VERONA
COMMUNITY
DEVELOPMENT

AUTRHORITY
MARKET ANALYSIS

The City of Verona has unlimited potential as a community in the metro-
Madison, WI area, but where does the best opportunity lie for creating an
environment that is inviting to businesses and residents?
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INTRODUCTION

Verona is a city at the crux of transition. Growth has happened organically and the City has dealt with
the growth issues and challenges as a result of the rapid expansion of Epic Systems. Basic
infrastructure serves housing and school growth, and commercial growth has been handled in a
reactive way. Because City leaders understand the need to be proactive and assist in charting the
course that future development will take, actions such as energizing the Community Development
Authority and seeking out staffing options are next steps in working proactively toward directing the
development of the City.

Redevelopment Resources was engaged to look into options and make recommendations for action
steps the CDA could take based on a market review. These recommendations can be categorized into
the following categories:

1. Programming
2. Redevelopment
3. Business Recruitment

Economic and Community development is not for the impatient. It’s a long term game of investing in
the community and creating the environment in which others will want to invest as well. Putting the
necessary infrastructure in place to ensure a vibrant marketplace and dynamic community takes time
and an eye toward the future. Some of the activities will be preventative, some will be small, and
some will be big and bold. However, they should all be looked at from the perspective of investments
in the future of the City of Verona, for existing residents and the residents of the future.
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RESEARCH — MARKET POSITIONING

Being a small community located adjacent to a thriving metro market like Madison, can be a benefit as
well as a hurdle for cities like Verona. Obviously, the growth of the Madison market towards Verona,
as well as the upgrading of roadway systems provides Verona residents with faster and more
convenient access to retail, service, medical, and employment opportunities.

This relationship to Madison is certainly a huge benefit to Verona, but it will always dilute Verona’s
draw in the overall marketplace. Add to that that the marketplace is ever shifting and changing due to
forces that are not in your control. This might include a large retail development just outside the
borders of Verona, higher interest rates that can dramatically slow the market down, higher gas prices
that could encourage residents to spend closer to home, etc.

This pull from Madison and the effects of an ever changing market should forever be on Verona’s
radar. You cannot think of Verona in isolation of these other factors, but must become more astute as
to how you work with this and position Verona with firm footing. You need to clearly understand who
you are, what today’s marketplace is telling you, and then concentrate on where you have the ability
to create positive change.

A SNAPSHOT OF WHO YOU ARE:

There are two typical ways that the market can be measured. One is a destination trade area, and the
other is a convenience trade area. Both of these measurements have factors that influence the results.
These factors can be the critical mass of retail/service business area within your community, any
significate destinations that would draw market out of the ordinary, traffic patterns that might steer
traffic away or towards your market, your overall population, and your proximity to other major metro
areas. There are more complex market analysis work that can be done such as gravity modeling,
consumer and business modeling, competition areas, zip code analysis, radial studies, cluster analysis,
etc.

The basis for the demographic section of this report uses information supplied by ESRI, a national
leader in economic and demographic data. For the purposes of the study a variety of demographic
data sets about the resident market were examined. An important consideration for many businesses
and developers is the population within drive-times, vs. municipal boundaries or radius boundaries.
Depending on your location, you can drive 10 minutes one direction and go only 3 miles, or go 10
minutes another direction and go 8 miles. Therefore, we can pick a point in Verona and determine
how many people live within a certain drive-time to that point. For the purposes of this report, we
have used a center point in downtown Verona.
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Drive Times and Demographics

As you can see from the map, the City of Verona proper falls within an approximate 5-minute drive
time. The 10-minute drive time expands out almost to Fitchburg to the east, Springdale to the west
and just south of Mineral Point Road in Madison. The 15-minute drive time puts us all the way to Mt.
Horeb to the west, Belleville to the south, Middleton to the north and past Fitchburg to the east.

The 10 and 15-minute drive times can typically be considered a “Convenience Trade Area”. A
Convenience Trade Area is based on the purchase of products and services needed on a regular basis,
such as gasoline, groceries, dry-cleaners, banking, pharmacy, hair care, fast food, other restaurants,
physical fitness, etc. - services people are more likely to frequent due to convenience to their home or
sometime workplace.

The City of Verona has approximately 12,000 residents. However, when we look at drive-time
population data (ESRI 2015 Forecast), you find that within a 5 minute drive time there is a population
of approximately 13,320, within a 10 minute drive time it jumps to 56,324, and within a 15 minute
drive time the population is approximately 140,123.

Other points of interest regarding the population within these drive times:

The median age in the 5 minute is 37.5, 10 minute is 34.6, and 15 minute is 36.2. Although the ages
seem very similar, the older age of the Verona resident is important to note.

Median household income in the 5 minute is $83,631, 10 minute is $73,400, and 15 minute is $68,820.
Verona resident’s income is higher than that of the County, the City of Madison and the State of
Wisconsin.

Average home value in the 5 minutes is $295,915, 10 minute is $292,244, and 15 minute is $305,329.
Average household size in the 5 minute is 2.43, 10 minute is 2.43, and 15 minute is 2.31.
Owner occupied housing units in the 5 minute is 67.9%, 10 minute is 56.9%, and 15 minute is 54.1%.

Median disposable income (ESRI 2014 Forecast) in the 5 minute is $63,352, 10 minute is $56,284, and
15 minute is $54,818. Disposable income is after-tax household income.
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Verona, Wisconsin, United States
Dirive Tirmeas: 5, 10, 15 minule radi

S minutes 10 minutes 15 minutes
Papulation Summary
2000 Tetal Population 8.217 37,697 110,712
2010 Total Population 12,518 53,424 134,750
2015 Total Population 13,230 56,324 140,123
2015 Group Quartars 61 3 1,615
2020 Tetal Population 14,107 50,047 147,919
2015-2020 Annual Rate 1.29% 1.25% 1.09%
Household Summary
2000 Householos 3,033 14,819 46,155
2000 Average Housshold Size 263 2.52 236
2010 Houssholos 5,059 21,660 57,166
2010 Average Household Size 2.46 2.45 2.33
2015 Households 5,410 23,051 59,872
2015 Average Household Size 243 2.43 231
2020 Households 5,704 24,596 63,301
2020 Average Housshold Size 243 242 231
2015-2020 Annual Rate 1.38% 1.31% 1.12%
2010 Farnilies 3,389 13,515 34,204
2010 Average Family Size 3 3.06 2.96
2015 Farnilies 3,505 14,253 35,602
2015 Average Family Size 3 3.05 2o5
2020 Farnilies 3,832 15,130 37,500
2020 Average Family Size EX 3.05 2.85
2015-2020 Annual Rate 1.20% 1.20% 1.04%
Housing Unit Summary
2000 Housing Lnits 3,120 15,444 48,038
Cwrer Docupied Housing Units 72.0% 55.5% 54.5%
Renter Otcupied Housing Units 25.0% 40.5% 41.5%
Vacant Housing Lnits 3.0% £.1% 3.0%
2010 Housing Units 5,363 23,016 60,889
Owner Docupied Housing Units BB 7% 56.7% 55 7%
Renter Occupied Housing Units 25.7% 35.5% 3B.2%
Vacant Housirg Units 57% 5.8% 6.1%
2015 Housing Linits 5,601 24,247 63,704
Cwer Docupied Housing Units 67.9% 56,00 54.1%
Renter Otcupied Housing Units 2B.6% 38.1% 30.9%
Vacant Housing Lnits 34% 4.0% 6.0%
2020 Housing Units 5,843 25,802 67,251
Cwner Docupied Housing Units BB, 1% 56.6% 54, 2%
Renter Dccupied Housing LIRS 20.4% 36.7% 39,0,
WVacant Housing Lnits 5% 4.7% 5.0%
Median Househald Tncame
015 £83.631 §73,400 366,820
020 56,276 $84,652 $81,830
Median Home Valus
015 £272 479 $252,430 5263,605
020 £299,903 $282,171 §2062,540
Per Capita Income
2015 537,806 §36,551 538,104
020 42,924 $42,070 £43,998
Median Age
010 5.4 33.4 350
2015 375 M6 362
2020 37.8 5.7 370

Data Mote: Househoid popuiation indudes persons not resicing in group quarters.  Average Howsshold Size 5 the household popusiation divided by total householes.
Persons: im familes indude the Fous=hoider and persons relstes o the houssholder by bisth, marmace, or adoption. Per Capits Encome represenis the inoome recefved by
all perzons aged LS pears and over divided by the total population

Source: U 5. Cenmes Bunssu, C=nsus 2010 Sommary File | Esn forecests for 3015 and MM Esi comverted Census Z00 data into 2010 geopraphy

May 25, 2015
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Verona, Wisconsin, United States
Drive Timees: 5, 10, 15 minute radi

B minutes 10 minutes 15 minutes
2015 Households by Income
Household Ircome Base 5,410 23,051 59,872
<$15,000 5.5 6.3% 7.2%
$15, 000 - $24,999 6.2% 6.4% 7.5%
%25, 000 - 34,999 5.4% 7. 2% B.5%
£35, 000 - $49,999 A% 11.9% 12 4%
$50,000 - 74,999 17.9% 19, 1% 17.7%
%75,000 - $99,999 17.6% 15. 7% 14.3%
5100, 000 - $143,999 20.4% 21.6% 1B.4%
$150, 000 - 5199,999 5.7% 6.1% 7.3%
5200, 000+ 4.6% 5.5% 6. 7%
Average Household Income £03,408 $BE,526 $B0, 461
2020 Households by Income
Household [rcame Base 5,794 24,596 63,301
<$15,000 44% 5. 4% 6.2%
$15,000 - $24,999 a4.1% 4.3% 5.2%
£25, 000 - 34,999 3.0% 5. 3% 6.4%
$35,000 - $49,999 £.0% 10 0% 10,8%
$50,000 - $74,999 15.2% 17.1% 16.1%
$75, 000 - $99,999 16.4%: 17.0% 15.6%
5100, 000 - 5143,999 35.0% 27.0% 22 8%
$150, 000 - §199,999 6.6% 7.4% 9.1%
£200, 000+ 5.4% 6.5% 7%
Average Household Income $105,576 $101,687 $103,173
2015 Owner Occupied Housing Units by Value
Total 3,805 13,806 34,432
<550,000 0.1% 0.2% 0.1%
$50, 000 - $99,999 1.3% 7.0% 2.4%
£100, 000 - $149,999 4.6% 5.1% 5 6%
$150, 000 - $199,950 14.5% 17.6% 15.0%
£200, 000 - 5249,999 19.7% 24.3% 7%
%250, 000 - §299,999 21.9% 16.68% 16.6%
$300,000 - $399,999 24.7% 17 4% 10.1%
$400, 000 - $493,909 8.3% 7.5% B.6%
$500,000 - $749,999 4.1% 5 5% 6.5%
750,000 - $999,399 0.3% 0.8% 1.2%
$1,000,000 + 0.6% 0.9% 1.1%
Average Home Value 205,915 §200 244 $305,329
2020 Dwner Occupied Housing Units by Value
Total 4,050 14,613 16,451
<§50,000 0.0% 0.0% 0.0%
$50,000 - $99,999 0.2% 0.4% 0.6%
£100, 000 - §149,999 0.6% 1.1% 1.3%
$150, 000 - §199,999 6.7% 10.2% 9.2%
$200,000 - $243,999 16.0% 23.7% 20, 4%
$250, 000 - 5299,959 25.5%, 22.7% 21L.7%
£300, 000 - $399,959 3. 7% 22 6% 24, 2%
5400, 000 - 5493,959 11.5% 10.0% 11,3%
$500, 000 - $749,999 5.1% 6.7% 7.7%
%750, 000 - §999,999 0.5% 1.2% 2.0%
$1,000,000 + 0.0% 1.4% 1.6%
Average Home Value $332,000 $329,062 $344,977

Daka Mote: [nrome represents the precering year, scpressed in purrent dollars.  Household income indudes wage and salsry earnings, interest mvidends, net rents,
pensions, SSIand weifare payments, child support, and alimony.
Seurce: U.5. Census Bunssy, C=nsus 2000 Summary Fie L Esn forecests for 2015 and 2020. Esn convertes Census 2000 gata into 2010 geography

May 25, 2015



REDEVELDPMENT RESOURCES June 1, 2015

. L]
@esrl Community Profile

Werona, Wisconsin, United States 2
Verona, Wisconsin, Uniteéd States
Diive Times: 5, 10, 15 minute radi

& minutes 10 minutes 15 minutes
2010 Population by Age

Total 12,520 53,424 134,753

[ ] 7.1% 8.2% 7.2%

5-9 B.5% 73% 6.7%

10 - 14 8.0% 6.5% 6.2%

15- 24 10.0% 11.3% 11.8%

25 -34 14, 2% 19.7% 16.0%

35 - id 16.3% 14.9% 13.9%

45 - 54 16.6% 13.6% 13.9%

55 - 64 10.1% 10.3% 10.7%

65 - 74 4.5% 4.3% 5. 4%

75 - Bd 2.0% 2.4% LR L

85 + 1.8% 1.4% 1A%

18 + 71.68% 74.3% 76.2%
2015 Population by Age

Total 13,230 55,322 140,122

O-4 6.0% 7.5% 6.6%

5-9 7.0% 7.4% 6.6%

i0- 14 B.A4% 7.0% B.A%N

15-24 13.1% 12.1% 12.4%

25-34 11.4% 16.7% 16.2%

35 - id 15.1% 15.5% 14, 0%

45 - 54 15.7% 12 8% 12.9%

55 - B4 12 E% 11.2% 12.3%

65 - 74 5.0% 6.0% 7.4%

75 - Bd 2.6% 2.4% 3.3%

65+ 1.7% 1.3% 1.0%

18 + 73.6% 74 3% T6.6%
2020 Population by Age

Tatal 14,104 53,047 147,919

0-4 6.4% 7.4% 6.6%

5-0 6.3% 6.8% 6.1%

i0-14 7.0% 6.9% 6.2%

15-24 13.1% 12.3% 12.7%

25 -34 13.3% 15.4% 15.3%

35 - a4 14.2% 16.2% 14, 7%

45 - 54 14.0% 12.1% 11,9%

55 - &4 13.2%% 10.9% 11.6%

65 - 74 7.6% 7.6% 0.1%

75 - B4 3w 31.0% 3.0%

85+ 1.5% 1.4% 1.9%

18 + 75, 6% 75.0% 77.5%
2010 Papulation by Sex

Maleg 6,075 26,173 66,031

Fermales 6,443 27,251 68,719
2015 Population by Sex

Males £, 446 27,673 64,628

Fernalas 6,785 8,650 71,295
2020 Papulation by Sex

Malog 6,876 79,379 72,568

Fernalas 7,230 30,568 75,351

Source! LS. Census Bunesy, C=nsus 2010 Swmmary Fie L Esn forecests for 2015 and 2020, Eor comverted Cersus 2000 data into 2010 geagrapky

