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H Street NE is a mile-long commercial corridor in Washington, DC, 
that has suffered decades of disinvestment. In recent years, its 
retail economy has begun a revitalisation with investment from new 
businesses, especially arts and entertainment uses. Drawing on the 
literature of retail regeneration, cultural districts, and gentrification, 
this paper argues that H Street’s current development is inextrica-
bly connected to its spatial qualities—its relative location, its linear 
shape, and its small century-old buildings—as well as to its context 
in the recent social and economic development of Washington, DC. 
These particular qualities have favoured a neighbourhood economy 
based on creative retail entrepreneurs and identity-conscious con-
sumers. Despite this importance, development plans have gener-
ally failed to account for the particular space of H Street or for its 
role in the city. This paper concludes with a renewed vision for the 
next phase of development on H Street that takes advantage of the 
unique space and scope of its economy.

Acknowledgements

Abstract

Abstract. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3 
Acknowledgements . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3
Introduction . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 4
Methodology . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 5

I. H STREET REBORN
The Rise and Fall of H Street NE . . . . . . . . . . . . . . . . . . . . . . . 9
Revitalisation—A Critical Perspective . . . . . . . . . . . . . . . . . . . 14

Facilitation: A Flexible Vision . . . . . . . . . . . . . . . . . . . . . . 14
Production: Small-Scale Entrepreneurs . . . . . . . . . . . . . . 17
Consumption: The New Meaning of Urban Commerce. . . . 19

II. THE FUTURE OF H STREET
Challenges and Threats of the Current Planning Framework . 25

Space: Shaping an Economy . . . . . . . . . . . . . . . . . . . . . . 25
Scale: Situating H Street in Washington DC . . . . . . . . . . . 26

A Renewed Vision for H Street . . . . . . . . . . . . . . . . . . . . . . . . 32
Production: Expanding the Creative Economy . . . . . . . . . 32
Consumption: Selling to the City and the Neighbourhood . 35

Conclusions. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 38

References . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 40
Appendix A: List of Interviewees. . . . . . . . . . . . . . . . . . . . . . . 42
Appendix B: Goals of H Street Development Plans . . . . . . . . . 43
Appendix C: H Street Directory—Buildings and Businessses . . 45

Table of Contents

Situating a New Main Street: 
The Space and Scope of H Street’s Commercial Development
A dissertation submitted to the Department of Sociology, the London 
School of Economics and Political Science, in part completion of the 
requirements for the M.Sc. City Design and Social Science.

Peter Dunn (peter.t.dunn@gmail.com)
31 August 2010
Word Count: 10,138



4	 Situating	a	New	Main	Street

On the walls of the Taylor Gourmet, an Italian deli opened on H 
Street by Philadelphia natives in 2007, hang two types of decora-
tions. Near the counter are several framed and mounted clippings of 
glossy features and glowing reviews from the Washington Post, New 
York magazine, Travel & Leisure, and other major publications cel-
ebrating the introduction of $9 sandwiches with imported prosciutto 
and provolone to the city’s otherwise lacking deli market. Farther 
back in the seating area, a series of framed photographs depict the 
renovation of a modest barbershop with fluorescent lights and sim-
ple drywall into Taylor Gourmet’s clean industrial chic—bare brick, 
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H	Street	NE	is	located	in	a	large	residential	neighbourhood	just	northeast	of	the	Capitol.

unfinished lumber accents, and exposed hardware.
These two sets of images— one proclaiming relevance and inter-

est extending well beyond the neighbourhood  and one of a spatial 
transformation for a very different commercial use—are together at 
the heart of the changes that have occurred over the past five years 
on this mile-long commercial corridor in Northeast Washington, 
DC. Once a thriving regional shopping district, H Street NE suffered 
four decades of disinvestment, dereliction, and unsuccessful at-
tempts at revitalisation. When significant revitalisation finally began 
in earnest around 2005, most of the growth was not in the retail or 

1/4	mile



	 Situating	a	New	Main	Street	 5

Methodology

The complexity of investigating such a dynamic urban neighbour-
hood calls for the use of a range of academic thought. I have relied 
on literature of inner city retail development, cultural districts, the 
nighttime economy, and gentrification to put H Street’s spatial and 
economic issues in a theoretical context. Informing my perspec-
tive on H Street itself are a range of primary sources. After visiting 
H Street casually in 2008 and 2009, I returned for a more focused 
research and site visits over two weeks during the writing of this 
paper in summer 2010. DC’s planning documents and dozens of 
newspaper articles and online commentary have given me official 
and citizens’ perspectives. Finally, I conducted several telephone 
interviews with individuals closely related to either H Street itself or 
to DC programmes and organisations.

The richness of the story of H Street offers material for a range 
of methodological approaches which will not be employed here. 
Other treatments of Washington DC have presented ethnographic 
portraits of neighbourhoods in transition (Modan 2007, Shepherd 

2008, Williams 1988), analyses of the city’s pervasive race and class 
tensions in planning and development (Gillette 1995, Farrar 2008), 
and examinations of conflicts in city politics and institutions (Jaffe 
and Sherwood 1994, Kofie 1999). While impossible to ignore, these 
issues will remain a backdrop to this paper’s primary focus on local 
commercial development—the growth and decline of retail shops, lo-
cal services, restaurants, theatres, studios, offices, and other small 
businesses and organisations that make up the patchwork of fine-
grain urban commercial districts.

I divide the economic actors of this scene into three categories: 
facilitators, producers, and consumers. Facilitators are the city 
agencies and local organisations who plan and manage the neigh-
bourhood’s commerce. Producers are the entrepreneurs and en-
terprises who invest in and operate businesses, shape spaces, and 
create the image of the street. Consumers are the customers and 
patrons who purchase goods and services and create the street’s 
social atmosphere and identity. The boundaries between these roles 
are by nature loosely defined, but this paper’s analysis identifies 
discreet contributions of each to H Street’s commercial development.

Within this scope, this paper specifically examines the role of 
space and scale. The spatial characteristics of H Street, namely its 
location in Northeast, its linear highway structure, and its small 
old buildings, have helped to prevent certain types of investment 
while enabling others. This issue of scale approaches H Street from 
a larger point of view than its immediate neighbourhood, examin-
ing both the geographic extent of H Street’s retail trade area and the 
degree to which its socio-economic development connects to the so-
cial goals and economic priorities of DC. Although often overlooked, 
the ways in which each category of actor addresses space and scale 
reveals both challenges and opportunities of H Street’s commercial 
development.

The structure of this paper has two parts. The first part begins 
by briefly putting H Street’s growth and decline in the context of 
its history and its city before offering a deeper analysis of the last 
decade’s transformation focusing on of the intersection of its facili-
tators, producers, and consumers with issues of space and scale. 
The second part identifies the shortcomings of the current planning 
approach in terms of its poor spatial planning and its neglect of city-
scaled issues, then suggests a vision for the next decade to build on 
H Street’s current success while addressing its challenges.

neighbourhood services that had historically predominated, but in 
the cultural and nighttime economies. This economic, social, and 
spatial development has exceeded expectations in its scope, speed, 
and character.

The DC government’s recent contribution to this development 
has been indispensible, particularly in creating a shared vision and 
investing in infrastructure. However, it has simultaneously dis-
counted the elements of the story that the Taylor Gourmet most 
prominently displays, the spatial reinterpretation of a mid-twentieth 
century commercial typology and the use of quality and distinctive-
ness to expand H Street’s economy beyond its neighbourhood. As 
ever, H Street today is a product of its physical environment and 
of larger Washington, DC socio-economic influences. Together, 
these forces are creating a different type of commercial district on H 
Street, one that is polished and rough, that hosts some of the city’s 
most innovative businesses and curious customers, that offers not 
just products, but experiences, image, and meaning. This paper ex-
amines the recent development of H Street in this context to suggest 
ways in which its economic activities have created and can continue 
to create a re-imagined urban commercial district.
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Major	development	on	and	near	H	Street,	1968-2003

Destruction and Renewal

Hopscotch Bridge H Street CDC 
Headquarters

John A. Wilson 
Plaza

Retail Centre H Street 
Connection

Auto Zone Delta Tower, 
Capitol Tower

Completed 1970s 1996 1990 2003 1986 1998 1970s

Development Public H	Street	CDC H	Street	CDC,	sold	
2006

H	Street	CDC Private,	with	
public	partnership

H	Street	CDC Public

Crosses	over	the	
Union	Station	
rail	yard	west	
to	downtown.	H	
Street	previously	
passed	beneath	
the	tracks.

Used	as	
organisation’s	
offices	and	
training	centre.

230,000	square	
feet	of	offices	
leased	to	DC	
government,	
with	limited	
ground	floor	
retail.	Slated	for	
redevelopment.

In	response	to	
neighbourhood	
opposition	to	
a	single-storey	
building,	the	
developer	build	a	
faux	upper	floor	
façade.

38,000	square	
foot	shopping	
centre	with	
parking.	Slated	for	
redevelopment.

Nearby	bars	and	
restaurants	have	
struggled	to	make	
the	large	car	park	
available	to	their	
patrons	in	the	
evening.

Built	as	senior	
and	low-
income	housing	
following	the	
recommentation	
of	the	1969	
renewal	plan.
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100m



	 Situating	a	New	Main	Street	 9

Although H Street NE was included in Pierre L’Enfant’s original 
1791 plan for the City of Washington, the area northeast of the 
Capitol remained largely undeveloped until its settlement in the late 
nineteenth and early twentieth centuries, when the street was paved 
and DC’s main east-west streetcar line ran the length of the street. 
In part because of its role as a principle transportation route be-
tween central DC and the ports and towns to the east in Maryland, 
H Street’s ground floors were designated a commercial district from 
the city’s first zoning laws in 1920. H Street’s peak importance as a 
commercial district was during the 1930s-1950s, when it generated 
more revenue than all but one or two other commercial districts in 
the Washington area. The merchants and customers were histori-
cally fairly diverse, though by the 1950s it had become known as 
the city’s primary black shopping corridor (H Street CDC 2001).

By the 1950s, middle class population began leaving the city 
for the suburbs, which not only depleted H Street’s customer base 
but introduced new competition in suburban shopping malls. After 
years of steady decline, H Street’s death blow came in April, 1968, 
when four days of riots following the assassination of Martin Luther 
King swept the main black business corridors of the District, 7th 
Street NW, 14th Street NW, and H Street NE. Once the fires and 
property destruction ended, dozens of buildings on H Street had 
been damaged or destroyed (National Capital Planning Commission 
1968), some of which have to this day not been rebuilt. Like the rest 
of the District, the area around H Street continued to lose popu-
lation for decades, and a crack cocaine epidemic and episodes of 
violent crime prevented much investment.

During this time, the city and community made several attempts 
to restore the once-prominent commercial corridor. Just one year 
after the riots, the H Street Urban Renewal Plan (National Capitol 
Planning Commission 1969) focused primarily on improving hous-
ing and eliminating physical ‘blight’ with an emphasis on govern-
ment programmes. The plan is fairly generic in its analysis of the 
neighbourhood, and its unambitious commercial development plan 
focuses on small resident-serving businesses rather than recreating 

The Rise and Fall of H Street NE

I. H STREET REBORN a major shopping destination. While this document made no specific 
development plans, its general goals were nonetheless largely car-
ried out in a series of typical urban-renewal projects. Two apartment 
towers were constructed, a massive flyover was constructed across a 
rail yard, and a small shopping centre was built.

