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PURPOSE OF STUDY
The purpose of this market
analysis is to compile and
interpret information useful in
economic development efforts.
This study focuses on the
following:
•

•
•
•
•
•

identifying retail,
restaurant and service
business market
opportunities
strengthening existing
businesses
attracting new
businesses that meet the
community needs
improving resident and
visitor experiences
improving the physical
environment
developing community
marketing & branding
initiatives

This project represents a
community-led initiative
whereby local business and
community leaders were
actively involved in the research
and analysis. They participated
as a “study team” that met
regularly to review and interpret
data gathered from the market
analysis.

MARKET ANALYSIS
EXECUTIVE SUMMARY – AUGUST 2017
STUDY AREA DEFINED
The Study Area follows US-14, Main Street from the east to the
west edges of the Village and Bourbon Road from Church Street
(CR-P) to Market Street. Highway US-14 extends through the
entire Village and serves as a corridor for businesses.
Additionally, County Road-P, Church Street is included in order to
capture Glaciers Edge Square, an outdoor shopping center
anchored by Piggly Wiggly.
Traffic Volume

There are
approximately
105,000 square
feet of retail and
restaurant space
representing 18
businesses in the
study area. Not
included are
many professional
and personal
services ranging
from banks and
insurance to
health care.

The most traveled area segments of
the Study Area are along US-14 with
up to 12,000 vehicles per day. For
comparison, US-14 in Middleton has an average daily
traffic count of 21,000.
Market Segments Served
•
Residents of the Trade Area: This is by far the largest and
most important market segment in the community. The
availability of businesses have a direct impact on quality of life.
•
Workers: The inflow of workers to a community increases the
daytime population.
•
Visitors: Both leisure and business, visitors traveling to or
through Cross Plains provide additional sales to businesses.
i
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TRADE AREA
Cross Plains is located in southern Wisconsin, approximately 14 miles
west of Madison. It is located in western Dane County in an area of
residential growth. Highway US-14 connects the Village to Madison
and larger connector highways.
EXHIBIT 1: DEMOGRAPHICS OF RESIDENTS RESIDING IN THE TRADE AREA
Demographic Comparison
Cross Plains Equal
Competition TA

MARKET
CHARACTERISTICS
Residents of Trade Area
•
•
•
•

Population of 14,213
and growing
Most housing is owneroccupied
Incomes much higher
than county, state or
U.S
High percent college
educated

Workers
•

•

Plastic ingenuity is the
largest employer (350
Emp.) Followed by
various retail and
service businesses.
1,115 people commute
to Cross Plains for work.
2,155 residents
commute outside of
Cross Plains for work.

Cross Plains Zip
Code- 53528

Dane County

Wisconsin

U.S.

13,685
14,213
0.8%

5,510
5,658
0.5%

488,073
507,522
0.8%

5,686,986
5,742,139
0.2%

308,745,538
318,536,439
0.6%

5,247
5,475
0.9%
2.59

2,155
2,238
0.8%
2.53

203,750
213,669
1.0%
2.32

2,279,768
2,323,302
0.4%
2.41

116,716,292
120,746,349
0.7%
2.57

76.2%
19.4%
4.4%

73.6%
21.8%
4.5%

56.2%
38.1%
5.7%

59.1%
27.7%
13.1%

57.7%
30.8%
11.4%

76,642 $

78,560 $

60,428 $

52,390 $

53,217

41,531 $

37,298 $

33,670 $

27,779 $

28,597

34.5%

34.8%

28.4%

30.6%

33.4%

41.0
74.4%

40.4
74.5%

34.5
78.3%

38.4
76.4%

37.1
76.0%

96.3%
0.6%
1.4%
1.7%
100.0%
1.7%

97.4%
0.5%
0.5%
1.6%
100.0%
1.6%

84.7%
5.2%
4.7%
5.4%
100.0%
5.9%

86.2%
6.3%
2.3%
5.2%
100.0%
5.9%

72.4%
12.6%
4.8%
10.2%
100.0%
16.3%

9,796
40.1%

3,910
38.3%

332,511
28.3%

3,885,748
28.3%

214,026,813
30.0%

Tapestry Segmentation for
Cross Plains Eq. Comp. TA Percent of 2015 HH
Parks and Rec (5C)
31.4%
Green Acres (6A)
19.70%
Soccer Moms (4A)
18.30%
Other
30.60%

