as greenspace. 

Neighborhood Demographics 
The International Marketplace District has very few residents within its 
boundaries, but is surrounded by residential neighborhoods in all directions. 
A description of the surrounding area’s demographic composition will help 

 

Copart property 
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to inform the market analysis and opportunities available for 
redevelopment. In addition to the marketplace itself, three neighborhoods 
were identified to roughly correspond with the District’s trade area: 1) the 
west neighborhood, extending as far as Eagle Creek Reservoir between 
Interstate 74 and 56th Street; 2) the south neighborhood, from 38th Street 
south to 25th Street (except for those parts in the International 
Marketplace), between Interstate 465 and the White River; and 3) the north 
neighborhood, north of Interstate 465 to 62nd Street, and angling southeast 
from the railroad crossing on 62nd Street to the White River. 

While the International Marketplace is predominantly commercial with few 
people living there, the adjacent neighborhoods contain a fairly significant 
population.  There are an estimated 90,579 persons living in the district and 
three adjacent neighborhoods, and 36,215 households. 

This is a racially diverse area, though persons of African-American descent 
are the largest racial segment in all areas except the south, where there is a 
slightly larger white population. The largest concentration of persons with 
Hispanic origins is also found in the south neighborhood. 

Income levels between and within these neighborhoods vary considerably, 
though both the lowest income area (the International Marketplace) and the 
highest income area (the north neighborhood) also have the highest rates of 
renter-occupied housing. Compared with the citywide 2015 median income 
of $52,268, all four neighborhood areas are lower income. 

 

NEIGHBORHOOD AREA DEMOGRAPHICS 

 INTERNATIONAL 
MARKETPLACE 

WEST 
NEIGHBORHOOD 

SOUTH 
NEIGHBORHOOD 

NORTH 
NEIGHBORHOOD 

Population 657 26,275 36,377 27,270 
Households 207 11,536 13,188 11,284 
Average Household Size 3.16 2.27 2.68 2.41 
Median Age 24.7 31.4 31.7 35.0 
Median Household Income  $27,565   $38,476   $33,251   $43,536  
Owner Housing (%) 58.2 35.0 38.0 56.0 
Race (%): 
  White 
  Black 
  Asian 

 
8.9 

79.2 
3.7 

 
36.0 
46.7 

2.4 

 
40.8 
38.4 

1.4 

 
34.7 
51.9 

2.9 
Hispanic Origin (%) 8.4 17.1 25.2 11.9 
Occupation: 
  White Collar (%) 
  Blue Collar (%) 
  Services (%) 

 
64.3 
18.0 
17.7 

 
61.1 
21.1 
17.7 

 
41.8 
29.9 
28.3 

 
63.8 
18.7 
17.5 

SOURCE: Place Dynamics / ESRI 
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BUSINESS MIX IN THE INTERNATIONAL MARKETPLACE DISTRICT 

INDUSTRY SECTOR 
NUMBER OF 
BUSINESSES 

Construction 1 
Wholesale Trade 5 
Retail Trade 180 
Transportation and Warehousing 2 
Finance and Insurance 18 
Real Estate and Rental and Leasing 1 
Professional, Scientific, and Technical Services 10 
Administrative and Support and Waste Management and Remediation Services 2 
Educational Services 8 
Health Care and Social Assistance 19 
Arts, Entertainment, and Recreation 12 
Accommodation and Food Services 79 
Other Services (except Public Administration) 81 
Religious, Fraternal, and Social Organizations 15 
Public Administration 3 
TOTAL 436 
SOURCE: Data and Analysis by Place Dynamics 

 

Business Mix 
Retail still dominates uses in the District, with 180 retail businesses making 
up 41.3 percent of the 436 businesses identified in the 
District. Other services, a category comprised mainly of 
personal services and automotive services, makes up 18.6 
percent of the total, with 81 businesses. Seventy-nine 
businesses in the accommodations and food services sector, 
almost all of them restaurants, account for 18.1 percent of all 
businesses in the District. 

A map and inventory of these businesses can be found in 
Appendix A 

Employment Patterns 
With very few people living in the District, it should come as 
no surprise that almost none of its workforce originates 
within it. What is more surprising is the area from which its 
workers are drawn. The greatest concentration may live in 
the neighborhoods surrounding the District, but a 
considerable number of workers are commuting from 
throughout the broader Indianapolis metropolitan area. Just 
40.8 percent of the 3,617 people working in the District live 
within a ten-mile distance. Because of the way in which data 

DISTANCE AND DIRECTION OF WORKERS  
COMMUTING INTO THE DISTRICT 

 
SOURCE: US Bureau of the Census, On the Map 
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is collected and processed, these figures are 
likely to include some of the staff of the 
nearby hospital and business parks.  

Over time the International Marketplace 
District has lost a considerable number of 
jobs. Since 2003 there has been a loss of 1,345 
jobs in the area, bringing the total from 4,962 
to the 2013 total of 3,617. There has also been 
a shift in the locations from which workers 
originate, with a slightly greater percentage of 
workers now drawn from areas north, 
southwest, and northeast of the District.  

There are 46,477 employed persons (primary 
jobs) within 2.5 miles of the boundary of the 
International Marketplace District. Over the 
past decade the number of workers in these 

neighborhoods has declined by only about 3.1 percent, with a decrease in 
workers under 54, and an increase in the number of older workers. This 
suggests an aging of the population, which would be consistent with 
patterns typical of mature neighborhoods. The more interesting shift has 
been the decline in the number of workers in sectors such as construction, 
manufacturing, wholesale trade, and finance and insurance, and the 
corresponding increase in workers in transportation and warehousing, 
administration and support and waste management and remediation, health 
care and social assistance, and accommodation and food services.  

Racially, this workforce is closely split 
between white workers (24,537) and all other 
races (21,940), with blacks making up most of 
the minority workforce. There are 3,170 
persons of Hispanic descent, or 6.8 percent of 
the total. It is important to note that the 
statistics reported here are for employees. 
Persons who are self-employed, in 
partnerships, or working in family businesses 
are not reported. This may mask the size of 
the minority population working in the area, 
as there are many small family-owned 
businesses in the District. 

 
 
 
 

 
 

WORKER DENSITY IN NEIGHBORHOODS NEAR THE DISTRICT 

 
SOURCE: US Bureau of the Census, On the Map 

AREAS FROM WHICH THE DISTRICT DRAWS ITS WORKFORCE 

 
SOURCE: US Bureau of the Census, On the Map 
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AREA WORKFORCE BY INDUSTRY SECTOR 

 2003 2013 CHANGE 
Administration & Support, Waste Management & Remediation 3,406 4,959 1,553 
Health Care and Social Assistance 6,299 7,715 1,416 
Transportation and Warehousing 2,820 3,398 578 
Accommodation and Food Services 3,673 4,180 507 
Mining, Quarrying, and Oil and Gas Extraction 23 17 -6 
Agriculture, Forestry, Fishing and Hunting 58 43 -15 
Management of Companies and Enterprises 690 665 -25 
Utilities 273 224 -49 
Real Estate and Rental and Leasing 844 736 -108 
Information 1,039 923 -116 
Public Administration 2,304 2,148 -156 
Arts, Entertainment, and Recreation 752 590 -162 
Other Services (excluding Public Administration) 1,541 1,318 -223 
Professional, Scientific, and Technical Services 2,346 2,023 -323 
Educational Services 3,597 3,243 -354 
Retail Trade 5,464 5,015 -449 
Construction 1,732 1,137 -595 
Wholesale Trade 2,826 2,074 -752 
Finance and Insurance 3,007 2,159 -848 
Manufacturing 5,292 3,910 -1,382 
SOURCE: US Bureau of the Census On the Map and Place Dynamics 
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Retail Market Opportunities 
The International Marketplace District serves two distinct roles. It is the 
neighborhood or community shopping district for much of the surrounding 
area, meeting most basic needs of the local population for retail and services. 
But it also has a regional market, drawing from a two or three hour radius for 
unique shopping opportunities, and especially, for its authentic ethnic 
restaurants. 

Local Market Demand 
The local market is made up of those households living nearby that regularly 
frequent businesses in the District. Its generalized trade area extends about 
two or three miles from the boundaries of the district. That trade area is 
further shaped by road patterns, natural and man-made barriers, and 
competition from other retail centers. 

Demographics  

There are currently an estimated 78,768 people living in the trade area. Slow 
growth is anticipated, which will increase this number to 80,043 over the next 
decade, assuming that current trends are unchanged. There are 30,865 
households, with an average size of 2.25 persons per household. A majority 
(69.3 percent) are homeowners, while 30.7 percent rent. About somewhat 
high 15.4 percent of the housing stock is vacant. 

Chapter Contents 
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Slightly more than half of the people living in the trade area (54.0 percent) 
are black, while white residents make up 39.5 percent of the total. Just under 
a quarter (23.7 percent) are Hispanic. 

The median income in the trade area ($39,542) is below the metropolitan 
average ($52,268). This single statistic does mask the variation across the 
trade area, though, where a third of the Census tracts falling wholly or 
partially within the trade area have a median income near, or above the 
metropolitan area median. There is further variation by age. Households 
headed by individuals between 45 and 64 have a median income similar to 
that of the metropolitan area. The youngest and oldest households have the 
lowest incomes.  

This is an area that has seen a decrease in median income in recent years, 
likely due to the effects of the Great Recession on employment. 

 

POPULATION ESTIMATES AND PROJECTIONS FOR THE TRADE AREA 

 

AGE GROUP 
2010 2015 2020 2025 

MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE 

0 to 4 3,535 3,440 2,237 2,137 1,582 1,491 1,247 1,165 

5 to 9 3,007 2,886 2,889 2,711 2,213 2,032 1,669 1,508 

10 to 14 2,666 2,579 2,842 2,665 2,561 2,339 2,059 1,839 

15 to 19 2,845 2,654 2,967 2,757 2,990 2,723 2,707 2,407 

20 to 24 3,056 3,395 3,265 3,286 3,427 3,291 3,401 3,168 

25 to 29 3,416 3,804 3,410 3,501 3,539 3,378 3,645 3,310 

30 to 34 3,215 3,467 3,080 3,252 3,091 3,060 3,179 2,958 

35 to 39 2,720 2,989 2,804 2,992 2,789 2,853 2,823 2,723 

40 to 44 2,362 2,634 2,352 2,633 2,356 2,579 2,361 2,473 

45 to 49 2,283 2,726 2,115 2,564 2,074 2,503 2,063 2,428 

50 to 54 2,272 2,718 2,174 2,613 2,081 2,515 2,036 2,441 

55 to 59 1,731 2,236 2,213 2,673 2,317 2,754 2,308 2,726 

60 to 64 1,292 1,695 1,842 2,566 2,221 3,122 2,379 3,377 

65 to 69 809 1,021 1,294 1,761 1,773 2,489 2,099 2,990 

70 to 74 534 729 817 1,029 1,214 1,570 1,585 2,084 

75 to 79 398 651 477 692 702 983 983 1,397 

80 to 84 295 507 293 518 385 626 551 877 

85+ 203 415 461 887 730 1,368 1,095 1,986 

SUBTOTAL 36,640 40,547 37,531 41,238 38,043 41,676 38,187 41,856 

TOTAL 77,186 78,768 79,718 80,043 

SOURCE: ESTIMATES AND PROJECTIONS PREPARED BY PLACE DYNAMICS 
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Market Potential 

Although containing many lower-income households, the International 
Marketplace District’s trade area has a sufficient population to generate over 
a half-billion dollars in retail demand. Retail stores in the District capture 
nearly the same amount in aggregate annual sales. 

The District does contain several new and used car dealerships, including 
large used car chains like Drive Time and Car Max. Their presence helps to 
generate a very large volume of sales, although it has been noted that many 
of the dealers are relocating to emerging concentrations of dealerships in the 
suburban area. In addition to the sales they generate, the auto dealers play 
an important role in supporting nearby businesses, in that they advertise 
heavily and pull in customers from more remote locations, who might not 
otherwise have a reason to come into the District. 

In the short term it will be desirable to have the auto dealers remain in the 
District for the traffic they generate, but their migration to another location 
may be inevitable. 

 

AUTO-RELATED RETAIL CATEGORIES 

DESCRIPTION 

2015 
TRADE AREA 

MARKET 
POTENTIAL 

STUDY AREA 
ESTIMATED 

SALES 
MARKET SHARE 
OF TRADE AREA 

GAP OR 
(SURPLUS) 

New car dealers $91,249,000 $64,742,000 35% $26,507,000  
Used car dealers $8,688,000 $121,043,000   ($112,355,000) 
Recreational vehicle dealers $3,135,000 $0 0% $3,135,000  
Motorcycle, boat, other motor vehicle dealers $6,036,000 $0 0% $6,036,000  
Automotive parts and accessories stores $5,534,000 $10,100,000 87% ($4,566,000) 
Tire dealers $3,683,000 $3,890,000 86% ($207,000) 
Gasoline svc. stations with convenience stores $43,324,000 $35,400,000 50% $7,924,000  
Other gasoline stations $15,171,000 $0 0% $15,171,000  
SOURCE: ESTIMATES PREPARED BY PLACE DYNAMICS 
 

There are eleven grocery stores in the District including two chain stores; Aldi 
and Save-a-Lot. Two of the remaining stores, Saraga and Carniceria 
Guanajuato, are full-size groceries comparable to the larger chains in the 
number of SKUs stocked, although having a greater concentration of ethnic 
items. The others are smaller independent or local chains catering mostly to 
specific ethnic markets. That ethnic character does appear to be a barrier 
discouraging some households in the trade area from shopping at these 
stores, as opposed to the more familiar national chain stores. 

There is the potential to bring additional specialty food retailers into the 
District. Especially where they can earn a reputation for uniqueness and the 
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quality of products they sell, these businesses are able to cross cultural 
divides and attract customers from a greater distance. They are a business 
that will contribute to, and benefit from establishment of a destination retail 
and dining district. 

Walgreens and CVS both have pharmacies in the International Marketplace, 
in close proximity to the Eskanazi Clinic. Walmart and Meijer both have a 
pharmacy, though their sales will be included under superstores and 
warehouse clubs. Target and Marsh stores west of the District also have 
pharmacies. 

 

 

The kinds of stores selling merchandise that is commonly found in 
department stores are collectively given the term “GAFO”; an acronym 
meaning general merchandise, apparel and accessories, furniture and 
furnishings, and other. This grouping includes: 

 General merchandise stores (NAICS 452). 

 Clothing and clothing accessories stores (NAICS 448). 

 Furniture and home furnishings stores (NAICS 442). 

 Electronics and appliance stores (NAICS 443). 

 Sporting goods, hobby, book, and music stores (NAICS 451). 

 Office supplies, stationery, and gift stores (NAICS 4532). 

With the exception of general merchandise stores, the stores in this grouping 
would be good targets for recruitment or development within the district. 
Many of the stores would benefit from an ethnic or cultural focus to their 

GROCERY AND HEALTH-RELATED RETAIL CATEGORIES 

DESCRIPTION 

2015 
TRADE AREA 

MARKET 
POTENTIAL 

STUDY AREA 
ESTIMATED 

SALES 
MARKET SHARE 
OF TRADE AREA 

GAP OR 
(SURPLUS) 

Supermarkets and other grocery stores $60,792,000 $49,050,000 50% $11,742,000  
Meat markets $710,000 $250,000 35% $460,000  
Fish and seafood markets $234,000 $200,000 86% $34,000  
Fruit and vegetable markets $435,000 $0 0% $435,000  
Other specialty food stores $710,000 $2,300,000  ($1,590,000) 
Beer, wine, and liquor stores $4,715,000 $1,450,000 31% $3,265,000  
Pharmacies and drug stores $24,869,000 $15,800,000 64% $9,069,000  
Cosmetics, beauty supplies, and perfume stores $1,217,000 $3,010,000 90% ($1,793,000) 
Optical goods stores $988,000 $1,785,000 90% ($797,000) 
Other health and personal care stores $1,747,000 $250,000 9% $1,497,000  
SOURCE: ESTIMATES PREPARED BY PLACE DYNAMICS 
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product mix, selling products distinctive of a particular world region, but 
targeting a discerning mass market. Well-known chain examples of this type 
of store include Ten Thousand Villages, Pier 1 Imports, or World Market. 