Business only continued to suffer in this environment, and in 
1984 the H Street Community Development Corporation (CDC) was 
formed in a large part due to the mobilisation of frustrated residents 
as a new approach to revitalising the neighbourhood. In contrast to 
urban renewal efforts driven by the municipal government, the aim 
of the CDC model is to support neighbourhood economic develop-
ment goals by acting as both a non-profit community organisation 
and a for-profit property developer. In the next 20 years, however, 
residents often disparaged the H Street CDC’s projects both archi-
tecturally and economically, and saw the organisation as financial-
ly-motivated and its director inaccessible (Washington City Paper 
1997, 2000, Washington Business Journal 1998, 2002). A major 
investigation by the Washington Post (2002a, 2002b) revealed disap-
pointing results and questionable business and political dealing by 
H Street and three other city CDCs. Today the H Street CDC has 
expanded its activities to several other neighbourhoods and has a 
greatly diminished role on H Street, although it still owns properties.

The limited developments between the 1968 riots and the early 
2000s, all with financial involvement by the CDC or DC govern-
ment, are of an entirely different character than those original to 
the street. These include two five storey office buildings occupying 
a full block housing DC government offices, a long suburban-style 
shopping centre set back from the street to allow two rows of park-
ing, and an auto parts shop with a nearly block-long car park. None 
have lived up to their revitalisation promises.

Whatever the failings of these particular approaches to revi-
talisation, it is important to keep in mind that for the most part, 
the rest of the city was languishing during these decades as well. 
However, by the late 1990s and early 2000s, DC population was 
growing, income increasing, crime decreasing, and many neighbour-
hoods were enjoying re-investment that, for a variety of reasons, H 
Street did not. This development represented investment by indi-
viduals, by corporations, and by the government. In addition to its 
social and economic profile, H Street’s spatial characteristics pro-
hibited much investment along these lines.
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At the smallest scale of investment, individuals invested in DC 
homes following typical gentrification patterns. Long divided be-
tween a rich population in the west and a poor population in the 
east, DC’s gentrification frontier generally flowed eastward from 
Georgetown and other affluent neighbourhoods west of Rock Creek 
Park.  With a rich supply of traditional houses and proximity to 
established neighbourhoods and institutions, key ingredients for 
gentrification (Ley 1996: 92), many neighbourhoods adjacent to 
the central business district quickly gained new residents and new 
investment in both existing housing and infill apartment and con-
dominium buildings. The Northwest neighbourhoods affected by the 
1968 riots developed along these basic lines. Capitol Hill, long an 
unusual enclave of affluence outside of Northwest, had gentrified in 
this way to the south of H Street, eventually spreading to the border 
of H Street and putting pressure on its development (Washington 
City Paper 2000). However, because of H Street’s location farther 
from established neighbourhoods, employment, or Metrorail, this 
residential investment came later and weaker than in neighbour-
hoods like Shaw or U Street with otherwise similar histories.

Consequently, the local retail development that typically follows 
a newly affluent population also bypassed the H Street commer-
cial district. In addition, larger commercial developments like the 
arena and retail project at Gallery Place or the urban big-box retail 
at Columbia Heights, endorsed by the city to simultaneously revive 
neighbourhoods and the District’s sales tax base, could not have 
happened on H Street. The corridor’s distance from other activity 
or transport is again problematic, but it also lacks the large lots 
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under single ownership necessary to develop such large projects. 
Moreover, the linear nature of the corridor, as opposed to a more 
compact neighbourhood, makes focusing investment in a defined 
area problematic. Commercial districts of similar scales like Adams 
Morgan or Georgetown that developed at this time did so with the 
help of a denser, more affluent population or by a regional customer 
base.

Finally, at the largest scale of investment, Washington DC like 
most American cities has invested in large publicly financed mega-
projects in disadvantaged areas with the express intention of revital-
ising neighbourhoods. H Street’s fine-grained residential fabric has 
again prevented DC from investing in projects of this size as it has 
with the 2008 baseball stadium or the 2003 convention centre, both 
centrepieces of public regeneration efforts. Even though H Street is 
a perennial target for such regeneration, its fragmented ownership 
and distance from supporting activity has made large-scale invest-
ment impossible.

Although re-investment was beginning in fits and starts a few 
years before, only by the mid 2000s did DC’s economic growth 
finally take off on H. Once the corridor found a successful develop-
ment model, its investments were like its space: marginal, sparse, 
and small.

Development	on	H	Street	
has	been	directly	affected	
by	the	length	of	the	
street	and	the	size	of	its	
buildings.
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H Street today is a nearly unrecognisable compared to the same 
street in 2000. Its two theatres have brought performing arts to 
Northeast Washington for the first time in decades. Its lively bars 
and restaurants draw patrons from across the city every night and 
are featured in enthusiastic national media profiles. New business-
es open every month, even during the current recession, and the 
number vacant properties has decreased dramatically. Hundreds 
of new units of housing are completed or in planning. A massive 
streetscape and transportation improvement programme is cur-
rently underway to improve the pedestrian environment. In 2012, 
DC’s first modern streetcar is planned to serve the corridor for the 
first time since service on the original streetcar was discontinued 
in the 1950s. In many ways different than the previous efforts on 
H Street or in other neighbourhoods, this transformation has been 
made possible by a shared, flexible vision, by the investments of a 
series of individual entrepreneurs, and by a growing market for the 
kinds of businesses that can thrive on H. The following analysis of 
this development is organised around three closely related catego-
ries—facilitation, production, and consumption.

Facilitation: A Flexible Vision
In a sharp departure from the efforts of the previous decades, the 
selective intervention of city agencies and a local merchants organi-
sation in recent years have been crucial to facilitating H Street’s 
collection of small-scale investments. The coordinating vision that 
enabled re-investment on H Street was ‘Revival: The H Street NE 

Strategic Development Plan’ (DC Office of Planning 2003). Making 
good on a 2000 campaign issue, Mayor Anthony Williams commit-
ted the resources of several agencies to H Street, and beginning in 
2002 the office of planning led the production ‘Revival’ in consulta-
tion with over 500 stakeholders. After a period of focus on revitalisa-
tion in Northwest neighbourhoods, this represented a major shift in 
attention to the previously neglected Northeast. Moreover, the level 
of citizen participation and cross-agency collaboration were largely 
unprecedented (A Saleem, interview). The resulting plan is intended 
‘as a guide for public and private investment’ over a roughly ten year 
period (2003: 1), and makes no specific plans for any large-scale 
project. Instead, it offers land use guidelines, analyses current and 
potential retail activities, and plans for public investment in trans-
portation and public realm infrastructure.

 Regardless of its specific strategy, perhaps the most important 
achievement of the plan was to create a single vision for the fu-
ture of the corridor to which all relevant stakeholders could make 
their contribution. Drury Tallant of the Stanton Park Neighborhood 
Association, who was on the plan’s advisory committee, argues that 
without a common vision of its future, people had been reluctant 
to invest on H Street because of a deep ambiguity about its future 
(interview). As the plan describes it, ‘the beginnings of two diverging 
paths are currently evident: a suburban-like series of pad sites and 
a traditional, neighbourhood retail environment’ (p.13), and favour-
ing the pedestrian-scaled retail district has given new and existing 
businesses, residents, developers, and city agencies some clarity in 
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the future of their investments.
‘Revival’ claimed that ‘Public investment in the corridor will 

minimize [retailers’] concerns about the uncertainty of H Street’s 
business environment’ (p.15), and indeed public investment did 
follow. Immediately after ‘Revival’, the District Department of 
Transportation produced a study (2004) on H Street and continuing 
several miles beyond which recommended a series of specific physi-
cal improvements for public and private transport and the pedes-
trian experience. These recommendations eventually led to a $65 
million transportation project currently underway, by far the largest 
single public investment in the corridor. The street has also regular-
ly appeared in several other District plans and programmes aimed 
at helping small businesses.

Concurrently with the plan’s production, H Street Main Street 
was formed as an independent non-profit organisation largely 
funded by the city. Directly involved in the plan’s development, it is 
today tasked with its promotion and implementation. H Street Main 

Street (HSMS) is one of the initial five participants in the DC Main 
Streets programme, which is in turn part of the National Trust for 
Historic Preservation’s Main Street Center. Created in 1980, the 
Main Street Center grew out of the National Trust’s efforts preserv-
ing historic buildings in small towns. Emphasising the link between 
preservation and economic development (see Wojno 1991, Collins et 
al. 1991, Listokin 1998), the centre initially focused on revitalising 
the disinvested centres of small towns before applying its approach 
to neighbourhood commercial districts in large cities. Its approach 
revolves around four points—organization, promotion, design, and 
economic restructuring—which former director Kennedy Smith 
argues are flexible enough to be effective in a range of commercial 
environments.  Furthermore, the centre does not prescribe a specific 
organisational structure, but instead acts as a ‘model for organis-
ing activities’ that any range of organisations and agencies can use 
(K Smith, interview).  HSMS itself grew out of an existing merchants 
and professionals association, and while it now has a clear directive 
from the city government, it remains closely aligned with the street’s 
business owners. Unlike the CDC, it does not own or develop prop-
erty directly, but can only encourage others’ investment.

This combination of a planning framework that provides di-
rection without mandating it and a community organisation that 
coordinates independent local interests has enabled a flexible and 
natural development on H Street that is necessary given the frag-
mented ownership of its small parcels.  In evaluating the successes 
and failures of American downtowns at the end of the century, Gratz 
(1998) differentiates ‘between [downtowns] rebuilt and reborn, be-
tween what we identify as Project Planning and Urban Husbandry’. 
Urban Husbandry is a citizen-led effort that treats the urban en-
vironment as an ecosystem to be nurtured rather than a site for 
discreet projects whose benefits are expected to expand outwards. 
The facilitators of H Street set the scene for the sort of bottom-up 
transformation more akin to ‘urban husbandry’ than to top-down 
‘project planning’. ‘Revival’ suggests that ‘With many initial success 
stories...H Street will experience a “domino effect” with new shops 
and restaurants eager to occupy space on this vibrant corridor’ 
(p.15) just as Gratz urges cities to ‘Fix the worst house on the block, 
and others will invest on their own...Revive an historic theater and 
open the first restaurant, and an entertainment district may emerge’ 
(1998: 344).

A	major	transportation	and	streetscape	project	is	bringing	a	streetcar	to	H	Street	and	
improving	its	physical	appearance.
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Although	the	number	of	
vacancies	has	decreased	
dramatically	in	the	last	
five	years,	many	remain.
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Production: Small-Scale Entrepreneurs
An entertainment district did indeed emerge. The fact that the 

it did not emerge quite as officials had expected would come as no 
surprise to theorists who argue that the best cultural quarters are 
not planned or created through policy, but grow naturally on their 
own accord given favourable conditions because of their indepen-
dent and alternative character (Mommaas 2001, Stern & Seifert 
2007). Lovatt and O’Connor (1995) further argue that nightlife, by 
nature transgressive and marginalised, actually resists common 
planning tools. Although the H Street economy extends beyond bars 
and restaurants, these activities are credited with accelerating in-
vestment and bringing a new positive attention to the corridor. The 
producers of these uses have succeeded in part by addressing the 
elements others have neglected—taking advantage of H Street’s spa-
tial character and defining its role beyond the neighbourhood. The 
prime movers of this district were the renovated Atlas Theatre and a 
series of new bars.