30.6%
13.80%
44.80%
10.80%

Population
2010 Population
2015 Population
% Annual Change '10-'15
Households
2010 Households
2015 Households
% Change '10-'15
2015 Avg. HH Size
Housing
2010 Owner Occupied
2010 Renter Occupied
2010 Vacant or Seasonal
Median HH Income
2015 HH Income $
Per Capita Income
2015 Per Capita Income $
Household Composition
2010 HH w/ children
2010 Population by Age
Median Age
18 +
2010 Race and Ethnicity
White
Black
Asian
Other
Total
Hispanic
2015 Education
Population Age 25+
% Bachelors degree of higher

Source: ESRI Market Profile, Tapestry Segmentation Area Profile and Business Analyst Online. For educational use.
* Zip Code data is from Business Analyst online and the year 2016

Vis i tor s
•
•
•
•

Business travelers include those interacting with established local businesses.
Cross Plains is a stopping point for travelers taking a more scenic route from Chicago or Milwaukee
to La Crosse or the Twin Cities.
Weekend travelers to the community often include art enthusiasts, hikers, cyclists, and fishers.
Visitors are often friends and family of local residents.
ii
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SURVEY RESEARCH

COMPARISON
COMMUNITIES

Given that there were three different surveys administered (residents, business
owners, and visitors), there were various differences as follows:

Mount Horeb, Lake Mills, and
Cambridge were chosen as having
vibrant downtowns. The following
are findings that may be
transferable to Cross Plains.

1) Residents emphasized business development that primarily serves
community residents and builds a sense of community cohesion. Residents
identified a retail and restaurant mix that allow residents to shop
locally and expand restaurant and service opportunities. Residents also
identified the importance of incorporating playgrounds and family
gathering spaces within the Retail Development Area.

•
An anchor business such as
Duluth Trading Company in Mount
Horeb contributes significantly to
the customer volume coming into
town.
•
A designated economic
development organization,
partnering with the Chamber of
Commerce and local government,
leads to better implementation of
goals.
•
The physical look of a
business district has a direct impact
on the attraction to the
community.
•
Coffee shops tend to serve as
important gatherings places for
rural communities.

2) Business owners indicated that they see the need to bring more workers
into the community during weekday and business hours, in order to
support the local retail and service businesses that are currently
operating. Business owners suggested that recruiting a large employer
would be a big boost to existing entities.
3) Recreational visitors expressed strong sentiments that business and retail
development could not be at the expense of the local environment.
Often times construction (due to development) adversely affects stream
quality because it leads to erosion, sedimentation, and consequently
restricted stream flow and warming of the water in the Black Earth
Creek, a world class trout stream. These visitors indicated that
protection of natural resources was their highest priority, and that
business development must be consistent with this value.

ANALYSIS OF RETAIL AND RESTAURANT DEMAND AND SUPPLY
The following table presents demand and supply in square feet and in number of businesses. These
estimates are based on the U.S. Census and other sources obtained by UW-Extension, CCED. Categories
highlighted in blue have a negative gap (demand greater than supply).
Demand & Supply Gap Analysis
NAICS

Description (excluding most large format stores)

S.F. DEMAND

442 Furniture and home furnishings stores
443 Electronics and appliance stores
444 Adj.
Building material and garden w/o Home Ctr
445 Food and beverage stores
446 Health and personal care stores
447 Convenience Stores in Gas stations (excluding gas)
448 Clothing and clothing accessories stores
451 Sporting goods, hobby, musical, and book stores
452 Adj.
Gen Merch. w/o warehouse and supercenters
453 Miscellaneous store retailers
7224 Drinking places (alcoholic beverages)
722511 Full-service restaurants
722513 Limited-service restaurants
722515 Snack and nonalcoholic beverage bars

4,122
1,048
7,796
25,334
9,041
5,929
5,467
3,622
5,769
3,096
18,247
13,370
5,126

Total Retail
Total Food and Drink

68,129
39,839

S.F. SUPPLY

-

S.F. GAP

1,000
8,000
7,000
1,000

(4,122)
(1,048)
5,204
6,666
9,959
1,071
(1,467)
9,378
(5,769)
(2,096)
(10,247)
(6,370)
(4,126)

88,000
17,000

19,871
(22,839)

13,000
32,000
19,000
7,000
4,000
13,000

BUS. DEMAND BUS. SUPPLY

1
0
1
3
3
2

BUS. GAP

2
2
3
1

-

1
0
2
1
6
6
2

1
1
1
3
3
1

0
1
(2)
(0)
(3)
(3)
(1)

15
14

10
8

(5)
(6)

Blue categories - demand is greater than supply

Note: The supply of retail space exceeds demand because it includes a large implement dealership and full-size grocery store in
the study area.

iii

(1)
(0)
1
(1)
0
(1)
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RECOMMENDATIONS-IN-BRIEF
Business Retention and Expansion
1.
2.
3.
4.
5.