May 25, 2015
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Verona, Wisconsin, United States 2
Verona, Wisconsin, United States
Drive Timees: 5, 10, 15 minute radi

5 minutes 10 minutes 15 minutes

2010 Population by Race, Ethnicity
Total 12,518 53,425 134,751
Whita Alane 02.1% 70.7% 70.3%
Black alane 1.5% 6.6% 7.3%
Amesican Indian Alona 0.3% 0.4% 0.4
Asian Aloae 3.3 6.2% 6.3%
Pacific Islander Alana 0.0 0.0% 0.0%
Sorme Other Race Alone 0.9%, 4.1% 3.0%
Twa ar More Races 1.0% 2% 2.8%
Hispanic Orrigin 2.7% B.6% B.5%
Diversity Trdex 185 457 46,1

2015 Population by Race/ Ethnicity
Tatal 13,231 56,324 140,124
White Alane o1.1% 77 0% 77.7%
Black Alone 1.6% 7.0% 7.3%
American Indian Alone 0.3% 0.4% 0.4%
Asian Aloae 3.0, 7% 7.0%
Pacific Islander Alane 0.0 0.0% 0, 0%
Sorne Other Race Alane 1.0% 4.4% 4.3%
Twa ar More Races 1% 3.0% 310
Hispanic Drigin 3.0% 0.3% 0,2%
Diversity Index 218 484 48.9

2020 Population by Race, Ethnicity
Total 14,106 59,847 147,917
White Alane H9.8% 75.6% 75.7%
Black Alone 1.8% 7.2% 7.5%
American Indian Alone 0.3% 0,4% [FL
Asian Aloae 4.5% B.4% B.1%
Pacific Islander Alapa 0.0% 0.0% 0.0%
Sorme Other Race Alane 1.1% 5.0% A_6%
Twa ar More Races 2.4% 34% 4%
Hispanic Origin 3.5% 10,4% 10.2%
Diversity ndex 247 52.4 523

2010 Population by Relationship and Household Type

Total 12,518 53,424 134,750
Ir Househalds 90,5% 00,4% OB.E%
Ir Family Househalds 83.5% 79.3% 77.0%
Housahalder 26.8% 25.5% 25.3%
Cpouse 22.1% 20.2% 19.00%
Child 32.2% 70.3% 27.6%
Other relative 3% 2.5% 2.50%
Morrelative 1.2% L% 1.B%
Ir Noefarmily Househpids 16.0% 20.1% 21 6%
Ir Group Quarters 0.5% 0.6% 1.2%
Iretiutionalized Papulation 0.5% 0.5% 1.0%
MoRinstitutionalized Population 0.0% 0.1% 0.2%

Dakta Niote: Perzans of Hispanic Origin may be of sny race. The Diversty Indes measures the probatdity that two people from the ssme ares will be from diferent o/
=thnic groups
Source: U5, Census Bunsay, C=nsus 2000 Summary Fie L Es forecasts for 2015 ang 2020. Esn convertes) Census 2000 gata into 2010 geography

May 25, 2015



REDEVELOPMENT RESOURCES

June 1, 2015

. L ]
@ esrl Community Profile

Verona, Wisconsin, United States 2
Verona, Wisconsin, United States
Drive Timees: 5, 10, 15 minute radi

5 minutes 10 minubes 15 minutes
2015 Population 25+ by Educational Attainment
Tatal BG611 37,195 95272
Less than 9th Grade D.4% 2.5% 2.3%
8th - 13th Grade, Na Diploma 0.9% 2.3% 2.7%
High School Graduste 16.4% 13.8% 13.8%
GED/Amernative Credential 0.8% 1.6% 21%
Sorme College, No Degras 1B.3% 16.1% 15.3%:
Azsociste Degres DA% 0.0% B.O%:
Bachelor's Degres 313.9% 33.2% 31.9%
Graduate/Professional Degres 19.8% 21.5% 23.9%
2015 Population 15+ by Marital Status
Tatal 10,350 44,010 112 627
HNever Married 20.4% 34.0% 35.1%
Martied 55.6% 53.2% 52.0%
‘Widowed 5.7% 4.0% 4. 2%
Divonced 9.3% B.7% B.E%M
2015 Civillan Popilation 164 in Labor Foroe
Civilian Ermployed 96. 5% 95.9% 05.8%
Civilian Unemployed 3. 7% 4.1% #4.2%
2015 Employed Popilation 16+ by Induskry
Tatal 7,764 32.812 79.051
Agriculbure/Mining 0.9% 0.8% L1%
Construction 5.1% 4.1% 3.7%
Menufacturing 2.1% 0. 2% B.A%
Wholezale Trade 2.5% 2.5% 2.1%
Retsil Trade 10.4%, 0.0% 10.0%
Trarsporiation/Utilities 2.0% 2.0% 2.A4%
Information 3.4% 3I3% 3.0%
Finance/Irsurante/Real Estate 11.3% B.0% B.AM
Services 49.3%: 53.8% 55.3%
Public Administration 6.0 5.4% 5.2%
2015 Employed Population 164+ by Decupation
Tatal 7,765 32,813 79,053
‘White Codlar T6.6% 75.6% Th.4%
Management,Business Finanial 1B.3% 18.9%: 1B.5%
Prafessional 35.5% 4. 1% 3%
Sales 12.2% 11.3% 10.1%
Adrministrative Support 10.6% 11.4% 11.5%
Services 10.2% 12. 6% 13.7%
Bilwse Coliar 13.2% 11.6%: 11.9%
Farming/Fomestry/Fehing A% 0. 2%, 0.3%
Construction/Extraction 4.2% 3.2% 3.0%
Installation/Maintenance/Rapair 31.1% 2.1% 1.8%
Production 2.5% 3.4% 3.6%
Trarsportationy/Material Moving 3.0% 2.B% 32%
Source: U5, Census Bunsay, C=nsus 2010 Summary Fie L Es forecasts for 2015 and 2020. Esn convertes Census 2000 data into 2010 geography
May 25, 2015
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Verona, Wisconsin, United States 2
Verona, Wisconsin, United States
Diive Times: 5, 10, 15 fminute redi

B minutes 10 minutes 15 minutes
2010 Households by Type

Total 5,060 21,679 57,166

Househalds with 1 Persan 0% 27.9% 30.5%

Households with 2+ People 73.0% 72 1% B9 5%,

Family Househoids 67.0% 62.3% 50.6%

Hushand-wite Families 55 2% a9.5% 47 2%

With Related Children 20.5% 24.4%, 21.4%

Othar Farnily (No Spouse Presant) 11.6% 12.9% 12.6%

Other Family with Male Househalder 3% 3.5% 31.5%

With Relatad Childran 21% 2.3% 1%

Other Farmily with Fernale Househalder BT% 0% 0.2%

With Relatad Children £.5% 7.1% 6.7%

Norfamily Households 6.1% 9.8 9.7%

Al Househalds with Children 36.4% 34.0% 30U6%

Multigenerational Househalds 1.1% 1.7% 1.5%

Unmarried Partner Househalds £.3% B.1% 7.E%

Male-femala 5 i 7.2% 6%

Sarree-SeN 0.7% 0.9% 1.0%
2010 Houssholds by Size

Total 5,060 21,679 57,165

1 Parsan Household I7.0% 27.9% 30.5%

2 Person Househald 323 34.6% 35 5%

3 Parson Household 16.1% 15. 7% 14.4%

4 Person Household 16.7% 13.0% 12.4%

5 Person Household 6.1% 5.4% 4.9%

& Person Househald 1.5% 1.7% 1.5%

7 + Person Housahoid 0.4% 0.8% 0.8%

2010 Households by Tenure and Mortgage Status

Totsl 5,050 21,680 57,166

Owner Docupied TLEW 62.3% 50 3%

Owersidd with & Mortgage/Losn 61.6% 52.2% 46.3%

Owenied Fres and Claar 11.2% 10, 1% 13.09%

Renter Occupied 27.2% 37.7% 4D.7%

Data Mote: Households with children indude smy households with peopée under age 18, neabed or not. HMulbgenerational households are families weth 3 or more
paneni-child relabonships. UnmsTied partner households s wsually cessfied 25 nonfamily househoids sniess thens & another member of the household related to the
houssbolder. Mulligenerational and unmarmed pariner houserodds ane reporbed only io the tract kewel. Esn estimated block group dats, which ks dsed to estimaie
pohygons or non-standard geography.

Source! U5, Census Bunesu, Cemsus 2510 Summary Fie L Esn forecests for 2015 and F20. B comerted Census 20600 data into 2010 geography

May 25, 2015
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Varona, Wisconsin, United States
Drive Time: 5 minute radius

June 1, 2015

Census 2010
Population 12,518
Median Age 364
Housaholds 5,059
Average Household Size 2.46

2014 Households by Disposable Income
Tateal
=515 000
5§15, (00-524,990
£25 (00-534,990
£35, (W00-540,990
5§50, 00-5 74,3909
§75,000-599,935
5100,000-5149, 593
$150,000-5159,959
$200,000+
Median Disposable Incame
Avarage Disposable Income

2014 Disposable Income by Age of Householder

Tatal
<515,000
$15,000-524,539
$25,000-534,339
$35,000-545,339
$50,000-574,399
£75,000-599,399
$100,000-5149,000
$150,000-5199,559
$200,000+

Median Disposable Income

.ﬂ.l.rErﬂ;E DiEFﬂEBtHE Income

Dats Mobes Dispozatie Income ks after-ta b
not sum to tofals due to rounding

2014-2018 2014-2019
2014 2018 Change Annual Rate
13 083 13,066 BB3 1.31%
373 375 0.2 D.11%
5.335 5,712 ki 1.37%:
244 243 -0.01 -0.08%:
Humber Percent
5,335 100.0%
350 6.6%
355 B.T%
3l B
EaD 12.2%
1.505 ZE.2%
1,066 20.0%
BES 16 3%
118 2.2%
B4 1.6%

§63,352

£72,953

Mumber of Households

=25 25-34 35-44 A45-54 554 B5-T4 75+
169 BES 1,144 1,272 1,001 475 406
25 57 23 52 62 53 7?
31 61 46 77 53 pL: 52
15 £ B4 &4 i ¥ 35 66
35 153 112 9% 121 &8 4
a3 303 348 P 310 156 £10
16 148 260 2t 208 73 20
L] 65 220 346 170 48 15
1 ° 31 &l 23 7 3
a [} 19 36 15 5 i |
$39.647  $55.170 72,659 $81,507 465600 $55.460  §35.724
$44,162 $61,581 SBO,804 880,144  $75651 63,145 544,006

ousefold income. Disposabls income forecasts sre

Sowrce: U.S. Census Buresu, Census 2010 Summary Fiie 1. Esn forecasts for 2014 snd 2059

bamerd on the Current Populstion Suresy, LS. Censue Buresu. Detail may

April 20, 2015
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REDEVELOPMENT RESOURCES

@ esri

Varona, Wisconsin, United States
Driwe Tirme: 10 minute radius

June 1, 2015

Population
Median Age
Househalds

Average Household Size

3014 Households by Disposable Income
Tatal

Median Disposable Income
Awerage Disposable Income

2014 Disposable Income by Age of Householder

££15,000
$15, (H00-524,990
$25 00-$34,990
$35,000-545,598
$50,(00-574,990
$75,000-$95,393

$100,000-5149,999
%150,000-5199,999

$200,000+

Tatal

Median Disposable Income
Aversge Disposable Income

<£15,000

$15,000-524,999
$25 00-534,999
$35,0:00-545,999
£50,000-574,999
$75,000-599, 999

$100,000-5149,999
%150,000-5199,5999

$200,000+

Census 2010 2014
53,424 55,635
334 344
21,680 22,734
2.45 2.43

<25 25-34

1340 5,185

239 532

263 53

153 546

Fyi] 940

268 1,469

74 673

22 338

9 70

3 #5

533,363 550,307

539,210 556,099

2014-2019 2014-2019
2018 Change Annual Rate
59,120 3,485 1.23%
355 11 0.63%
24,207 1473 1.26%:
2.43 0.00 0.00%
Number Percent
22,7344 LD0.0%
1,893 B.3%:
1,943 B.50%
2,121 9.3%
3,291 14.5%
5,975 2630
3,627 16.0%
2,847 12.5%
618 2. 7%
418 LE%

555,284

67,552

Mumber of Households

35-44 45-54 55-84 65-T4 75+
4,947 4,277 3,741 1,942 1,321
203 214 284 17 243
294 258 290 131 175
446 L) 204 195 216
634 405 523 305 213
1,366 895 1,034 807 37
1,008 Eag 634 269 80
752 969 526 185 53
147 182 154 a4 11
o4 144 53 26 13
563,551 575,884 %50, 809 554 216 535,349
§74,470 585,769 $74,536 $63,742 $46,063

Dats Mote: Dispozybis Income i after-tas housebold income. Disposable income forecests are basesd on the Current Populstion Suresy, LS. Census Buresu. Detail may

not sum to tokal due o rounding

Source:

ULS. Cerssus Buresu, Census 2010 Summary Flie 1. Esn forscashs for 2014 snd 2059

April 20, 2015
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@ esri

Varona, Wisconsin, United States
Drive Tirme: 15 minute radius

2014-2019 2014-2019
Census 2010 2014 2018 Change Annual Rate
Population 134,750 139,401 147,175 7774 1.09%,
Median Age 354 36.0 369 0.a 0.50%:
Housahalds 57,166 59,500 62,94 3420 1.12%:
Average Household Size % G 232 2.31 -0.01 -0.09%
2014 Households by Disposable Income Murmiber Percent
Tatal 59,500 100.0%:
<815 000 5,803 G.6%
§15,000-524,999 5,743 9.7%
425 (:00-534 999 5,895 9.09%
$35,000-549, 999 B.361 14.1%
$50,0:00-574,999 14,240 23.9%
§75,000-599,999 B, 524 14.3%
$100,000-5149,959 7,602 12.6%
%150, 000-5159, 059 1,992 1.3%:
$200,000+ 1,340 2.3%
Median Dispasable Income 554,818
Average Disposeble Income $67,674
Number of Households
2014 Disposable Income by Age of Househalder <25 25-34 35-44 45-54 55-64 &5-T4 754+
Tatal 3,584 12,404 11,158 10,847 10,394 6,194 4,916
=515 000 663 1,548 540 616 B4 G40 o031
§15 000-524,999 BOT 1,545 775 697 L7 26 675
525, 000-534,999 525 1,345 1,104 Bad 619 633 E23
§35,000-549,999 B0 2,069 1A7S 1,051 1,385 927 784
$50,000-574,999 E42 3,100 2878 2,122 2643 1,802 1,054
475, 000-599, 999 176 1,515 1,961 1,096 1,664 809 300
4$100,000-5149,959 T 938 1,719 2,401 1,597 654 224
%150, 000-5159, 559 12 216 436 557 501 194 56
§200,000+ L] 139 270 451 03 114 67
Median Disposable Income 530,366 47,053 s61,814 §75,775 £51,474 %54, 280 §35.375
Mversge Disposable Income §37.608 $55404 §74,956 $87.552 §77013 $65,893 2 sd7.I71

Data Mot Dispozsbis [ncnme ks stter-tes household iIncome. Disposable income forecasts are bt on the Curent Populstion Sureey, U.S. Census Buresu. Detail may
not sum to totals due kn rounding
Sowrce: U.5. Census Bureau, Census 2000 Summary Fiie 1. Esn forecasts for 2004 and 2053

April 20, 2015
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Drive Times and Community Tapestry

The Verona area resident lifestyles can also be studied using lifestyle segmentation information.
People who share the same demographic characteristics may have widely divergent desires and
preferences. Lifestyle segmentation systems examine the buying habits and preferences of consumers
in a geographic area. Community Tapestry data (developed by ESRI Business Information Solutions)
categorizes neighborhoods throughout the nation into 65 consumer groups or market segments.
Neighborhoods are geographically defined by census blocks, which are analyzed and sorted by a
variety of demographic and socioeconomic characteristics, as well as other determinants of consumer
behavior.

Community Tapestry descriptions help bring to life demographic variables by sharing information
regarding the consumer spending habits, household types, hobbies and preferences of local market
segments. Existing and prospective businesses can gain valuable insights to the needs and interests of
the local shopper base through understanding lifestyle tendencies.

Tapestry Segmentation can help identify the best markets, find the most profitable consumer types,
tailor marketing messages, and define product and service preferences. Both the 5 and 10-Minute
Drive Times share the same top three lifestyle segments, which are Enterprising Professionals, Soccer
Moms, and In Style. Here are their specific percentages in those drive-times:

5-Minute Drive Time

Enterprising Professionals 41.1%
Soccer Moms 32.8%
In Style 12.5%

10-Minute Drive Time

Enterprising Professionals 25.6%
Soccer Moms 11.9%
In Style 9.3%

The top three lifestyle segments in the 15-Minute Drive Time are In Style, Emerald City, and
Enterprising Professionals. Here are the specific percentages of this drive-time:

15-Minute Drive Time

15
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In Style 15.9%
Emerald City 11.2%

Enterprising Professionals 10.9%

Following are the descriptions of these primary categories:

Eriterprigihg P

Households: 1
Average Household Size: 2 44
Median Age: 3

Median Household Income:

WHO ARE WE? OUR NEIGHBORHOOD SOCIOECONOMIC TRAITS

rpnsing Professionals residents are well educated and * Almost half of houssholds are maried couples,  * Median household income one and a half
ladder in STEM {scence, technology, engineering and 30% are single person households times that of the LS

and mathematics) occupations. T

.
A

Housing is a mixture of suburban single-family ~ * Ower half hold a bachelor!
hames, row homes, and larger mult

degree

hoose to live in condos

i or higher
rent their homes. The slriichines

y neighbor * Early adopters of new
L Picilaksionsls pasid * [Close to three guarters of the homes hopes of impressing peers with new gadgets
Herprising ssionals resic : g
were built after 1980; 22% are newer, .

built after 2000

market ma
the Us me

investments. A

nenting their income with high-risk # Renters make up nearly half of
nd TV on all households.

premier channels and services

# Half have smartphones and use them for

hey enjoy the Intem
¥ =7 news, accessing search engines, and maps

high-speed connections with :
* Work long hours in front of a computer

stay youthful and healthy, eat

ic and natural foods, run and do yo gz

* Buy name brands and trendy clothes online

- TAPESTRY

SEGMEMNTATION

16
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TAPE_STRY

@ Enterpri'_éinfg_hi-'r’Fézfessionals

AGE BY SEX RACE AND ETHNICITY - . INCOME AND MNET WDRTH
Median Age: 4.5 i e
i

I,I ,I

Median Household Income

-l
;
-

Median Net Warth

U Mmriten §7

.h""'l

AVERAGE HOUSEHOLD BUDGET INDEX OCCUPATION BY EARNINGS

nt spent in this market’s housshold budgets for The five occupations wath the highest number of wodkers in the marksi are displayed
t spent by all US howssholds. An by meadian earnings. Data from the Census Bursau's American Commun

by consurmers in this
tures ane estimated by Esn

Corrpeder and Waibamatizal “ @ Mamsgamant

Bminmus ard ﬂ

Financial Opsestion

dex cormpares the aver.
food, spparel, et
s average. An index of 12
bowe the national av

Hfice ard Admicpuizative

. i
Taley and Mwlsind ﬂ

Median Eamings

e
T
| b
B
|t
st
e
% T

Workers (Age 16+

17



REDEVELDPMENT RESOURCES June 1, 2015

Enterprising Professionals

MARKET PROFILE : HOUSING

Buy digital books for tablet reading, along with magazines and newspapers.

Frequent the dry cleaner.

Go on business frips, a major part of work.

Wiatch movies and TV with video-on-demand and HDTV over a high-speed connection

Convenience is key—shop at Amazon.com and pick up drugs at the Target pharmacy.

* Eat out at The Cheesecake Factory and Chick-fil-A; drop by Starbucks for coffee
* |eisure activities include gambling, trips to museums and the beach H hi
& Have health insurance and a 401(k) thno ugh work -d”:

Typical Housing:

Multiunits;

Single Family

Median Value:

$295.000

old weslth, soooeconomic s

nciands

Population

__ 0 n7 350

N Wealth Ind
ax
Population Growth (snra =

e 0 a1 o

b Socioeconomic Status index
Population Density ireson o

1,348 Housing Affordability Index
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TAPESTRY

SEGMENT DENSITY

This map illustrates the density and
distribution of the Enterprising Professionals
Tapestry Segment by households

For more information
1-B00-447-97 73
|1-|oﬂ|:=r| com I
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Soccer Moms
Households: 3
Average Household Size:

Median Age:

Median Household Incom

WHO ARE WE? OUR NEIGHBORHOOD SOCIOECONOMIC TRAITS
Soccer Moms is an afflu
with & country flavor. R
away from the bustle

ed market .

duates; more

to new housing

ugh to »

2 egucation.,

e of two warking parents
growing children, They favor time-saving devices, i
king online or housekeeping services, and % e O
iented pursu

ccupled homes have high ra
at 74% (index 163), and lo
vacancy at 5%

* Connected, wit

from iPods

ence, like banking,

* Median home value is $226,000 n shopping online

* '‘Well insured and invested in a range of
* Mast households = = ik ot e

with children; average

* Most households h
long trave! time t

Qisproportionate

2 or 3 vehides;
rk including a
mbear commuting

from a different county {Index 133).

TAPESTRY

SEGMENTATION

20



)

REDEVELOPMENT RESOURCES

June 1, 2015

Family

Soccer Moms

AGE BY SEX RACE AN
Median Age: ] i il St et v sy i e e e el
! e area, belong to different race or ethnic groups. The index ¥ et okt caneli Hosstuokel T s

D ETHNICITY INCOME AND NET WORTH

Diversity Index:
Median Household Income

584,000

Median Net Worth

§252,000
== s

Male Female —

OCCUPATION BY EARNINGS

AVERAGE HOUSEHOLD BUDGET INDEX

Housing 13%
Fond 135 Tl

Transportation 138
Heelth Care 136
& s
Educrtion 17

Bty 152

Oithar 137

Median Eamings

Waorkers (Age 16+

21
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Fami

Soccer Moms

MARKET PROFILE

* Maost households own at least 2 vehicles; the most popular types are minivans and SUVs m_—
. telewisions [Index 145) H g=
d visits to theme parks or zoos L R S A NI T N vy

& Outdoor activities and sports are characteristic

like bicycling, jogging. '_:.'_-:‘.' ng. boat ng, and tar

ife in the suburban periphary,

shooting

* Home maintenance services are frequently contracted, but these families also m
like their gardens and own the tools for minor upkeep, like rding mowers and tille

Home
Own  Ownership | Rent
BS.5% 5%
Typical Housing:
Single Family

Median Value:

u;:\.DDE

POPULATION CHARACTERISTICS

Iverage

ESRI INDEXE

density [populat
snd change smong all Tapestry markets. Dats estimated by Ear

Populati.un
A 0 157

Wealth Index
Population Growth (s =

- : 148

Socioeconomic Status Index
Population Density -

A -] 192
58 Housing Affordability Index
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Family Landscapes TAPESTRY

Soccer Moms

SEGMENT DENSITY

=
- N B S
\ ’ . S T he
- Low : ‘ é . P
- . - -
' 4
» .
& "
- .~“

For more information @ .

23



REDEVELOPMENT RESOURCES

:In Style

rban

Households:

Average Household Size:

Median Age: 41.1

Median Household Incom

WHO ARE WE?

In Style denizens embrace an urbane |if

support of the arts, travel, and extensive n

Il usa of the advan

SSI0Nal CoOUpes oF SIn

2 population is slightly older and

planning for their retirement

TAPESTRY

SEGMENTATION

OUR NEIGHBORHOOD

& City dwellers of large metropalitan areas

= Married couple th no childran

{redex 112) or single housebolds (Index 109]

average household size at 2,33

& Home ownership average at 69%
{index 106); more than half, 3
mertgaged (Index 112)

%

le-family homes, in older
ds (built before 1980),
Index 133
artment

buildings (Imndex 110}.
» Median home value at $213,500.

® Vacant housing units at &

June 1, 2015

SOCIOECONOMIC TRAITS

ws)

= or fi articipation rate is at
findex 108) with propo
-worker households (Index 1

aly mora

* Median housshold income of $65,600

r an af t ma with income
d by imvestm dax 143)
and a substantial net worth (Index 17%]

* Connected and knowledgeable

* Attentive to price, they use coupons

especially mobile coupons

24
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AGE BY S5EX RACE AND ETHNICITY INCOME AND NET WORTH
Median Age: . b ot A e s el el i . Bt et tirics B Bl s o

S e e Hhes . L P sry debts, secured (= g mortgages

C Qrouf 1 secured |credit cand ald
wmges from O (no diversity] 1o 100 [comalete arsity) niet worth are sstimated by E

1 1 Diversity Index:

Median Household Income

]
Iil ridtiple 566,000
L
;
-
'
=

Median Net Worth

I ._ =5 = $128,000
' -

Male Female

AVERAGE HOUSEHOLD BUDGET INDEX OCCUPATION BY EARNINGS

a : .. -

F ¥ gla 1

Houming 122

Food 1% e
Apparel B Services 81 ; -

Transpartation 1ne

Health Care: 122
fitenament 8 125
Education 125
foppst 124

Median Eamings

Workers [Age 16+]
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MARKET PROFILE HOUSING

® Partial to late model SUVs or trucks g STt

* Homes integral part of their style; invest in home remodeling/maintenance, Tirtsares el T H o=
DIY or contractors: WDuSEi\EE;IngFI'r‘:d il faes o Thes el Bk Aierionn ol it Sraey

* Prefer organic foods, including growing their own vegetables

® Financially active, from a variety of investments to home equity lines of credit

» Meticulous planners, both well insured and well invested in retirement savings.

* Generous with support of various charities and causes Home

» Actively support the arts, theater, concerts, and museurms m Cramaysbip _!II'IQ;{

Typical Housing:

Single Family

Median Value:

$274.000

ESRI INDEXES

Population

A 0 125

Waalth Index
Population Growth s, =

_— ; 133

Secioeconomic Status index
Population Density -

A || 158
: Housing Affardability Index
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| TAF’EEP_STR_T
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Middle Groun

Emeralcj Ci{“

Households: 1,

Average Household Size:

Median Age:

Median Household Income:

WHO ARE WE?

Emerald City's denizens |ve in lower-density neighborhoods
of urban areas throughout the country. Young and mobile
they are more likely to rent. Well educated and we
employed, half have a college degree and a professiona
occupation. [ncomes close to the US median come
primarily from wages and self-employment. This group is
ﬁ-gl'l_\- connected, using the Internet for entertainment
and making environmentally friendly purc 5. Long
hours on the Internet are balanced with time at the gym
Many embrace the "foodie™ culture and enjoy cooking
adventurous meals using local and organic foods. Music
and ar
frequentiy, both personally and for business.

e major sources of enjoyment. They travel

TAPESTRY

SEGMENTATION

OUR NEIGHBORHOOQD

* There are mostly older, established

neighborhoods with homes built betore

1960; arcund 30% built before 1740,
& Just over half of all homes are
renter o

# Single-person and nonfamily types
make up over half of all households,

* Median home value and average rent are
slightly above the US levels; around half of

owned homes are worth §150,000-5300,000.

June 1, 2015

SOCIOECONOMIC TRAITS

‘Well educated, these consumers research
products carefully before making purchases
They buy natural, green, and environmentally
friendly products

WVery conscious of nutrition, they regularly
buy and eat organic foods.

Cell phones and text me
a huge part of everyday

ging are

They place importance on leaming

new things to keep life fresh and variable.