The Atlas Theatre, an art deco movie house, was built in 1938 
and abandoned in 1976. When local philanthropist Jane Lang visit-
ed the neighbourhood for the first time in 2001, the Atlas was dete-
riorating under the ownership of the CDC. Hoping to create a small 
performing arts centre, Lang only later considered that her theatre 
could play a role in neighbourhood revitalisation. Against the strong 
urging of her colleagues (‘In retrospect, it was a little naive’, she 
says), Lang’s foundation purchased the Atlas from the CDC and 
began major renovations (J Lang 2010, interview). Together with ad-
jacent storefronts, the theatre opened as the Atlas Performing Arts 
Center in 2005 with two performance spaces and a dance studio. 
In the meantime, another small foundation opened a smaller black 
box theatre called the H Street Playhouse in 2002 in a former auto 
garage on the same block.

With the Playhouse then open and the Atlas undergoing renova-
tions, ‘Revival’ envisioned an ‘Arts and Entertainment’ area between 
12th and 15th streets with ‘cafes, table service restaurants, coffee 
and liquor bars designed to serve the tastes and expenditure poten-
tials of theater patrons’ (p.12). This proposal did not anticipate the 
nightlife district, now unofficially branded the ‘Atlas District’, that 
followed largely due to the efforts of one entrepreneur, Joe Englert. 
An experienced nightclub owner, Englert had made a name for him-
self in DC beginning in the 1990s by fighting what he perceived as 

a lack of interesting nightlife in the city with quirky establishments 
whose unusual inspirations ranged from Salvador Dali to bugs 
(Washington Business Journal 2004, 2005). Englert first invested 
in H Street not primarily because he wanted to capture the custom 
of theatre patrons or because of a quest to save the neighbourhood, 
but ‘because it was cheap’ (J Englert, interview). Recognising that 
a single bar in a marginal neighbourhood was unlikely to thrive, 
Englert’s strategy on H was to open seven bars at once to create a 
critical mass of nightlife. In carrying this plan out in 2005 (along 
with several business partners and co-investors), Englert gave birth 
to a nightlife district virtually from scratch.

 Besides the scale of this multi-bar investment, the advantage to 
Englert’s strategy was his establishments’ distinct themes. Among 
the first bars are a New Orleans-style dive bar (The Red and the 
Black), a boxing-themed bar (the Pug), and a bar featuring sideshow 
entertainment (The Palace of Wonders). In summer 2009 the city 
buzzed about the opening of Englert’s H Street Country Club, which 
features a 9-hole Washington-themed miniature golf course and a 
Mexican restaurant. These themes have not only drawn customers, 
they have provided interesting material for media coverage that has 
quickly given new colour to the image of H Street.

The pace of new business openings on H Street accelerated once 
Englert’s cluster opened in 2005. While these have mostly been 
similarly distinctive bars, cafes, and restaurants, some art galler-
ies and shops have opened as well. According to local stakeholders, 
these entrepreneurs typically come with experience from outside 
the neighbourhood not to open formulaic businesses, but to try 
out innovative new retail ideas. Englert today is proud of the busi-
nesses that his neighbours have created, noting ‘some very well 
thought-out concepts moving in’ (J Englert, interview), and H Street 
Main Street director Anwar Saleem is likewise impressed with the 
‘new ideas’ people are bringing to H. In part, he argues, this fresh 
approach is the result of the slow economy, which has given many 
would-be entrepreneurs the impetus to go forward with an idea they 
may have been considering for a long time (A Saleem, interview). 
This latent supply of entrepreneurship in the District was not fully 
anticipated by the plans, but has contributed much to the activity 
on the street.

Unlike many more straightforward neighbourhood commer-
cial streets, H Street today demonstrated a unique combination 



18	 Situating	a	New	Main	Street

of business and creativity. While its recent entrepreneurs are not 
artists per se, the care and consideration they put into their estab-
lishments represents a creativity and self-expression in ways that 
the traditional shop selling household goods rarely can. While kitsch 
is undoubtedly a business strategy for Englert, he also says he just 
wanted to create a place where he and his friends would have fun (J 
Englert, interview). This type of retail and entertainment creativity 
has functioned in this neighbourhood’s development in many of the 
same ways as the studios, workshops, and galleries of artists and 
others who are ‘rich in cultural capital but poor in economic capital’ 
(Ley 1996: 310). On H Street more so than in other areas, partner-
ships are an increasingly common business model, often with differ-
ent individuals bringing the concept, the experience, and the financ-
ing to the venture (A Saleem, interview). Cultural and economic 
capital have both been necessary to reinvent H Street.

Comparatively inexpensive space has been necessary for this 
type of innovative investment as well. Jacobs (1961) argued that 

new ideas need old buildings, which provide cheap space without 
the constant need to repay the cost of construction. While the cost 
calculations of building rehabilitation for business use may be dif-
ferent, the creative re-occupation of a disinvested space can have 
the same effect on neighbourhood space. Like artists appropriating 
inner city factories and warehouses made obsolete by a post indus-
trial economy (see Zukin 1982), these small business entrepreneurs 
use street-level shops made commercially obsolete by suburban 
shopping malls. The relative smallness of buildings on H allows 
smaller investments, opening business opportunities to a market 
with fewer financial resources than larger new construction, and 
its quantity of properties encourages a diversity of investments. 
While not ideal for studios, these narrow buildings do lend them-
selves nicely to nightlife. Campo and Ryan identify ‘underutlized 
commercial corridors’ as one favourable setting for what they call 
‘entertainment zones’, unplanned concentrations of independent 
bars and clubs whose ‘occupation of seemingly marginal buildings, 

Distribution of Retail Capital
This	map	uses	Zukin’s	typology	of	local	retail	capital	(2009:	58)	to	spatialise	H	Street’s	reinvestment.

New Entrepreneurial Capital: small local chains or individually 
owned stores, with a recognizably hip, chic, or trendy atmosphere, 
offering innovative or value added products.

Corporate Capital: publicly traded, franchised, or large local or 
translocal chains with considerable market share.

Local Capital: individually owned small businesses that served 
long-term residents prior to recent redevelopment.

Non-Retail Uses

Currently Unoccupied

12th St N
E

11th St N
E

10th St N
E

9th St N
E

8th St N
E

7th St N
E

6th St N
E

5th St N
E

4th St N
E

3rd St N
E

13th St N
E

14th St N
E

H Steet NE

100m
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spaces and urban precincts belie the critical vitality they contrib-
ute to otherwise dead spaces in American downtowns’ (2008: 292). 
Montgomery (2003) likewise identifies the importance of built form, 
especially flexible buildings and small, diverse frontages, in creating 
a cultural district.

Artists are often ‘represented as symbolic trail-blazers, rein-
troducing marginalized urban places back into the urban cultural 
landscape’ (Mommaas 2001: 526), and Smith describes cases in 
which ‘art tamed the neighbourhood [and] donated a saleable neigh-
bourhood “personality”’ (1992: 78). As theorists are beginning to 
examine, commercial uses can have a similar effect. Zukin et al.’s 
work on new retail landscapes of gentrifying neighbourhoods, for 
example, identifies business owners who say ‘we didn’t just open a 
shop in a neighborhood, we helped the neighborhood to open up’ 
(2009: 58). H Street’s creative entrepreneurs are today paving the 
way for future investment in much the same way by reintroduc-
ing the corridor to the city with a clear personality. Unlike U Street, 
for example, which has enjoyed a revitalisation rooted in its his-
tory as a centre of jazz clubs and black culture, H Street’s image 
is based largely on its recent history—the character of its nightlife 
venues or the general narrative of a revitalising neighbourhood (see 
Washington Post 2007).

Without these unique new businesses, H Street may still lack a 
personality known to many outside the neighbourhood. The focus 
of the 2003 plan was not its predictions of pre-theatre dinners near 
the Atlas, but the neighbourhood-serving retail offerings on the 
corridor. These shops have still not come to H Street at anywhere 
near the scale of the bars and restaurants. The major deterrents to 
retailers entering underserved inner-city markets are well under-
stood (Porter 1995, ICSC 2002), and several of these, including the 
perception of crime and higher operating costs, remain issues on H. 
At the same time, the entertainment uses have several advantages 
over retail uses. They do not rely as heavily on regular foot traffic 
because they can more easily attract customers from outside the 
area. They are more comfortable in smaller spaces and can better 
adapt to unusual building stock. Finally, they have more power to 
create an identity that, like artists, can generate attention in itself 
and attract further investment.

Unlike artists in loft studios, however, nightlife uses are busi-
nesses that require customers. The unplanned culture and nightlife 

district on H Street benefited from favourable circumstances includ-
ing a latent supply of entrepreneurship and small, underused build-
ing stock, but it also depended on another unplanned element, a 
latent demand for the consumption this type of cultural experience.

Consumption: The New Meaning of Urban Commerce
The rise of H Street coincides with a major demographic shift in 

Washignton, DC, whose population has not only been growing since 
2000, but has become younger, better educated, and more afflu-
ent. For many new residents of DC as with other American cities, 
living in the city is ‘a lifestyle choice that expresses the identities of 
those who belong to a new middle class’ (Bridge and Dowling 2001: 
93). While it has received comparatively less attention (Jackson and 
Thrift 1995), theorists have begun to examine the statements of 
identity and social effects of this class’s commercial consumption 
tastes in the same way that gentrification studies have examined 
their residential preferences. These new urbanites’ ‘heavy emphasis 
on taste and aesthetic’ (Knox 1991: 184) and preference for the ‘id-
iosyncrasy of individual retailers rather than the predictable unifor-
mity of the chains’ (Ley 1996: 186) has precipitated an alternative 
retail landscape to the suburban shopping mall. Similarly for the 
nighttime economy, the ‘extended adolescence’ of young urban pro-
fessionals contributes to a new demand for ‘urban playscapes’, the 
pubs and clubs that set the scene for identity-conscious entertain-
ment (Chatterton and Hollands 2002, see also Roberts and Eldridge 
2009). Zukin’s examination of this ‘self-proclaimed cultural cogno-
scenti who go out of their way to patronize quirky cafes’ (2009: 48) 
suggests a market that is as much cultural as it is economic.

