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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 TIME MAP
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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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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
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In Style 15.9%

Emerald City 11.2%

Enterprising Professionals 10.9%

Following are the descriptions of these primary categories:
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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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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 $1M 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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What else?

� Epic is 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, WI 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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�

1. 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.

2. 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.

3. 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.

4. 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.

5. 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.

6. 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
b. Incentives
c. Comprehensive Planning
d. Marketing
e. Partnerships
f. Priority Projects

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.

2. 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.

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

Redevelopment Recommendations:

1. 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.

2. 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.

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

4. 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.

5. 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.

6. 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.

7. Meet with downtown businesses to outline their needs and long term plan.

8. Work with Chamber to develop a series of programs for downtown area (all seasons)

9. Develop funding model and establish measurable goals