They are interested in the fine arts and
especially enjoy listening to music

28
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Emerald Clty

AGE BY SEX RACE AND ETHNICITY INCOME AND NET WORTH

The Dwersity Index surmmarnzes racial and ethnic diversity. The indes MNetworth measures total howsehold sszets [homes, vehicles

Median Age: 36.6 Us 372
i

ce r P Median Household Income

- _ mm
- r 1re
Median Net Worth

.- B 522000

AVERAGE HOUS

T

ompares the ave

Median Eamings
B
i
14

-
i
[ol =0
=} B
n
ma s
3

Warkers [Age 16+
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o ldinse TAPESTRY

Emerald City

MARKET PROFILE HOUSING

* Liberal segment that contributes to NPR and PBS

narkets
= and sverage

* Shop at Trader Joe's and Whale Foods.

* Budget time—utilize home cleaning services so there's time for yoga

* Use the web for professional networking. blogging, and online dating.

* Read magazines and books on a tablet, sometimes while exercising at home.

* Go to art galleries and make art at home

H

Typical Housing:
Single Family;
Multiunits
Average Rent:
$1,030

POPULATION CHARACTERISTICS ESRI INDEXES

Total popal AvVEragE & ulstion change smce C Ezn developed thres indexes fo

Id weslth, socoeconomic siatus

g affordahility fo

the maris

Wealth Index

Population Growth . =

Y —— 0 120 350

Socioeconomic Status index

Population Density ireomm e s miks

[ i —— 0 s

Housing Affordability Index
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TAPESTRY

Emera Id C_I t y I. SEGMENTATION

SEGMENT DENSITY

This map illustrates the density and
distribution of the Emarald City
Tapeatry Segment by hous=holds

For more information -
1-B00-447-5778 m
infoesri com I

50 cam
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Destination Trade Area

In a full-blown market analysis, one would also look at the Destination Trade Area. This trade area is
based on the purchase of major products and services such as appliances, furniture, electronics or cars,
or those goods where consumers may wish to have a variety of options when shopping, i.e. clothing
and shoes. The trade area for each product category as well as the retail setting they are in determines
their draw or Destination Trade Area. Verona’s location adjacent to the Madison area shopping and
commercial districts, offers shoppers from within a 30+ mile radius a myriad of products and services in
a variety of settings. From small specialty stores to super-regional centers, they will always pull an
extraordinary amount of sales out of smaller communities into the larger metropolitan area.

Demand and Supply Analysis

Spending is influenced by demographic, economic and geographic factors. Demographic and lifestyle
characteristics of the market area help describe the type of consumers residing in the area and their
likely purchasing preferences and behaviors.

Estimates of demand and supply for retail trade (including food and drink) as developed by ESRI are
presented here. ESRI uses their own methodology to estimate demand and supply data. Supply (retail
sales) estimates sales to consumers by establishments — sales directly to other businesses are
excluded. Demand (retail potential) estimates the expected amount spent by consumers at retail
establishments. The analysis develops a predicted amount of spending in a given study area based on
the population and typical per capita spending in each retail category.

Supply and demand estimates are in current dollars. The Leakage/Surplus Factor presents a snapshot
of retail opportunity. This is a measure of the relationship between supply and demand that ranges for
+100 (total leakage) to -100 (total surplus). A positive value (green) represents “leakage” of retail
opportunity outside the trade area — or that projected spending is in excess of what can be
accommodated by the retail space in a given area. It is then presumed that the excess spending is
done outside the study area. A negative value (red) represents a surplus of retail sales, a market where
customers are drawn in from outside the trade area — or that the amount of retail space in a category
is expected to accommodate the projected demand for the population in that area. A large surplus
might indicate that the area is saturated with that kind of retail, or that consumers are being attracted
from outside of the study area. The comparison of supply and demand provides a sound and
reasonable assessment of the market place.

The Retail Gap represents the difference between Retail Potential and Retail Sales. ESRI uses the North
American Industry Classification System (NAICS) to classify business by their primary type of economic
activity. Retail establishments are classified into 27 industry groups in the Retail Trade sector, as well
as four industry groups within the Food Services & Drinking Establishments subsector.
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Keep in mind that these figures reflect only the difference in estimated demand and sales for the
resident market area and do not include demand generated by area employees, passers-by and
visitors. Also, retail competition throughout the region will always take a portion of shopping dollars
out of a community or market area. This is less true for convenience goods, such as grocery, gasoline
and drugstore items that are most often purchased close to home. However, some retail sectors which
are supported by a broad cross-section of consumers, such as restaurants — which are especially
utilized by visitors — may have a significantly higher demand than presented.

For the purposes of looking at supply and demand in the convenience trade area, we will utilize the
Retail MarketPlace Profile in the 10-minute drive time. The 5-minute drive time is too small to
accurately portray the supply and demand in the area. The 15-minute drive time is helpful because it
includes area to the west, south, and southeast, but the areas to the north get us too far into Madison
and weights the results too much. Keep in mind that in the convenience trade area we are looking at
products and services that are purchased on a more regular basis such as groceries, gasoline, fast food
and other restaurants, hair care, physical fitness. In Verona’s market area, convenience is where you
can compete for sales — start first by supporting your existing market. Items such as clothing, shoes,
electronics, home furnishings, automobiles, furniture, etc. are purchased on a less regular basis.
Consumers look to comparison shop or have multiple store options for these types of purchases, and
are willing to drive well beyond the convenience trade area to seek them out. The internet has helped
to make us savvy shoppers, knowing where desired products can be found in stock and at what
price...compelling us to drive even further for the best value.

Before reviewing the supply and demand data, here are some things to consider:

1. Sometimes a business opens because the owner has a passion for something, i.e. knitting,
baking, antiques, pets, etc. and that is enough to push them forward, regardless of market
demand or population support.

2. Sometimes a business opens in a certain location, simply because it is close to the owner’s
home, regardless of market demand or population support.

3. Sometimes a business opens in a certain location because the rent is very inexpensive,
lessening the owner’s risk.

4, It is not uncommon that smaller, independently owned businesses do not understand or
research the market demand for their business model.

5. Simply because there is a market demand defined in a gap report, doesn’t mean that a business
fill that demand and be successful. There are many other factors that contribute to a successful
business, such as specific location, size of their space, management, sound financial footing,
customer service, etc.
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6. There will always be anomalies in the retail and service sector - businesses that manage to do
well despite what appears to be the lack of market. Also, a business owner’s measure of
success is not always tied to profit — but sometimes they are just happier running their own
business than working for someone else.

7. Most national businesses have specific requirements about their site. The market demand
might be there, but if they can’t find a site that provides them with the right property size,
necessary traffic counts, access, perhaps a controlled intersection, appropriate adjoining
businesses are, etc. — they might not pull the trigger in your community.

8. You might have a demand within the community that could be met by a particular national or
regional business, but they are franchise locations. The national franchisor might be very
interested in the market area, but only if a franchisee/operator can be located.
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Vierons, Wisconsin, United States
Drive Time: 5 minute radiues

Summary Demographics
2014 Population 13,083
20014 Houssholds 5335
2004 H=dian Despossble Inoome $53,352
2004 Per Capits Incoame §39,360
NAICS Demand Supply Retail Gap Leakage/Surplus  Number of
Industry Summary {Retad Potertial) [Retail Sades) Factor Businesses
Total Retail Trade and Food B DOrink 45-45 722 $213 587,819 585,498,056 $I2B 083, 763 2 o0
Total Retsil Trade 44-45 §150 985,951 §71,092,424 §119.E93 5&7 7 71
Total Food & Dwank 712 522 600,827 %14 405,632 58,196,195 22.1 20
HAICS Demand Supply Retail Gap Leakage/Surplus  Mumber of
Industry Group (Retail Potertial) [Retail Saies) Factor Businesses
Hofor Vehicle & Paris Dealers 4] 535,713,178 5357.545 §39,345.613 38.3 a
Automobile Dealers 4211 534 515,945 50 §34,615,5345 100.0 o
Dthe=r Motor Vehicks Dealers 4412 $2,558,B11 512B.608 52,470,193 906 1
Auto Paris, Accessories B Tire Sicres: 4413 52,497,421 5108, 766 52,387,655 91.E 1
Furniture & Home Furnshings Stores 2432 $4,158, 333 §714.077 $3,444,155 0.7 3
Furrifture Stores 4471 52,551,850 $4B5,075 52,106, 7HS BAS a
Home Furrishings Stores 4422 51,566,372 5229,002 $1, 337 3m 74.5 1
[Eleciromics & Appbance Stores 243 £5,603,073 §919.119 5,680,954 758 B
Bigig Matenials, Garden Equip. & Supply Siones L4 §5,754, Tod £3,20%,023 £3,545,731 5.6 4
Bidg Material & Supples Deaters 4441 55,687,736 $2,444.240 £3,243 456 323 4
Lawn & Garden Equip & Supply Stores 42432 1,067,018 -] $1,067.018 100G.0 o
Food & Beverage Siores 445 $30,248,451 £14 631,558 $15,616,500 348 12
Grocery Stones 4451 527,935,272 $13.21%,604 514,715,668 5.8 5
Specialty Food Stores 4457 $755,158 5988277 -§233, 115 -13.4 E
Beer, Wine B Liguor Stonss 453 §1,558,031 §424,078 §1,133,953 57.2 1
Health & Personal Care Stores 446, 4461 516,211,559 £5,910,356 $6,301,153 24.1 k|
Gasoline Staticns 447 4471 $21 085,270 528,371,370 -§6,286, 100 -12.5 4
Clothing & Clothing Accessorss Stores 448 %10,B19,480 §1, 789, 748 9,079,732 T1.6 10
Ciothing Stores 4481 7,115,059 §1,585,028 $5,530,001 81,6 ]
Shoe Stores 4582 51,820,243 5152, 539 51,657,704 84.5 1
Jeweiry, Luggage & Leather Goods Stores 44583 1 B84 167 &0 %1888 1E7 100.0 o
Sparting Goods, Hobby, Book B Music Stores 451 54,422,580 51,550,895 52,871,685 48.1 B
Sporting Goods/HobbyMusics [nstr Stores 4511 53,386,986 51,545 488 %1,837 458 72 E
Book, Pemodical B Music Storss 4512 §1,035, 594 &0 §1,035, 554 100.0 o
General Merchandise Stores 452 $29,732,806 $7.278.001 §22,454 805 &0.7 a
Department Stores Exchuding Leassd Depts. 4571 514 455,313 £ 514,455 313 1000 a
Dther General Merchandise Stores 4579 §15,376,493 §7.278,001 &7,998, 452 15.5 2
Hizcelaneous Store Retaiers 453 $4,102,753 §881,355 51.231.3%7 B4.E 13
Florisis 4531 $153 487 50 §153 443 100.0 o
Dffice Suppiies, Stabanery & Gift Stores 4532 §1,335, 776 §134 355 51,200,421 B1.7 4
Us=d Marchandise Stones 4533 SEB5E B4 5148, 725 $710,119 5 1
Diheer Miscedaneous Store Retailers 4533 $1,714 690 $43B8.154 $1,276,456 53.3 7
Nonstore Astasers 454 §16,173,B46 §1,456, 967 514,666,879 U | ]
Electronic Shopping B Mad-Order Housss 4541 §14,019,695 &0 §14,019 655 100.0 o
Wending Machine Cperabors 45432 §$589, 197 5574.911 -§285.714 -17.2 a
Direct Selling Estabéshments 4543 §1,424 554 5487, 132 937 512 49,0 ]
Food Services B Dninking Places TI2 5§22 600,827 514,405,632 58,196 195 111 e ]
Full-Service Restaoranis 7221 $8,214 307 $3,857,548 $5,355,259 484 E
Limites-Sarvice Exting Places 7223 511,820 FAT %11.353 837 §458, 460 .o 12
Special Food Services 723 $1,028,03% £ %1,028,035 o004 a
Drinidng Flaces - Akcoholic Beverages T4 51,541,298 5174 415 1,366,682 3.7 2

Daka Note: Sopply (retal sees) estmades sales o comsumers by estsbishments. Sales fo bemsnesses are sxpluded. Demand | refall pofentiad] sstimates the supeded amound
spent by mrsumers 3 retail esinbbshments. Supply and demand sstimates are in curment dollars. The LeakageSurplus Facior presenis 2 srapshot of refail cpportunity. This
5 8 measure of the relationship between supply and demand that mnges from +100 (total leakege] to -100 (total marplus). & positve value represents 'izaiage’ of retall
opportunity outsice the trade area. & negative vales represents @ surplus of retsl saies, 3 market where customers are drawn in from cotside the brade aren, The Retall Gap
represents the difference betwesn Retsl Fotential and Retsil Ssles, Esn uses the Borth Amenican [ndustry Cassficaton System (NAICS) o cassify businesses by thisr
primary type of economic activity. Retsld establishments ane dassfied into 27 industry groups in the Retall Trade sector, &= weil 25 four industry groups within the: Food
Services B Drinking Establshments subsecior. For mome imformation on ihe Retsil MarkeiPaoe data, plesse view e methodology statement at hitp: /fwws. e _comy/Tisnany'
weh epa pers/ pd fslesri-dada-retai -maret place il

Sowrces Esn arnd Dun B Bracsireet. Copynght 2014 Dun & Bradsirest Inc A1 nghits nesenyed
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@ esri

Leakage/Surplus Factor by Industry Subsector
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\Vierons, Wisconsin, United States
Drive Time: 10 minute radius

