
SPRING GROVE VILLAGE 



VISION: 

Through interacting with community 

members –including residents, 

organizations & businesses alike –

we heard first-hand about the 

neighborhood’s assets & needs in 

order to create a platform that 

allows the public to get to know & 

interact with the community. 

We traditionally are product 
designers but we are passionate 
about applying our unique set of 
skills to new problems 

OUR MISSION 

Through interacting with community 
members including residents, 
organizations, and businesses, we 
learned the neighborhood’s assets 
and needs firsthand. We created a 
plan that allows the public to get to 
know and connect with the 
community. 
 
 
 



Who Are We? 
 
We are UCID students. 
 
 

HI! 

We traditionally are product 
designers, but we are passionate 
about applying our unique skillset 
to new problems. 

THE TEAM: 
 

Allison Manares, Christine Yeh,  
Elizabeth Bradford, Tal Zaksenberg,  
Jamie Maier, Amy Shigel, Becky Roetker,  
Susan Choi & Professor Steve Doehler 

3 



SGV COMMUNITY COUNCIL 
Gary Robbins, President 
 
  
 
 “We have good people here.” 

How can we activate the neighborhood  
with a sense of community? 
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SGV COMMUNITY 

THE STAKEHOLDERS: 
 

Residents 
Community Organizations  
Non-profits 
Businesses 
The City 
Non-Residents 

Who is Spring Grove Village? 
 
  
 
 

Through secondary research and conversations with Gary, we identified key community stakeholders 
and reached out to learn more about the neighborhood and their experience. 
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MEETING  
THE NEIGHBORHOOD 



INTERVIEW 
GUIDE 
What do we want to know? 
 
Who are the stakeholders? 
What do we already know about the community? 
What can the community help us understand  
about the neighborhood? 
 

We created a formulated interview guide for each major 
community stakeholder group in order capture 
detailed, actionable information. 

 business 

residents 

organizations 

non-residents 

Who are the 
community 

stakeholders? 
Who is Spring  
Grove Village? 

How can we objectively 

consider all of SGV’s diverse 

perspectives ? 

7 



Getting Out There 
 
Over the course of two weeks,  
our team went out into the community.  
With our guides, we listened to what  
the community had to say. 

INTERVIEWING  
THE COMMUNITY 

Over the course of two weeks,  
our team went out into the 
community. With our guides,  
we listened to what the  
community had to say. 
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What We Heard 
 

ANALYSIS 

PEOPLE COMMUNITY 
CONNECTIONS 

LOCATION ATMOSPHERE SAFETY & SECURITY 

After analyzing the interview response data, we grouped the findings into five main categories. 
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ANALYSIS 
People 
 
  
 
 

“I see families walking with their kids, and that’s heartening.” 
 

SGV values its diverse population and hopes to 
better represent those who have previously gone 
unrepresented.  

Assets: 
 

Young professionals moving in 
Diverse population 
People watch out for each other 

Opportunities: 
 

Encourage community involvement 
Inform new residents 
Youth programs 

Ideas: 
 

New residents info packet 
More community events 
Volunteer opportunities 
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ANALYSIS 
Community Connection 
 
  
 
 

“By connecting we’re gonna change the way we do things.” 
 

SGV hopes to better engage residents and connect 
the community. 

Assets: 
 

Involved & active residents 
Committed community council 
Concern for each other 

Opportunities: 
 

Community initiatives 
Strengthen relationships 
among residents 

Ideas: 
 

Effectively collect community 
concerns 
Create more opportunities for 
community member connection 
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ANALYSIS 
Location 
 
  
 
 

“It sits in a little hub, and everything is around it” 
 

SGV is a quiet neighborhood with few local businesses 
but has stable housing and is near the highway. 

Assets: 
 

Quiet, secure, unified 
Major highway connections 

Opportunities: 
 

Gathering space 
Local businesses 
Parks & outdoor space 

Ideas: 
 

Coffee shop 
St. Bernard School 
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ANALYSIS 
Atmosphere 
 
  
 
 

“[The cemetery] is such a gem, and it’s ours.” 
 

SGV has a rich history and provides a quiet hidden 
sanctuary in the hectic city. 

Assets: 
 

Spring Grove Cemetery 
Vibrant & beautiful 
Quiet, peaceful, friendly 
Rich history 

Opportunities: 
 

Traffic concerns 
Community involvement 

Ideas: 
 

Maintain quaint atmosphere 
Connect the community within 
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ANALYSIS 
Safety & Security 
 
  
 
 

“You see it… You don’t see it… You make the call.” 
 