 

GAFO RETAIL CATEGORIES 

DESCRIPTION 

2015 
TRADE AREA 

MARKET 
POTENTIAL 

STUDY AREA 
ESTIMATED 

SALES 
MARKET SHARE 
OF TRADE AREA 

GAP OR 
(SURPLUS) 

Department stores (excl. discount dept. stores) $10,236,000 $0 0% $10,236,000  
Discount department stores $18,004,000 $16,356,000 47% $1,649,000  
Warehouse clubs and supercenters $41,548,000 $115,000,000   ($73,452,000) 
All other general merchandise stores $5,639,000 $15,478,000  (9,839,000)  
Men's clothing stores $1,116,000 $2,331,000 57% ($1,215,000) 
Women's clothing stores $5,020,000 $4,125,000 21% $895,000  
Children's and infant's clothing stores $1,523,000 $0 0% $1,523,000  
Family clothing stores $12,108,000 $2,781,000 7% $9,327,000  
Clothing accessories stores $735,000 $80,000 3% $655,000  
Other clothing stores $1,408,000 $0 0% $1,408,000  
Shoe stores $3,453,000 $7,500,000 65% ($4,047,000) 
Jewelry stores $3,794,000 $3,116,000 29% $678,000  
Luggage and leather goods stores $240,000 $0 0% $240,000  
Furniture stores $7,578,000 $13,250,000  ($5,672,000) 
Floor covering stores $2,555,000 $900,000 23% $1,655,000  
Other home furnishings stores $3,899,000 $700,000 11% $3,199,000  
Appliance, television, other electronics stores $10,967,000 $17,975,000  ($7,008,000) 
Computer and software stores $2,605,000 $700,000 21% $1,905,000  
Camera and photographic supplies stores $490,000 $0 0% $490,000  
Sporting goods stores $4,442,000 $1,550,000 12% $2,892,000  
Hobby, toy, and game stores $2,172,000 $400,000 11% $1,772,000  
Sewing, needlework, and piece goods stores $633,000 $0 0% $633,000  
Musical instruments and supplies stores $711,000 $0 0% $711,000  
Book stores and news dealers $2,260,000 $0 0% $2,260,000  
Prerecorded tape, compact disc, record stores $469,000 $1,150,000 61% ($681,000) 
Office supplies and stationery stores $2,882,000 $2,300,000 48% $582,000  
Gift, novelty, and souvenir stores $2,321,000 $150,000 4% $2,171,000  
SOURCE: ESTIMATES PREPARED BY PLACE DYNAMICS 
 

The remaining retail store types comprise a diverse set. Many sell 
neighborhood or community level shopping goods, such as hardware or pet 
supplies. In general, the conditions for these stores are similar to those of the 
food and health-related cluster. If the use is not found within the District, it 
is often located nearby. For instance, Home Depot is located a short distance 
west on 38th Street. It is interesting to note the lack of a hardware store 
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(similar to an Ace Hardware or True Value) anywhere in the vicinity. The high 
proportion of renter households likely plays a role in this. If there were a 
significant increase in home ownership, particularly east and south of the 
District, this might be an opportunity for attraction.  

Of the remaining store types, pet supplies and art dealers would be the most 
likely candidates for development. Both could fit within the vision of a 
destination retail district. 

 

 

Regional Market Demand 
People are already driving a considerable distance to visit businesses in the 
International Marketplace District. Some of these businesses may be 
catering to a particular culture, but others, especially the restaurants, have a 
following that crosses cultural lines. The District’s best opportunity to attract 
new businesses and revitalize underutilized commercial space is in capturing 
regional demand for a destination retail, dining, cultural, and entertainment 
district. 

Rather than simply seeking to draw on trade area households as a source of 
customers, existing and new businesses in the International Marketplace can 
adjust their merchandise and marketing strategies to attract more lucrative, 
middle and upper-income households from a greater distance. There are 1.3 
million people living within just a half-hour drive, and that number swells to 

OTHER RETAIL CATEGORIES 

DESCRIPTION 

2015 
TRADE AREA 

MARKET 
POTENTIAL 

STUDY AREA 
ESTIMATED 

SALES 
MARKET SHARE 
OF TRADE AREA 

GAP OR 
(SURPLUS) 

Home centers $17,324,000 $31,000,000  ($13,676,000) 
Paint and wallpaper stores $1,257,000 $3,211,000   ($1,954,000) 
Hardware stores $2,636,000 $0 0% $2,636,000  
Other building material dealers $15,505,000 $0 0% $15,505,000  
Outdoor power equipment stores $745,000 $0 0% $745,000  
Nursery, garden center, and farm supply stores $4,227,000 $0 0% $4,227,000  
Florists $795,000 $350,000 31% $445,000  
Used merchandise stores $1,318,000 $3,300,000   ($1,982,000) 
Pet and pet supplies stores $1,446,000 $350,000 23% $1,096,000  
Art dealers $1,947,000 $0 0% $1,947,000  
Manufactured (mobile) home dealers $82,000 $0 0% $82,000  
All other miscellaneous store retailers $2,746,000 $150,000   $2,596,000 
Non-store retailers $30,382,000 $0 0% $30,382,000  
SOURCE: ESTIMATES PREPARED BY PLACE DYNAMICS 
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over 15 million within about three hours – a distance that several businesses 
report having customers already drive to shop their store or dine. 

The market potential is considerable. Just capturing about one percent of 
the spending within a two-hour radius – which comes out to about $82 per 
person – would nearly double the volume of sales currently captured by all 
businesses within the District. According to the Indiana Department of 
Tourism Development, each Indiana visitor in 2013 spent an average of $142 
locally on transportation, hotel, food and beverage, shopping and 
entertainment per trip. 

 

DRIVE TIME AREA DEMOGRAPHIC AND MARKET SUMMARY 

 
DRIVE TIME FROM LAFAYETTE SQUARE 

½ HOUR 1 HOUR 2 HOURS 3 HOURS 
Population 1,330,400 2,145,200 5,294,100 15,075,800 
Households 515,500 832,200 2,084,600 5,833,800 
Average Household Size 2.49 2.53 2.46 2.51 
Median Age 35.3 36.4 37.0 37.2 
Median Household Income $49,474 $50,980 $45,461 $47,601 
Owner Occupied Housing (%) 55.0 59.4 58.3 59.0 
Race (%): 
  White 
  Black 
  Asian 

 
70.5 
19.2 

2.7 

 
76.1 
13.7 

2.5 

 
79.4 
12.6 

2.3 

 
77.0 
15.0 

2.1 
Hispanic Origin (%) 11.6 9.5 6.4 7.6 
Occupation: 
  White Collar (%) 
  Blue Collar (%) 
  Services (%) 

 
63.9 
19.3 
16.9 

 
61.8 
21.6 
16.7 

 
58.0 
24.0 
18.0 

 
57.8 
24.4 
17.9 

Market Potential: 
  Retail Goods (000’s) 
  Dining Out (000’s) 
  Travel (000’s) 

 
$12,052,077 

$1,674,257 
$941,332 

 
$19,321,648 

$2,658,668 
$1,502,367 

 
$43,506,176 

$5,857,719 
$3,258,840 

 
$124,267,220 

$26,990,146 
$9,471,995 

SOURCE: ESRI / Place Dynamics 
 

Regional retail in the Indianapolis metropolitan area is concentrated in the 
northern and southern quadrants, at properties along of Interstate 465. Over 
time, the regional malls east and west of the city center have largely failed, 
with vacancies over 50 percent, while the northern and southern malls have 
retained and added tenants, and attracted new investment. The City Centre 
Mall, in downtown Indianapolis, has also been successful, though it has also 
seen some of its anchor space converted to office uses after the departure of 
Nordstrom’s. 
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REGIONAL SHOPPING CENTERS IN THE INDIANAPOLIS MARKET 

MALL  (OWNER) ANCHOR TENANTS 
FLOOR 

AREA 
YEAR 

OPENED 
NUMBER 

OF STORES 
Greenwood Park Mall (Simon) JCPenney, Macy's, Sears, Von Maur 1,290,000 1966 147 
Lafayette Square Mall (Ashkenazy 
Acquisition Corp.) 

Burlington Coat Factory, Shopper’s 
World 1,200,000 1968 65 

Clay Terrace (Glimcher) Whole Foods 511,000 2004 69 
The Fashion Mall at Keystone  Saks Fifth Avenue, Nordstrom 710,000 1973 61 
Castleton Square Mall (Simon) Macy's, Von Maur, JCPenney, Sears 1,383,000 1972 133 
Washington Square Mall (JLL) Burlington Coat Factory, Target 953,000 1974 60 
City Centre Mall (Simon) Carson Pirie Scott 771,000 1995 101 
SOURCE: Online data retrieved by Place Dynamics, October 2015 

 

Aside from regional malls, the International Marketplace District will 
compete with other destination dining and shopping areas. In most cases 
these will be downtown or neighborhood districts with concentrations of 
mostly local, independent businesses. While none of the destination districts 
in the Indianapolis region has an international theme, they do have the 
advantage of being quaint, attractive, walkable areas. Examples might 
include downtown Carmel, downtown Zionsville, and Nashville. To some 
extent, lifestyle centers like Clay Terrace in Carmel try to mimic a similar 
environment. 
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Dining Market 
Restaurants are a driving force in the International Marketplace’s ongoing 
revitalization. Perhaps more than any other type of business, they are able 
to bridge cultural divides and attract patrons from across Indianapolis and a 
broader region. 

Market Demand 
Potential spending at restaurants is made up of demand from people living 
in the trade area, workers who live outside of the trade area but commute 
into the area, and visitors. The trade area for restaurants is identical to that 
of the retail sector.  

Total resident and worker demand for dining out is currently estimated at 
$78.3 million, and is anticipated to grow considerably, to $109.5 million by 
2025. 

While the majority of spending in these categories is by households living in 
the trade area, 12,247 workers within a two-mile radius of the intersection of 
Lafayette Road and Georgetown Road spend slightly over $12 million per 
year on meals near their place of employment. The bulk of this spending is 
during the lunch period, and could be captured in the District. 

 

ESTIMATED TRADE AREA RESIDENT AND WORKER SPENDING AT RESTAURANTS 

RESIDENT SPENDING 2015 2020 2025 

Full service restaurants $33,767,032 $40,873,960 $48,674,951 

Limited service restaurants $29,132,342 $35,263,809 $41,994,076 

Other dining venues $3,310,493 $4,007,251 $4,772,054 

 Total $66,209,867 $80,145,019 $95,441,081 

WORKER SPENDING 2015 2020 2025 

Full service restaurants $5,493,396 $5,917,948 $6,375,311 

Limited service restaurants $6,629,961 $7,142,351 $7,694,340 

 Total $12,123,357 $13,060,299 $14,069,651 

TOTAL SPENDING 2015 2020 2025 

Full service restaurants $39,260,428 $46,791,908 $55,050,262 

Limited service restaurants $35,762,302 $42,406,159 $49,688,416 

Other venues $3,310,493 $4,007,251 $4,772,054 

Total $78,333,224 $93,205,318 $109,510,732 

SOURCE: ESTIMATES PREPARED BY PLACE DYNAMICS 

 

The market potential may be further broken out by full service restaurants, 
limited service restaurants, and other eating places. This last category makes 
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up only about five percent of all spending on food away from home, and is 
made up of several venues including food served in schools, hotel and 
conference facilities, recreation areas, bars, food trucks, and similar 
operations. Limited service restaurants include fast and fast casual formats, 
buffets and cafeterias, and snack and beverage places such as coffee shops. 
The distinguishing characteristic of limited service restaurants is that they do 
not provide table service. 

Except among workers, the majority of spending is at full service restaurants. 
Workers tend to spend primarily on lunch, followed by breakfast, and prefer 
limited service establishments that provide quicker service. 

Competition 
Restaurants are found scattered throughout the metropolitan area, 
however, there are a handful of noteworthy concentrations along suburban 
corridors. The nearest of these concentrations are found on Rockville Road 
in Avon, along Michigan Road near Interstate 465, in Broad Ripple, and in the 
downtown. Smaller concentrations with a greater number of fast and fast 
casual restaurants are found on 38th Street at Interstate 465, at Georgetown 
Road and 56th Street, and on Crawfordsville Road at Interstate 465. 

The selection of restaurants along Rockville Road and 
Michigan Road heavily favors well-known national chains. 
Their strengths lie in their name recognition, high-traffic 
locations, and proximity to suburban households, rather than 
the uniqueness of their food. Downtown and Broad Ripple 
have a large number of independent restaurants offering 
unique food, along with chains. While there are some ethnic 
restaurants in both locations, the majority tend to serve 
American and European cuisine. 

There are relatively few fast or fast casual restaurants or 
snack and beverage businesses in the District, despite there 
being 12,247 workers in close proximity.  

Visitor Market 
The District’s regional draw for dining is already established 
and can be grown to capture a much larger market. Any 
visitor to Indianapolis might be attracted to the International 
Marketplace to visit its restaurants, and better tourism 

marketing can help to generate more trips. The best opportunity, though, 
lies in developing a strong market presence that causes people to plan a visit 
with the intention of dining in the District. The bulk of this market lies within 
a three-hour drive from Indianapolis. 

The size of this market has already been discussed earlier in the analysis. The 
population swells from 1.3 million people living within a half hour and 

 

Employment concentrations within a five mile radius 
of Lafayette Road and Georgetown Road. 
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spending an aggregate $1.67 billion annually on dining out, to over 15 million 
people living within three hours of the district. This dining market potential 
is slightly less than $27 billion per year. 

 

DRIVE TIME AREA DEMOGRAPHIC AND MARKET SUMMARY 

 
DRIVE TIME FROM LAFAYETTE SQUARE 

½ HOUR 1 HOUR 2 HOURS 3 HOURS 
Population 1,330,400 2,145,200 5,294,100 15,075,800 
Market Potential: 
  Dining Out (000’s) 
  Travel (000’s) 

 
$1,674,257 

$941,332 

 
$2,658,668 
$1,502,367 

 
$5,857,719 
$3,258,840 

 
$26,990,146 

$9,471,995 
SOURCE: ESRI / Place Dynamics 

 

Restaurants in the International Marketplace will compete on the quality and 
authenticity of their food and the experience they provide. Overall, the 
District will be effective if it can continue to grow the concentration of ethnic 
restaurants, add destination retail to create a larger attraction, and 
effectively market to attract regionally. 
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The District as an Employment Center 
Aside from a small number of medical offices and the auto salvage and other 
manufacturing or trade services businesses at the center of the District, the 
International Marketplace has not been a location where businesses 
generating primary employment have located. This is a missed opportunity. 
The District’s location along Interstate 65, within close proximity to the 
downtown and suburban employment centers, make it a desirable location 
for office and flex industrial buildings. Low vacancy rates in the business park 
north of 38th Street and east of Interstate 65 attest to the area’s potential. 

The Indianapolis Market 
A survey of market statistics compiled by commercial brokers operating in 
the Indianapolis reveals positive to mixed signals for office and 
manufacturing space demand through the third quarter of 2015. 

Office Market 

Estimates of overall office vacancy rates range from 15.7 percent to 17.1 
percent. The differences are due to different data and methods used by each 
company to track these statistics, yet the overall results are very similar. All 
show positive net absorption and decreasing vacancy over a sustained 
period.  

Vacancy rates are higher in the downtown than in the suburbs. The same is 
true of average rent, although suburban lease prices have been increasing at 
a much faster rate than in the downtown. Asking rents are in a range from 
$17.30 to $18.91 per square foot. Class A space is asking at $19.72 to $20.73 
per square foot. Regionally, the northwest submarket falls around average 
in vacancy and lease rates, while the western submarket has a vacancy rate 
running about 25 percent higher, and average lease rates about 20 percent 
lower than the Indianapolis 
market average. The lack of 
class A space in the 
submarket is the primary 
reason for the lower average 
rent in the western 
submarket. The 
International Marketplace 
may be grouped into either 
area, depending on how 
individual companies map 
submarkets. 

Marion County has added 
about 32,000 new jobs over 
the past five years. The 
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entire Indianapolis region has added about 81,800. The majority of this has 
been in service occupations. This growth is anticipated to continue, and 
Indianapolis has one of the lowest unemployment rates among large cities 
in the Midwest. As a result, demand for office space will continue to expand 
over the next several years. Net office absorption and new office 
construction has typically been strongest in the downtown, north, and 
northwestern submarkets, where much of this new employment may be 
captured. 