Summary Demographics
2014 Population 55,635
20014 Houssholds 22,734
2004 H=dian Despossble Inoome 555,284
2004 Per Capits Incoame S37,D0%
NAICS Demand Supply Retail Gap Leakage/Surplus  Number of
Industry Summary {Retad Potertiad) [Retail Sades) Factor Businesses
Total Retail Trade and Food B DOrink 45-45 722 $H38, 663, T4 5394, 597 357 5444 D66 385 3610 96
Total Retsil Trade 44-45 §7459 367, E99 5354, 974 605 5384 388,299 345 243
Total Food & Dwank 712 $85 300,843 $29,623, 752 555,678,091 50.2 53
HAICS Demand Supply Retail Gap Leakage/Surplus  Mumber of
Industry Group (Retail Potertial) [Retail Saies) Factor Businesses
Hofor Vehicle & Paris Dealers 4] $153,913 540 511,346,375 $1432, 567,565 BE 3 B
Automobile Dealers 4211 $134 158,216 $7.340,53 F126 857 253 89,8 1
Dthe=r Motor Vehicks Dealers 4412 $9,879,291 5374,531 59,504, TED 2.7 a
Auto Paris, Accessories B Tire Sicres: 4413 59,636,433 $3,630,530 $6,2065,513 4.1 4
Furniture & Home Furnshings Stores 2432 516,235,694 $24,201,055 -5$7,963,165 -18.7 18
Furrifture Stores 4471 510,117,519 $1%, 875,539 -§9,758,020 -31.5 . |
Home Furrishings Stores 4422 55,122,375 $4,327,521 51,754 854 17.2 :
[Eleciromics & Appbance Stores 243 %25 515,697 $15,045 541 S5, 870,156 153 0
Bigig Matenials, Garden Equip. & Supply Siones L4 526,254,667 551,495,648 525,244 581 -11.5 21
Bidg Material & Supples Deaters 4441 $22,173,682 $45,754,478 -§221,550, 756 -34.7 18
Lawn & Garden Equip & Supply Stores 42432 %4 ,0B0, 585 §5. 735,211 -$1,554, 2326 -16.9 k|
Food & Beverage Siores 445 §119,750,536 £37.310,218 $EZ,4B0, 318 515 30
Grocery Stones 4451 $110,605,557 $31,487.187 §73,118.3M 55.7 12
Specialty Food Stores 4457 §32,985 340 §1,776, 547 $1,212.353 25.4 14
Beer, Wine B Liguor Stonss 453 56,195,639 §4, 046,084 §32, 149 555 21.0 a4
Health & Personal Care Stores 446, 4461 $B63 275,424 537,773,732 §25, 500,652 253 17
Gasoline Staticns 447 4471 $86,992,655 $6T, 117,040 §19. 875,515 1.9 12
Clothing & Clothing Accessorss Stores 448 %47 957,725 §11,151 663 §31,506,062 5B.E b}
Ciothing Stores 4481 528,282,472 £4,432.421 523,850,051 72,9 22
Shoe Stores 4582 57,396,951 $5,895, 741 51,401 310 1kE a
Jmweiry, Luggage B Leather Goods Stores 44E3 7,378,302 §B2 3, 500 &6, 554 807 79.9 5
Sparting Goods, Hobby, Book B Music Stores 451 517,340,945 $10,001 687 $7,3319.258 26.8 7
Sporting Goods/HobbyMusics [nstr Stores 4511 $13 219,503 $% 633, 152 53,586,351 15.7 xa
Book, Pemodical B Music Storss 4512 §4,120,441 §36E, 535 £3, 753,506 HIE ]
General Merchandise Stores 452 $117,0401 624 $57.458,555 359,560,069 34.1 5
Department Stores Exchuding Leassd Depts. 4571 $56,757.,910 sa 555,757,910 100.0 o
Dther General Merchandise Stores 4579 §60,743,T14 £43 944 510 §16,298, 804 15.6 5
Hizcelaneous Store Retaiers 453 $16,141,303 15,658, 840 §2B2 4E3 0.9 42
Florisis 4531 $733,623 §1,256.410 -§522, 767 -26.3 2
Dffice Suppiies, Stabanery & Gift Stores 4532 §5, 228, 594 §E,342 389 53,113,555 -23.9 11
Us=d Marchandise Stones 4533 £3 406,552 5BIE, 534 532,589,628 813 4
Diheer Miscedaneous Store Retailers 4533 55,772,413 55,443,117 $1,329 3256 1n.8 25
Nonstore Astasers 454 563,458,497 §322_208, 246 §41,250 248 482 15
Electronic Shopping B Mad-Order Housss 4541 §55 055,017 517,900,460 §37,154 557 50.9 3
Wending Machine Cperabors 45432 2,731,768 $3.353.823 -§633, 561 -10.4 q
Direct Selling Estabéshments 4543 §5,712, 706 55943 G57 54 TEE 749 T1E ]
Food Sarvices B Drinking Places 7232 §89 300,843 §29,611.752 §539,678,051 502 53
Full-Service Restaoranis 7221 $32 435,004 $E. 226,959 §$24,212.005 59.5 17
Limites-Sarvice Exting Places 7223 545,659,957 520,132 509 526,567,458 3%9.8 I5
Special Food Services 7223 §3,937,056 §97,655 §3,839 400 953 2
Drinidng Flaces - Akcoholic Beverages T4 55,234 BlE §1,165 587 $5055 219 58.5 10

Daka Note: Sopply (retal sees) estmades sales o comsumers by estsbishments. Sales fo bemsnesses are sxpluded. Demand | refall pofentiad] sstimates the supeded amound
spent by mrsumers 3 retail esinbbshments. Supply and demand sstimates are in curment dollars. The LeakageSurplus Facior presenis 2 srapshot of refail cpportunity. This
5 8 measure of the relationship between supply and demand that mnges from +100 (total leakege] to -100 (total marplus). & positve value represents 'izaiage’ of retall
opportunity outsice the trade area. & negative vales represents @ surplus of retsl saies, 3 market where customers are drawn in from cotside the brade aren, The Retall Gap
represents the difference betwesn Retsl Fotential and Retsil Ssles, Esn uses the Borth Amenican [ndustry Cassficaton System (NAICS) o cassify businesses by thisr
primary type of economic activity. Retsld establishments ane dassfied into 27 industry groups in the Retall Trade sector, &= weil 25 four industry groups within the: Food
Services B Drinking Establshments subsecior. For mome imformation on ihe Retsil MarkeiPaoe data, plesse view e methodology statement at hitp: /fwws. e _comy/Tisnany'
weh epa pers/ pd fslesri-dada-retai -maret place il

Sowrces Esn arnd Dun B Bracsireet. Copynght 2014 Dun & Bradsirest Inc A1 nghits nesenyed

April 20, 2015
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Verona, Wisconsin, United States
Drive Time: 10 minute radiss

Leakage/Surplus Factor by Industry Subsector
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@ esri

Vierona, Wisconsin, United States
Drive Time: 15 minule radies

2014 Population 139,401
2014 Households 59,50C
2014 Hedian Desposshle Income 5§54 818
2014 Per Capita Income §38,401
MAICS Demand Supply Aetail Gap Leakage/Surplus  Mumber of

Industry Summary (Retad Potentiad) [Retail Sales) Factor Businesses
Total Retsil Trade and Food & Drink 44-45.722 $2,201,942,401 $2,193,835,867 58,102,534 0.2 1,050
Total Retsil Trace 44-45 $1,969 447 215 52,061 635,825 -§92,188,610 B | 543
Total Food & Dwank TIz $232 495,186 5132 304, 041 STO6, 291, 145 7.5 Faik
Industry Group (Retail Potential) [Retail Sales) Factor Businesses
Hotor Vehicle & Paris Dealers 441 $404, 737 BEE 5345 009, 009 §59, 278,859 7.8 a0
Automioble Deslers 41811 $357 383, 549 $£317, 740,938 $34 542 511 53 1B
Othe=r Motor Vehicks Dealers 4412 §26,083,425 §9, 721,560 §$16, 361 863 45.7 B
Auto Parts, Acosssones & Tire Siooes 4413 §35, 870,650 §17, 546,512 £8,324 378 8.3 15
Furniture & Home Furnshings Stores 442 $42,571,732 §87, 581,058 ~§45,009 266 ~M.E &3
Furnifure: Stores 4871 %26 427,739 5§09, 191 267 -512, 763,468 -38.3 30
Home Furnishings Stores 44332 516,143,933 $32B.385 791 -§12,245 738 -27.5 5
Electronics & Apphance Stores 43 $E7,B65,137 §72,351, 734 =54, 386, 50T <11 49
Bldg Materiais, Garden Equip. & Supply Siores a4 570,003,746 $£564 083 235 £5,920 507 44 4B
Badg Mat=rial & Supples Desiers 4841 559,012, 77 55,866,213 £3, 1486 563 7 a1
Lawn & Garden Equip & Supply Stores 4242 $10,950,570 $8. 217,026 52,773,944 14.4 B
Food B Beverage Siores 445 §313,5925,913 §264 077,784 $45 848,133 B 55
Grocery Stones 4451 §$2E9,B69, 543 §245 877,543 $43,992 400 B3 50
Specialty Food Stores 4452 $7.E228,172 55,555,084 52,271,088 174 3E
Beer, Wine B Liguor Stonss 4453 §16,227, 798 §12 645,157 §1,562 641 12.4 12
Heaith & Perconal Cane Stores 445, 44561 §168, 287,123 §171,504,4332 -§3,217, 299 -0.8 74
Gasoline Stations 447 4471 §228, 797,605 §164, 717,456 §54,080,149 163 8
Clothing & Oothing Accessorses Stomes 248 $112,130,437 §136,432.204 -534 301, Te7 -8 128
Ciothing Stores 4481 $73,BE3, 605 $10B8,391,272 -§34, 507 666 ~18.9 52
Shoe Slones 44E2 $159,031,115 §1B,514,383 §$116,812 03 12
Jeweiry, Luggage & Leather Goods Stores 4483 §$19. 215,717 §9, 126,650 $10,069 DE7 156 23
Sparting Goods, Hobby, Book B Mussc Stores 451 $45.221, 538 §103,1683,511 -§57,960 675 -3%.1 B4
Sporting Gooos/Hobby/Musics Inctr Stores 4511 534 4BO, 772 $8B 001 500 -§53,520,728 -41.7 T
Book, Peniodical & Music Stones 4512 S10,741,054 $15,181 011 -50, 435 347 ~17.1 12
General Merchandise Stores 452 $306,T17,587 §301,435,E633 $5, 281,954 5 1
Department Stores Eschuiding Leas=d Depts. 4521 $148,675,E17 5138,083, 654 510,552,163 33 13
Othe=r Generad Merchandiss Stores 4579 $158,041,771 $163,351,979 -§5,310 308 1.7 B
Hizcelanesus Shore Rstailens 453 $42, 462,631 $45,891.174 -§3,428,543 e L) 162
Florists 4531 $1,973,569 53,542,757 -%1,568, 168 -T8.8 12
Dffice Supplies, Statsanery & Gift Stores 45332 $13,682,005 $20,136, 705 -§&, 454, 700 -1%.1 48
Us=d Machandise Stones 4533 58,891,587 56,581,553 52,310,354 14.9 3
Dther Miscedaneous Stone Retailers 4539 §17,915,069 §15,630,119 §.2,784 950 6.8 74
Manstore Astassrs L §167,22%5,538 SIS 4E9,611  -§138,744,073 -29.3 41
Electronic Shapping & Mad-Order Houses 4541 §144 465,083 £295 879,501 -§151,410,420 -34.4 11
Vending Machine Cperators 4542 57,148,204 56,445,593 700,211 5.2 B
Direct Selling Establshments 4543 §15,610,251 53,144,114 §12,4865, 137 &6.5 22
Food Services B Drinking Places T2 §232,495, 185 §1332,304,041 §100, 251,145 I7.5 o7
Full-Sennice Restarants F2I1 $B4, 576,343 $47,933 798 536 552 545 278 EH
Limited-Service Exting Places 232 121,567,638 §73,662 E41 547 905,187 24.5 51
Speriasl Food Services 7213 10,215,787 §1.975, 007 £4, 740, TEO &7E E
Driniing Places - Akcoholic Beverages 7224 $16,18%,729 §B 632, 555 §7,552, 634 04 a1

Datn Noter Sopply (retsl sxies) schrmates sales o oomsumes by sstetlchments. Saies to bosneses ane expludsd. Demand |retail pofentis’] ssimates the sxpected amount
spent by corsumers 2 retall establshments. Supply and demand estimates are in curmentt dollars. The Leakage,/Surples Fachor presends 3 srapshot of reiail opportunity. Ths
15 a measume of the neationship between supply and demand that mnges from +100 (botal leakegs] to -100 (botal serplus). & positve value represents ‘l=aiage’ of retall
cpportunity ootsice the trade amea_ & negative valos represents 2 srplus of retall saies, 3 market where customers are draven in from cobside the brade aren, The Retail Gap
represents the differenos befwesn Retsl Pobenbal and Retail Sales. Esn wuses the Rorth Amenican Indusiry Oassificabon Sysitem (NAICS) o dessify businesses by Bhisir
primary bype of economic activity. Retsl establishmends are dassifed inbo 27 indusbry grouas in the Retail Trede secior, & well as four indusiry groups within the Food
Sersices B Drinking Establshments subsecior. For mone information on the Retall MarketPace data, pleace view the methodology statement at hitp: | fwww. esri_comylibrany
wih fiepa pers/ pdfsfesri-data-retail-mariet place gl

Source: Esn ard Dun B Bragsirest. Copymght 30148 Dun & Bradsfrest, e A0 nghis resenved
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. L ]
Gesrl etai .etPlace Profile

Verona, Wisconsin, United States
Drive Time: 15 minute radius

Leakage/Surplus Factor by Industry Subsector
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In the Verona Retail MarketPlace Profile 10 minute drive-time, there appears to be many categories
where there is more demand than supply - and this is true of most second and third tier communities
outside a metro market area. It will be almost impossible to satisfy categories such as clothing or
shoes, furniture, electronics, etc., when consumers have multiple shopping opportunities in Madison
via community or regional centers having 100,000 to 400,000 square feet of retail options.

There are some categories in that 10-minute drive-time that do indicate certain opportunities that fit
that convenience shopping model. The most significant opportunity is Grocery Stores. Within that 10-
minute drive time there is an estimated total demand for groceries of $110,605,557, and an unserved
demand of $79,118,370. The average supermarket in the US generates sales of about $15 to
$20,000,000, but can be as low as $5,000,000 and as high as $50,000,000 depending on the store size,
focus, competition and execution. The average grocery store size is 47,000 square feet, but there are
formats that are smaller such as Whole Foods and Trader Joe’s, as well as formats over 100,000 square
feet such as Woodman’s. Currently, this unmet demand of $79,118,370 is being driven outside the 10-
minute drive time, likely into the many options on the west side of Madison.

Within the current 10-minute drive time, $31,487,187 of the total grocery demand is being met — likely
a good portion of that going to Miller’s Grocery in downtown Verona. Miller’s Grocery has an excellent
reputation and a dedicated customer base in and around the community. The real potential for new
grocery within the area presents some challenges as well as opportunities for Miller’s. For example,
perhaps Miller’s would be interested in a larger concept store, whether downtown or somewhere else
in Verona; or Miller’s might fully embrace the “fresh” category and become the local “Trader Joe's”
format more fully. Miller’s current location downtown may limit their capacity to grow larger without
some planning and assistance from the City. All these options should be explored, as a new full-service
grocery is likely in the future for Verona.