Residents feel safe in the neighborhood but expressed 
concerns with crime and drugs. 

Assets: 
 

Safest neighborhood in District 5 
Citizens on Patrol 
 

Opportunities: 
 

Traffic & accidents 
Citizen activation 
Good-guy loitering 

Ideas: 
 

Public education 
Parking availability 
Ways to engage youth 
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DESIGN 
OBJECTIVES 

● Encourage community engagement 
 

● Facilitate relationship building 
 

● Leverage neighborhood initiatives, activities, 
and assets 

 
● Promote opportunities for youth involvement 

 
● Motivate resident participation to maintain a 

sense of security 
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CONCEPTING 



Interview analysis themes built our 
concepting foundation. 
 
We started by creating concepts individually and 
regrouped to combine all the ideas. We identified 
commonalities and themes to develop the final 
directions. 

BRAINSTORMING 
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CONCEPT 
DIRECTIONS 

COMMUNITY EVENT GATHERING SPACE RESIDENT SPOTLIGHT 

Create an event to engage 

Spring Grove Village 

residents and grow 

neighborhood 

relationships, while also 

marketing the community’s 

assets, new funding 

platform, and SGV’S unique 

personality. 

Creating a physical space 

for residents of all ages to 

interact, attend community 

programming, and get to 

know each other in a more 

relaxed setting. 

FUNDING PLATFORM 
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Leverage Spring Grove 

Village’s biggest asset: its 

diverse people! Establish SGV 

as a tight-knit, caring 

community by welcoming new 

residents and highlighting 

established ones. 

Build an online space where 

community members and 

outside friends can see the 

neighborhood needs listed as 

opportunities for people to 

funds or participate in. This 

website will allow the 

community to gain what they 

need. 



VALIDATION 

Concept cards: 
 
GENERAL:  Sentence describing the concept and its 
benefits. 
 
DETAILS: Further description of concept and 
organizations involved with programs and initiatives. 
 
HOW IT’S DONE: Who is needed in order for the concept 
to grow and develop? 
 
REACTIONS:  Space for interviewee to write positive 
feedback and concerns. 

19 



CONCEPT 
FEEDBACK 
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Rate the cards 
 
To determine the importance of each website initiative, 
we let the interviewee sort out each program from most 
important to least. 



BUILDING A 
COMMUNITY 
What matters? 

People need relationships to care. 
People participate when they connect. 
People give/donate when they’re invested. 

PLATFORM INITIATIVES 

MARKETING 

In order for the final concept to reach its full potential, we it them through 
three lenses: INITIATIVES, PLATFORM, and MARKETING. 
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OUR STRATEGY 

INITIATIVES 

Gathering Space 
& Programming 

PLATFORM 

Website 
Donation 

MARKETING 

Community 
Event 
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Generate funding to create 
a communal space for 

people to gather. 

Create a branded platform to 
collect funds and start initiatives. 

Use a larger event to form 
connections inside and 

outside the neighborhood 
and promote the website. 



DELIVERED  
KIT OF PARTS 
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PROGRAMMING 
 
Fun For All 
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INITIATIVES 

Ideas created to cater to the interests, 
hobbies and passions of the 
neighborhood.  
 
Linked with the business sphere of the 
community through sponsoring & 
event hosting. 



WEB PLATFORM 

Promoting Local Activities  
 
 

PLATFORM 

Vibrant communities have a strong 
web and social media presence. We 
created SGV’s website as a platform  
for communication, marketing,  
and crowdfunding.  
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BRANDING 
BOOKLET  
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A Tool for Implementation  
 
 

PLATFORM 

A booklet describing the current brand 
of Spring Grove Village, the importance 
of having a brand, and our process of 
creating a more refined, solid brand.  
 



KICK OFF  
EVENT 
Design at Work Expo 
 
 
MARKETING 

With process and findings in mind,  
this interactive exhibit highlights our 
findings and prompts a community 
wide conversation.   
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INITIATIVE  
GUIDE 
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Planning and Execution 
 
 
MARKETING 

This binder walks through the process 
of hosting a successful event and 
describes the first SGV initiative: a 
community space. 
 

INITIATIVES 



TO ALL PARTICIPANTS, 
 
Thank you again for your time and input. We appreciate your  
commitment! This project would not have been possible without you! 
 
 

THANK YOU! 

QUESTIONS? 
Contact Professor Steve Doehler! 
 
doehlesj@ucmail.uc.edu 
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