Manufacturing/Flex Market 

Estimates of industrial vacancy rates ranged from 5.9 percent to 8.0 percent 
in the third quarter of 2015. Vacancy rates for manufacturing space are 
slightly higher than warehouse and distribution. The highest rates of vacancy 
are found in flex space, which is to be expected, given that these are usually 
multi-tenant buildings with higher turnover among small footprint users. 

While net absorption has been high, there has also been a great deal of new 
space added. Over 5.0 million square feet of industrial space has been added 
in the first nine months of the year, following the addition of 4.7 million 
square feet in all of 2014. Most of the new construction has been build-to-
suit. Another 2.6 million square feet is under construction and will come 
online through 2016. 

Asking rents for warehouse, manufacturing, and flex space vary considerably 
across the region. Downtown manufacturing and warehouse space is among 
the least expensive in the metropolitan region, yet it also has the most 
expensive flex space. The northwest and western submarkets are closest to 
the metropolitan area average. They also have the highest vacancy rates for 
flex space, but this may be partly due to new buildings recently completed. 

Strengths of the International Marketplace 
The International Marketplace District has unique qualities that it can use to 
carve out a competitive position in the market. These include: 

 A location in the northwestern corridor, in close proximity to both 
downtown and suburban employment centers. 

 Development sites adjacent to Interstate 65, with highway visibility. 

 Affordably priced land and the availability of financial incentives that 
will allow developers to offer Class A products at favorable lease 
rates. 

 Inherent qualities of the District, including its branding as the 
International Marketplace, foreign business ties of area residents 
and business owners, and the language skills available in the local 
workforce. 
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The International Marketplace can position itself as the premier location for 
Indiana businesses engaged in foreign trade, and as the best location for 
foreign companies engaged in business in Indiana and beyond. 

The Indy Chamber has already identified export growth as a strategy for 
economic development in the Indianapolis region. The Global Cities 
Initiative recognizes that international trade is made complicated by 
differences in law and culture, lack of familiarity, and the need for logistics 
that prevent SMEs from exporting. The Chamber notes that Indianapolis 
companies need export market information, training, coaching, and 
connections, and businesses and community leaders recognize the need for 
a stronger metro emphasis on developing and attracting talent with global 
experience and perspective. The International Marketplace District has the 
resources to meet many of these needs. 

Trade is a two-way street, though, and the International Marketplace should 
focus equally, or even more so, on attracting the U.S. or Indiana-based 
offices of foreign companies conducting business in North America. As the 
place where foreign cultures are celebrated and where immigrants come to 
live and open businesses, the District will be recognized as both a good and 
comfortable place for foreign businesses to set up their operations. The 
welcoming environment and presence of people, businesses, and 
organizations is a strong inducement to locate in the area. 

Many area residents and business owners have ties to their native country. 
These networks can be tapped to help identify foreign businesses that may 
be prospects for recruitment. They may also be an asset in the recruitment 
process, helping with language and customs, and providing testimonials that 
will carry weight with foreign business location decision-makers. 

Potential Office/Flex Development 
Office and flex space are the products best suited to the International 
Marketplace. The prime sites for development are along Commercial Street 
and along Interstate 65 frontage on the Lafayette Mall property.  

Manufacturing and warehouse uses are not recommended for the 
International Marketplace. These usually require large sites with a greater 
ratio of land to buildings, generate fewer jobs per square foot with lower 
average worker spending in the local area, and will contribute less to 
transforming the character of the District. 

The availability of multi-tenant office and flex spaces will meet the demand 
of a larger number of companies for smaller leased office and light 
manufacturing spaces, that create a greater number and diversity of 
employment opportunities for area residents. 
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The Potential for Housing 
Housing has never been a significant use within the International 
Marketplace District. It could be. While the Indianapolis region is continuing 
to grow outward, the District is situated conveniently for major employment 
centers downtown and in the northwestern quadrant. The preferences of 
upcoming generational markets favor walkable urban neighborhoods in 
close proximity to the unique dining, shopping, and entertainment that 
characterize the International Marketplace. Already, the downtown and 
other central neighborhoods are beginning to see new housing developed to 
capture the emerging market.  

Indianapolis’ Housing Market 
Growth patterns in the Indianapolis market have been consistent over the 
course of many years, with one exception. The north suburban area, and to 
a lesser extent, southern suburban areas have received the bulk of new 
residential development and population growth. Only more recently has 
there been a renewed interest in living within the central business district. 
Though the total is only about 2,000 new units over the last decade, the 
trend is gaining momentum, and is attracting higher-income households 
into the core. Meanwhile, other inner city neighborhoods continue to lose 
population.  

Forecasts by the U.S. Census Bureau predict that the Indianapolis-Carmel 
metropolitan area will account for 62 percent of Indiana’s population growth 
between 2010 and 2030. The north suburban area will see the greatest 
growth. Carmel’s population grew from 53,562 in 2000 to 85,927 in 2013. 
During that same period, Fishers more than doubled from 39,043 to 83,891 
residents. But while Hamilton County is projected to continue as the state’s 
fastest-growing through 2050, Hendricks County, on the west side of the 
metropolitan area, will come in second with a projected 84 percent increase 
in residents. New subdivisions in outlying areas are also contributing to a 
high percentage rate of growth south of city.  

Most of the neighborhoods in the 
metropolitan area that are losing population 
are found inside of Interstate 465.  All of the 
neighborhoods ringing the downtown lost 
population, with the most significant losses 
north of the downtown in the Northwest-
Riverside, Mapleton-Fall Creek, Martindale-
Brightwood, and Near Eastside 
neighborhoods. Other areas losing 
population tended to be found to the 
northwest, although the Speedway 
Neighborhood also posted a loss. Many  

SOURCE: US Bureau of the Census 
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reasons might be suggested for the decreases in population, including the 
aging (and associated downsizing) of established households, employment 
losses within central neighborhoods and the rise of suburban employment 
centers, and the availability of modern, new homes in outlying suburbs. 

Indianapolis’ core areas have become 
more racially and ethnically diverse over 
time. Part of this can be attributed to the 
movement of white households to 
suburban neighborhoods, but migration is 
also a significant factor. Since 2010, 
Marion County has gained an annual 
average of 1,043 new residents as a result 
of migration, comprised of a net loss of 
1,674 migrants to other places in Indiana 
and the United States, and an average of 
2,717 migrants into the county from 
foreign countries.1  Foreign immigrants to 
Indianapolis are increasingly better 
educated and arriving with valuable skills 
that can support the city’s advanced 
manufacturing, technology, life sciences, 
and other industries.  

Since 2010, the Census Bureau estimates 
that Asian population has grown by 5,365 
persons (28.2 percent). The Hispanic 

population has increased 7,306 persons (8.6 percent) and the black 
population has increased by 16,351 persons (6.3 percent). In percentage, 
Asians are the fastest-growing racial group within Indiana, with incomes 
nearly identical, and even somewhat higher than white households in the 

                                                                    
1 ProximityOne estimates, October 2015 

MIGRATION TO AND FROM MARION COUNTY 

 
SOURCE: Screen capture from Forbes.com, November 2015 

MEDIAN HOUSEHOLD INCOME BY RACE IN 2013 

 NUMBER PERCENT OF MEDIAN 
Median Household Income - All $42,334  
White Alone $49,685 117.4 
Black Alone $30,576 72.2 
Asian Alone $50,331 118.9 
Other Race Alone $29,386 69.4 
White/Not Hispanic $50,706 119.8 
Hispanic $28,968 68.4 
SOURCE: US Bureau of the Census, American Community Survey 
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city. At the same time, incomes for black, Hispanic, and other minority-
headed households lag the overall median. 

Market Demand for Housing 
Demand for new housing in Marion County is 
anticipated to remain at current levels for the 
foreseeable future, as steady employment 
growth continues. Marion County has added 
an average of more than 8,000 jobs per year 
since 2010. Many of these jobs have been in 
the central business district. At the same 
time, new housing has been added in 
walkable, mixed-use developments in the 
downtown, and some nearby neighborhoods 
are beginning to experience a renaissance as 
people move in to enjoy the urban character 
and proximity to jobs. Residents may 
similarly be attracted to quality mixed-use 
and residential development projects in a 
revitalizing International Marketplace, due to its diversity, and proximity to 
jobs in the downtown or on the north side. The Polis Center at IUPUI has 
observed that “these reemerging urban areas are driven by the Millennial 
preference for dense, walkable neighborhoods. College-educated 25 to 34 
year-olds are moving to central Indianapolis at more than twice the rate of 
migration to the metro as a whole – up 67% from 2000 to 2012.” 

 

RESIDENTIAL BUILDING PERMITS ISSUED IN INDIANAPOLIS 

 
NUMBER OF UNITS 

2010 2011 2012 2013 2014 
Single-family 619 517 472 562 572 
Two to four unit buildings 58 46 15 36 51 
Multifamily buildings with 5 or more units 665 561 64 635 503 
TOTAL 1,342 1,124 551 1,233 1,126 
Metro area total 5,921 5,009 4,746 7,570 7,455 
SOURCE: State of the Cities Database, HUD 

 

Competition 
Demand for new housing in the Indianapolis area has been consistently 
strongest in the suburban periphery, with only recent interest in the central 
business district and a small number of core neighborhood areas. Lower-
income, immigrant, and minority populations have been the predominant 

  

SOURCE: Quarterly Census of Employment and Wages 
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set of buyers of homes in neighborhoods closer to the core, in no small part 
because of the affordability of existing housing. 

In some ways, the International Marketplace bridges the core and suburban 
areas. The District was just outside the suburban fringe in the pre-World War 
Two era, and neighborhoods around the District that developed following 
the war still have the higher densities of pre-war suburbs. North and west, 
the development pattern is more typical of current subdivisions, and the 
west end of the trade area contains some very attractive, large lot 
subdivisions with a pocket of affluent households.  

Redevelopment costs in the International Marketplace will tend to dictate 
that the bulk of new residential development be multifamily, and the District 
will benefit by the introduction of a high number of middle-income 
households. Proposed residential developments will be competing with 
apartment and condominium complexes that are either very suburban in 
character, or the urban, mixed-use, walkable developments being 
constructed in the downtown. It is this latter group that development in the 
District should target by offering the same urban character and place 
amenities, but at a lower cost realized through lower acquisition, site 
clearance, and development costs. 

Buyers or renters will be attracted by a more central location with easy 
access to downtown and northwestern employment centers, nearby 
international culture (dining and shopping), and lower rental or ownership 
costs. The attractiveness of the area should be enhanced through the 
addition of high quality amenities such as parks and greenways, and a 
walkable urban form. 

Market Opportunity Analysis 
In any market analysis, but perhaps even more so with housing, it is advisable 
to remember the adage that “trend is not destiny”. The quantitative 
elements of a market analysis use mathematical equations to process past 
data and project trends – with the critical assumption that the forces shaping 
those trends remain unchanged. But changing those trends is exactly what 
the International Marketplace Coalition and its partners is seeking to do, by 
introducing housing into an area where it does not exist while simultaneously 
enhancing the surrounding neighborhood. Furthermore, the housing 
envisioned is not widely available in the market, but consists of products for 
which there is a growing demand among Boomer and Millennial households 
that represent the largest number of new buyers and renters. 

The numbers shared in this analysis might better be considered a starting 
point for predictions about what could be the demand for housing in the 
International Marketplace District. They have been calculated for an area 
corresponding to the District’s trade area. As residential development 
occurs, its success will be an indicator of greater potential to draw more 
people to live in the area. 
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Prior Planning 
Several plans have been prepared for all or part of the area now defined as 
the International Marketplace District. These documents will help to guide 
goals, policies, outcomes, and strategies for the district. 

Community Revitalization Enhancement District (2004)  
The Lafayette Square Area Community Revitalization Enhancement District 
(CRED) covers a majority of the International Marketplace District. It was 
established during a period in which several mall anchors and big box stores 
closed, leaving behind large vacancies. The CRED was designated to help 
fund acquisition and redevelopment costs, streetscape improvements, 
improved safety, and image enhancement for the area. The boundaries of 
the CRED are smaller than those of the International Marketplace District, 
leaving out some areas considered vital to the transformation of the District. 
LISC and the International Marketplace Coalition may propose amending 
the CRED boundaries to include parts of the District that have been left out 
of the CRED. 

There are two primary benefits of 
establishing a CRED. Owners of property in 
a CRED are eligible for a state tax credit for 
25 percent of the eligible costs related to 
development or redevelopment of 
property, including acquisition, demolition, 
remediation, construction, and other 
expenses. Communities may recapture up 
to 75 percent of incremental state sales tax 
collections and 75 percent of state personal 
income tax collections within the CRED, up 
to $1 million annually, for a period of up to 
fifteen years. The recaptured sales and 
income taxes may be used to  acquire and 
redevelop property, or to repay debt 
obligations issued by the community in 
furtherance of economic development 
objectives in the district. 

A CRED plan is required to enumerate goals 
for the district. The following goals were 
established in the 2004 plan:  

 Eliminate obsolete buildings that 
create an economic and social liability 
for the Lafayette Square Area. 

Chapter Contents 

Community Revitalization 
Enhancement District 

An International 
Marketplace: The 
Lafayette Square Area 
Plan 

International Marketplace 
Gateway Study 

Zoning and Land Use 

 
Existing boundaries of the Community Revitalization 
Enhancement District (CRED). 
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 Provide the necessary utility infrastructure at acceptable levels of 
service to accommodate existing needs as well as new demands as 
proposed development occurs within the Lafayette Square Area. 

 Create a safe, efficient traffic circulation system that provides sufficient 
access by all modes of transportation between activity centers within 
the Lafayette Square Area and the balance of the community. 

 Provide for the public health, safety and welfare of the community to 
increase street activity and counter negative perceptions about the 
Lafayette Square Area. 

 Promote the economic vitality of the Lafayette Square Area. 

 Prevent the future occurrence of slum and blight. 

 Encourage the reuse of those properties that, by virtue of their location, 
condition, or value, no longer function at their highest potential 
economic use. 

 Using the Lafayette Square Area Plan, establish a land use pattern that 
reflects the area as a community of diversified interests and activities, 
while promoting compatibility and harmonious land-use relationships. 

The City of Indianapolis will commit $2.6 million in funding within the CRED. 
Potential investments are initially screened by a Project Review Panel. The 
CRED Steering Committee then considers the projects and makes a 
recommendation to the City. 

In establishing the district, the City of Indianapolis enumerated many issues 
that are still relevant today: an over-developed retail sector; obsolete 
development patterns; low aesthetic quality, inadequate storm water 
management, traffic access barriers; and aging and deteriorating private 
property improvements. The report also makes note of public safety 
concerns among potential patrons of the district, as well as developers, 
rightly noting that “it is past history and/or the perception of crime rather 
than actual current crime statistics that motivate or influence development 
decisions” and “consumers are unwilling to venture into public places when 
they are fearful of harm”. 

An International Market Place: The Lafayette Square Area 
Plan (2010) 
The Lafayette Square Area Plan was adopted in 2010, and updates an earlier 
plan for the area that was prepared in 1999. The plan recommends 
transforming the area “from the once regional commercial epi-center to one 
that is more predominately mixed uses”. 

The plan focuses actions in five categories: 1) transportation; 2) economic 
development; 3) land use; 4) aesthetics and urban design; and 5) community. 
It notes the presence of a strong neighborhood organization, cultural 

Lafayette Square Area 
Plan Vision Statement 

The International Market 
Place will be a thriving 

cultural, commercial, and 
connected regional 

destination in Northwest 
Indianapolis. Offering 

unique retail, recreational, 
and employment 

opportunities for area 
residents and visitors, this 
destination will celebrate 
the community’s ethnic 

diversity in a pedestrian-
friendly, aesthetically 

pleasing environment and 
will be known as the 

international marketplace 
of Central Indiana. 
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diversity, and several initiatives related to branding and public safety. 
Opposing these positive forces are constraints including fragmented 
property ownership, negative perceptions, reluctance on the part of the 
development community, street patterns, and poor aesthetics. 