Gas Stations are another category that could be explored further. An important convenience item,
there is currently $19,000,000 in sales that are leaking out of the 10-minute drive time area, and
$64,000,000 out of the 15-minute drive time area. Gas station /convenience stores can average $2M
in sales per year and drive 1,100 transactions per day. Consumers like the convenience of pay at the
pump, the extended hours and the grab-n-go food selections that are now offered. More and more,
these convenience stores are adding a deeper grocery selection dipping into the easy to pick up food
needs.
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Another opportunity that could be pursued for Verona based on the MarketPlace Profile is
Restaurants. The category of limited-service eating places, represent an unmet supply of $26,567,458
in sales within the 10-minute drive time, and interestingly enough $47,905,187 in the 15-minute drive
time. There are a couple of new fast food restaurants within Verona ready to open, so they will pick up
some of this demand. However fast casual restaurants can average S1M to $2.5M in sales, allowing for
more opportunity in this market. If you reference the Restaurant Market Potential in the 10-minute
drive time, you will see that this population has an affinity for the following national brands: California
Pizza Kitchen, Red Robin, TGI Friday’s, Buffalo Wild Wings, Chipolte, Panera Bread. These represent
that fast/fresh/casual, as well as the opportunity to have beer or wine with a meal. The reason these
concepts do so well is that they are a clearly defined concept, prototyped unit, delivers a dependable
product and marketed professionally. It is very possible that an independent operator could capture
some of this demand, as long as they have a solid business plan, financial base and a great location.

Other business ideas that would fit the Verona market:
1. Music school. Private instruction for piano, violin, etc.

2. Holistic, health care related. This could include vitamins and nutritional goods, green products,
certain food lines, etc.

3. Day care.

4, Specialty athletic goods and/or apparel, i.e. for biking, soccer, swimming.

5. Specialty grocery, i.e. butcher shop, ethnic foods, local foods, organic foods.

6. Upscale bar with food. Handcrafted cocktails, local wine selections, fine-tuned light food with

outside seating.

7. Senior care services. There are many new businesses that help provide services that can keep
seniors independent longer.

8. Yoga, Pilates, personal trainer, etc.
9. IT/computer repair and support specialists.
10. Higher end resale goods — fashion and furniture.
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Varona, Wisconsin, United States
Drive Tire: 5 minute radius

Demographic Summary
Population

Population 18+
Houssholds

Median Househokd Incorme

Product/ Consumers Bahawvior

Wenkt to farnily restaurantysieak house in last & ma
Went to family restaurant/steak house 4+ times/mo

Spent at family rest/steak hee last & manths:
Spent at family rest/steak hoe last 6§ months:
Spent at family rest/steak hse last & manths:
Spent at family rest/steak hoe last & manths:
Spent at family rest/steak hee last 6 manths:
Spent at family rest/steak hee last & manths:
Fafmily restaurant/stesk howse last & months:
Family restaurani/steak house last & months:
Family restaurant/staak howse last & months:
Family restaurant/steak house last & months:
Family restaurent/stask howse last & months:
Family restaurant/staak house last & months.:
Fasm rest/steak hse/6 manths: Applebes’ s

<%31
531-50
§51-1DD
5101-200
5201-300
5301+
breakfast
lunch
diriner
SRE
ek Nay
wagkend

Fam restfsteak hse's rmanths: Bob Evans Farms
Fam rest/staak hsels manths: Bulfalo 'Wild Wings
Fam resi/steak hsefs months: Califomia Pizza Kitchen

Fam rest/staak hse's months: Carrabba’s 1t
Fam regt/steak hse/s months: The Cheasecak

lign Grill
& Factory

Fasm rest/steak hsefs months: Chili's Grill & Bar

Fam rest/steak hse/s ronths: CiCi' s Pizza
Fam rest/steak hse/6 months: Cracker Barred
Fam resi/staak hsels manths: Denny S

Fam rest/steak hse/6 ronths: Golden Corral
Fam rest/steak hse/s months: [HOP

Farm rest/steak hse/s months: Logen' s Roadhouse
Fam restfsteak hsefs rmonths: LongHom Steakhouse
Fam rest/staak hsels manths: Oid Country Buffet

Fam restfsteak hse/s ronths: Olive Garden

Fam restfstaak hse's months: Dulback Steakhause

Fam regifsteak hsefs months: Red Lobster
Fam restfsteak hse's months: Red Robin
Fam resi/steak hsels months: Ruby Tuesday

Fam restfsteak hse'6 rmonths: Texss Roadhouse

Fam rest/steak hse's months: T.G.1. Friday s
Fam restfsteak hsefs ronths: Walfle House
Went to fast foodfdrive-in resaurant in last &

ma

Went to fast food/drive-in restaurant 94 Hmes mo
Spent at fest food/drive-in Last & months: <§11

Spent at fast food,/drive-in last & months: $11
Spent at fast food ‘drive-in last & months: $21
Spent at fest food/drive-in last & months: S41

-520
-5l
-850

Spent at fast food/drive-in last & months: $51-§100
Spent at fast food/drive-in 1ast & months: 5101-5200
Spent at fast food) drive-in last & months: S201+

Expected Number of

7910
3.062
545
725
1,514
1,518
739
a7
1,404
2,048
5,424
1B1
3,518
4,559
2,535

529

975
1,465
389
980
843
G0
1,425

70
1,830
1,346
1,280

2014
13,083
9,502
5335
$85.711

Peroent
B2.5%
31.9%

5.7%
7.6%
15.8%
15.8%
1.M%
10.1%
14.6%
21.4%
56.5%
L9%
36.7%
#7.9%
26.4%
4.1%
0.8%
5.5%
4. 6%
10.2%
15.3%
3.8%
10.2%
B.A%
7.2%
14.9%
31%
6.3%
1.8%
21.5%
12.9%
13.3%
B.2%
7.2%
7.4%
11.4%
4.6%
91.9%
43.1%
4.1%
7.0%
5.4%
B.0%
19.0%
14.0%
13.3%

2019
13,966
10,415

5712

597,398

MPI
109
111

79

]
105
130
130
137
117
110
118
108
115
113
106
109
129
170
151
149
125

a7z
105

93

B4
127

B84
148

az
123
130
108
138
105
101
142

835
12
107

85

81

7a
106
114
117
109

Darta Mate: An MPI [Harket Pobental Indes) measures the reatve Bhelbood of the aduits in the specified trace area to exhid certain onsumes behavior or punchasing
paiterns compared ta the WS, An MPI of 100 represents the ULS. average.
Sawrce: These cata are based wupon natoral propensitiss to use various products and servces, appied to il cemographic compostion. Ussge data wens colect=d by

GIE MEI in a F-!tﬂ'l_"'lt TETEIEI'ILI'.IRE !-L‘I'i!i of 5. housebolds. Esn ‘Cl"\tﬂt_ﬂj fior 2014 arad 2015

April 20, 2015
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@ esri

Varona, Wisconsin, United States
Drive Time: 5 minute radius

Expected Number of
Product/Consumer Behawvior Adults Percent MPI
Fast Food/drive-in last 6 maonths: eat in 3,758 39.3% 108
Fast food drive-in (et 6 manths: home delivery B47 BLEY: 113
Fast food/drive-in l&st 6 manths: take-out/drve-thru 4,977 51.9% 111
Fast food/drive-in last 6 manths: take-out/walk-in 2,043 21.3%: 09
Fast food/drive-in last & manths: breakfast 3,340 34.6% 105
Fast food/drive-in last 6 rmaonths: lunch 5,339 55. 7% 110
Fast food/drive-in [ast 6 moanths: dinner 4,655 4B.5% 110
Fast food/drive-in last 6 manths: snack 1,495 15. 6% 124
Fast foodfdrive-in last & manths: weskday 6,242 B5.1%: 110
Fast food/drive-in |ast & manths: weskend 4,740 49.4%; 108
Fast Food drive-in lest 6 months: & &W 230 2% 73
Fast food/drive-in last 6 maonths: Arby " s 1,590 16.6%: ;|
Fast food/drive-in |ast & manths: Baskin-Robbins 421 4.4% 126
Fast food/drive-in |25t 6 manths: Boston Market 3B0 4.0%: 115
Fast food/driva-in |25t 6 manths: Burger King 2,022 30.5%: =13
Fast food/drive-in last 6 maonths: Captain D' s 1M 1.5%, 54
Fast food/drive-in last 6 manths: Carl s Ir. 503 6.2% 106
Fast food/drive-in |ast & manths: Checkers 2B1 2.0%, peli}
Fast food /drive-in |25t 6 manths: Chick-1il-4 2,269 23.7%: 143
Fast food/drive-in |ast & manths: Chipatie Mex. Gl 1,648 17.2% 164
Fast Food drive-in lest 6 months: Chuck E. Cheese's 364 3.6% 106
Fast food/drive-in last & months: Church”s Fr. Chicken 1B4 1.5%, 53
Fast foodfdrive-in last & maonths: Cold Stone Creamery 483 5.0% 149
Fast Fedd/drive-in last & manths: Dairy Quesn 1,276 13.3% D&
Fast food/drive-in |25t 6 manths: Del Taoo 351 3.7% 105
Fast feodfdrive-in last 6 manths: Domino ' s Piza 1,319 13.6% 117
Fast food/drive-in lest & months: Dunkin® Donuts 1,332 13.9% 123
Fast food/drive-in last & ronths: Hardea™ s 3649 1.E% 2]
Fast food/drive-in [&st 6 manths: Jack in the Box 703 B.3%: o7
Fast food/drive-in [2st 6 ranths: KFC 2,095 21.B% Qi
Fast food drive-in |25t 6 manths: KrAspy Kreme 503 5.2% 125
Fast food/drive-in last & manths: Little Cassars P 9. 7% BB
Fast foodfdrive-in last 6 months: Long John Siver ' s 33z 1.5% 62
Fast food/drive-in last & manths: McDonald 5 5,361 55.0%, o0
Fast food/drive-in [2st 6 manths: Paners Braad 1,567 16.3%: 156
Fast food/drive-in |25t & manths: Papa John's 1,020 10.6%: 113
Fast food/drive-in last 6 manths: Papa Murphy 5 415 4.3% 104
Fast fobdfdrive-in last 6 manths: Pizza Hut 1,803 18.6%: 93
Fast food/drive-in |25t & manths: Popeyes Chicken 721 7.5%: o7
Fast food/drive-in lest & maonths: Quiznoes 432 4.5%: 109
Fast food/ drive-in lest 6 months: Sonic Drive-In QRS 10.3%: 100
Fast food/drive-in last & manths: Starbucks 1,671 19.5% 133
Fast food/drive-in [&st 6 manths: Steak 'n Shake 487 5.1% 105
Fast fobd/drive-in last & months: Subway 3,555 I7.1% 111
Fast Food /drive-in lest & maonths: Taoo Bell 3,045 31.7% 100
Fast food/drive-in lest 6 manths: Wendy ' s 2,948 30. 7% 107
Fast food/drive-in last & manths: Whataburger 283 1.0% 78
Fast food/drive-in last & manths: 'White Castie 287 1.0 BY

Data Mote: An MPI [Harket Pobental Indes) measures the reabve kelbood of the adults in the specified trade area (o exhid coriain orsumer behaviar or purchasing
pattenns compansd ta the LS. An MPI of 100 represents the U.S. aversge.
Sowrce: These data ane hased wpon natoral propensitiss to use varkus products and servces, appliied to inoal demographic composition. Ussge data wens colected by

GIK MEI in 3 r-!tﬂ'llix rErEﬁEI‘ILI’.IwE SLi'iEi of 5. households. Esri tlm_ﬂ.! for 2014 ared 2015

April 20, 2015
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June 1, 2015

, ™
@ esrl taurant Market Potential

Verona, Wisconsin, United States
Drive Tirme: 5 minute radius

‘Wenl (o fing dining restaurant last month 1,387
Went o fine dining restaurant 3+ timeas last manth 3B3
Spent at fine dining rest in last & months: <$51 211
Spent at fine dining rest in last 6 months: $51-5100 431
Spent at fine dining rest in last & months: $101-5200 Sdd
Spent at fine dining rest in last & months: £201+ 457

14.5%
A.0%

4. 5%,
5™
5.2%

124
123
110
121
156
124

Data Mote: An MPI (Market Potental Indes| measures the reatve Thelhood of the adufts in the specified tade: area to exhitsl cortasn comsumer behaviar or punchasing

pattenns companed ta the LUS. &n MPT of 100 represents the LS. average

Sowrce: These cats ans based wpon nabioral propensti=s [0 use various prooucts. and services, appied to lool cemographic composaion. L SRR data wen= colerted by

Gk MR in 8 rationally representative survey of WS houssholds. Ecr forecests for 2014 snd 2015

April 20, 2015
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- .
O esrl urant Mark

Varona, Wisconsin, United States
Driwe Tirme: 10 minute radius

Demographic Summary 2014 2019
Population 55,635 58,120
Population 18+ 41,315 44,002
Households 22,73 24,207
Median Household Incorme §75,872 586,483