Market Opportunities

The Business Development Committee, in partnership with the Village Board, establish a
strategic, “Comprehensive Business Development Plan" for the retail area.
Increase Chamber-led community/business marketing and communication efforts to
promote local businesses.
Establish a “Shop Local Campaign” to encourage residents to increase patronage of
local retail and restaurants.
Focus on bringing people into the downtown retail area through events.
Consider establishing a Business Retention and Expansion program.

The following opportunities were based on
demand and supply calculations, survey
results, peer community visits, and consumer
characteristics of local residents.
Restaurants
Casual dining establishments that are familyfriendly, serve a range of healthy foods at
moderate prices, and have ambiance

Business Attraction
1.
2.
3.
4.
5.
6.

Determine whether it is feasible to create and support a separate Economic
Development Corporation (EDC) or Economic Development Professional.
Focus business recruitment efforts on three different segments: residents, outdoor
recreation, and new base employers.
Promote Cross Plains as a good place to do business.
Develop an inventory of open spaces and buildings that are available.
Develop entrepreneurship programs and resources.
Educate the community on business development opportunities and its impact on:
property taxes, quality of life, and sustainability and natural resource conservation.

Resident and Visitor Experience
1.
2.
3.
4.
5.
6.

Develop a business and non-business mix that caters both to the needs of residents and
recreational visitors who come to the area.
Improve the physical infrastructure, parking options, area aesthetics, and signage.
Work with business-owners to build a sense of hospitality and to welcome guests in such
a way as to build loyalty and return visits.
Enhance relationships with local organizations to address the broader issue of
community-wide connectivity.
Design to be a walkable community, with accessible sidewalks throughout the Retail
Development Area.
Increase recreation opportunities and activities.

Improving the Physical Environment
1.
2.
3.

Enhance aesthetics of the Retail Development Area to be consistent with a cohesive
downtown brand.
Use the “Comprehensive Business Development Plan” as guidance for identifying
appropriate business locations.
Promote walkability and access to natural resources and green spaces.

Marketing and Branding Strategies
1.
2.
3.

Create an ad hoc committee to develop a community “brand” for the Village of Cross
Plains.
Consider creating a “niche” for the broader region, possibly related to natural resources
and/or health and wellness.
Implement marketing efforts to promote the community “brand” and area “niche.”

Organizing for Action
1.
2.
3.
4.
5.
6.

The Chamber will share the results of the Market Analysis with stakeholders through
online and printed reports and meetings including the Village Board, Chamber members,
and the public.
The Chamber will collaborate with the Village Board to determine organizational
structure and implementation strategies.
Enhance communications among the Chamber, the Village Board, residents and
businesses.
Define roles for the Village Board, the Chamber, and other entities regarding business
development.
Develop partnerships with local, civic organizations.
Develop strategies that create community cohesion by encouraging residents to take on
leadership roles on planning committees, attending events, and supporting local business.
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Ethnic restaurants (non-chain), in particular
an authentic Mexican and a high-end Italian
•
•
•
•
•
•
•

Healthy, local food restaurants with local
ownership, reflecting the farm-to-table trend
Microbreweries with food that can appeal to
families, and young adults
Fine dining that can appeal to people with
high disposable incomes, and draw visitors
Fast food/Takeout establishments, both at
the high end and lower end
Retail
Hardware store. Plans for a new hardware
store are underway
A small general merchandise store, a thrift
store, and health and wellness-focused retail
Small independent stores that would appeal
to visitors and enhance the small-town feel
such as art galleries, bookstores, bakery,
specialty foods, and hobby/craft shops
Specialty clothing store (sporting, boutique,
or second-hand/vintage)
Stores that appeal to recreational visitors:
Sporting goods stores (e.g., focused on
hiking, biking) and a fly shop (fishing
equipment)
Services
Residents expressed interest in services that
meet their needs:
•
Spa & salon
•
Health and wellness center
•
Car wash
•
Visitor lodging
Gathering Spaces
Destinations that provide community
residents with opportunities to gather and
recreate (e.g., community center, art
center/studio, and places for indoor
recreational activities for young people).