Recommended actions address ten specific issues: 

 Business development and retention 

 Business diversity 

 Marketing capability 

 Crime prevention 

 Youth involvement 

 Walkability 

 Accessibility 

 Traffic congestion 

 Aesthetic character 

 Drainage  

While containing many objectives that may still be relevant, the plan also 
contains recommendations that may run counter to creating a successful 
neighborhood. One of these is related to transportation; the 
recommendation to “encourage development of frontage roads in new 
developments and redevelopment areas to facilitate internal circulation 
patterns that do not rely heavily on the major public roads”. Frontage roads 
will worsen the impact of wide thoroughfares on walkability and aesthetics, 
and perhaps lead to additional congestion. Rather, an internal road pattern 
should be developed. 

The second concern relates to future land use. The 2004 plan recommends 
that nearly the entire district remain commercial, with some small areas of 
mixed use, office, industrial, and special uses. This land use pattern no longer 
reflects the realities of the market, where the District is not a regional 
commercial center and the uses that may locate there will tend to not need 
the large commercial footprints created by this land use pattern. 

International Marketplace Gateway Study (2011) 
The International Marketplace Gateway Study is primarily a design 
document that seeks to reinforce an identity for the district. Much of the plan 
is devoted to streetscaping elements such as entry features, landscaping, 
open spaces, and transit facilities. Some progress has been made in installing 
gateway features. 

The plan makes broad proposals related to land use and development. 
Concepts raised in the document include: 
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 Establishing the International Marketplace as an eco-district 

 Replacing conventional zoning with a form-based code 

 Addressing storm water through green approaches 

 Developing greenways along Falcon Creek and Little Eagle Creek 

 Creating a community-based urban farm 

An area east of Meijer was singled out for redevelopment as the West 
Marketplace District Redevelopment, recommending a grid pattern of new 
roads and other improvements, but not identifying the uses that would be 
viable in such an area. 

Zoning and Land Use 
It is important to understand the uses that are currently permitted and the 
development standards for the area, along with future uses and design 
standards in the City’s plans. Recommendations in this document may 

 
International Marketplace Gateway Study. 
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prompt the City to consider revisions to its future land use plans and 
development regulations. 

Future Land Use  

Future land uses for the International Marketplace District were identified in 
the 2004 Lafayette Square Area Plan. Most of the area was shown continuing 
to have commercial uses, with the exception of existing residential areas 
along Moller Road. 

Zoning 

Nearly all parcels within the District are zoned into one of the City’s 
commercial districts, with the largest areas covered by the C-4 Community-
Regional Commercial District or the C-5 General Commercial District. These 
districts allow a wide variety of commercial uses, however, they do not allow 
residential or mixed use development.  

Both the C-4 and C-5 district require a ten-foot minimum setback, without 
establishing a maximum. Minimal setbacks help to establish a pedestrian-
friendly streetscape, but nearly all developed properties have setbacks that 
are well beyond this minimum. Sidewalks are required at the time 
commercially-zoned properties are developed. 

The City of Indianapolis has recently rewritten its zoning code, with 
significant changes related to environmental sustainability, mixed uses, and 
walkability. The new code will help to define the character of redevelopment 
in the International Marketplace. 

Parking  

Parking requirements on sites within the District vary according to use, with 
about one stall for every 75 square feet of fast food restaurant floor area, to 
one stall for every 500 square feet of floor area in day care centers. Most 
commercial uses will require one stall for every 200 to 250 square feet of floor 
area. These requirements lead to vast expanses of parking, considering that 
the typical parking stall is 180 square feet, exclusive of any area required for 
driving lanes. 
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Community Insight 
As work began on the market analysis, and then again during a Urban Land 
Institute Technical Assistance Panel visit, the consultant team engaged with 
International Marketplace Coalition board members, City staff, business and 
property owners, and other community stakeholders to gather insight into 
local conditions. While many of these interviews were arranged by the 
International Marketplace Coalition, the engagement also included 
interactions with random business owners, employees, and customers in the 
district. Several common themes emerged from these conversations. 

 Authenticity. The International Marketplace is real. It is not a “made-
up” location, but one that has come out of the various cultures in the 
area coming together in this location. 

 Market area. Many of the businesses report being able to draw people 
from a considerable distance to shop or dine in the district. It was not 
unusual to hear of people traveling two or three hours to visit a 
particular business. 

 Restaurants. The area has come to be known for the diversity and 
quality of its restaurants, which will draw from a great distance and 
across ethnic lines. 

 Ethnic marketplace. The multicultural aspect is appealing but there 
are questions about how it can permeate throughout a metropolitan 
area of two million, and beyond, as a place to visit and conduct 
commerce. 

 Race. Many people brought up concerns relating to how issues of race 
are impacting the International Marketplace. For example, some 
people in largely white, more affluent areas nearby, such as the area 
around Marian University, may be reluctant to come into the 
neighborhood. 

 Vision / plan. The area has been growing organically since the large 
chains moved out. There is a need for a vision / plan to guide and 
accelerate that growth. 

 Housing. The lack of quality housing is a concern. This should include 
multifamily and single family residences and condominiums. Housing 
will keep the workforce within the area and help to create demand for 
its businesses. The area needs to cater to a cross-section of households 
and economic levels. 

 Language. There are a great many different ethnic groups 
represented in the broader area, with a considerable number of people 
who are not fluent in English. There is a need for translation and 
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provision of documents in multiple languages. Examples might include 
leases, real estate documents, contracts, insurance forms, and public 
documents such as educational materials and applications. Having 
these documents in a native language would help to make the process 
of business startup and management easier to negotiate.  

 Business professional services. As an issue again related to language, 
many business owners state that they are unable to find the 
professional services they need within the district, as many businesses 
(such as banks or accountants) do not have staff fluent in languages 
other than English.  

 Signage. Can public signage be provided in more than one language? 
If so, what language(s) should that be, and how can it be 
implemented? 

 Recognition of accomplishments. There is a need to celebrate 
improvements within the area. 

 Lafayette Square. There is a need to establish a sense of safety at the 
mall. Can the mall be a place for immigrant retail?  

 Code enforcement. Many codes are not being enforced, or at least 
uniformly. There is a concern about safety issues that this may pose. 

 Real estate marketing. There is a need to publicize real estate 
opportunities in the District. This may target potential businesses as 
well as developers who could invest in the area. 

 Public Transit. Although the area is well-served by public 
transportation, there is a need for shelters. In the past, though, the 
shelters have been a location where homeless people congregate and 
illegal activity occurred. 

 Streetscaping. The area is difficult for people to walk due to distance 
between destinations and heavy traffic on wide roads. Sidewalks may 
be missing. There is a need to provide amenities and wayfinding to 
address these concerns. 

 Business transition. There are many long-standing businesses in the 
area. As the owners age and look to retirement, how can these 
businesses be transitioned to new ownership?  

The International Marketplace has a dense mix of languages, cultures, 
people, and businesses. This is creating a niche market, but the same 
diversity that creates the opportunity is also a barrier, internally and 
externally, to attracting customers, appealing to businesses and investors, 
and creating transactions. On the other hand, relationships between 
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different groups are positive and there is a willingness to collaborate for the 
good of all. 

Several economic goals have been identified related to strengthening the 
business community, promoting entrepreneurship, increasing revenue and 
wages, improving and redeveloping real estate, and enhancing the quality of 
life in the District. Outcomes that might be anticipated include: 

 Attaining higher rents that would support reinvestment in real estate. 

 Increased real estate valuation. 

 Enhancing the volume of sales at businesses in the District. 

 Providing more jobs / increased labor force participation. 

 Adding additional housing within the District. 

 Reducing crime (or the perception of crime) in the area. 

 Development of effective brand and marketing strategies. 

There was some discussion concerning how to measure improvements to 
the quality of life. Would this include fewer businesses offering “sin tax” 
items such as alcohol? Other suggestions included fewer fines related to 
local regulations, or a survey that could be updated periodically to measure 
satisfaction over time. 
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Strategy Overview 
The strategy has been arranged around four elements: 1) essential – the 
outcomes critical for success; 2) catalytic – the high impact investments that 
generate change; 3) transformative – incremental changes that define the 
new district; and 4) supportive – the tools and resources necessary to enable 
change. Additionally, it identifies several initiatives that have been 
considered, but should be rejected as distracting from higher-priority 
investments with a greater return. 

This strategy is described in several sections: 

 A summary-level description of the essential, catalytic, 
transformative, and supportive elements of the strategy, along with 
distractions. 

 A discussion of each of the essential outcomes, identifying the 
strategies associated with it and how they are related. 

 A detailed review of each strategy and the implementation 
measures required to enact it. 

 Recommendations related to design and development of the 
district. 

Essential Outcomes  
The essential elements of the strategy are those outcomes critical to 
achieving the vision for the District. They are the ends to which all of the 
strategies should be contributing. 

Organizational Capacity 

Enhance the capacity of the International Marketplace Coalition and develop 
ongoing funding sources so that it is no longer reliant on outside funding for 
its continuing operations. 

Destination District 

Become a destination retail, dining, cultural, entertainment, and educational 
district appealing to a broad market in Indiana and adjacent states. 

Walkable Mixed-Use Neighborhood 

Transform the district from a single-purpose location where driving is the 
only option, to a mixed-use neighborhood where people will want to park, 
walk, and explore multiple unique destinations. 

Authenticity, Diversity, and Affordability 

Preserve the key ingredients that have enabled the district to form: its 
authenticity, its mix of world cultures, and the affordability that has enabled 
people to start new businesses. 

Chapter Contents 

Essential Outcomes 
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Transformative 
Investment 

Supportive Programs 

Districting Activities 
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Catalytic Initiatives 
Catalytic projects or activities are high-impact investments that become the 
engines for change in the District. They are the anchors that draw visitors 
and nurture new business and real estate opportunities. 

Cultural Center 

A cultural center will serve as a highly visible anchor of the district. It will 
include a combination of visitor information, exhibit, performance, 
conference, educational, and other spaces that will be programmed to draw 
a mix of visitors throughout the year. The cultural center will generate 
revenue for the IMC. 

International Bazaar 

The International Bazaar is a festival marketplace comprised of small shops 
selling locally-made or imported goods associated with world cultures, 
targeted to a broad market of specialty goods shoppers. It will also be a 
source of revenue for the IMC. 

Food Entrepreneurship 

The market for locally-made, artisanal, dietary-specific, and ethnic foods is 
growing at a rapid pace. Food businesses are among the most common types 
of businesses started among immigrant communities. This strategy will 
build on these trends to help form and grow food businesses in the District. 

Enhanced Programming 

The opportunity to learn and experience other cultures is central to the idea 
of an international marketplace. The IMC and its partners will work to 
expand, elevate the quality, and market cultural and other programs that 
brand the District and attract visitors. 

Transformative Investment 
Transformative elements of the strategy are incremental in nature. They are 
not encapsulated in a single project, but in multiple activities and steps taken 
over time to create a long-term transformation. 

Market Presence 

Ongoing branding, marketing, and public relations will create better 
awareness of the International Marketplace throughout the Indianapolis 
region and beyond, to the Midwestern travel market. 

Primary Employment 

As a mixed-use neighborhood, the District will include space for office and 
light manufacturing or related businesses (flex space) that provide primary 
employment opportunities. 
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Housing 

Housing is an essential component of the transformation to a mixed-use 
neighborhood. The District has many locations suitable for residential or 
mixed-use redevelopment. The IMC and its partners will both develop, and 
encourage private sector development of new housing. 

Walkability and Greenspace 

Walkability will be improved through better site design, sidewalks, and path 
systems linking destinations within, and outside of the District. Public and 
private greenspaces and plazas will enhance the environment, provide 
locations for activities, and serve as amenities for new residential 
neighborhoods. 

Supportive Programs 
Supportive plan elements focus on the tools that enable transformation of 
the District. This is not an all-encompassing list, but a selection of the more 
important resources that must be in place to create the desired changes. 

Streetscape 

Streetscapes within the District will be designed and installed to improve the 
function of diverse transportation modes, enhance the aesthetics of the 
area, direct traffic and draw attention to businesses and destinations, and 
reinforce the District’s brand identity.  

Land Bank 

Real estate within the District is still very affordable, as much of it vacant or 
underutilized, may be in poor condition, or may even be tax-delinquent. To 
create and preserve opportunities for redevelopment, key parcels should be 
targeted for acquisition and held until the right development project can be 
executed. 

Mixed-Use Zoning 

Targeted areas within the International Marketplace will be designated as 
mixed-use zones under the City of Indianapolis’ new zoning code. 

Business Assistance 

The IMC, LISC, City of Indianapolis, and other partners will deliver a suite of 
technical and financial programs tailored to the unique needs of new and 
existing businesses in the District. 

Distracting Activities 
There is a need to prioritize among the many ideas that have been floated as 
possible remedies to conditions within the International Marketplace 
District. Funding, community support, political will, and staffing are all finite 
resources that need to be channeled to those activities that will have the 
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greatest impact and carry the District toward its essential outcomes. 
Furthermore, some of the potential actions that have been suggested for the 
District may even hinder progress.  

The IMC and its partners must remain focused on a manageable number of 
productive initiatives, and avoid over-reaching or diverting resources to 
activities that offer a low return on investment. 

Manufacturing and Warehousing 

It has been suggested that some of the large vacant spaces in the District 
may be filled with warehousing and manufacturing uses, aided by 
designation of the District as a foreign trade zone. Foreign trade zones are 
established at the federal level to facilitate international trade by deferring, 
reducing, or eliminating import duties on material that is manipulated, 
used in a manufacturing process, inspected, combined with other 
domestic or foreign materials, displayed for sale, or re-exported. 

Technically, businesses that may locate in the District can already take 
advantage of foreign trade zone programs due to a statewide structure 
already in place. The larger question is whether it is advantageous to allow 
the buildings to be used for this purpose.  

While filling buildings with warehousing and manufacturing uses may meet 
the current desires of owners for lease revenue, allowing the use will be 
counter-productive to the goal of transforming the area to a mixed-use 
neighborhood and destination retail and dining district. Manufacturing and 
warehousing uses will tend to preserve real estate in its present condition 
rather than encourage investment and transformation. These uses will not 
draw visitors and may detract from efforts to develop housing or destination 
businesses. 

Community Center 

Although a large number of people live around the District and may come 
into it to work or shop, very few actually live in the district. A community 
center is among the potential projects discussed for the IMC to undertake. 
Several concerns need to be expressed regarding this possibility: 

 The need to raise funds to develop a community center will create 
competition for higher-priority and higher-impact activities like the 
cultural center. 

 Community centers are rarely self-supporting. They nearly always 
require fundraising for operations, demanding time and depleting 
the resources available for other initiatives. 

 A community center may redevelop a property, but it is going to 
have little impact on the kind of visitor traffic that would help to 
develop the district. 
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 A community center would primarily serve residents of nearby areas, 
rather than the businesses and property owners who are the IMC’s 
supporters.  

Lafayette Square Mall 

It will be necessary to redevelop the Lafayette Square Mall for the 
International Marketplace to achieve success, but the transformation cannot 
begin with the mall. The property is simply too large and complex to tackle 
at this time, and the costs of redevelopment at the mall will usually exceed 
those of other sites that might be considered “low-hanging fruit”. Good 
redevelopment projects elsewhere will demonstrate the market demand 
and financial feasibility of tacking the mall buildings in the long run. 

Over the next several years the strategy for the mall site should include: 

 Prepare a conceptual redevelopment plan for the mall, outlots, and 
adjacent parcels, which can be used to guide incremental 
investments so that they can all tie into a cohesive neighborhood. 

 Encourage good redevelopment projects, consistent with the plan, 
around the periphery of the mall. 

 Avoid investing resources in temporary uses, activities that generate 
little traffic to support the District vision, or uses that are at odds to 
the ultimate goal of redevelopment. Several potential uses have 
been suggested for the vacant mall buildings, such as indoor sports 
facilities, that will generate some income to perpetuate the property 
in its current state, but not lead to the desired investment in 
renovation or redevelopment. 

Business Incubator 

The availability of affordable space and a desire to promote 
entrepreneurship has led to the suggestion of starting a business incubator 
in the District. This idea was rejected due to the significant startup and 
ongoing costs associated with incubation, the practice’s low productivity, 
and the need for advanced technical support. 