In this context, the Atlas District provides an opportunity not 
just for consumption of a set of goods, but for consumption of an 
experience and the expression of an identity. Bridge and Dowling 
argue that in retail spaces ‘commodities are bought and sold, and 
their meanings negotiated’ (2001: 95), and this meaning is created 
by both the producer and consumer. This meaning is closely tied to 
the place of exchange and its created identity, which both attracts 
similar investment (Crewe & Lowe 1995, Zukin 2009) and confers 
social distinction much like a brand (Knox 1991). The meaning and 
identity on H Street revolves around characteristics that appeal to 
many of the corridor’s new consumers—its marginal and ‘emerging’ 
location, its small-scaled authenticity, and its creative diversity.
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The	Atlas	District	
has	become	an	arts	
and	entertainment	
destination.
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In a different way, the architectural qualities of the corridor—
century-old buildings with typical DC massing and style—gives 
pub-goers and shoppers the feeling of an environment that was not 
created directly for their consumption. Jager (1986) argues that the 
middle-class refurbishment of working-class Victorian housing sig-
nifies class distinction in both financial means and cultural tastes. 
The renovated commercial architecture of H Street likewise simul-
taneously suggests authenticity through its traditional building and 
trendiness through its creative restoration, both desirable char-
acteristics for the urban bourgeoisie. In the case of hyper-themed 
bars, however, the line between authenticity and pastiche is blurry. 
Like developers of festival marketplaces or waterfront promenades 
who ‘manipulate patterns, both architectural and urban’ to create 
endlessly repeated ‘simulated traditions’ (Boyer 1992: 189), many H 
Street establishments employ whimsical themes to create a tamed, 
colourful version of city life. Smith argues that the urban middle 
class’s desire for experiences that are distinct yet accessible ‘can 
lead to a new “gentrification kitsch” in which cultural difference it-
self becomes mass produced’ (1996: 114). The deliberate diversity of 
H Street’s Belgian, Japanese, and kosher restaurants of undisclosed 
provenance echoes Jager’s assertion that ‘In kitsch, imitation takes 
precedence over authenticity’ (1986: 87). Still, H Street is not pure 
simulation;  what is characterised as kitsch could easily be con-
strued as creativity rather than imitation. Nonetheless, the language 
of its forms must be seen in the context of its consumers’ pursuit of 
diversity, authenticity, and style.

DC’s new market of consumption emphasising social identity 
in both product and place has re-invented the spaces and economy 
of H Street in ways that commodity consumption could not have. 
These new urban consumers have supported the nighttime economy 
and independent, creative businesses not despite but because of its 
marginal location and small idiosyncratic buildings. Both a deliber-
ate engagement with H Street’s spaces and a redefinition of its social 
role in the city have been necessary to create this economy.

First, much of the new attention to H Street is based on its nar-
rative as an ‘up-and-coming’ neighbourhood. Similarly to Smith’s 
(1996) characterisation of residential gentrification as an ever-
advancing settlement into frontier territory, the young nightlife 
pioneers coming to H nightly from far corners of the city are in part 
attracted to the ‘emerging’ character of a neighbourhood that was 
not on the scene just a few years ago. While the fashionable estab-
lishments and positive buzz establish the area’s trendiness creden-
tials, the lingering crime and aesthetics of dereliction confirm that it 
is not yet corporatized.

Crime, though much improved, remains a deterrent to many 
patrons. Yet at the same time, it also lends a degree of authenticity 
and unpredictability that assures patrons that they are not in the 
suburbs or a sanitized entertainment district. Smith, for example, 
describes the attraction of Manhattan’s Lower East Side as a place 
where ‘where glamour and chic are spiced with just a hint of dan-
ger’ (1992: 75). In the same way, while many have noted that va-
cant storefronts have a negative psychological effect on customers 
and neighbouring businesses, contributing to a downward spiral of 
disinvestment (Carley et al 2001, Cruz 2009), for creative or night-
life uses the effect can be more complex. Like crime, the aesthetic 
of dereliction that still surrounds H Street establishments signifies 
that these businesses are in frontier territory, a place with more 
cultural than economic capital. As Ley describes, vacancies show 
creative potential, for ‘it is the aesthetic eye that transforms ugliness 
into a source of admiration, that reshapes common, scorned, and 
used objects into icons of desire’ (1996: 310). In an environment of 
crime and dereliction, the nighttime economy, always a somewhat 
marginal activity, has a distinct advantage over more traditional re-
tailing. While all stakeholders involved are trying to fight crime and 
improve the appearances of buildings, only certain kinds of bars 
and restaurants have the possibility of capitalising on these ele-
ments in the meantime.
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  Burnham Place Landmark Lofts Senate Square Capitol Place BP/Amoco Site 601-645 H St. H Street 
Connection Site

Arboretum Place

Developer Akridge Abdo Broadway Dreyfus Steuart	
Investment

Washington	Real	
Estate	Partners

The	Rappaport	
Companies

Clark	Realty	
Capital

Status Planned Completed	2008 Completed	2008 On	hold Planned Planned Planned Planned

Housing units TBC 44 432 302 212 234 384 430

Retail sq.ft. TBC 0 0 20,000 46,500 9,000 52,000 5000

3.0	million	square	
feet	of	residential,	
office,	and	retail	
uses	built	in	the	
air	rights	above	
the	Union	Station	
rail	yard.

Rennovation	
of	the	historic	
late-nineteenth	
century	Little	
Sisters	of	the	
Poor	convent	
into	44	luxury	
condominiums.

The	original	
developer	faced	
major	financial	
difficulties	in	the	
current	housing	
market,	and	the	
property	has	
changed	hands	
twice	since	
completion.

Nearby	residents	
have	fought	the	
scale	and	massing	
of	the	proposed	
10-storey	building,	
leading	the	
developer	to	
reduce	density.

Residents	blocked	
BP	from	building	
a	massive	petrol	
station	on	the	site	
in	the	early	2000s.	
This	development	
will	house	the	
area’s	first	full-
size	grocery	store.	

Initial	plans	
show	residential	
buildings	between	
the	two	existing	
office	blocks.

The	same	
developer	who	
built	the	existing	
shopping	centre	
in	the	1980s	
will	build	this	
dense	mixed-use	
development	at	
the	centre	of	H	
Street.

This	development	
on	the	long-
abandoned	site	
of	Washington’s	
first	Sears	store	
will	anchor	the	
eastern	end	of	the	
corridor.

Planned and Recent Residential Development

100m
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The facilitators, producers, and consumers of H Street have all 
played a role in re-inventing the same buildings and streets that 
only a decade ago were all but abandoned. The contributions these 
players made—a unifying vision with a flexible organisation, a sup-
ply of creative entrepreneurs, and a demand for meaningful, taste-
oriented consumption—will continue to shape the corridor for the 
foreseeable future. However, H Street has now entered a critical 
phase in its development. The next several years will bring some al-
most-certain large investments, including at least 1500 new housing 
units on or near the street, the completion of the streetscaping proj-
ect, and the introduction of DC’s first modern streetcar. However, 
other changes are less certain;  the scale and effects of continued 
development pressures, a changing residential population, and the 
ongoing transformation of the commercial environment are difficult 
to predict. H Street in ten years could be a district of arts and cul-
ture, a high-density upscale residential corridor, or a modest neigh-
bourhood retail street, among many other possibilities.

What is certain is that now that H Street has momentum, its 
trajectory deserves more careful consideration. This section evalu-
ates the challenges and threats to H Street’s future development in 
light of two distinct sources of information. First, it examines the 
official plans that deal specifically with H Street in the context of 
relevant city-wide programmes and initiatives (DC Office of Planning 
2003, 2008a, 2008b, 2009, DC Department of Transportation 2004, 
2005, see Appendix B for goals and recommendations). Second, 
because cities and neighbourhoods never develop exactly according 
to planning documents, it considers the reality of current issues and 
activities for the businesses, customers, and residents of H Street. 
Continuing the above analysis of the spatial and social influences 
on the corridor’s recent growth, it argues that in order to enable the 
sustained development of H Street into a stable, diversified econo-
my, the corridor’s planning framework must more directly address 
the street’s spatial characteristics and its role at the city scale, as 
individual producers and consumers already do.

Challenges and Threats of the Current Planning Framework

II. THE FUTURE OF H STREET
Space: Shaping an Economy
The particular physical qualities of H Street have both prevented 
and encouraged certain types of investment and activity. Its location 
in Northeast prevented large-scale residential or retail investment 
while other neighbourhoods were gentrifying, but also contributed 
to a frontier feeling supportive of an alternative entertainment 
economy. Its scale and linearity encouraged the growth of a regional 
shopping corridor along a commuter route during the early 20th 
century, but has made focusing activity on a pedestrian scale diffi-
cult today. Its small, old buildings have precluded large-scale public 
or private projects and made standard retail difficult, but encour-
aged character-driven venues and adaptations by creative entrepre-
neurs. Despite these effects, the spatial characteristics of the corri-
dor are often relegated to the background in planning documents.

The major spatial contribution of ‘Revival’ was to divide the cor-
ridor into ‘thematic areas’. Recognising the difficulties of coordinat-
ing investment across such a long corridor, it breaks its length into 
four zones focusing on, from west to east, large mixed-use develop-
ments near Union Station, shopping and neighbourhood retail, arts 
and entertainment, and a large development project just east of H 
Street. Perhaps more than creating identifiable sub-neighbourhoods 
for H Street’s customers, this division has been successful as a 
marketing tool to more specifically target new investment;  a promo-
tional brochure introduces the zones in a section called ‘Find your 
place on H Street’ (Great Streets 2008). ‘Revival’ and subsequent 
plans rightly caution that for thriving retail to saturate such a long 
corridor is unrealistic, but these local themes help focus to cluster 
activity rather than spread it thin.

Still, the difficulties of length remain an indication of H Street’s 
ongoing struggle with the tension between two scales. On the one 
hand, its two-storey buildings with narrow frontages suggest a 
pedestrian-scaled neighbourhood commercial street, while on the 
other hand its wide roadway and routing out of town create an 
auto-oriented through-route. Despite official encouragement of and 
investment in the elements of the former, the fundamental spatial 
contrast remains problematic. While this typology was effective for 
1940s retail, in today’s economy it is too spread out for a urban 
neighbourhood retail centre and too constrained for suburban-style 
commercial development.
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By comparison, two of DC’s commercial corridors with a simi-
lar scalar contrasts (but many differences otherwise), 14th and U 
Streets north of downtown and M Street and Wisconsin Avenue in 
Georgetown, have thrived in part by establishing themselves as ur-
ban districts that stand out as regional destinations. While each of 
these districts has over a mile of fairly consistent shop fronts, they 
are distributed over at least two perpendicular main streets, a con-
figuration which brings the same amount of activity into a smaller 
area and creates focus at a central junction. Although the thematic 
areas are a start, H Street’s planning has still not solved the prob-
lems of this difficult typology.

At the scale of the individual building, H Street faces a major 
challenge in re-using small shop fronts for modern uses. H Street’s 
retail market report notes that ‘typical’ shop sizes range from 2,000 
to 10,000 square feet for accessories or personal care to at least 
30,000 square feet for a small grocery store (DC Office of Planning 
2009:  31), but an average H Street shop is between just 2,000 and 
3,500 square feet. The report also identifies their limited depth and 
inadequate service alleys as retail barriers. After identifying this 
problem, however, it does not offer any specific suggestions about 
the type of businesses that would work well in these spaces, and 
‘Revival’ calls for little more specific than ‘a rich mix of uses’.

In addition, these plans underestimate the difficulty of refur-
bishing much of H Street’s building stock, some of which has been 
abandoned for decades. A survey of retail inventory concluded 
that 80% of retail space is Grade “C”, ‘inadequate for contempo-
rary retailing needs’ (DC Office of Planning 2009). While the scale 
and character of these buildings is regularly celebrated, bringing 
a neglected building up to code and building it out to purpose can 
be prohibitively expensive for many small entrepreneurs, especially 
when the retail revenue is uncertain. While the success of many 
nightlife entrepreneurs in this environment may be attributed to a 
degree of business savvy and experience, they may also have had 
the advantage of more accommodating buildings. H Street’s plans 
confront many economic challenges of retail but overlook the spa-
tial obstacles. Despite the challenges they present to many kinds of 
retail, these building have nevertheless proven well-suited for the 
entertainment that has driven the revitalised H Street economy. 