Enpected Number of

Product/Consumer Behavior Adults Percent MPI
Went to family restsurant/sieak house in last 6 mo 32,770 75.3% 105
‘Went to farmily restaurant/sizak house 44 mes/mo 12 526 30.3% 106
Spent at family rest/steak hse last & months: <531 1,585 6.3% a7
Spent at family rest/steak hoe last & months: §31-50 32N 7.8% 92
Spent at family rest/steak hoe last & months: $51-100 6,332 15.3% 102
Spent at family rest/steak hoe last & months: $101-200 5703 13.8% 114
Spent at family rest/sieak hoe last & months: $§201-300 2,818 6.8%: 115
Spent at family rest/steak hse last & months: $301+ 3708 0.0% 121
Family restaurant/stesk house last & months: breakfast 5,7BB 14.0% 112
Family restaurantfstesk houwse last & manths: lunch 8,551 £0.8% 107
Family restaurantysteak house last & maonths: dinner 21,902 53.0% 111
Family restaurantystaak howse last & months: snadk H2E 2.0% 114
Family restauranty/stesk house last 6 months: weskday 14,372 34.8% 109
Family restaurantysbaak holse last 6 months: waskend 18,655 45.2% 17
Fam rest/steak hse/f months: Applebes’s 9,877 13.9% a6
Fam rest/steak hse/s manths: Bob Evans Farms 1311 3.2% a5
Fam restfsieak hse/s manths: Buffalo Wild Wings 3,751 D.1% 119
Fam rest/steak hse't ronths: Califomis Pizza Kitthen 2175 5.3% 162
Faim rest/steak hse/6 manths: Carrabba’s Dalian Grill 1,514 3.7% 120
Fam rest/steak hse't rmonthE: The Cheesecake Factony 3991 2.7% 142
Faumi rest/steak hsef6 manths: Chili' s Grill & Bar 5,724 13.9% 114
Fasrn rest/steak hse/6 manths: CiCi' s Pizza 1,702 1% a3
Fam rest/steak hse't months: Cracker Barred 3,735 2.0% 93
Fam restisteak hse/6 manths: Denny 5 4,045 0.8% 103
Fam restysteak hse'6 reanths: Golden Corral 2,835 6.8% 79
Fam rest/steak hse/6 manths: THOP 5,760 13.9% 120
Fam rest/steak hse/f manths: Logan s Roadhouse 1,141 2.8% 7
Fam restfsieak hse/s rmonths: LongHorm Steakhouse 2,076 5.0% 17
Fam rest/steak hse/s manths: Old Country Buffet 836 2.0% 95
Fam rest/steak hsel6 rronths: Olive Garden 7,957 15.3% 110
Finrm restfsteak hselt manths: Dutback Steakhouse i a6 11.5% 116
Fam rest/steak hse/t months: Rad Lobster 4,915 11.9% 94
Fam restfsteak hse't rmoanths: Red Raobin 3,005 7.3% 122
Fam rest/steak hselE manths: Ruby Tuesday 2,734 6.6% 96
Fam rest/steak ket ranths: Texss Roadhouse 1,819 6.8%: 92
Faim rest/steak hse/f months: T.G.1. Friday's # 062 2.9% 123
Fam rest/steak hoe/t months: Warfle House: 1,897 4.6% 84
‘Went to fast food/drive-in restaurant in last & mo 37,548 00.9% 101
Went to fast focdfdrive-in restaurant 94 tmes/mo 17,148 41.5%: 103
Spent at fast food /drive-in last & months: <511 1,900 i 6% 105
Spent at fa=t lood,/drive-in last & months: $11-520 2,94 T 1% 93
Spenit at fast food,/drive-in last & months: $21-540 4,332 10.5% a7
Spent at et food/drive-in last & months: S41-550 3,206 7.8% 103
Spent at fast food,/drive-in last & months: $51-5100 7,205 174% 105
Spent at fast food,drive-in 1ast & months: $101-5200 5,306 12.8% 107
Spent at fast food/drive-in last 6 months: $201+ 5,297 12.8% 105

Data Mote: An MPT [Harket Potental Indes ) measurss the neatsve Tielibood of the adufts in the specified trade area o exhitsd certain corsumer behavior or purchasing
pattenns caompansd ta the LS. An MPLof 100 represents the LS. average.
Saurce: These cata ane hased wpon naboral propenstiss to use varous products and servioss, appéed to ool cemographic composion. Ussgs data wens colsctsd by

Gl MEI in 3 r-:ltﬂ'lliz TETEGEI'ILEIUE SL'I'lEt of LS. households. Esn 'O'EE!_EU fior 2014 and 2015

April 20, 2015
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esri

Varona, Wisconsin, United States
Driwe Time: 10 minute radius

Expected Mumber of

Behavior Adults Perceni MPI
Fast fondfdrive-in last & months: &t in 15,504 3. T% 104
Fast foodfdrise-in l2st 6 months: home delivery 3,747 9.1% 116
Fast food drive-in last & months: take-out/drive-thru 20,139 48T 104
Fast food/drive-in last & months: take-out/walk-in B.B13 21.3% 0o
Fast food driva-in |ast & months: breakfast 13,678 I3 1% 100
Fast foodfdrive-in last & months: unch 21,992 33.2% 106
Fast food/drive-in last & months: dinner 19,566 47.4%: 07
Fast food/drive-in last 6 manths: snack 6,296 15.2% 121
Fast foodfdrive-in 12st & months: weskday 25,709 B2.2%: 105
Fast food/drive-in last & months: weskand 19,819 AB.0% 105
Fast foodfdrive-in |2st 6 months: 4 & W =L 2.3% 71
Fast foodfdrive-in |2t 6 months: Arby s 6,258 15.1%: 20
Fast food/drisve-in |2t 6 months: Baskin-Robbins 1,832 4.4% 127
Fast fondfdrive-in last 6 months: Boston Market 1,699 4. 1% 120
Fast food/drive-in last & months: Bunger King 12,232 29.6% o4
Fast food/drive-in last & months: Captain D's BG5S 2. 7% 63
Fast food/ drive-in last & months: Carl s Ir. 2.719 6.6% 113
Fast foeodfdrive-in last 6 manths: Checkers 1,168 2.8%: ]
Fast fondfdrive-in 1ast 6 months: Chick-Til-& B.579 2B 126
Fast food/drive-in last & months: Chipatle Mex. Gl 6,621 16.0% 172
Fast foodfdrive-in last 6 months: Chuck E. Cheesa's 1,613 3 9% ioe
Fast food/drive-in 1ast 6 months: Church’ s Fr. Chicken 1,025 2.5%: L]
Fast foodfdrive-in last & months: Codd Stone Creamery 1,761 4 3% 126
Fast food/drive-in lest 6 maonths: Dairy Quesn 523 12.7% 91
Fast food/drive-in last & months: Del Taoo 1736 4. 2% 120
Fast foodfdrive-in last 6 months: Daming ' s Pizza 5.508 13.3% 113
Fast food drive-in last 6 months: Dunkin® Domuts 51092 12 6% 111
Fast food/drive-in last & months: Hardea" s 1,420 A% 57
Fast fooddrive-in last 6 months: ack in the Box 4,183 1 1% 118
Fast feodfdrive-in last 6 manths: KFC 8,450 20.5% BE
Fast food/drive-in last 6 manths: Krispy Kreme 1,004 4. B 115
Fast food/drive-in last & months: Litlle Caesars 4,136 L0L0% o1
Fast foodfdrisve-in l2st 6 months: Long John Silver's 1,462 3.5%: 63
Fast foodfdrive-in last 6 months: McDongid s 22,400 54.2% a7
Fast food/drive-in l2st & manths: Paners Bread 5878 14.2% 136
Fast food/drive-in 125t 6 months: Paps John' s 4,473 pLR: 115
Fast fodd/drive-in |ast 6 months: Papa Murply 5 1,677 4. 1% o7
Fast foodfdrive-in last & months: Pizza Hut Fala 17.9% BS
Fast food/drive-in last & months: Popayes Chicken 3,154 7.6% o9
Fast foodfdrive-in last & months: Quiznes 1,081 4. 5% 116
Fast food drive-in last 6 months: Sonic Dove-In 4,158 1L 1% o7
Fast food/drive-in last & months: Starbucks B.211 19.9% 136
Fast foodfdrive-in |ast 6 months: Steak 'n Shake 1.BZ% A4 o
Fast fond/drive-in |ast 6 months: Subway 14,957 36.2%: 108
Fast Foodfdrive-in last & months: Taoo Bell 12979 1A% oo
Fast food drive-in last 6 months: Wendy' s 1215 29.4% 103
Fast food/drive-in |ast & manths: 'Whalaburges 1,365 3. 3% B7
Fast food/fdrive-in last & months: 'White Castie 1,263 Ji% o1

Darta Mote: An MPI [Harket Pobental Indes ) measures the redabse Dielbood of the aduits in the specified trade area to exhitd covtain onsumers behavior or purchasing
paiterns compansd ta the ULS. An MPI of 100 represents Bhe LS. aversge.
Sowrce: These cats ane based wpon naboral propensiess fo use various products and servces, appied Eo looal cemographic composaion. Ussge dats wens coliecies by

GIK MRIL in 3 rationaly representative sunvey of WS- households. Esn forecests for 2014 ardd 2019

April 20, 2015
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L]
esrl Restaurant Market Potential

Werona, Wisconsin, United States
Driwe Tire: 10 mindte radius

June 1, 2015

Went o fing dining restaurant last month

Want to fine dining restaurant 3+ times last month
Spent at fine dining rest in last & months: <$51
Spent at fine dining rest in last & months: $51-5100
Spent at fine dining rest in last & months: $101-5200
Spent ak fine dinirg rest in st & months: $201+

5,976
1,754

BT
1,822
2172
1,239

14.5%:
i F%
L1%:
A.A4%
5.3%:
X

124
130
1D6
118
145
130

Data Mote: An MPT (Harket Potenbal Indes| measunes the neabve Bielboos of the adults in the speciied trace area to eshibd certein onsumer behayior or purchasing

patterns compansd ba the LS. Am MPL of 100 represents: e ULS. avensge

Sowrce: These cata are based wpon naboral propenstess b0 use various products and servoss, appied to lool demographic compossTion. s data wens colerted by

GIK BRI in & l'ﬂ_t-:"'llr fe:r!:-_!"l!:lﬁ sunvey of ULS. households. Exn foreacests for 2014 and 2015

April 20, 2015
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-
esrl aurant Market Potential

Varona, Wisconsin, United States
Drive Tiree: 15 minule radius

Demographic Summary 2014 2019
Population 139,401 147175
Population 18+ 106, 700 113,252
Households 59,500 62,920
Median Household InCorme §71,973 585,328

Expected Number of

Product /Consumer Behavior Adults Percent HPI
Went [0 farmily resiaurant/sieak house in last & mo B4, 237 7B.9% 104
‘Weni to farmily restaurani/steak house 4+ times'mo 32,626 30.6% 104
Spent al family rest/steak hoe last & rmanths: <531 7,007 6.6%: 91
Spent at family restysteak hee last & months: §31-50 B, 925 B.Ad% aa
Spent at family rest/steak hse last & months: §51-100 16,725 15.7% 104
Spent at family rest/steak hoe last & months: $101-200 14,042 13.2% 1048
Spent at family rest/steak hse last & months: $2001-300 7,062 B.5%: 112
Spent at family rest/steak hse last & months: $301+ 9,253 B.7% 117
Family restausran/stesk howse last 6 months: braakfast 14,718 13.8% 110
Family restaurant/sieak house st & months: lunch 2,286 20.9% 108
Family restaursnt/steak howse last & months: dinner 56,065 52.5% 110
Family restaurant/steak house a5t 6 months: Snsck 2,057 L9% 11a
Family restaurant/steak house last & months: weskoay 38,187 35.8% 113
Family restaurant/steak house last & months: weskend 47 526 . 5% 105
Fam rest/steak hsef/s months: Applebes’s 25,397 23.8% 96
Fam restfstaak hsef's manths: Bob Evans Farms 337 3.1% B4
Fam rest/steak hse/s manihs: Bulfalo Wild Wings 9,716 2.1% 119
Fam rest/steak hsefs months: Califomia Pizza Kitchen 5,057 +.7% 146
Fafn rest/steak hse's manths: Carrabba’s Malisn Grill jara 3.6% 119
Fam rest/sieak hsefs maonths: The Cheesecake Factory 9,158 B.6%: 126
Fasmi rest/steak he/s months: Chili's Grill & Bar 14,837 13.9% 114
Fam rest/steak hse/ manths: OCi' s Pizza LR DE . 2% a4
Fam restfsteak hsef's months: Cracker Barred 10,206 5.6% 99
Fam restfstaak hse/s mantha: Denny 5 9,897 5.3% 98
Fam resi/steak hse/s manths: Goloen Corral 7,567 T1% B2
Fam rest/sieak hsefs rmanths: THOP 14,066 13.2% 113
Fam rest/steak hse/6 months: Logen ' s Roadhouse 3430 31.2% aq
Fan rest/sieak hsefs months: LongHorm Steakhodse 4,959 7% loa
Fam rest/sieak hse/s manths: Old Country Buffet 2,064 L9% 82
Fam rest/steak hse/6 manths: Olive Garden 20,215 10.9% i0a
Fam rest/steak hsey's manbhs: Duthack Steakivbuise 12,037 11.3% 114
Fam rest/staak hseft months: Red Lobster 13,072 12.3% a7
Fam rest/steak hse/s manths: Red Robin 7,399 6.9% 114
Fam rest/staak hse/t monihs: Ruby Tuesday 7424 0% 101
Fam rest/steak hsefs maonths: Texes Roadhouse 7,537 1% 95
Fan rest/steak hse's manths: T.G.1. Friday’s 9,460 B.9% 111
Fam restfsieak hse's rmanths: Walfle House: 5,043 4.7% a7
‘Went to fast food/drive-in restaurant in last 6 mo 96,701 50.6% 10da
‘Wenl [o fast food/drive-in restaurant 9+ Umesmo 43,724 41.0% 101
Spent at fast food/drive-in last & months: <§11 4,943 6% 106
Spent at fest food,/drive-in last & months: §11-520 7,854 Fl% a5
Spent at fast food/dhive-in last & months: $21-540 11,845 11.1% 92
Spent at Fest food/drive-in last & months: §41-550 B,551 B.0% 106
Spent at fast food/drive-in last & months: $51-5100 17,558 16.5% 99
Spent at fast food/dhve-in last & months: 5101-5200 13,558 12.7% 106
Spent at fast food/drive-in last & months: $201+ 13,862 13.0% 107

Data Mote: An MPI [Harket Potenial Indes ) measunes the reabve lkelbood of the adults in the specified trace: area bo exhitd cortain orsume s behavior or purchasing
pattenns companrsd ba the WS An MPI of 100 represents the U.S. aversge.
Sownce: These cata ans based wpon naboral propensiiss fo use various products and services, appled to (ool demographic composiion. Ussge data wens colecied by

G MR in a rationaily representative sanvey of US_ households. Esri forecests for 3014 and 2013
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.
esrl aurant Market P