Nationally, incubators average about $3 million in startup costs and require 
$500,000 annually to operate. Four out of five incubators require an annual 
subsidy to remain open. Meanwhile, about three percent of incubator 
tenants actually graduate from the facility, with one out of five graduates 
closing within one year. To operate successfully, incubators must be able to 
offer advanced technical and physical resources that are very costly and 
difficult to secure. 
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Essential Outcomes 
This strategy is built around four essential outcomes that describe a 
revitalized International Marketplace District as a mixed-use neighborhood 
and destination district, ensuring that the conditions leading to its 
transformation are not destroyed by its success, and that the IMC can be 
sustained as its champion. 

Organizational Capacity 
Enhance the capacity of the International Marketplace Coalition and develop 
ongoing funding sources to that it is no longer reliant on outside funding for its 
continuing operations. 

The International Marketplace Coalition is heavily reliant on funding from 
LISC and the City of Indianapolis (through the CRED) for operational support. 
These resources are finite, and in particular, the CRED is scheduled to retire 
in 2021. The IMC will need to develop a sustainable funding model that 
minimizes the amount of money it must raise for its routine operations. 

Revenue from investments and profit-
generating enterprises can replace a 
substantial share of the current contributions 
from outside organizations. 

 The proposed cultural center has the 
potential to be a significant revenue 
generator through admissions, fee-
based programming, conference 
space rentals, and sales.  

 Both the International Bazaar and 
housing that is owned by the IMC will 
produce rental income.  

 Land-banked property may also be a 
source of rental income through 
short-term commercial leases while 
awaiting redevelopment, and can 
produce additional revenue if 
developed by the IMC or sold at a 
profit. 

 Fees charged for business assistance programs, such as classes or 
seminars, can also be a source of income for the organization. 

Destination District 
Become a destination retail, dining, cultural, and educational district appealing 
to a broad market in Indiana and adjacent states. 

Chapter Contents 
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With over a thousand acres and five million square feet of commercial space, 
the District has a much larger area than can be filled catering to its 
neighborhood or community market. The breakout opportunity for 
redevelopment and revitalization lies in targeting a much larger market of 15 
million people living within an approximately three hour drive. Specialty 
retail and dining should seek to reach this market while building on the 
theme of global cultures that defines the new International Marketplace. 

 The cultural center anchors the district. 
Because of its visibility, facilities, 
exhibits, cultural and educational 
programs, entertainment, and 
convention space, it is the point of entry 
for many visitors. 

 The international bazaar is a critical 
shopping destination that brings dozens 
of businesses under one roof, selling a 
varied assortment of locally and globally 
sourced goods representing many 
cultures. 

 Programming plays a vital role in 
drawing people to the District to 
experience food, cultures, sports, and 
other activities. 

 Marketing, public relations, and 
promotions will build awareness of the 
International Marketplace District 
among households in the region. The 
District will become a well-known visitor 
destination. 

 Improved walkability (and connectivity in general) encourages 
shopping across multiple destinations, and the amenities offered in 
new greenspaces can help to extend the time people stay within the 
area. 

 An improved streetscape creates a favorable impression of the 
district, guides people to their destinations, and helps to brand the 
area with an international theme. 

 Land banking assures that targeted parcels are available for 
appropriate redevelopment that is consistent with the District 
vision, and discourages non-contributing or inappropriate uses. 

 Business assistance programs help to form and grow the retail, 
dining, and other businesses that are key to attracting targeted 
markets. 
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 The City’s new mixed-use zoning provides the regulatory framework 
for redevelopment to occur. 

Walkable Mixed-Use Neighborhood 
Transform the district from a single-purpose location where driving is the only 
option, to a mixed-use neighborhood where people will want to park, walk, and 
explore multiple unique destinations. 

Though seemingly centered on design, the art of placemaking really couples 
design with function. It is not enough to simply force a pattern of 
development. To be used and to be loved, a place needs to stimulate a range 
of activities – live, work, and play – that bring people together in planned and 
random encounters. Design, pathways, destinations, programming, and 
other elements factor into this environment. 

 The cultural center and the 
international bazaar are unique 
destinations within walking distance 
of future housing, and gathering 
places where people shop, dine, or 
seek entertainment. 

 Food entrepreneurship is one strategy 
by which the district creates 
employment opportunities and offers 
unique products to local residents. 

 Programming makes use of newly 
created venues and creates events in 
which local residents  can participate. 

 Housing can be developed in several 
places within the District, most 
notably on interior lots and large 
parcels like the Lafayette Square Mall 
and surrounding properties. 
Introducing housing will significantly change the character of the 
area. 

 Lots with Interstate 65 frontage will be particularly attractive for 
businesses that create office and manufacturing employment. 
These generally higher-wage jobs will help to stabilize the 
neighborhood and encourage continued investment. 

 Walkability enhancements and a variety of greenspace assets (parks, 
greenways, and plazas) both enhance connectivity and provide 
destinations for recreation. 
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 Streetscape helps to designate a distinct place and enhances the 
appearance of the area. Wayfinding, as a part of the streetscape, 
helps people navigate and alerts them to nearby destinations.  

 Mixed-use zoning provides the regulatory framework for physically 
transforming land use patterns in targeted parts of the District. 

Authenticity, Diversity, and Affordability 
Preserve the key ingredients that have enable the district to form: its 
authenticity, its mix of world cultures, and the affordability that has enabled 
people to start new businesses. 

The early successes of the International 
Marketplace have been aided by a trio of 
factors. Very high vacancy rates lowered rents 
to where retail and dining entrepreneurs can 
easily afford space for their startup 
businesses. The mix of cultures in the District 
plays an important role in attracting people 
initially, and in encouraging them to make a 
return trip for a different experience. This is 
not merely Chinatown or Little Italy. It is a 
global village. It is also a place that is created 
from within the various communities 
represented there, giving it an authenticity 
that is lacking in many attempts to build 
international marketplaces, when led by 
outside interests. 

As successes build, there may be pressure on 
some of these dynamics. Real estate costs and 
lease rates will increase. Interest from 
developers may attract chain businesses. The 

current diversity of cultures could be diminished if businesses are not able to 
start or survive in the emerging environment.  

As the District develops, the IMC and its partners will need to be aware of 
these threats and take measures to mitigate them. The concerns may be 
addressed through several of the strategies. 

 The role of the cultural center will be to maintain the global 
perspective through permanent and revolving exhibits along with 
programming representing an ever-changing cultural mix. Sourcing 
programs within each culture will help to maintain authenticity. 

 Tenant selection for the international bazaar can be managed to 
ensure that many cultures are represented. Policies governing what 
can be sold in the space will ensure that the products are authentic. 
The space will be managed by the IMC, which will have the ability to 
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develop rent structures that continue to support entrepreneurship 
through affordability. 

 Food entrepreneurship is a means through which local businesses 
can be grown. The emphasis on local sourcing and artisanal or ethnic 
foods will help to maintain the unique and authentic qualities of the 
District. 

 Programming will play an indispensable role in enhancing and 
preserving the District’s authenticity and diversity. Programming 
must embrace a large number of cultures and deliver a high quality 
of experience. 

 District-wide and cooperative marketing programs will generate 
customer traffic while reducing financial, time, and technical 
demands on businesses. 

 A significant number of primary employers locating in the District 
are expected to have international ties that reinforce essential 
qualities of the District. 

 A land bank will secure property while it is affordable and mitigate 
rising costs due to speculation. By holding the land and buildings, the 
IMC and its partners will be able to wait until the right development 
project is presented. Projects that detract from the vision for the 
District can be rejected. 

 Financial and technical assistance for businesses will help them to 
overcome the impact of rising costs, and better capture the growing 
market opportunity. 
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Design and Development 
Redevelopment will better utilize land and buildings within the International 
Marketplace District, create a destination that encourages cross-patronage 
of its businesses, introduce new land uses to create a true neighborhood, and  
establish an urban pattern that supports walking and bicycling in addition to 
driving. At the same time, the plan does not envision radical transformation 
of the entire District. People will continue to need, and the District should 
continue to provide uses that are best located in an environment designed 
for vehicle traffic. This blended approach will result in a mix of development 
opportunities and business sites that can capture a greater share of the 
potential market. 

The overall redevelopment concept segments the International Marketplace 
into eight distinct subareas. Although there is sometimes a significant 
amount of overlap in development character and uses among some of these 
subareas, each will have its own unique opportunities and assets to build 
upon. While greenspace is not categorized as a subarea, design 
considerations for siting and developing greenspace is addressed in this 
section. 

Global Market 
The area designated as the Global Market will be the anchor for the 
International Marketplace, containing both the cultural center and the 
international bazaar. Siting these two uses adjacent to each other will create 
a destination and encourage cross traffic supporting both facilities. There are 
a number of important considerations in selecting this site. 

 It is easy for drivers to navigate to this location from Interstate 65 or 
Interstate 465. 

 38th Street carries a large volume of commuter traffic, exposing the 
site to people from throughout the Indianapolis region and creating 
awareness of the District. 

 Adjacent greenspace, including school fields and future open space, 
can be used for festivals and sporting events. 

 The mostly large parcels making up this area can be easily 
redeveloped, and some parcels may be available for acquisition. 

 Phased development can occur without significant impacts to 
existing businesses. 

 This area will become a gateway and a magnet to draw people to 
housing that will be developed to the north, in the Falcon Creek 
Village area. 

The Global Market is the highest priority for investment and redevelopment. 
Revitalization in this area will be a very visible signal of change, and set a 
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pattern for much of the remainder of the district.  Both the cultural center 
and the international bazaar are expected to be owned and managed by the 
IMC, and the IMC may either be the developer of this area, or develop it in 
partnership with a private entity. 

Development of the Global Market will need to occur concurrently with the 
Cultural Center and International Bazaar. Major steps in the process will 
include: 

OVERALL DEVELOPMENT CONCEPT 
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1. Securing control of the property. 

2. Conducting necessary site due 
diligence and site engineering. 

3. Identifying financing for the 
redevelopment project. 

4. Executing a phased redevelopment 
project, which may take several 
years from initiation to completion. 

Falcon Creek Village 
This area is made up of the quasi-industrial 
uses at the center of the District, and mostly 
auto-related uses lining Lafayette Street and 
Pike Plaza Road. It is anticipated that many 
of the car dealerships may move from their 
current locations in the next several years.  

Large expanses of parking, with few 
substantial buildings, make this area a good 
candidate for redevelopment. Falcon Creek 
is an amenity that can be leveraged to create 
greenspace that enhances its desirability for 
residential development. These greenspaces 
may contain sports fields and gathering 
spaces where events can be held, in 
association with the nearby cultural center 
and its programming for the District.  

While the frontage on Lafayette Road and 
Pike Plaza Road would be well suited to 
vertical mixed-use buildings, the interior 
areas could be developed with solely 
residential buildings including apartments 
condominium flats, and rowhouse style 
buildings. A mix of owner and rental housing 
is desirable. The IMC and its partners may 
help to assure this through site control, 
partnering with private sector developers, 
and bringing local, state, and federal funding 
to potential development projects, in 
exchange for creating a minimum number of 
owner-occupied units. A 50-50 split would be 
desirable, approximately reflecting the 
current mix in nearby neighborhoods. 

 

 

Examples of the kind of buildings and urban patterns that might 
be appropriate for Falcon Creek Village. 
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Lafayette Town Square 
Lafayette Square Mall is considered a long-
term redevelopment prospect. The size of 
the site, significant costs, and complexity of 
any redevelopment project will require a 
great deal of planning and coordination. It is 
also unlikely to find a market until there are 
some clear signs of change within the 
broader District. 

The mall and surrounding areas should be 
developed under a master redevelopment 
plan to ensure that uses do not conflict, that 
there are good circulation patterns for 
multiple transportation modes, and that the 
area has a consistent character and quality. 

Options for reusing the site should include a 
combination of residential, retail and dining, 
offices, and other uses. Frontage on 
Interstate 65 especially lends itself to quality 
office or flex buildings that can attract 
primary employment into the District. The 
creeks that define the north and south 
boundaries of the subarea are an attractive 
amenity for residential development. 

Portions of the existing mall, or other 
buildings might be adapted to a new 
development pattern, however, the priority 
should be given to creating a viable pattern 
rather than trying to save structures that do 
not fit. 

As noted elsewhere in this strategy, the 
presence of large empty spaces and low rents 
have prompted several suggestions for 
interim uses in the mall. A great deal of 
consideration needs to go into reviewing 
these to ensure that they would not be a 
hindrance to future redevelopment. Too 
often, these interim uses are marginal in 
quality, producing only enough revenue and 
activity to sustain the status quo. They stave 
off conditions that might force change, while 
failing to create new opportunities for 
change. 

 

 

Many once-struggling malls have been reborn as mixed-use town 
centers. 
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The first step in preparing this area for redevelopment will be to create a 
master redevelopment plan that addresses a mix of uses, transportation and 
infrastructure, greenspace and other amenities, urban design, phasing, and 
project financing.  

As they come available, properties in this subarea would be a priority for 
acquisition and land banking. 

Eagle Creek Office Park 
There is a market for office and flex uses in the International Marketplace 
District. These can be best accommodated along Commercial Drive and in 
the vicinity of the 38th Street interchange with Interstate 65. Existing 
buildings could be repurposed for this use, although redevelopment would 
ideally see construction of multi-story office buildings and a greater density 
of uses on the site. 

Redevelopment in this area should be carried out by the private sector. 
Development may be incented through tax increment financing, New 
Market Tax Credits, and other mechanisms. 

Lafayette North 
A great deal of recent development has 
occurred along Lafayette Road between 
Interstate 65 and Pike Plaza Road. This is 
particularly true on the north side of 
Lafayette Road, where several national retail 
chains are located. Pike Plaza Shopping 
Center has also been significantly improved. 
As the District continues to make a 
comeback, other chains can be expected to 
want to move in. 

The area serves as an important community 
shopping district. This is an area in which 
widespread redevelopment is not 
contemplated, although several individual 
properties may see new investment to 
capture emerging opportunities. Recent 
development provides a good model for the design of future projects. The 
area should retain its primarily auto accessibility while making better 
accommodation for pedestrians and bicycles.  

38th & Moller 
This corridor extends from the Interstate 465 interchange, along 38th Street 
to Moller Road. Home Depot is a significant anchor at the western end of the 
corridor. Continuing east along 38th Street, the corridor is lined by 

 

Newer commercial development in the Lafayette North subarea. 
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freestanding commercial buildings and strip centers that tend to be filled 
with secondary retail uses, restaurants, and personal services. 

Meijer anchors a secondary community shopping area within the District. A 
smaller number of national chains have surrounded Meijer, although the 
adjacent shopping center on 38th Street and several vacant lots offer 
opportunities for businesses to move it, or for development to occur. The 
Eskanazi Clinic is also located in this area and is an important health services 
anchor for the area. 

As with Lafayette North, it is a subarea of the District where chain businesses 
and other that meet neighborhood and community shopping needs can 
locate. This area is expected to continue to have a development pattern that 
serves auto traffic, while improving pedestrian and bicycle access. 

Lafayette Crossroads 
The subarea designated as Lafayette Crossroads has a different character 
than the two other auto-oriented community commercial nodes. Especially 
south of 38th Street, smaller, shallower lots have resulted in a pattern of 
many single-tenant buildings and small strips lining the road frontage. While 
some national chains are located in the area, the majority of businesses are 
local and independent retailers and services. 

Large-scale redevelopment is not possible 
through most of this area, due to the lot 
configurations and complications with land 
assembly. Instead, this is an area in which the 
IMC and its partners can concentrate their 
efforts to encourage façade renovation and 
improvements to connectivity, signage, and 
landscaping to create a more attractive 
environment. 

Some redevelopment opportunities may be 
possible that are best suited to this subarea. 
Should it be supported by market conditions, 
the southeast corner of 38th Street and 
Lafayette Road may be the best site for a new 
hotel within the International Marketplace. 
Heavy commuter traffic on 38th Street will also 
be appealing to fast food restaurants, coffee 
shops, and similar uses, especially as the area 
begins to develop a larger base of 
employment. 

 

Lafayette Street south of 38th Street 
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Greenspace 
As a mixed-use neighborhood, the 
International Marketplace District should 
contain a variety of greenspaces and 
gathering areas as amenities for residents 
and visitors. Stream corridors and 
floodplains are a logical place to begin 
installing these features, but other sites will 
need to be chosen throughout the District, 
where facilities can be developed to support 
active and passive recreation, performances, 
and public or private events. 