Scale: Situating H Street in Washington DC
H Street’s planning has also struggled to find the street’s place 
between neighbourhood and city scales, generally failing to take the 
larger picture into account. The scalar contrast discussed above, 
for example, represents a larger uncertainty about the extent of H 
Street’s retail trade area. Demand analyses for the corridor generally 
confine themselves to a radius of about a half mile from the street 
and come to the same two conclusions: the market is not being 
served by the current retail offerings, and the demand is not enough 
to support an H Street full of retail. While H Street’s retail could be 
expected to expand based simply on the expected increase in resi-
dential density and in household incomes, any plan to fill the excess 
supply of space would require non-neighbourhood serving busi-
nesses. While the plans’ local focus is in part a realistic assessment 
of the market given the goods on offer, consumer preferences, and 
competitive supply, it does not account for the crowds of bar and 
restaurant patrons coming from far beyond the expected catchment 
area. These nightlife businesses function differently than other types 
of retail not only in their power to attract non-local customers and 
their money, but in the image they can create that in turn attracts 
more customers and investment.

Besides missing an economic strategy, H Street plans do a dis-
service to the corridor’s reputation more generally by limiting the 
scope of its relevance to a few blocks’ radius. Major urban commer-
cial district revitalisation projects often risk neglecting the neigh-
bourhood scale (see Fieden and Sagalyn 1989, Cruz 2009), but H 
Street may be erring on the opposite extreme. For H Street to share 
in the larger city’s rising fortunes, it must expand its scope to the 
larger city. After decades of disinvestment, the city-scale role the 
street once enjoyed seems to have been forgotten. Even with major 
new public and private investments, H Street’s plans show little am-
bition beyond creating a decent neighbourhood commercial street.

With such a narrow scope, these plans pay little attention to 
the specific type of customer or type of business that H Street could 
best accommodate beyond the blunt statistical tools of population 
density and average household income. Before giving a reasonably 
detailed audit of retail supply, ‘Revival’ has little to say about retail 
demand beyond a broad estimate of the square footage it can sup-
port (p.13). The more targeted 2009 retail study is slightly more 
nuanced in its demographic profile of the defined trade area and 
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  Georgetown
M Street and Wisconsin Avenue NW

14th and U Streets NW H Street NE

Location George	Washington	University	and	central	business	district	
to	the	east,	Georgetown	University	to	the	west.	Affluent	
residential	neighbourhood	surrounds.	M	Street	is	major	arterial.

Directly	north	of	central	business	district.	Surrounded	by	
gentrifying	neighbourhoods	and	higher-density	residential	
areas.	14th	is	a	major	traffic	route	to	northern	suburbs.

East	of	Union	Station	transport	hub,	the	US	Capitol,	and	
downtown.	Surrounded	by	partially-gentrified	mid-density	row	
houses.	Carries	heavy	traffic.

Length 0.66	miles	on	M	Street	(consistently	active	frontages),	
0.75	miles	on	Wisconsin	Avenue	(with	several	gaps)

0.71	miles	on	14th	Street	(with	large	gaps),	
0.66	miles	on	U	Street	(fairly	consistent	activity)

1.00	miles	(with	many	gaps)

Building Stock Renovated	18th	century	row	houses	and	warehouses,	plus	new	
construction,	including	a	large	indoor	shopping	mall.

Traditional	3-4	storey	row	houses	on	U	Street,	larger	
commercial	spaces	first	used	as	auto	showrooms	on	14th	Street.

Early	20th	century	2-storey	commercial	buildings,	some	
converted	from	residential	use.

History After	a	retail	slump	during	the	1980s,	developed	in	a	large	
part	due	to	the	efforts	of	a	single	developer,	Anthony	Lanier,	
whose	innovative	approach	to	re-using	historic	buildings	and	
consolidating	small	spaces	into	larger	floorplans	made	difficult	
spaces	accessible	to	national	retail	tennants.

The	area,	home	to	Duke	Ellington,	has	historically	been	a	
centre	of	black	culture,	especially	jazz.	In	1968	it	was	one	of	
three	corridors	destroyed	by	riots.	The	area	was	helped	by	the	
opening	of	a	Metrorail	station	in	the	early	1990s	the	steady	
gentrification	of	surrounding	areas.

Developed	as	a	major	commercial	corridor	on	a	route	out	of	DC	
to	eastern	towns.	Of	the	three	affected	corridors,	H	is	the	last	
to	begin	recovery	from	the	1968	riots.

Current Uses Luxury	goods,	designer	fashion,	designer	furniture,	fine	dining,	
college-oriented	retail,	bars.

Music	venues,	theatres,	galleries,	bars,	restaurants,	alternative	
retail,	household	goods,	several	former	auto	showrooms	now	
house	furniture	showrooms.

Theatres,	bars,	apparel,	convenience	goods.

Customer range DC	and	metropolitan	shoppers,	tourists,	university	students,	
neighbourhood	residents.

Young	professionals	from	throughout	DC,	music	lovers	from	
across	the	city,	neighbourhood	residents.

Alternative	nightlife	seekers	from	across	DC,	neighbourhood	
residents.

Comparison of DC Commercial Districts with a Fine-Grain Urban Typology.

1/4	mile
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estimates spending in six retail categories, but still lacks the sort 
of demographic precision that retailers use to identify their market. 
This socially generic picture of retail suggests an emphasis on im-
personal convenience goods that completely belies the often unique 
characteristics of H Street businesses and their customers.

Just as consumer demand is a reflection of complex and dynam-
ic tastes and lifestyles, so too is the supply of business owners and 
entrepreneurs the result of individual skills and creativity. While the 
above characterisation of Atlas District clientele who crave alterna-
tive experiences may be over-simplified and incomplete, it nonethe-
less provides one perspective on the street’s business model that 
the plans entirely overlook, and those closest to the street could no 
doubt offer more nuance and different perspectives. Perhaps a more 
detailed retail analysis would be too prescriptive, rigid, and sterile, 
but the failure of H Street plans to answer (or indeed ask) the ques-
tions of ‘Who will these consumers be? Who will open these busi-
nesses?’ suggests a lack of preparedness for the neighbourhood’s 
evolution. 

Looking beyond the planning documents to the neighbourhood 
itself reveals both threats and opportunities in the ways businesses 
have defined their market scale. Residents credit the nightlife busi-
nesses and customers with dramatically improving the economy 
and appearance of much of the corridor, and even the merchants 
that attract faraway customers also enjoy the healthy patronage of 
their local community. While few indications suggest any conflict 
now, the presence of outsiders partying regularly in a relatively low-
density residential neighbourhood can quickly lead to issues with 
anti-social behaviour (see Roberts and Eldgridge 2009, Thomas and 
Bromley 2000). Even if not, H Street still must diversify beyond the 
nighttime economy, which besides having a limited scope can also 
be by nature impermanent (Campo and Ryan 2008). As the neigh-
bourhood matures and excitement about new venues wanes, the 
street will need different uses to sustain its economy.

Planners and stakeholders do recognise these issues, and the 
problem with H Street development most cited in interviews remains 
the undersupply of neighbourhood-serving retail. Despite the cel-
ebration of H Street’s progress, residents there still lack many of the 
basic goods and services found in many other DC neighbourhoods. 
While this paper has argued that producers and consumers at 
the city scale have been necessary for H Street’s revitalisation, the 

importance of neighbourhood-oriented businesses for its liveability 
and its economic strength remains vital. While plans are correct to 
emphasise it, they are mistaken to consider it in a vacuum.

The plans’ limited view of retail becomes a near-total blind-
ness when it comes to other types of development, as they give 
little indication of the economic and social priorities of the District 
of Columbia over the next ten years or the way that the re-invest-
ment in H Street aligns with it. While the connections to the DC 
Comprehensive Plan’s goals for neighbourhood and small busi-
nesses development (DC Office of Planning 2007) are clear enough, 
H Street’s planning generally fails to embrace the scope of the 
city-wide perspective. For example, DC’s Comprehensive Economic 
Development Strategy is not only more ambitious in calling for a 
‘world class retail city’, but its focus areas dealing with creativ-
ity, innovation, and sustainability are entirely neglected on H. 
Furthermore, the 2010 Retail Action Roadmap calls for the cre-
ation of new business concentrations, including creative business 
corridors and green business clusters (p.19), and the District has 
devoted considerable attention recently to developing strategies 
for its creative and green economies (Washington DC Economic 
Partnership 2008, 2010).

Any connection such goals have to the economic development of 
H Street, however, is not specified. Regardless of this disconnect, H 
Street suffers from an economy over-concentrated on consumption 
without a balance of production activity. As Kennedy Smith points 
out (interview), American main streets have historically never been 
the sort of outdoor shopping mall that many imagine today, but 
were filled with offices, workshops, and other productive uses. While 
officials recognise this in District-scale planning, the principle is no 
less relevant on H Street.

The re-investment in H Street in the last ten years has benefitted 
a range of stakeholders who have every reason to believe they will 
be better off still in the next ten years. Still, a range of unresolved 
issues will continue to influence this unique corridor. The location, 
length, and buildings of H Street challenge many types of invest-
ment. The corridor still struggles to define its role in the larger DC 
economy. How facilitators, producers, and consumers address these 
challenges will determine how H Street can mature into a stable, 
balanced economy.
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A Renewed Vision for H Street

The following description broadly envisions one development path 
for H Street over the next decade that balances the needs of resi-
dents, businesses, and customers while taking advantage of the 
street’s spatial character and defining its economic and social role in 
the city. Its proposals centre around increasing production activ-
ity, building on the street’s creative identity, and giving neighbour-
hood retail an environment in which to thrive. H Street’s potential is 
stronger now than ever, and this vision of a future H Street builds 
on all stakeholders’ current successes to imagine how they could 
help the street continue to grow. Facilitators, including H Street 
Main Street, city agencies, and private institutions, will continue 
to invest in infrastructure, support businesses with programmes 
and services, coordinate a vision without over-determining it, and 
promote the street. Producers will continue to invest their creative 
and economic capital in the corridor with innovative new goods, 
services, and experiences. Consumers will continue to be drawn to 
the unique offerings of the street as well as its associated meaning 
and character. In this vision, these stakeholders will generate new 
production and daytime uses, develop H Street’s creative economy, 
and provide goods and services for local residents.

Production: Expanding the Creative Economy
First, H Street will develop offices, studios, and workshops to bal-
ance its shopping and entertainment uses. As with traditional main 
streets, cultural quarters benefit from the co-location of production 
and consumption activities (Montgomery 2003, 2004), which not 
only balances activity economically, but helps create daytime uses 
to match its nighttime activity.