Werona, Wisconsin, United States
Driwe Tirme: 15 mindte radius

Expected Number of
Product/ ConsSumer Behawvior Adults Peroent MPI
Fast foad/drive-in last 6 months: eat in 40,413 37.9% 104
Fast feod drive-in last 6 months: home delivery 9711 9.1% 116
Fast food/drive-in last 6 months: take-out/drive-thru 51,302 45.1% 103
Fast food/drive-in |2st 6 mantis: take-out)walk-in 22,629 21.2% 108
Fast food/drive-in |t 6 manths: breakfast 35,489 33.3% 101
Fast fisod/drive-in last & rronths: lunch 56,750 53.2% 105
Fast foad/drive-in last & months: dinner 50,514 47.3% 107
Fast food/drive-in lest 6 manths: snack 15,872 14.9% 119
Fast food drise-in 185t 6 manths: weskday 66,597 G2.4% 105
Fast food/drise-in lash 6 months: weskeand 50,054 46.9%: 103
Fast foaddriwe-in lest 6 months: & & W 2,832 2. 7% Bl
Fast food/drive-in lest 6 months: Arby s 17,050 16.0%: 85
Fast food/drise-in last 6 months: Baskin-Robbins 4,269 4.0% 115
Fast foead drive-in last 6 months: Boston Market 4,098 1.B%: 112
Fast food/drive-in lest 6 manths: Burger King 31,495 29.5% o3
Fast fsod/drive-in last & maonths: Ceptain D' s 2,494 2.3% 1]
Fast fieod/drive-in lest 6 manths: Carl’s Ir. 6,613 6.2%: 106
Fast food/drive-in last B ronths: Checkers 4,767 2.6 BE
Fast food drise-in 12st 6 madnths: Chick-fil-4 21,535 20.2%: 122
Fast food/drive-in last & months: Chipotie Mex. Gl 1533 14.4% 154
Fast food /drive-in |t 6 months: Chuck E. Cheese's 3,822 1.6% 100
Fast food/drive-in last 6 months: Church's Fr. Chicken 2,877 2.7% 75
Fast food/drive-in lest & months: Cold Stone Creamery 4,068 3.E% 113
Fast fed/drive-in lest 6 rmonths: Dairy Quesn 14,509 13.6% oB
Fast food/drise-in last 6 rmonths: Del Taoo 4,176 1.9% 112
Fast feod/drive-in last 6 months: Doming 5 Pizza 13,384 12.5% 106
Fast food/drive-in lest & months: Dunkin® Donuts: 12879 11.4% 101
Fast food/drive-in lest & months: Hardes™ s 4,332 4.1%: 67
Fast foad/drive-in last 6 months: Jack in the Box 10,604 9.9% 116
Fast food/drive-in last B ranths: KFC 2130 19.9%, BE
Fast food/drive-in |2st 6 manths: Krispy Kreme 4,825 4.5%: 108
Fast food/drive-in last 6 manths: Little Cassars 10,662 10.0%: o1
Fast foad/drive-in last 6 months: Long John Slver 5 4,016 1.6% &7
Fast foad/drive-in last 6 months: McDonald s 57,028 53.4% o6
Fast foad/drive-in last 6 ronths: Paners Bresd 14,531 13.6% 130
Fast foad/drive-in 1St 6 months: Papa John' s 11 4BH 10.B% 115
Fast food/drive-in |2t 6 months: Papa Murphy s 4,928 4.6% 111
Fast food/drive-in |2t 6 months: Pizza Hut 18,301 17.2% BS
Fast feod/drive-in lask 6 months: Popeyes Chicken 7,56 7% ol
Fast foad/drive-in lest 6 ronths: Quiznes 5,303 5.0% 120
Fast fead/drive-in last 6 mdnths: Sonic Drive-In 11,262 10LE6% 102
Fast food/drise-in last 6 months: Starbucks 21,017 19.7% 135
Fast food/drive-in |&st 6 months: Steak 'n Shake 4,901 4.6% g5
Fast food/drive-in last & months: Subway 38,562 36.1% 108
Fast food drive-in lest & months: Taos Bed 320972 30.9% SE
Fast food/drive-in lest 6 months: Wendy™ s 31,142 29.7% 102
Fast food/drive-in last B months: Whataburges 4117 3.9%, 102
Fast food/drive-in last & rmonths: White Castie 3,197 3.0%: =li]

Data Mote: An MPI [Market Potental Indes) measunes the medate Raeibood of the aduits in the specifisd trade area to exhibt certain morsumes behavior or purchasing
pattenns campansd ta the LS. An MPI of 100 represents the U.S. aversge.
Sowrce: These catn ane hased wpon nabonal propensitiss bo Use various products and services, appied to inmi demographic composaion. Ussge dats wens colected by

G MRL in a rationally representative survey of WS, households. Bor forecests for 2014 and 2012

April 20, 2015
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@ esrl Restaurant Market Potential

Verona, Wisconsin, United States
Diriwe Tirme: 15 minube radius

June 1, 2015

went (o fing dining restaurant st month 16,253 15.7% 131
Went to fing dining réstaurant 3+ times last month 4,663 A% 134
Spent at fine dining rest in last & months: <$51 2,273 2.1% 107
Spent at fine dining rest in last 6 months: $51-5100 4,913 6% 124
Spent at fine dining rést in last & months: $101-5200 5,591 5.2% 144
Spent at fine dining rest in last 6 months: $201+ 5,953 5.6% 133

Data Mote: An MPI [Market Potentsal Indes) measunes the neabye [eelifood of the adults in the spescifisd trace aren bo esfhiist cortasn orsumer behay o or purchasing

pattenns compansd to the LS. An MPI of 100 represents Bhe ULS. aversge

Sownce: These cats ane hased wpon nabonal propenstiss o use various products and servoes, sppéed o lool demographic compostion. Ussge data wens cobectes by

G HEI in a -'a_t-a'\-:lr re:r:Er'L::nf surwey of LS. households. Esri forecests for 2014 and 2013

April 20, 2015
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What else?
] Epicis an incredible asset for any size community! The size and scale of this fast growing

business is almost hard to comprehend, yet capture as a part of the Verona marketplace. Epic
considers themselves as partners with the City of Verona, but they are also very much a Madison area
company. The demographic make-up of Epic employees leans heavily on young, well-educated
Millennials. This generation enjoys a diverse lifestyle, with a preference to urban living. They enjoy an
active social scene, and like living close to a variety of restaurants and bars. Verona will have a hard
time competing with Madison as a place to live, shop and play for many of these younger employees.
However, those Epic employees who are getting married and starting a family — will value the
tremendous assets that Verona has to offer. Don’t put too much effort into trying to capture this
particular group as residents or even shoppers. They will occasionally buy lunch, gas and groceries.
They may stop in to some of the bars or brew pubs — but this demographic is not your primary target
market.

Verona shines as a superb place to live and raise a family — while having all the benefits of being
15 minutes to the Madison metro market area. Families love living here — they love the schools, the
sports, the “hometown” feel. Over the last 10 years, there have been many positive changes in
Verona. Epic came to town, new residential and commercial investment has been made by
developers, transportation corridors have been improved and the economy has finally turned around.
However, there is one area of Verona that is in need of support, investment and commitment, and that
is your downtown area. The downtown area never really had a critical mass of businesses or buildings
that identify it as a central business district. It lacks an identity, and a vision, the streetscape is
inconsistent, parking can be challenging and ingress and egress to the existing businesses isn’t user
friendly. On the other hand, you have great traffic counts, some solid businesses, and the recreational
trail all within the couple of blocks. This is the heart of your community, and this place has the
potential to be a larger, more compelling family friendly destination. This is not a job for or the
responsibility of outside developers or individual property owners — this is the responsibility and job of
the City of Verona and it residents. Don’t let this prime real estate, or this special place erode any
further. Invest in your community by developing a long-term vision and plan to make the downtown
area a destination for residents and visitors. Be willing to invest capital dollars into this area, to
nurture and encourage other private development in the area. Fill in that missing piece to your
community, which is a welcoming downtown area with commerce and public space — where residents
will want to play and shop and do business. Typically, the retail and service businesses that will
support your downtown are likely to be more locally owned and operated. Again, these businesses do
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not have the benefit of large marketing budgets or national buying power. Support these local
independent businesses by creating a well-thought out downtown plan that addresses identity,
redevelopment opportunities, public space, streetscape, parking and business mix.

Regional and national tenants may have an edge on their ability to succeed over that of a “local
or independent operator” because they benefit from standardized business operations, merchandising
and marketing. Their business format has already been tested, and they bring along brand or name
loyalty. National retailers can generate traffic, and they may challenge existing retailers positively to
change their current business practices to offset the competition. Perhaps their biggest advantage is
their knowledge of their customers. They not only know their customers, but they use that critical
knowledge in every aspect of their business, i.e. merchandising, store design, product lines, hours,
marketing, etc. On the flip side, many communities feel that what makes their central business district
different is the uniqueness of their business mix. National chains may lack the character that helps
define the community, by selling homogenous products and services targeted towards the general
population. Local, independent businesses can benefit from determining whether there is the
potential for a niche that would help the business district gain dominance in certain categories of a
retail market. A niche can be defined as a special market segment. Niches can be based on many
things, such as a particular group of customers, a specific kind of goods or services, or a specific
shopping environment. Successful business districts often have two or three consumer niches, helping
to create an environment to draw diverse shoppers from outside the immediate market area. The
niche strategy can help make central business district retailers more competitive than they would be if
they acted alone. Working together, retailers are able to project a more solid and robust image that
instills in the consumer the impression of a broader selection of merchandise.

Listed below are some facts about downtowns, (benefit of Roger Brooks) that will make you think
about your downtown:

Roger Brooks is the President and CEO of Roger Brooks International. He is considered one of the
world’s leading specialist on community branding, product development, marketing and tourism. Along
with his team of professionals, Mr. Brooks has assisted nearly a thousand communities with their
efforts to become an outstanding destination. — for business, local residents and visitors.

After spending several years in tour management for international performers in the concert industry,
Mr. Brooks has also helped brand several renowned destination resorts. Including, Whistler, British
Columbia (2010 Winter Olympics), Wisconsin Dells, Wl and Hilton Head Island.

Roger Brooks International offers many live webinars that help communities in their decision making
process. In addition, he will conduct onsite training dedicated to a local municipality.
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The heart and soul of every community, besides its people is its downtown. The health of the
community can instantly be portrayed by the vitality of its downtown. It is the litmus test for all
your economic development efforts — both tourism and non-tourism.

The number one activity of visitors throughout the world is shopping, dining and entertainment
in a pedestrian friendly setting. It is typically not the reason we go to a destination, but it is the
top diversionary activity of visitors once they are there.

Secondary activities are where 80% of all visitor spending takes place. It's okay to be a
“diversionary” activity. When we’re out hiking, biking, or watching our kids play soccer, we are
not spending money. But when we are done, we are off looking for the nearest watering hole,
shops, restaurants and entertainment.

Curb appeal can account for 70% of sales at restaurants, retail shops, lodging, etc. Your
downtown district needs to speak to visitors by presenting a defined area, well-kept
storefronts, benches, attractive signage, great window displays, guidance to parking, etc.

If local residents do not hang out in your downtown, neither will visitors. Visitors are not
looking for “best kept secrets” or “solitude” when downtown. They are looking for places with
other people go. They want to be in a lively, thriving environment.

70% of all consumer spending (locals and visitors alike) takes place after 6:00 pm. Are you
open?
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Action Plan Recommendations

Redevelopment Resources has developed a series of recommendations for discussion, which will serve
as the basis for the Action Plan to be used as the roadmap for the work of the CDA over the coming
months.

Verona needs to be intentional about the activities undertaken for the future development of the City.
With a focus on how assets can be leveraged to maximize the impact and benefit of the current
residents, and attract new residents and businesses, the following recommendations have been
developed:

Organizational Structure Recommendations:

1. Establish a regular meeting schedule for the CDA and conduct training sessions around the
following training topics:
a. Ethics in CDAs and business deal making
Incentives
Comprehensive Planning
Marketing
Partnerships
Priority Projects

~oooo

2. Discuss and plan for the future use and programming of room tax dollars
a. Consider creating a Tourism Authority or Commission to execute the programming of
those dollars. This staff function could be a shared role or portion of a staff person’s
duties.
b. Hire an economic development/community development staff person and utilize this
FTE to staff and run the Tourism Authority, utilizing room tax dollars to fund half of the
position.

3. Assist with developing and implementing a recruitment strategy
4. Develop funding incentives

5. Develop Business and Retention Program

6. Assist in the recruitment and training of staff

7. Contract with Redevelopment Resources for the following 9-12 months and work toward
hiring a staff person to lead the community and economic development activities of Verona.
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Programming Recommendations:

1.

Develop a program for proactive business retention visits and schedule appointments with all
major employers on an annual basis to discuss opportunities and challenges to the company.

Benefits of doing business in Verona should be called out and highlighted on the City’s web site.
A single sheet flyer could be developed for posting on the web as a pdf as well as used in emails
to potential businesses the City would try to recruit.

Create a list of all available properties in the City. It can be categorized by manufacturing,
highway commercial, downtown, retail, etc.

Redevelopment Recommendations:

Inventory a list of target blighted property (or larger areas) and as the CDA, begin to develop a
strategy for the remediation of each property. This might include acquisition, demolition,
marketing on behalf of the community and the owners, reuse brainstorming/planning, and / or
the actual creation of a redevelopment plan.

With a focus on downtown, work to create a redevelopment plan which includes the removal
or transition of functionally obsolete property and the programming of space to attract
residents and visitors. Investigate opportunities to create gathering places for families and
friends to get together and experience the downtown.

Identify individual blighted properties and areas for more targeted redevelopment activity.

Host a bus tour for the purposes of visiting successful downtowns and gathering ideas about
concepts for public gathering spaces that could be adapted for Verona. This will take a full day
as there are many vibrant downtowns but they are not all within the metro-Madison area.

Spend time and money investing in the community and make it appealing to residents and
businesses from a community development standpoint. The rest of the work becomes much
more achievable when investments have been made that make the city a great place to live, do
business, meet friends and neighbors and spend time with family.

Once the CDA is familiar with and comfortable promoting the redevelopment plans of the City,
the CDA should host a developer tour including all of the greenfield and redevelopment areas.

Meet with downtown businesses to outline their needs and long term plan.
Work with Chamber to develop a series of programs for downtown area (all seasons)

Develop funding model and establish measurable goals