Sports are an important element of many 
cultures, and patrons of the International 
Marketplace have spoken of the need for 
fields where they can play or host 
competitive events. To some extent, this 
need can be met through agreements with 
Carl Wilde Elementary School, which has its 
athletic fields adjacent to the site 
recommended for the cultural center. 
Additional fields can be developed in 
floodplains along Falcon Creek, where they 
would be adjacent to the proposed 
international bazaar. 

Greenspaces, and especially greenway 
corridors, can also help to improve 
connectivity between nodes in the District, 
and beyond. Within the International 
Marketplace, a looped trail system should be 
developed to connect the Global Market, 
Falcon Creek Village, Lafayette Town 
Square, and Eagle Creek Office Park. The 
paths should connect to points outside of the 
District, such as Eagle Creek Park, 
Community Westview Hospital, and Marian 
University. Significant portions of these 
paths can be located in greenway corridors. 

Prior planning identified the potential to 
improve the area’s ecology through 
sustainable landscapes. This should remain a 
goal, and can include actions such as 
restoring natural streambanks and utilizing 
native species in greenspace landscapes. 

 

 

Greenspace is essential to transforming the District as an amenity 
and a location for sports and trails that improve connectivity. 
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Revitalization Strategies 
The core strategies for revitalization are designed to be interrelated, and to 
contribute to multiple essential outcomes. Each of the strategies is described 
in detail in this section. 

Cultural Center 
The cultural center is the anchor of the International Marketplace. Most visits 
to the District will start here, and may make use of one or more of the 
resources located in the building. A site on 38th Street has been 
recommended. While the south side of the street is preferred for the 
adjacent school athletic fields and ability to place a building at the street, the 
cultural center might also be developed on the north side of the street. Many 
uses may be located in the facility. 

 Visitor information center. Officially designated as a visitor 
information center, the cultural center can be the initial stop for 
many people visiting the City of Indianapolis, and particularly those 
driving in on Interstates 65 or 465, which will have signage for the 
visitor center. Partners in this activity may include Visit Indy, the 
Indiana Office of Tourism Development, and the Indianapolis 
Chamber of Commerce (Indy Chamber). 

 Conference and meeting facilities. The cultural center will be 
developed with conference space and meeting rooms targeting 
businesses and organizations. It is a kind of space not available 
elsewhere in the District, equipped with technology for hosting 
these events. Conference center rentals will be a source of income 
for the IMC. The IMC will need to take the preliminary step of 
commissioning a conference center market feasibility study to 
determine the demand, recommend facilities and amenities, and 
prepare a preliminary financial analysis of the opportunity. 

 Classrooms. Classrooms may also be used for meetings and 
conferences, however, the room setup can be different, with tiered 
seating that improves visibility to the front of the room. Technology 
may be more specific to a classroom setting, as opposed to general 
meeting space.  

 Language and cultural education center. The District’s diversity of 
cultures is an asset that can be exploited in a truly unique manner, 
through development of a language and cultural learning center. 
This center draws on the cultural and language knowledge base to 
facilitate communication and interaction among people from across 
the world. Its goal is to teach foreign languages (including English for 
foreigners) and important aspects of different cultures to people 
who may be traveling, immigrating, conducting business with 
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foreign companies, or who are foreign students in the U.S., or 
American students preparing to study abroad. 

The educational center has both an inbound and an outbound 
component. It is a resource for businesses, governments, 
organizations, and individuals who are preparing to venture abroad. 
It is also a place where foreign companies, governments, 
organizations, and individuals may send people to learn how to live 
and conduct business in the United States. This center is also seen as 
an opportunity to produce revenue for the IMC. 

Establishing this facility will be a complex task. The IMC may start by 
examining models that exist elsewhere and by developing 
partnerships with colleges and universities that bring expertise and 
instructional capabilities to the project. The next step will be to 
prepare a business plan that identifies target audiences and priority 
programming, facility development, cooperative agreements, 
marketing, and logistics. Given the number of large companies in the 
region that have significant foreign markets, it is likely that some 
level of funds could be raised through donations from future users of 
the center’s programs. 

 Exhibit space. The cultural center will need to have space for 
permanent and temporary exhibits that focus on different cultures 
in the region. A majority of the space should be designed for 
temporary exhibits that can regularly change, creating an incentive 
for people to return periodically to see new displays. Permanent 
exhibits should be designed to be interactive, capitalizing on visitor 
trends to want to learn and experience cultures first-hand. 

Coupled with instruction, entertainment, and food, the exhibits can 
be marketed to schools, organizations, seniors, and tour groups for 
day-long, half-day, or shorter visits. They can be an additional source 
of income for the IMC. Group visits should also include a visit to the 
International Bazaar. 

There are several creative opportunities to develop partnerships for 
this component of the project. Area museums, universities, and 
cultural organizations are a starting point. The IMC should also 
approach the foreign governments of nationalities that are well-
represented in the area, seeking funding, donated materials for 
permanent exhibits, and traveling exhibits that can be hosted in the 
space. 

 Performance space. While classrooms or convention center space 
can be used for some types of performances and activities, the 
facility should include a small theater for formal performances. This 
space may be flexibility designed for more than one purpose, such as 
doubling as seating for a performance kitchen. The IMC may make 

The Cultural Center is a 
physical manifestation of the 
District’s diversity, a portal to 
the area, and a space where 
activities that draw visitors 

take place. It is designed and 
programmed not as a 

community center, but as a 
destination of significant 

importance to a multi-state 
region. 
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the performance space available to other groups on a fee basis. It 
may also book an annual program of events from which it can derive 
revenue through ticket sales. 

 Demonstration kitchen. Food is the best-known dimension of the 
International Marketplace, and public interest in food and cooking is 
growing at a rapid pace. The demonstration kitchen is a facility that 
capitalizes on this public interest by creating a space for both 
instruction and entertainment. 

As a place for learning, the IMC can program 
classes with some of the District’s chefs, and 
outside chefs, to offer cooking instruction 
with an emphasis on ethnic cooking styles. 
As a place for entertainment, the kitchen can 
host events such as competitive contests 
that pit local chefs against each other, or 
parties where patrons watch food being 
prepared, and then get to enjoy the different 
dishes. Again, these activities will produce 
revenue for the IMC. 

 IMC offices. As the anchor of the District, the 
cultural center will be the logical place to 
house the International Marketplace 
Coalition offices. Other complementary 
organizations may also lease space in the 
building.  

 Sports Fields. There is considerable interest 
in having space for sporting events in the 
District. The recommended site has an 
advantage in that it is adjacent to Carl Wilde 
Elementary School, which has its athletic 
fields abutting the property. Collaboration 
between the IMC and the school could meet 
some of the immediate desire for sports 
fields, with the potential for the IMC to help 
develop facilities on the school property. 

Additional playing fields are anticipated to 
be developed in greenspace along Falcon 
Creek, where they will still be near the cultural center and where a 
larger space is available to accommodate more uses. This site is also 
adjacent to the proposed international bazaar. 

 Gardens. Outdoor spaces should be a part of the concept for the 
cultural center. Three particular uses need to be part of the plan: 1) 
an outdoor patio that would be an amenity for the conference center 

 

Examples of outdoor seating areas and performance 
space. 
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and reception space for events; 2) an edible garden landscape 
growing herbs, vegetables, and fruit from around the world, which 
could be used in the demonstration kitchen; and 3) a small botanical 
garden or landscape with groupings of plants from different regions. 

International Bazaar 
The international bazaar is a festival marketplace, 
shopping center, and informal business incubator. It 
is a building with many small shop spaces and kiosks 
where small retail and food businesses from many 
cultures are mixed together.  There is nothing 
comparable in Indiana, and it is an attraction for 
people within a drive of up to three hours. 

Tenant selection will be critical to the success of the 
international bazaar. The goods and food sold at the 
bazaar are representative of cultures from around 
the world. They may be sourced locally or imported, 
and include items such as apparel, unique furniture 
and home furnishings, gifts, art, jewelry, packaged 
foods and spices,  and similar specialty items. 
Businesses selling conventional items (electronics, 
auto accessories, and other common goods, similar 
to what can be found in the Indiana Discount Mall or 
Venue Mega Mall) must not be allowed. This will help 
to assure that the bazaar is viewed as a viable and 
attractive destination for the regional customer base. 

The bazaar can play an important role as an incubator 
of retail and food businesses. It will offer store spaces 
that are smaller than can be found in other locations, 
and the draw of many similar businesses will help to 
bring in customers, as will marketing for the bazaar. 
Because the IMC will develop and own the space, it 
may offer lease rates that are graduated to help new 
businesses occupy space and grow their revenue. 
Ideally, businesses that become successful will 
relocate from the bazaar to larger, privately-owned 
commercial space in the District. 

There are multiple options for developing the 
international bazaar. The recommended site is 
generally on the north side of 38th Street across from 
the proposed cultural center. Locating these uses 
across from each other improves their mutual 
visibility and promotes cross traffic. 
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One possibility would be to locate the international bazaar in Lafayette 
Plaza, which currently is occupied by Top Deals, Suite 38, and other uses. 
This existing building could be redeveloped in phases with multiple tenant 
spaces in the interior. Businesses should also line the façade, and a wide 
walkway can be used seasonally for outdoor sales and kiosks. As the property 
redevelops a second row of buildings can be erected in front  of the original 
structure, creating a “street” lined with sidewalks and parking.  

A second option would be to develop the international bazaar on the vacant 
property east of Lafayette Plaza. As a vacant site, it would be easier to design 
a new building that accommodates small-footprint shops and has amenities 
that support the use. This site can also be developed in stages, and as with 
Lafayette Plaza, should ultimately feature a street lined with shops on either 
side. The eventual international bazaar should encompass both sites, 
connected by a common street fronted on both sides with retail. 

Critical steps for this project include securing property control (one or both 
sites), preparing building designs, preparing a business plan and policies,  
identifying potential tenants, conducting renovation or development, and 
executing the business plan. 

Food Entrepreneurship 
Food entrepreneurship is booming in the United States. It is fueled by 
growing demand for unique products including ethnic foods, foods designed 
for their dietary qualities (such as Kosher, Halal, or foods for people with 
dietary restrictions), artisanal foods, foods made with locally-sourced 
ingredients, and functional foods. Businesses tapping these markets may be 
manufacturers, caterers, restaurants, and food 
trucks or other vendors. Some businesses may 
combine two or more market approaches. 

As already demonstrated by the number of 
restaurants that have opened in the District, there is 
a strong market for food entrepreneurship in the 
International Marketplace. The IMC and its partners 
can exploit this opportunity to start and grow 
businesses that help to define the area and create 
employment opportunities for area residents. 

Many forms of assistance might be offered to 
startups and existing businesses alike. It is possible 
that businesses or property owners in the private 
sector may provide some of these resources. Some 
examples include: 

 Technical assistance. Any startup business will usually need some 
assistance navigating the startup process as well as working out 
various aspects of its operations. Food businesses have an added 

 

Food truck court 

The International Bazaar 
is the anchor retail 

destination for visitors 
shopping for eclectic goods 
from many cultures. Small 
retail shops in the bazaar 

help to incubate 
businesses selling the kind 

of quality goods that 
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like World Market or Pier 1 
Imports. As these 
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move to commercial space 

in nearby centers. 
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layer of regulation, whether they may be manufacturing or 
preparing food in a restaurant or food truck. The IMC can develop 
“virtual incubation” resources in collaboration with other business 
development entities (SCORE, Small Business Development 
Centers, and local economic development organizations), area 
technical colleges and universities with programs in food industries, 
and businesses. Networking events, seminars or workshops, training 
classes, and one-on-one technical assistance can be provided 
through these collaborations. 

 Marketing assistance. Marketing is one of the most significant 
challenges for most new businesses, whose owners may lack both 
the knowledge of how to market their products and the resources to 
conduct an extensive marketing campaign. Efforts by the IMC to 
offer marketing assistance will have a good return on investment, 
and might include helping to develop a web presence, linking 
producers with distributors and retail businesses that may carry their 
products, and pairing businesses with university interns who can 
help to plan and conduct marketing campaigns for emerging 
businesses. 

 Market space. Under this plan, the IMC will own several real estate 
parcels in the District, including the cultural center, international 
bazaar, and land banked property. Any of these may be sites in which 
some food businesses can be located. Restaurants and food trucks 
or carts could be incorporated into the international bazaar. Other 
food product manufacturers may choose to have a shop in the 
bazaar. The IMC could also develop a temporary food truck court on 
land that is being held for future development. 

 Demonstration kitchen or community commercial kitchen. A 
demonstration kitchen is recommended as part of the cultural 
center. In addition to its use for events, performances, and 
education, the demonstration kitchen can be used to provide 
training to food entrepreneurs.  

Taking the concept a step further, community commercial kitchens 
are facilities that can be rented on a short-term basis to produce 
small batches of food. Community kitchens are often developed to 
support the needs of very small food manufacturers, caterers, and 
others who do not have the resources or volume of business 
necessary to purchase or lease equipment and facilities for their sole 
use. 

 Co-packing facility. Co-packers are food manufacturing businesses 
that produce, package, and distribute small batches of product 
under contract. Businesses developing food products will often use 
a co-packer to avoid having to invest in their own manufacturing 
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plant, equipment, and staff. A co-packer in the district could be an 
asset for many startups, who can concentrate on product 
development and marketing, while leaving the complexities of 
production and regulatory compliance to others. 

 Food hub. Food hubs are local businesses or organizations that help 
regional producers by aggregating and marketing products for 
distribution in the market. A food hub can play an important role in 
helping to develop distribution channels for new products. As an 
alternative to developing a food hub, the IMC should consider 
partnering with existing food hubs in the Indianapolis and central 
Indiana market to accept products made by businesses in the 
District, and help them to reach retailers and consumers throughout 
the region. 

 Food business incubator. A food business incubator is an actual 
facility in which food businesses are housed and receive extensive 
technical assistance in addition to leasing space and access to 
equipment. Food incubation requires a large commitment of time, 
technical resources, and funding to be successful. The IMC should 
not pursue this strategy unless previous initiatives have 
demonstrated a very strong demand for an incubator. 

Enhanced Programming 
In order to establish itself as a destination for cultural activities, the 
International Marketplace will need to play host to many different kinds of 
events. It will also need to be widely known for those events. The District 
may already have many activities occurring throughout the year, but they 
are not well known and often attract only from within the respective 
community. 

The IMC’s goal with regard to programming should be two-fold. Firstly, it 
should work with the many cultural groups represented in the area to expand 
the number of activities scheduled in the District, with an emphasis on 
culturally-based, food-related, and sporting events. Secondly, it should seek 
to elevate the quality of these programs to where they will generate interest 
and positive feedback from the general public. 

Marketing and Events Coordinator 

The Technical Assistance Panel assembled by the Indiana Chapter of the 
Urban Land Institute recommended creating a position within the IMC to 
provide technical assistance to organizations to host, and improve the 
quality of public events held in the District. This position of marketing and 
events coordinator should have the broad responsibility of marketing and 
public relations for the District as a whole, in addition to providing technical 
assistance to organizations wanting to host events. 
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Market Presence 
The International Marketplace has received significant media attention, 
even on the national level. Still, it is largely unknown in the Indianapolis area, 
central Indiana, and the Midwestern region that has been identified as its 
potential market (a three-hour drive). A concerted and continuing marketing 
campaign needs to be launched to build awareness of the District. Both the 
District (through the IMC and others) and its businesses need to be part of 
the strategy. 

Some of these activities are already starting, with the International 
Marketplace Coalition introducing a new marketing plan early in 2016. The 
IMC will share the cost of 30-second spots on Indy Style, a local television 
program. Similar collaborative efforts help to extend marketing dollars of 
both businesses and the IMC. 

The design and execution of the marketing campaign will be the 
responsibility of the marketing and events coordinator, and should address 
the following elements. 

 Tourism. Existing tourism materials for the state, and even the City 
of Indianapolis, fail to mention the International Marketplace. The 
IMC will need to develop better relationships with state and local 
tourism organizations to promote the District in their literature. 
Printed materials that are available, such as the dining guide, need 
to be distributed through information centers, area hotels, and at 
attractions visited by people who are attracted to the District. 