Already a handful of local attorneys, accountants, and other 
professionals have small offices on the corridor, and these uses 
should be encouraged. However, the addition of small businesses, 
start-ups, and non-profit organisations will open the corridor to 
investment from a wider population and help contribute to some 
of the District’s economic goals. District agencies have sought to 
encourage such enterprises, including technology start-ups, new 
green businesses, and design and media professions, whose already 
significant economic impact is often overlooked in government-
dominated Washington. However, the small, affordable, and flexible 

office space that these organisations require is currently undersup-
plied (Washington DC Economic Partnership 2010, DC Office of 
Planning 2010a). While some nascent clusters of such organisations 
already exist, a number of particular niches remain to be filled. 
Already home to one business incubator, with workspaces and 
shared resources available for hire by individuals or small enterpris-
es, H Street could benefit both its own and the city’s economy with 
an expansion of these activities.

Similarly, DC has recently identified a need to support artists 
and arts organisations as a part of its creative economy agenda, and 
these activities would be especially beneficial to H Street’s emerg-
ing cultural scene. Lacking both strong institutional support and 
the large disused industrial spaces suitable for artistic conversion 
that many other cities enjoy, DC’s local arts scene has tradition-
ally struggled to gain recognition despite its respectable size. As 
Montgomery (2004) argues, ‘cultural quarters only work where there 
are venues, workplaces for cultural producers and working art-
ists’. The H Street Playhouse and Atlas Performing Arts Centre are 
already beginning to fill this role, and a handful of galleries have 
put the neighbourhood on the city’s arts scene. Still, the corridor’s 
creative reputation remains eclipsed by its nightlife reputation, and 
its aspiration to be a true arts district will fall flat without attracting 
working artists themselves.

The spaces required for many of these small offices and creative 
producers are available, with modification, on H Street. As with 
retailers, H Street’s small buildings simply cannot offer the kinds of 
spaces some creative producers need, namely large open floorplans 
and high ceilings. Instead, H Street’s target market with the pro-
duction economy is the same as it is with retailers—small, diverse, 
and innovative. For these users, the underutilised upper floors and 
larger buildings on H Street can supply spaces that are relatively af-
fordable, close to central city amenities, and in the heart of a new H 
Street innovation cluster. As with retail development, no single en-
tity is in a position to refurbish, lease, and manage 200 scattered of-
fices or studios in separate ownership. Instead, an initial investment 
in a seed project, a business or arts incubator that creates a cluster 
of such activities, can create a market that then encourages subse-
quent development of such spaces by individual property owners. In 
this way, H Street can be seen as a place conducive to independent 
innovators in the same way it now is for creative restaurants.
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Many	spaces	on	H	Street	
are	currently	for	lease,	
under	renovation,	or	
awaiting	business	permits.
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Flexible	consumption:	
the	Temporium,	a	shop	
open	for	three	weeks	
featuring	the	products	of	
independent	designers.

Flexible	production:	
shared	office	space	for	
individuals	or	small	new	
companies	at	the	H	Street	
Greehouse.
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Of the handful of larger spaces on the corridor, one suitable 
space for such an incubator project would be the H Street Self 
Storage building, a six-storey structure built as a Chevrolet dealer-
ship. Its large floorplans and freight elevator could better serve the 
neighbourhood economy on this important corridor as a studio cen-
tre or business incubator than as storage. Across the street, the DC 
government office building could relocate some of its offices to pro-
vide space for growing businesses. Closer to the Atlas District, the 
large upper floor of the Family Dollar building or the much-maligned 
Auto Zone could be converted to artist studios.

H Street will not tap into all of these production activities, and 
as with previous plans, flexibility can be more helpful than a specific 
target. Together with institutional support for these small entities, H 
Street’s could host a range of creative production that would sup-
port both the H Street and DC economies.

Consumption: Selling to the City and the Neighbourhood
H Street’s consumption economy will similarly develop according to 
the demands of DC consumers and the neighbourhood’s offerings. 
Already, two distinct types of consumption takes place on H Street, 
a collection of newer, distinctive establishments that attract patrons 
from the immediate neighbourhood and across the city, and a num-
ber of businesses that have long served nearby residents. Both of 
these types—common and unique, local and regional—will need to 
grow and diversify for H Street to be successful.

The regional consumption economy will expand beyond nightlife 
with the development of the corridor’s creative production, building 
on its current reputation as unique and innovative destination. The 
sale of art, crafts, and fashion will flow more easily when their pro-
ducers are located nearby, and this type of artistic shopping district 
can further encourage a range of creative retailers and boutiques. 
The District is specifically targeting ‘creative business corridors’ as 
part of its retail strategy (DC Office of Planning 2010b), and these 
light, flexible retailers are well-suited for H Street’s small spaces. 

While its potential as a thriving regional magnet for unique shop-
ping may be limited, pockets of experimentation can help determine 
suitable uses in the same way that Englert’s first bars demonstrated 
its viability as a nightlife district.

With this in mind, temporary retailing can provide an initial seed 
investment to test the waters and encourage further investment. 
For example, the Temporium, a shop open for just three weeks this 
summer in a disused building on H Street, featured the apparel and 
accessories of several designers who lack the resources or commit-
ment to open a traditional shop of their own. A permanent home for 
such flexible retailers could minimise barriers to entry for creative 
shops. Regular gallery walks and outdoor markets could also help 
bring new retailers and shoppers to the corridor in the same way 
that the annual H Street Festival is already a huge promotional op-
portunity. By following the nightlife’s example of clustering, attract-
ing outside patrons, offering an innovative product, and creatively 
adapting small buildings, daytime retailers can establish a compa-
rable regional identity and draw. H Street can be DC’s location for 
innovative retail and entertainment concepts, a place for entrepre-
neurship and creativity.

Finally, H Street cannot be considered a successful commercial 
district unless it can better serve the needs of its residents. In part, 
these often formulaic businesses have been reluctant to invest in 
H Street’s difficult building stock, but the addition of several large 
residential developments with ground floor retail should pres-
ent new opportunities. The much-anticipated full-service grocery 
store in one such development will be especially helpful to nearby 
residents and can encourage new locally-focused retail investment 
nearby. However, smaller local businesses in traditional shop fronts 
will also need to adjust to rising rents and increasing neighbour-
hood purchasing power, which several interviewees suggested they 
have so far been reluctant to do. Nevertheless, as the infrastructure 
of the corridor improves and foot traffic increases, new investors will 
find business opportunities serving locals.
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Decades of efforts by well-intentioned planners, merchants, and 
residents have attempted to revitalise H Street with its early twen-
tieth-century commercial heyday as a constant reference. Even a 
generation after the riots, when most of the people on the street 
never knew H Street as a thriving shopping district, the boarded-up 
storefronts and scattered shops outlined the ghost of a particular 
type of business district that might re-emerge if only given some 
encouragement.

Today, however, H Street has not been restored so much as re-
invented. Its enduring form, small buildings on a mile-long corridor 
in Northeast Washington, has resisted the new types of commercial 
investment that other Washington area neighbourhoods enjoyed. 
Now, this durable form has adapted to a different economy, and its 
character lies at the heart of a new kind of urban commercial cor-
ridor offering a different sort of value, one based on arts, the night-
time economy, and innovative retailers. More and more frequently, 
the product offered is H Street itself, together with whatever mean-
ing its participants chose to find in it—a marginal neighbourhood, 
a transformation narrative, a trendy destination, a peculiar experi-
ence. H Street’s faded commercial buildings have been re-imagined 
as a canvas for this economy created by a patchwork of many pro-
ducers and consumers.

The complexities and challenges on this richly textured street 
have long involved a diverse collection of actors, and its recent 
growth has been the result of many loosely-connected individual 
actions as much as of a single authority or project. City agencies 
and local organisations have endorsed a shared vision to guide 

Conclusions

stakeholders without predetermining outcomes, and they made 
significant investments in physical infrastructure as well as social 
and economic programmes. Creative entrepreneurs from across the 
region have made H Street the location for their new restaurant, 
entertainment, or retail concepts, bringing the corridor new money 
and a new image. New customers have supported H Street busi-
nesses because they have unique personalities, unlike formulaic 
commercial developments. Situating these developments in cur-
rent thought on gentrification, retail development, and culture and 
nightlife districts suggests sheds new light on this emerging urban 
typology.

In retrospect, it seems difficult to imagine a path to H Street’s 
revitalisation other than the arts and entertainment uses in the 
Atlas District. Conditions that prevented many other types of invest-
ments and uses created an environment in which nighttime uses 
thrived. Now, however, the task of using the momentum of this 
economy to develop further uses must be at the forefront of H Street 
stakeholders’ agendas. This paper has suggested one vision for de-
veloping production activities and diversifying types of consumption 
centred on the activities small, innovative organisations and indi-
viduals. Soon, H Street could become not just a faded commercial 
corridor or an exciting nightlife district, but a centre of innovation, 
a creative district, a uniquely Washington shopping experience, or a 
great neighbourhood to live in. Whatever H Street’s future, its cur-
rent growth has shown that situating the corridor’s economic model 
in its particular physical environment and in the greater context of 
the District will be fundamental to guiding its development.
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Joe Englert Bar and restaurant owner, entrepreneur
Len Harris Vice President, Retail Leasing and Project 

Development, Vanguard Realty
Jane Lang Chair, Atlas Performing Arts Center Board of 

Directors
Richard Layman Urban Planner, former H Street resident

Lisa McCabe Hobbs Architect, H Street resident 

Jenny McConnell 
Frederick

Producer, Cultural Development Corporation

Kate Michel Program Coordinator, Cultural Development 
Corporation

Anwar Saleem Director, H Street Main Street
Kennedy Smith Former Director, National Trust for Historic 

Preservation’s Main Street Center
Drury Tallant Stanton Park Neighborhood Association
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Appendix B: Goals of H Street Development Plans

Revival: The H Street NE Strategic Development Plan
(DC Office of Planning 2003)
Project Goals

To provide vital information and expert recommendations to help 
existing businesses grow and thrive on H Street NE

To recommend a realistic strategy for encouraging the reuse of 
the numerous vacant lots and storefronts on the corridor 
to create a desireable mix of commercial offerings on the 
corridor

To assist in determining the public investment needed to im-
prove the infrastructure and physical appearance of the cor-
ridor; and

To improve the physical and market perception of the corridor 
to attract shoppers, tourists, residents, visitors, and private 
investors

H Street NE Corridor Transportation & Streetscape Study
(District of Columbia Department of Transportation 2004)
Project Goals

i. Build on the H Street NE Strategic Development Plan.
ii. Listen to residents, shop owners, and other stakeholders 

throughout the study/planning process.
iii. Support the transformation of H Street NE into a more vi-

brant neighborhood by improving transportation throughout 
the Corridor.

iv. Recommend balanced design and management strategies that 
encourage the effi cient and safe movement of all users, and:
• Increase short- and long-term transit connectivity;
• Support and manage existing and future demand for 

parking;
• Improve the efficiency and safety of pedestrian and bi-

cycle movements;
• Enhance the environment for pedestrians, bicyclists, and 

transit riders, while still improving vehicular connectivity 
and commercial loading; and

• Reinforce a sense of place and uniqueness through cre-
ative urban and streetscape design, including public art; 

and create a safe, inviting, and interesting public realm 
supporting a diversity of uses and activities.

v. Lay the groundwork for future transportation investments.

Great Streets Framework Plan: H Street NE – Benning Road
(District of Columbia Department of Transportation 2005)
Program Goals

1. Improve the quality of life in neighborhoods along the cor-
ridors, including public safety, physical appearance, and 
personal opportunity; 

2. Support local demand for goods and services through eco-
nomic development; 

3. Expand mobility choices and improve safety and efficiency of 
all modes of travel; and 

4. Attract private investment through the demonstration of a 
public commitment to Great Streets communities.

H Street Investment Plan, Neighborhood Investment Fund 
(DC Office of Planning 2008a) 
Goals and Strategies

Goal 1: Promote New and Retain Existing Neighborhood Oriented 
Retail Businesses
Strategy 1: Provide technical assistance to businesses to im-
prove their operations and merchandising
Strategy 2: Provide funding for exterior physical improve-
ments to commercial buildings
Strategy 3: Support joint marketing opportunities for lo-
cal businesses and events, and assistance with new retail 
attraction/placement

Goal 2: Create and Maintain a Public Atmosphere that is 
Welcoming, Beautiful and Secure
Strategy 1: Create a business improvement district, and sup-
port/enhance a Green Team/Clean & Safe Initiative
Strategy 2: Provide funding for public beautification projects

Goal 3: Encourage Job Creation, Vocational Training and 
Education
Strategy 1: Create new and support existing job training/
mentoring and placement facilities and programs for youth 
and adults that utilize the resources of businesses and 
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entrepreneurs along H Street, NE.
Strategy 2: Create new and support existing arts education 
opportunities that utilize the resources of H Street, NE arts 
establishments

Goal 4: Preserve Existing Building Stock and Reintroduce Active 
Uses to Upper Floors of Commercial Buildings
Strategy 1: Promote restoration of existing housing stock, in-
cluding home repair grants for seniors and low income, long 
term homeowners
Strategy 2: Conduct a commercial corridor heritage survey to 
determine the condition of area buildings and their historic/
architectural merits
Strategy 3: Provide predevelopment and acquisition assis-
tance to projects that will reintroduce active uses to upper 
floors of existing commercial buildings – particularly where 
live/work opportunities are strong

H Street NE Submarket Report, DC Retail Action Strategy  
(DC Office of Planning 2009) 
Market retail action strategy key recommendations:

1. Ensure that retail planning considers the distinct nodes 
within the submarket, each requiring a unique merchandise 
mix and development strategy.
Node 1: Focus on high-density transit-oriented development 
at all four corners of the intersection at H and 3rd Streets, 
with retail uses that do not compete with H Street’s enter-
tainment district toward its eastern end. This should include 
a new specialty grocery as well as small-scale convenience 
retail uses serving this subarea’s new residents and work-
ers (hair salons, bank/ATM facilities, dry cleaners) and 
cafes and casual dining locations serving both residents and 
workers. 
Node 2: Build on and upgrade the appearance of neigh-
borhood-serving retail between 4th & 12th Streets, with a 
concentration within a mixed-use building at the H Street 
Connection site. Pair the infill development with addition of 

ethnic restaurants and recruit a neighborhood-scaled, locally 
managed hardware store and other resident-serving uses. 
Node 3: From 12th Street east to 15th Street, build on the 
current cluster of performing arts buildings, bars and res-
taurants to create a larger dining and entertainment district 
featuring art galleries, performance spaces, and an ethnic 
restaurant cluster that complements the arts/cultural focus 
and better captures the significant trade area spending in 
this category. 
Node 4: Support redevelopment of the Hechinger Mall site 
as a regional center with larger national and regional retail 
tenants and complete DCDOT plans for pedestrian improve-
ments. Explore potential big-box users and enhancement 
of the existing Safeway to draw both local area and inflow 
resident shopping from neighborhoods to the east and south. 
Large format retailers could be category-domi nant home im-
provement, auto parts, electronics, or general merchandise.

2. Implement existing urban design plans to accomplish the 
following. 
a. Create distinct gateways to the corridor. 
b. Energize street corners and activate sidewalks, especially 
where sidewalk width would support outdoor seating areas. 
c. Complete façade improvements and infill development.
3. Improve the transportation infrastructure via the 
following. 
a. Implement the street car plan to link the entire corridor. 
b. Install City Bike stations at transit connections to create 
multiple modes of movement 
c. Consider the demand for a public parking garage 
mid-corridor. 
d. Permit and operate a taxi stand in the entertainment 
district. 
e. Transform the starburst intersection at the eastern end of 
the corridor into a more pedestrian-friendly crossing.
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Address Name Type Storeys
Floor	
Area

Year	
Built

—North Blocks—
400 — Unoccupied 1 	3,325	 1880
402 Dynamic	Wellness Pers.	Service 3 	11,784	 1913
406 — Unoccupied 2 	3,260	 1890
408 Fitness	Together	Capitol	Hill	 Pers.	Service 3 	3,234	 1900
410 Bikram	Yoga	Capitol	Hill Pers.	Service 2 	2,900	 1928
412 Phyllis	J.	Outlaw	&	Associates Office 3 	5,520	 1918
" POUNDS	Properties Office " 	"	 "
" ARJ	Group,	Inc. Office " 	"	 "
" Help—U—Sell Office " 	"	 "
" R	Rea	Corporation Office " 	"	 "
414 — Unoccupied 2 	5,813	 1912
416 — Unoccupied 3 	2,304	 1880
418 — Unoccupied 3 	1,938	 1890
420 BK	Henry	Funeral	Home	Services	 Pers.	Service 3 	3,521	 1880
500 Nouveau	Fleur,	Florist Shop 3 	4,794	 1916
502 — Unoccupied 2 	3,348	 1912
504 New	Citipizza Food/Drink 2 	2,667	 1907
506 — Unoccupied 3 	5,030	 1880
508 Metro	Mutts Shop 3 	4,873	 1912
" British	Ink Pers.	Service " 	"	 "
510 — Unoccupied 2 	5,380	 1911
510 Design	Army Office " 	"	 "
512 Kiddie	College Pers.	Service 1 	1,844	 1936
514 Adonai	Ministry	International,	Inc. Community 2 	3,815	 1925
516 Holyway	Baptist	Church Community 2 	3,420	 1948
526 Dee	&	Kim’s	Nail	Salon Pers.	Service 2 	3,249	 1913
528 Taste	of	Jamaica Food/Drink 2 	—	 —
528 The	Rosser	Agency	State	Farm	Insurance Office 2 	—	 —
610-620 Multiple	Occupants: 1 	30,284	 1963
610 Good	Danny’s	Carryout Food/Drink " 	"	 "
610 Murry’s Shop " 	"	 "
616 Loving	Care	Day	Nursery Pers.	Service " 	"	 "
620 King’s	Discount	Store Shop " 	"	 "
624 H	Street	Self	Storage Pers.	Service 5 	66,067	 1952
644 First	Choice	Tax	&	Accounting Pers.	Service 2 	3,058	 1912
646 — Unoccupied 1 	735	 1912
648 Lee’s	Beauty	Salon Pers.	Service 1 	722	 1912
650 Catering	&	Cafe Food/Drink 2 	1,910	 1912
652 A	Fresh	Look	Salon Pers.	Service 2 	2,309	 1912
654 Digital	City	Printing Office 2 	3,959	 1906
700 Fashion	One Shop 1 	18,000	 1949
710 Family	Liquor Shop 2 	3,478	 1921

Appendix C: H Street Directory—Buildings and Businessses
Data	gatered	August	2010.	‘Unoccupied’	includes	spaces	currently	under	renovation.	
Sources:	Washington	DC	Computer	Assisted	Mass	Appraisal	Database,	H	Street	Main	Street	
business	directory,	field	observations
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712 Checks	Cashed Pers.	Service 2 	2,744	 1910
714 Major’s	Carryout Food/Drink 2 	2,390	 1923
716 Crown	Fried	Chicken Food/Drink 2 	1,840	 1955
718 Super	Nails Pers.	Service 1 	867	 1936
722 Bank	of	America Pers.	Service 2 	8,403	 1913
800 PNC	Bank Pers.	Service 2 	8,056	 1921
804 T	Mobile Shop 3 	5,062	 1925
804 City	Gallery Arts " 	"	 "
806 Z	Mart Shop 1 	6,626	 1925
810 — Unoccupied 2 	3,647	 1935
812 H	Street	Pharmacy Shop 2 	3,547	 1932
814 King’s	Beatuy	Supply Shop " 	"	 "
816 — Unoccupied 3 	5,170	 1932
818 Best	Electronics Shop 3 	4,690	 1932
820 Harris	Communications Office 2 	3,647	 1920
820 Jackson	Hewitt Pers.	Service " 	"	 "
820 Mortgage	Unlimited Pers.	Service " 	"	 "
820 Nat.	Housing	Corp.Learning	Center Office " 	"	 "
822 Stan’s	Inc. Shop 2 	2,875	 1900
822 X—Clusive Pers.	Service " 	"	 "
822 American	Professional	Services,	Inc. Office " 	"	 "
902 DTLR	Locker	Room Shop 1 	2,664	 1962
906 Colbert	Ball	Tax	Services Pers.	Service 2 	6,756	 1980
908 Northeast	Community	Center Community " 	"	 "
910 Susan	Fashion Shop 2 	3,474	 1918
912 Jocie	Jewelry Shop 2 	2,055	 1921
914 — Unoccupied 2 	2,706	 1921
918 Men’s	Fashion	Center Shop 2 	7,138	 1921
920 Parks	Hardware Shop 1 	5,984	 1937
924 Cricket Shop 1 	5,665	 1945
1000 Sonny’s	Plumbing	Services Shop 2 	2,072	 1923
1002 Instant	Tax	Service Pers.	Service 2 	2,579	 1923
1010 Mason’s	Hair	Gallery Pers.	Service 2 	1,754	 1900
1012 Spoiled	&	Rotten	Kid’s	Boutique Shop 2 	4,315	 1915
1014 Rita’s	Water	Ice Food/Drink 2 	2,116	 1912
1016 Liberty	Tree Food/Drink 2 	1,890	 1915
1100 Madison	Cleansers Pers.	Service 2 	3,808	 1900
1102 Miracles	Beauty	&	Barber	Shop Pers.	Service 2 	2,140	 1923
1104 Little	Miss	Whiskey’s	Golden	Dollar Food/Drink 2 	1,778	 1930
1106 Albert	C.	Hillman	&	Sons	Barbershop Pers.	Service 2 	1,755	 1925
1108 — Unoccupied 2 	2,015	 1929
1110 — Unoccupied 2 	2,021	 1918
1114 Hospitality	Com.	Federal	Credit	Union Pers.	Service 1 	4,270	 1973
1116 Taylor Food/Drink 3 	3,950	 1918
1118 Birdland	4	Sisters	Cuisine Food/Drink 2 	3,933	 1924
1122 Jumbo	Liquor Shop 3 	2,712	 1928
1126 S	&	S	Rapid	Shoe	Rebuilding Pers.	Service 1 	1,023	 1923
1128 NABY’S	Island	Restaurant Food/Drink 3 	4,150	 1900
1200 — Unoccupied 2 	2,718	 1922
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1202 — Unoccupied 2 	1,132	 1922
1204 Philadelphia	Water	Ice	Factory Food/Drink 2 	1,032	 1930
1206 — Unoccupied 2 	2,016	 1930
1208 Souk Food/Drink 2 	1,612	 1930
1208 Stella	Bleu Pers.	Service " 	"	 "
1210 Palace	of	Wonders Food/Drink 2 	1,994	 1900
1212 The	Red	&	The	Black Food/Drink 2 	1,788	 1900
1214 — Unoccupied 2 	2,040	 1920
1222 — Unoccupied 2 	3,184	 0
1224 Sticky	Rice Food/Drink 2 	1,484	 1930
1226 Popeye’s Food/Drink 1 	6,107	 1900
1230 Mr.	Matthews	Styling	Salon Pers.	Service 2 	1,650	 1930
1230 Black	Enque	Tattoo	Studio Pers.	Service " 	"	 "
1232 Powell’s	Barbershop Pers.	Service 2 	1,570	 1900
1234 The	Pug Food/Drink 2 	2,927	 1930
1236 H	Street	Martini	Lounge Food/Drink 2 	1,974	 1900
1238 Granville	Moore’s Food/Drink 2 	1,856	 1900
1240 — Unoccupied 2 	1,728	 1920
1244 Merry	Go	Round Shop 2 	3,126	 1900
1248 Young	Life Community 2 	2,511	 1900
1250 — Unoccupied 2 	1,701	 1902
1252 Platinum	Hair	Gallery Pers.	Service 2 	5,102	 1890
1300 — Unoccupied 1 	4,506	 1900
1306 Capital	Cleaners Pers.	Service 1 	1,200	 1910
1308 — Unoccupied 1 	1,170	 1910
1314 United	House	Of	Prayer Community 1 	6,720	 1988
1318 — Unoccupied 2 	2,376	 1928
1320 Rainbow	City	Carryout Food/Drink 2 	1,766	 1912
1322 Capital	Paving	of	DC,	Inc. Office 3 	3,570	 1914
1324 I	S	Enterprises Office 3 	3,648	 1914
1326 — Unoccupied 2 	2,204	 1914
1328 — Unoccupied 2 	4,236	 1914
1334 Nationwide	Insurance	&	Fin.	Services Office 2 	1,707	 1914
1336 — Unoccupied 2 	1,784	 1914
1338 Smokey’s	Barbershop	&	Oldies Pers.	Service 1 	1,656	 1908
1340 Dazzles	Unisex	&	Salon Pers.	Service 1 	3,240	 1908
1342 DC	Styles Shop 1 	1,647	 1908
1344—1348 — Unoccupied 2 	2,466	 1923
1350 — Unoccupied 2 	3,902	 1914
1354 Gallery	O	on	H Arts 2 	1,408	 1921
1358 — Unoccupied 2 	2,904	 1953
1360 Sweet	&	Treat Food/Drink 2 	2,130	 1908
1362 — Unoccupied 2 	2,499	 1934
1366 — Unoccupied 2 	3,712	 1923
1368 — Unoccupied 3 	3,496	 —
1370 Caribbean	Best Food/Drink 2 	3,496	 —
1370 Rose’s	Dream Food/Drink " 	"	 "
1374 — Unoccupied 2 	2,515	 1921
1376 — Unoccupied 2 	2,980	 1923
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1378 — Unoccupied 2 	1,922	 1923
1380 — Unoccupied 2 	2,499	 1927
1402 4–Power,	LLC Shop 2 	161	 1900
1404 The	CAT	Walk	Boutique Pers.	Service 2 	1,311	 1939
1406 Dee’s	Liquor	Store Shop 2 	1,311	 1937