 Internet. The District does not have a strong internet presence. A 
majority of searches are now conducted on the internet from mobile 
devices or computers. These do not necessarily start from traditional 
browsers, but from sites like Google Maps, Yelp, and other sites that 
deliver information about destinations. The district, its attractions, 
and especially its businesses need to manage the many sites on 
which their information can be accessed. Web sites and social media 
can also play a role in providing information and maintaining contact 
with regular customers. 

 Marketing and public relations. A coordinated campaign will use 
many channels to communicate key messages. This includes print, 
web, and media. 

 Mobile application. Given its size, diversity of uses, and broad 
market, the International Marketplace will benefit by developing a 
mobile application to help visitors navigate and keep informed about 
businesses and activities in the District. 

 Signage and wayfinding. There is no signage on Interstate 65 or 
Interstate 465, or elsewhere, that directs people to the International 
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Marketplace. In the District, wayfinding will become necessary to 
guide visitors to destinations. 

 Business marketing. While the IMC will focus on marketing the 
District as a whole, the individual efforts of its businesses also help 
to raise the profile of the entire area. The marketing and events 
coordinator should be a resource to help these businesses with 
technical advice. The IMC can also create opportunities for 
collaborative marketing with businesses. 

Cultural District 

Designating the International Marketplace as a cultural district will be one 
early step in establishing broader recognition. There is both a local and a 
statewide designation. Indianapolis already has designated six cultural 
districts in the city; Broad Ripple Village, The Canal and White River State 
Park, Fountain Square, Indiana Avenue, Mass Ave., and the Wholesale 
District. The State of Indiana has also designated six districts in Tippecanoe, 
Carmel, Bloomington, Columbus, Nashville, and Madison.  

Local designation is a prerequisite of the state designation, and the 
application for state designation must be filed by a local unit of government. 

There is no direct funding associated with either program. The benefit comes 
in the form of recognition and additional tourism marketing at the state and 
local level. State-designated districts may also apply to have highway 
signage to recognize the area. 

Primary Employment 
The International Marketplace is ideally situated to attract office and light 
manufacturing employment. It has frontage on Interstate 65 and is ideally 
situated in relation to the downtown and employment centers in the north 
and western suburbs. Quality jobs can help to stabilize the area, revitalize 
real estate, and generate demand for goods and services. 

Two subareas have been identified where offices and/or flex buildings would 
be appropriate. These are the Eagle Creek Office Park and Lafayette Town 
Square. Development in these areas should be led by the private sector with 
participation by the IMC, LISC, and City of Indianapolis to help finance and 
enable development, as appropriate. Because of the complexity of the 
Lafayette Square redevelopment site, it will be more feasible to concentrate 
the initial effort on the Eagle Creek Office Park subarea. 

Aside from the location and accessibility of the site, the competitive draws 
will include lower costs and a focus on international business. Lower costs 
can be captured through lower acquisition costs and the use of financial 
incentives to write down the cost of development.  

Ultimately, the District should be known as a preferred location for 
businesses with an international focus, whether they may be foreign-owned 
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or engaged in international trade. The IMC should partner with the City of 
Indianapolis Division of Economic Development, the Indy Partnership 
(Chamber of Commerce), the Indiana Economic Development Corporation, 
and others to ensure they are aware of the goal for the District, identify ways 
in which they can contribute, and market the opportunity. 

The IMC can consider several approaches to encourage the desired 
development: 

 Develop the International Marketplace’s brand as the preferred 
location for international businesses in the Indianapolis region. 

 Tap into the networks of business owners in the District to reach out 
to their business contacts abroad, to inform them of the 
opportunities to locate a business in the International Marketplace. 

 Market the presence of a large foreign-born population, ethnic 
businesses, and language fluency as an asset for foreign companies 
and those selling to foreign markets. 

 Exploit opportunities to attract foreign investment through the 
federal EB-5 visa program. 

 Utilize CRED, TIF, and other programs to provide financial support 
for real estate redevelopment and business attraction. 

Housing 
Housing will certainly play a role in a transformed International Marketplace 
District. There will be opportunities for solely residential buildings and 
housing as part of vertically mixed-use structures. The IMC and its partners 
should establish a goal for at least 50 percent owner-occupied units, which 
would be generally consistent with surrounding neighborhoods.  

Housing is also seen as an opportunity for the IMC to establish a revenue 
stream, by developing and managing rental housing in the District. The IMC 
can take on the role of a community development corporation (CDC), 
gaining access to a variety of state and federal programs to help build and 
rehabilitate housing in the neighborhood. Given that there is little housing 
within the boundaries of the District, the IMC will need to consider if its role 
with regard to housing should be expanded to surrounding areas, where it 
can help to provide stability for the District’s trade area. As noted earlier, 
about 15 percent of the area housing is vacant. 

The IMC is likely to be the first developer willing to place new housing in the 
District. In this role it will help to set a standard for the character of other 
development. A high-quality housing product and good management are 
essential to the viability of the area for housing. 

Some housing products can be developed with partners, whether they may 
be for-profit or other non-profit organizations. Housing for the elderly is an 

Cultural events will attract 
visitors to the District. 

Along with increasing the 
number of events, this 
initiative will furnish 

resources to help 
organizations improve the 

quality of their events. 



73 

example. The demographic trend shows a clear aging of the population, and 
many of these residents may prefer to stay in the area as they transition to 
new housing. The IMC can seek a partner to develop housing for a continuum 
of needs, from senior apartments through supportive housing. 

Actions that the IMC and its partners can take to foster housing development 
include: 

 Rezone the Falcon Creek Village subarea to residential and/or 
mixed-use districts where housing can be developed. 

 Acquire properties in areas where housing is a recommended use, 
either to redevelop or to transfer to other developers who will 
construct an appropriate housing product. 

 Develop housing to demonstrate market feasibility and to provide 
revenue to the IMC. 

 Link area homeowners and landlords to programs that will help 
them with renovations to their properties. 

Walkability and Greenspace 
Walkability is a challenge 
through most of the District, 
where properties are not 
connected internally, 
distances can be long, 
sidewalks may be missing, 
and the sidewalks that are 
provided place walkers next 
to traffic with no buffer or 
amenities. There are no 
existing public greenspaces 
in the District. 

The goal for the District will 
be to develop an 
interconnected system of 
sidewalks and paths that 
improve bicycle and 
pedestrian circulation within 
the District, and connect to 
destinations outside of the 
District. Already, a scoping 
study is planned for a 
possible trail connection 
along 38th Street to Marian 
University. Additional path 
systems and on-street 
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improvements should be identified, and constructed at the time adjacent 
property is developed. 

Greenspaces will consist of a combination of public parks and private 
gathering places. In general, large greenspaces along the creeks and 
floodplains should be designated as public parks and developed with paths 
and recreation areas for residents and visitors. These areas may be acquired 
through land dedication as development occurs. Private development 
projects may incorporate recreational facilities for the enjoyment of 
residents, or small gathering areas such as plazas where events can take 
place. 

Streetscape 
Streetscaping, including both transportation facilities and associated 
landscaping, serves multiple roles. Its primary role is functional, to provide 
for the safe and efficient movement of cars, transit, pedestrians, and cyclists. 
Signage and other cues alert people to businesses or attractions, and provide 
direction to and through the area. Its aesthetic quality can shape visitors’ 
perceptions of the area. Unfortunately, the current streetscape only 
succeeds in moving cars efficiently.  

The International Marketplace Gateway Study contained many very good 
recommendations related to improving aesthetics and beginning to 
implement a wayfinding program for the District. A minimal amount of 
progress has been made in its execution. Key priorities in continuing to 
implement the plan include: 

 Landscape promenade. Develop the recommended landscape 
promenade along the north side of Lafayette Road as the mall and 
adjacent sites redevelop. 

 Iconic landscapes. Plant the recommended icon landscape along 
Interstate 65 and at its interchange with 38th Street. 

 Structures. Install bus shelters and other amenities along arterial 
roads. 

Some additional landscaping and streetscaping elements should be 
included: 

 Highway signs. Install signage along both interstates to alert drivers 
to the District. 

 Wayfinding. Develop a wayfinding program to help navigate the 
District and direct visitors to businesses and attractions. Signage, 
banners, pavement markings, landscaping, and structures can all 
play a role in wayfinding. 

Sidewalks are present along many of the District’s arterial roads. These are 
almost always located adjacent to the street with no buffer, and little or no 
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landscaping or amenities on adjacent private property. Walking these 
sidewalks is not a pleasant experience, and the proximity of a large volume 
of fast-moving cars often makes it feel unsafe. At the same time, there is 
little that can be done to change that situation, at least in the short term. A 
different approach is recommended. 

 Improve connectivity throughout the District. A system of on- and 
off-street paths and walkways has been recommended to improve 
circulation through the District and to outside destinations. 

 Develop inwardly-focused commercial nodes. Attempting to turn 
existing six-lane arterials into walkable streets will not be successful. 
Instead, deep lots can be redeveloped with an internal street where 
commercial or mixed-use activity can be centered.  

 Improve connectivity from the street to buildings. Buildings are 
set back a considerable distance from the road, where many 
pedestrians, cyclists, and transit users will approach their 
destinations. Even within parking lots, customers may have some 
distance to walk to reach buildings. Better internal pedestrian 
connections are needed to make walking from the street to buildings 
a safer and more pleasant experience. 

 Treat on-street sidewalks as a “commuter zone”. Suburban 
development patterns will still border arterial streets even after 
redevelopment. Sidewalks along the arterial streets will serve 
mostly to get people to their destination, rather than a place where 
people will linger. Wide sidewalks with landscaping along at least 
one side will make the experience of walking in these areas more 
pleasant. Cycle tracks along key corridors, as recommended in the 
Gateway Study, will act as a connector from the path system to 
commercial destinations.  

 Redevelop mixed-use zones with good pedestrian facilities. 
Whether in mixed-use zones or commercial areas facing on internal 
streets, the pedestrian zone should be deep, and built out with 
amenities for outdoor dining and merchandise displays, seating, 
landscaping, and other amenities. 

 Enhance landscaping along arterial streets. There is a need to 
improve landscaping everywhere in the district, to provide shade, 
screen parking, and generally improve the appearance of the area. 

Land Bank 
The principal behind land banking is that an organization can acquire parcels 
over time, often when prices are still favorable, and hold them until the entire 
development site can be assembled and the market will support the desired 
type of development project. A land bank is recommended for the 
International Marketplace because real estate in the district has a relatively 
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low value, owners may be willing to sell, and some property may even be 
available through tax foreclosure sales. Establishing a land bank now 
accomplishes two goals: 

 As redevelopment progresses and vacancies subside, real estate 
values may increase. Future redevelopment of banked property can 
be made financially viable because of the low acquisition cost and 
equity that has accrued. 

 It is not uncommon for property owners to suggest plans that are 
inconsistent with the vision for an area. By securing critical parcels, 
the IMC and its partners can control the development that occurs on 
them, ensuring that there are no conflicting or non-contributing 
uses. 

There are two types of land banks. Local governments in Indiana may 
establish a land bank under Indiana Code, to receive property that has been 
unsuccessfully offered at tax sale, and to market that property to buyers. 
Indianapolis has established such a land bank that is primarily used to acquire 
and seek buyers for homes in the city. The more general form of land banking 
– the act of buying and holding property – does not require any legislative 
authority. 

A combination of approaches may be suited to the International 
Marketplace. Some few properties may become available through tax sales, 
and could be a suitable target for Renew Indianapolis and the Indianapolis 
Department of Metropolitan Development. Other properties could be 
acquired directly by the International Marketplace Coalition, through 
purchase or donation. The IMC’s status as a 501(c)3 organization can be an 
incentive to encourage donation. 

Properties within the Global Market, Falcon Creek Village, and Lafayette 
Town Center subareas will be priorities for acquisition. Several options may 
be considered for financing acquisitions, including donations of property, 
conventional financing, CRED or TIF funds, proceeds from land sales, and 
funds raised through grants or other means for this specific purpose. 

Mixed-Use Zoning 
The City of Indianapolis has adopted a new zoning code that will be in effect 
on April 1, 2016. This code places a greater emphasis on urban form and 
environmental sustainability, encouraging walkable environments and 
better enabling mixed-use development such as has been recommended for 
parts of the International Marketplace. 

Redevelopment in the Falcon Creek Village and Lafayette Town Square 
subareas will require a rezoning of the property to a residential and/or mixed-
use zone. The mixed-use zones allow both a vertical mix of uses and unique 
uses within separate buildings in the development area. Either the Mixed Use 
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Three or Mixed Use Four District may be appropriate. The Mixed Use Three 
District is described in the code as follows. 

The Mixed-Use Three District is intended for compact, mixed-use 
village development comprised of moderate and high-density housing 
complemented by a high level of variety of retail, consumer services, 
jobs, and public uses, at development intensities that accommodate all 
modes of transportation with particular attention to the pedestrian. 
The MU-3 district requires intensities and patterns of development with 
investment in public spaces that support safe, vibrant pedestrian 
activity and a variety of housing options, and to ensure that buildings 
and building additions are conveniently accessible to pedestrians. The 
location of an MU-3 district is (a) along key transportation corridors, or 
(b) within ¼-mile and ½-mile of a Transit Station or Transit Stop. 

Both of these districts require adoption of a village land use plan by the Plan 
Commission as a precursor to rezoning. Priority should be given to preparing 
a plan for the Falcon Creek Village subarea, followed by the Lafayette Town 
Square subarea.   

Business Assistance 
The IMC and its partners will need to play a role in helping the District’s 
businesses grow. The first step in this will be to engage with a cross-section 
of businesses, from start-ups to those transitioning to new ownership (and 
even those that have closed), and across all industry sectors. These 
conversations should explore where people get the information and help 
they need to start or manage their business, what gaps may exist, whether 
there is adequate financing, and what hurdles they need to overcome in 
order to grow. This information can be compared to the programs offered by 
economic development agencies and the private sector to determine who 
can best fill each need, and what additional programming may be necessary. 

Discussions with businesses during the course of this analysis did identify a 
handful of needs.  

 Language is a problem for some business owners. In particular, there 
is difficulty in finding professional services that can be delivered in 
native languages. Given the technical difficulty of understanding 
legal, financial, and other documents or advice, this creates 
uncertainty with the business owner. These concerns might be 
alleviated by having common documents available in foreign 
languages, or creating a pool of qualified interpreters who can assist 
in transactions. 

 Many of the District’s businesses are not implementing effective 
marketing campaigns, even taking advantage of free tools that can 
get their business better exposure. This problem is not uncommon 
among independent businesses. Providing training and technical 
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assistance to improve business marketing should be a priority 
responsibility of the IMC’s proposed marketing and events 
coordinator. As an example, the coordinator can provide training to 
business owners to manage their presence on Google Maps, Yelp, 
Urban Spoon, and other sites commonly used in searches. 

 Several of the businesses in the District are well established and have 
been open for many years. Their owners are aging and may soon be 
in a position to close or sell the business. Ideally, the desirable 
businesses with a strong customer following will be sold to new 
owners. This transition has been noted as a challenge. The RedTire 
program at Kansas University (www.redtire.org) may be a model to 
examine. 

Business attraction 

A program of business attraction will be especially important in bringing 
office-based and other business into the Eagle Creek Office Park subarea. In 
developing and executing its strategies, the IMC should form strong alliances 
with existing economic development organizations including the City of 
Indianapolis Division of Economic Development, the Indy Chamber, and the 
Indiana Economic Development Corporation. In particular, the Indy 
Chamber has launched a Global Cities Exchange Initiative. The International 
Marketplace, through the business networks of its constituents, has as much 
to offer this program as it has to gain from creating an alliance to recruit 
businesses to the District. 

Business startup 

Newly formed businesses have been essential to the grow of the 
International Marketplace. Initiatives addressing the startup environment 
can increase the number of new businesses being formed. These initiatives 
need to be created with a very good understanding of the issues that need 
to be addressed. As an example, financial incentive programs targeted to 
startups are often ineffective because the economic development 
organization creating the program fails to understand the nature of the 
need. The programs are usually developed to finance capital costs, but the 
most common needs of startups are soft costs such as leasehold 
improvements, professional services, and working capital. 

Startup businesses will also benefit greatly from technical assistance, some 
of which can be provided with training programs, but much of which will be 
most beneficial provided one-on-one. Marketing and customer acquisition, 
financial record-keeping, and regulatory compliance are the most common 
issues with which businesses need assistance. 

Business retention and expansion 

Nearly all of the District’s businesses have the potential to grow. Specific to 
the International Marketplace, a key to this growth will be to expand the 

http://www.redtire.org/
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business’s customer base beyond its ethnic community to reach the broader 
market. This may require the business to acquire new skills in marketing, 
merchandising, and design. The IMC will also need to educate some business 
owners about the potential market that is available if they can cross cultural 
divides. 

Many other issues related to business expansion tend to be more 
conventional, such as negotiating the process of expanding on a particular 
site, selecting a new location, securing financing, and the logistics of 
managing a move or the opening of an additional location. 
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Implementation 
The following charts summarize the implementation steps necessary to 
execute the recommended strategy for the District. It closely follows the 
organization laid out earlier in this document, adding a final layer of actions 
and identifying responsible parties, anticipated outcomes, and timelines. 

 

These two initiatives will be fundamental to ensuring the long-
term viability of the International Marketplace Coalition and 
helping it to leverage resources to accomplish its goals. 
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The strategies identified here are general in nature, and more 
specific guidance in implementing them is provided in following 
charts. 

 

 

  

2 
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This is a long term goal with many implementation steps and many 
independent projects carried out by the IMC, its partners, and private 
developers. Some of these are further itemized later in this section. 

 

 

 

Many of the initiatives in the plan have at least some role in helping 
to preserve the conditions that have led to the independent and 
international character of the District. 

 

 

 

The cultural center is one of the largest and most complex projects 
enumerated in this strategy, and also one that will have a very 
significant impact on the District’s growth and success. The basic 

steps in bringing the project to fruition are outlined here. 
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The international bazaar works hand-in-hand with the cultural 
center to create a major destination bringing visitors to the District. 
The bazaar brings in customers that will patronize other businesses, 

and as businesses in the bazaar outgrow space, they will move into other 
centers in the District.  

 

The IMC will determine the needs of its food businesses and startups, 
and partner with others to deliver programming. If warranted by 
demand, the IMC may consider some other strategies such as 

establishing a food hub, providing market space, developing a community 
commercial kitchen or co-packing facility, or a food incubator.  
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Programming is important to the District in that it reinforces its 
unique identity and draws in visitors. The strategy uses the first year 
in which to gather information. In the second year the IMC will create 

the position of marketing and events coordinator to serve as a resource for 
organizations holding events in the District. 
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While it has great potential, the International Marketplace is almost 
unknown in its broader market, and even within Indianapolis. There 
is also a need to overcome negative perceptions of the area. A multi-

dimensional marketing and public relations campaign will improve overall 
marketing, ensure distribution of materials to hotels and visitor information 
centers, and develop the web presence of the District and its businesses.  
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Efforts to attract office and other businesses to the District 
will be ongoing. The District should be branded as the 
premier location for foreign businesses to establish their 

offices, as well as for U.S. businesses that engage in foreign trade. The 
international culture, language abilities, and foreign business networks of 
area residents are assets that can be played upon to capture this market, 
along with low costs and proximity to both the downtown and suburban 
employment centers. 
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Housing helps to transition the District into a true mixed-
use neighborhood. As the developer and manager of 
housing, the IMC will be creating a revenue stream to help 

fund its future operations. As it is likely to be the first housing developer in 
the District, the IMC will be setting the standard for design and 
management. 
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The City and private developers will largely be responsible 
for developing paths, greenways, parks, and playing fields 
in the District as it redevelops. The IMC and City can be 

proactive in determining what areas should be set aside and what features 
to construct. 
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The City and private developers will largely be responsible for 
continued development of the streetscape, although the IMC 
may secure funding for small annual projects targeting different 

street segments. The IMC will also drive planning and installation of 
wayfinding for the District. 
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The land bank preserves key sites for future redevelopment, 
ensuring that the right project is constructed, and keeping 
costs low by purchasing property (or accepting donations) 

while the price is low. The IMC’s land bank can work in concert with the City’s 
land bank, which takes foreclosed properties and is primarily focused on 
housing. 
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The IMC will need to be proactive in organizing property owners 
to plan for future mixed-use development and take the 
necessary steps to streamline future rezoning applications. 
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Initial planning for business assistance programs will need to be 
repeated periodically to adjust to new needs. The IMC can work 
with many potential partners to provide the actual training, 

technical assistance, funding, and other assistance required. The IMC’s role 
will be limited to coordinating service delivery, placing less strain on its 
resources. 
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Appendix A: International Marketplace Commercial 
Buildings and Businesses 
 
1. At Home 
2. Best Buy, Staples 
3. Shoe Carnival 
4. Walmart Supercenter 
5. Cort Furniture Rental 
6. El Camino Tire 
7. Ziebart, Tire Barn 
8. Home Respiratory Services 
9. Aaron’s 
10. Batteries+Bulbs 
11. Discount Tire 
12. Key Bank 
13. Rainbow, Myra Nails, Weight Watchers, Oil Palace, Dollar Tree, 

Rue 21, Checksmart, Pike Dental, Gamestop, Q Beauty Supplies 
14. T-Mobile, GNC 
15. Floors to Your Home 
16. Classic Eyebrows, Von Divas Salon 
17. America’s Best Value Inn 
18. Shell 
19. Kessler-Shaefer Auto Auction 
20. Vacant 
21. Gordon Food Service 
22. Pep Boys 
23. Indiana Geothermal, Car Conversion 
24. Napa, RR Auto Repair 
25. Aldi 
26. Goodwill 
27. Fedex, Indy Furniture Outlet, Pretty Nails 
28. Avila Medical / Dental Clinic 
29. Applebee’s, Harvest Prayer Center, Venue Mega Mall, Indy Pro 

Audio, Dulceria El Carmelo, Boost Mobile, Iglesia Centro Cristiano 
Adonai, Allied Home Care, Law Offices Abogados, Zona Soccer, 
Estetica Y Peluqueria, El B Latino Restaurant and Bar, Braids, H&R 
Block, Creaciones Delia, Moda Y Mas, Carneceria Guanajuato 

30. Ray Skillman Kia 
31. Crown Liquor 
32. Carpe Diem Northwest (school) 
33. Meijer Gas 
34. Masters Auto Body 
35. Ray Skillman Mazda 
36. Ray Skillman Used Cars 
37. Ray Skillman Hyundai 
38. Public Storage 
39. Andy Mohr Nissan 
40. Crew Car Wash 
41. Tom Wood Toyota 
42. Copart Auto Salvage 
43. Furniture Discounters, Eyeworks, King Wok, India Sizzling, Patel 

Brothers Indian Grocery, Vacant, eyes by India, Real 
Estate/Insurance, Sherwin-Williams 

44.  Vacant 
45.  Riviera Daycare 
46.  Riviera Pediatrics 
47.  Special ‘E’ Vents 
48.  Drivetime Used Cars 
49. Indy Motors Used Cars 
50. Salvation Army Training Center 
51. Vacant 
52. Okay Corral Bar, Intel Office, Perez Health Group, EMS 

Conference Center 
53. American Top Team, Maurel Boutique, Vacant 
54. Indianapolis EMS Services 
55. Vacant 
56. Vacant 
57. Appliance Parts, La Primera Computers, Braids / Salon, Latina 

Insurance, El Parral Dancing Club, Iglesia Casa de Esperanza, 
Pastry House, Tae Kwon Do, Obadiah’s Smoke Shop 

58. Save-a-Lot, Georgetown 14 Cinema 
59. Lens Crafters 
60. Church’s Chicken 
61. Fazoli’s 
62. Arby’s 
63. Vacant 
64. La Bamba Burritos 
65. Four Seasons Cleaners 
66. Taco Bell, Pizza Hut 
67. KFC 
68. Pure Passion (Adult Dancing) 
69. Eyeglass World 
70. Huntington Bank 
71. Vacant, H&R Block, Fatim’s Hair Braiding, New Taste Buffet, Cell 

Joint, R&A Fashions, World Beauty Salon, Delicias Jalisco, Le’s Nail 
Salon 

72. Papa John’s 
73. Saigon Restaurant 
74. Speedway 
75. Carplex 
76. El Puerto de San Blas 
77. JD Byrider 
78. Sparkling Image Car Wash 
79. Famous Steak and Lemonade Halal 
80. Club Rio 
81. Red Lobster 
82. El Latina Bar & Grill 
83. Jiallo’s African Caribbean  
84. Top Deals Home Center, Suite 38 Event Center, Studio 77 Tattoo, 

Vacant, Killner Hair Studio, Indy Tech Pros Computers 
85. Planet Fitness 
86. Tong’s Audio 
87. Andy Mohr Chevrolet 
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88. Meijer 
89. Vacant 
90. EZ Pawn 
91. Mr. Gyros 
92. Ginza 
93. Vacant, MD&I Computers, Metro PCS, America’s Best Contacts & 

Eyeglasses, Tappanyaki Grill/Buffet, Inkas, El Sol Azteka, Abyssinia 
Ethiopian Restaurant, Pasteleria Gresil, Diva Nails, Beauty Town, 
master hui’s Tae Kwon Do, La Positana Mexican grocery, Access 
Auto Insurance 

94. Unique Ibrows, Domino’s, Zebown’e Jewelry, Braids, Indiana 
Hearing Aid, Flory Beaty Salon, Havana Café, World Insurance  

95. Jiffy Lube, Hand Car Wash 
96. Immediadent 
97. CVS 
98. Frankie’s BBQ 
99. PLS Check Cashing 
100. Vacant 
101. 38th Street Dental 
102. Golden Corral 
103. Viva Dental, Geico, Mariscos Costa Brava, American Jeweler, 

Multiservicios, Velox Insurance, Duncan’s Fireplace and Patio 
104. Superior Market, Dollar Tree, Plaza Mall, Accesserios El Prima 
105. Marathon 
106. Karma, Subway, Shrimp Hut, Cerillas, Ming Jaing Chinese 
107. Dairy Queen 
108. Tortas El Guero 
109. Health Source 
110. Home Depot 
111. Skateland 
112. Shell 
113. Royal Inn 
114. Westside Fun Park 
115. Dollar General, Easy Eyebrows, Piezano’s Pizza, Labor Smart, 

Income Tax, vacant, Salon/Barbershop, El Rey Taco, Carneceria 
Campos, Boost Mobile 

116. Masters Auto Care 
117. O’Reilly Auto Repair 
118. BP 
119. Walgreen’s 
120. Vacant lot 
121. Enlace Academy 
122. Steak n Shake 
123. Jack in the Box 
124. Divas + Gents, El Maguey Taqueria, Hot Nails, Wings & Seafood, 

Little Caesar’sHappy Dragon, Laundry and Tan Connection, Tan 
Lines, American Freight Furniture and Mattress 

125. Rose’s 
126. Eskanazi Health 
127. Auto Zone 
128. White Castle 
129. Reyes Video Latino, Reyes Tax, Reyes Eventos, Restaurante La 

Guanaquita 
130. PC Klinix, Na’s Alterations, Advance America Cash, A Plus 

Services, Sena’s African Hair Braiding 
131. stereo Advantage 
132. Auto Glass Now 

133. Meineke 
134. Valasquez Mufflers 4 Less 
135. Vacant - Potential Cultural Center? 
136. Oak Motors West 
137. Value World, Vacant, MS-IL Staffing, Tanti Braids, Just Suits, 

Magoo’s Pizza, King’s Wok, IFM Mughal Cuisine, International 
Foods - Halal, Al Ryan Restaurant, Boost Mobile, Art Nail, Family 
Dollar, Rent-a-Center, Uncle Bill’s Pet Center 

138. Avis/Budget 
139. PNC Bank 
140. PLS Auto/Check Cashing 
141. American Furniture Outlet 
142. McDonald’s 
143. Indiana Math & Science Academy 
144. New Wineskin Ministries 
145. Indiana Lighting Center 
146. Kenny’s Barber Shop, Brothers United Community Center, Work-

N-Man Clothing, BMP Nail, Vacant, Kut’n Up Hair, Henry’s 
Cleaners, HP Tax Services, Lynn’s Café & Catering, Express 
Alterations, City Music, HB African Braiding, Fat Cat Bar, Angel 
Cakes Elite 

147. K&T Deli, TT Spa & Nails 
148. El Sacon de Mama Mexican Restaurant, Nguyen Tax & Travel, 

New Gen Tech, Braids, TV Repair 
149. Steel Rod Tattoo 
150. Rangley Family Used Cars 
151. Vacant 
152. Glidden Paints 
153. Thuan Phat Market, Van’s Fish Market 
154. Midas 
155. Quick Stop Liquor 
156. Estetica Frank, El Cairo Wellness Center 
157. Brody Used Tires 
158. Vacant 
159. La Gloria Restaurant 
160. Centro de Adoration “Mt. Sanai” 
161. Vacant (office building) 
162. Work One 
163. Admiral Gas Station 
164. Indiana Discount Mall, Saraga Grocery, Lucky Lou Chinese 

Restaurant, Dollar General, Hair Designs, Centro Evangelistico, 
Al-Rahmah, Deeper Life Bible Church, Cash & Carry 

165. Umoja Christian Center, Vacant, Hot Kommodity Salon, Una 
Esperanza Viva, Kingdom Embassy, DaVita Dialysis 

166. Vacant lot 
167. Auto Outlet 
168. Community Church, Barber Shop, Vacant, Diamond Hut 
169. Speedway 
170. Chase Bank 
171. Advance Auto Parts 
172. Rally’s 
173. Vacant 
174. Rick’s Cabaret 
175. Cash America Pawn 
176. Instant Auto Financing (used cars) 
177. Szechwan Garden 
178. Sunlight Nails 
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179. Midas 
180. Ontime Auto Repair 
181. Drive Time Auto 
182. Flowerama 
183. City - Public works 
184. Adams Tire 
185. Stereo Advantage 
186. Vacant 
187. Vacant 
188. Vacant 
189. Phillips 66, Ace Check Cashing 
190. Tires Plus 
191. Don’s Guns, Braids 
192. Auto Repair 
193. LAFAYETTE SQUARE: #1 Wireless/Indy Mobile, BET Braid, Beauty 

Outlet, Boost Mobile, Burlington Coat Factory, Cellairis, Champs, 
Cinnabon, Circle City Sole, D&L Jewelry, Dial N Style, Dominican 
Style, El Jardin Del Eden, Emmaus Christian Church, Eyes by India, 
Fashion Closet, Finish Line, Foot Locker, Footaction USA, Fujun 
Café, Ghori Jewelers, Global Fashions, Gold N Diamond USA, 
Good Times Arcade, Growing Minds Childcare, Hat World, Hip 
Hop Fashion, Impression, Impression Menswear, In New Style, 
International Jewelers, Jackson-Hewitt Tax Services, Jimmy Jazz, 
JNP Fashions, Just Show -N- Off, Kandyland Kreations, Kids Foot 
Locker, Kung Fu Flicks, Lady Foot Locker, Luxury Fragrances, 
Metro PCS, Munchies, NYC Style, One Love Fashions, One Shot 

Photography Studio, Princess Jewelry, R&S Menswear, Rainbow, 
Shoppers World, Solid Gold, Studio G, The Makers, Trendy 
Phones, Underground by Journey's, Universal Car & Audio, 
Unborn Records 

194. Vacant 
195. Social Security, Law Office, Vacant, Arthur Murray Dance, African 

- Caribbean Market, International Bazaar Asian Grocery, IPA 
Music, Udupi Café, Titan Insurance, Liberty Tax Service, 
Troutman’s Barber Shop, BA Hair Braiding, Value City Furniture, 
DJ Beauty Supply, Spice Nation, India Palace, Sai’s Boutique, 
Resource Employment Solutions, India Chaathouse, Shag II Chic 
Salon 

196. Public Storage 
197. Vacant, Gilma Boutique 
198. Georgetown Animal Hospital, Jordans Fish & Chicken, Young 

America Insurance, Sigman Cleaners, AT&T, Sizzling Wok, West 
Side Vacuum, Tax Masters Plus, Vacant 

199. Georgetown Market (natural foods) 
200. Vacant 
201. IU Health (medical offices) 
202. US Healthworks 
203. WHG Child Care, Liberia Christiana, Village Restaurant, Spiceland 

Halal Meat, Nairaland Restaurant, Beautiful Shades Restaurant, 
Abundant Church, Eyebrows, Multiservices Latinos 

204. Vacant 
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