—South Blocks—
303 H	Street	Liquor	Store Shop 2 	1,751	 1969
331 Newcomb	Child	Care	Center Pers.	Service 2 	2,589	 1910
333 Newcomb	Child	Care	Center Pers.	Service 2 	2,176	 1910
337 — Unoccupied 2 	3,822	 1939
401 Ethiopic	Restaurant Food/Drink 2 	6,455	 1880
403 — Unoccupied 2 	3,148	 1880
405 — Unoccupied 2 	2,281	 1880
407 — Unoccupied 2 	1,496	 1880
409 — Unoccupied 2 	1,780	 1880
411 — Unoccupied 2 	1,956	 1880
413 — Unoccupied 2 	1,638	 1910
415 Capitol	Fine	Wine	&	Spirits Shop 2 	1,876	 1910
417 Sidamo	Coffee	&	Tea Food/Drink 2 	1,515	 1910
421 Toyland Food/Drink 2 	2,490	 1928
501 H	Street	Community	Development	

Corporation
Community 1 	5,090	 1985

515 Magic	Fingers	Hair	Design Pers.	Service 2 	1,956	 1880
517 — Unoccupied 2 	2,446	 0
519 — Unoccupied 2 	—	 —
521 With	These	Hands	Hair	Gallery Pers.	Service 2 	2,284	 1921
523 — Unoccupied 1 	3,482	 1930
601—645 (Multiple	Occupants:) 5 	66,241	 1987
609 Checks	Cahsed Pers.	Service " 	"	 "
609 DC	Department	of	Employment	Services Office " 	"	 "
625 Income	Maintenance	Administration Office " 	"	 "
645 DC	Department	of	Human	Services Office " 	"	 "
701 Grace	Deli Food/Drink 1 	3,749	 1914
703 J	&	V	Pawn	Shop Shop 2 	2,907	 1917
703 Rama’s	African	Hair	Braiding Pers.	Service " 	"	 "
705 — Unoccupied 2 	1,752	 1917
707 Unik	Style Shop 3 	4,080	 1939
709 Alex	Seafood	Carryout Food/Drink 2 	2,785	 1925
711 Liberty	Tax	Service Pers.	Service 2 	2,592	 1927
717 Shoe	City Shop 1 	8,704	 1987
741 — Unoccupied 1 	750	 —
775 Wilson—Epes	Printing	Co. Office 1 	2,123	 2003
777 Sprint Shop 1 	2,041	 2003
779 Foot	Locker Shop 1 	6,600	 2003
801—961 (Multiple	Occupants:) 1 	37,552	 1986
801 Sports	Zone Shop " 	3,842	 "
801 Rite	Aid	Pharmacy Shop " 	7,896	 "
807 Rent—A—Center Shop " 	3,100	 "
815 Subway Food/Drink " 	1,526	 "
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817 Game	Stop Shop " 	1,526	 "
819 Freddy’s	Subs	&	Fries Food/Drink " 	1,223	 "
823 Rainbow	Juniors Shop " 	3,128	 "
841 McDonald’s Food/Drink " 	750	 "
843 Ann’s	Nails Shop " 	750	 "
901 Styles Shop " 	1,500	 "
905 — Unoccupied " 	750	 "
909 ACE	Check	Cashing Pers.	Service " 	750	 "
915 Beauty	Quest Pers.	Service " 	750	 "
925 Smile	Dry	Cleaners Pers.	Service " 	1,500	 "
929 Dana	Jewelry,	Inc. Shop " 	750	 "
941 — Unoccupied " 	750	 "
957 7—11 Shop " 	3,750	 "
961 H	Street	Main	Street Community " 	3,000	 "
961 Bank	of	America Pers.	Service " 	"	 "
1001 George’s	Place Shop 2 	4,821	 1908
1005 Health	&	Fitness	Center Pers.	Service 2 	4,009	 1921
1007-1009 Multiple	Occupants: 1 	3,420	 1951
1007 New	Beginning	Temple	of	Praise Community " 	"	 "
1009 Electro	World Shop " 	"	 "
1013 Yvette’s	Hair	&	Nail	Salon Pers.	Service 1 	1,830	 1932
1015 — Unoccupied 3 	4,072	 1930
1017 Hair	Rage	International Pers.	Service 1 	1,615	 1910
1019 Super	Pharmacy	and	Medical	Equipment Shop 1 	2,817	 1935
1025 Notheast	Beauty	&	Barber	Supply Shop 1 	2,189	 1929
1101 1101	Convenience	Store Shop 1 	2,255	 1984
1107 Thrift	Store Shop 2 	17,052	 1931
1111 Me	&	My	Supermarket Shop 1 	1,974	 1900
1121-1125 Multiple	Occupants: 2 	37,960	 1948
1121 Family	Dollar Shop " 	"	 "
1123 Twelve	Restaurant	&	Lounge Food/Drink " 	"	 "
1125 — Unoccupied " 	"	 "
1207 Auto	Zone Shop 1 	8,027	 0
1245 — Unoccupied 3 	5,464	 1930
1251 Danny’s	Carryout Food/Drink 2 	2,708	 1926
1253 H	Street	Café Food/Drink 2 	2,078	 1934
1255 Baitul	Khair Shop 2 	3,411	 1939
1301 St.	John	Ford	Memorial	Church	of	God Community 1 	5,440	 1981
1307 Salon	1307	Unisex	Design Pers.	Service 3 	1,599	 1945
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1307 Hylton	Enterprises	and	Studios Office " 	"	 "
1307 Stephen	M.	Cumming	Photography Office " 	"	 "
1309 — Unoccupied 1 	1,839	 1940
1311 — Unoccupied 3 	2,433	 1940
1333 Atlas	Performing	Arts	Center Arts 1 	71,236	 1938
1333 Joy	of	Motion	Dance	Center Arts " 	"	 "
1335 The	H	Street	Country	Club Food/Drink 2 	6,951	 1900
1337 — Unoccupied 2 	2,880	 1930
1337 — Unoccupied 2 	6,235	 1930
1339 Dangerously	Delicious	Pies Food/Drink 2 	3,058	 1930
1341 Start	&	Shamrock Food/Drink 3 	10,744	 1908
1341 H	Street	Greenhouse Office " 	"	 "
1351 Scoe	Associates	Corporation Office 2 	3,146	 1921
1353 Rock	&	Roll	Hotel Arts 2 	5,824	 1910
1355 Biergarten	Haus Food/Drink 2 	1,886	 1912
1359 Sova	Espresso	and	Wine Food/Drink 2 	3,380	 1930
1361 — Unoccupied 2 	2,107	 1913
1363 ANM	Market	&	Deli Shop 2 	1,367	 1930
1365 H	Street	Playhouse Arts 1 	4,566	 1927
1371 — Unoccupied 1 	2,700	 1948
1375 Salvation	Army Shop 1 	2,280	 1950
1379 King	Nails Shop 2 	1,032	 1942
1381 — Unoccupied 2 	768	 1940
1387 Sun	&	Moon	Grocery	Store Shop 3 	3,914	 1943
1401 Tony’s	Carryout Food/Drink 2 	5,730	 1909
1405 six	offices Office 2 	3,523	 1900
1409 — Unoccupied 2 	980	 1900
1411 — Unoccupied 2 	1,804	 1900
1413 Buka	Restaurant Food/Drink 2 	2,856	 1900
1415 — Unoccupied 2 	2,052	 1900
1417 Perfect	Cut Pers.	Service 2 	2,560	 1900
1419 WTF	Outreach	Assembly Community 2 	2,296	 1900
1421 — Unoccupied 2 	1,559	 1890
1423 — Unoccupied 2 	2,700	 1890
1425 — Unoccupied 2 	3,068	 1880
1427 — Unoccupied 2 	4,353	 1850
1429 Rasheed Shop 2 	2,010	 1905
1433 The	Argonaut Food/Drink 2 	4,082	 —
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