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© ABSTRACT

Using 2021 county sales tax data, we examine the
strength and weaknesses of Wisconsin retail and
service markets through the application of the
tools of Trade Area Analysis. Only those counties
that have elected to collect the optional county
sales tax are included in the analysis. Because
sales tax data are used one must keep in mind
that the analysis focuses only on taxable sales
and may not reflect the total level of activity in
the county. Using Pull Factors and measures of
Surplus and Leakage the relative strengths, and
weaknesses, of local retail and service markets
are identified.

7<) 1
© INTRODUCTION

2

When a community is exploring economic development options one area of
interest is local retail and service markets. Communities naturally ask “are local
retail and service businesses reaching their fullest potential, are there weaknesses
that need to be addressed, or strengths that we can build upon?” In order to
address these basic questions communities need to have basic insights into the
relative strengths and weaknesses of local retail and service markets. One
approach to identifying these local strengths and weaknesses is to examine

patterns in current sales activities using the tools of Trade Area Analysis.
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The power of Trade Area Analysis (TAA) is the
simplicity of the tools and the ease of
interpretation. Community economic
development practitioners have found that this
simplicity has led to community leaders,
businesses and concerned citizens to adopt the
tools and insights gained from TAA. The tools of
Trade Area Analysis have proven to be a
powerful foundation upon which to build a
conversation about community economic
development options.

Indeed, some businesses have found these
tools to be useful in developing business
feasibility plans and have been accepted by a
number of bank loan officers.

It is important to note that
the analysis presented here
is at the county level which
may not reflect the true
market geographic area.

Some businesses may

service a local community
within the county while
other  businesses draw
customers from a much
larger geographic area.

The weakness of Trade Area Analysis is the lack of geographic detail. The data, in
the case of Wisconsin, are provided at the county level (and only for counties that
have implemented the county option sales tax) which may or may not reflect the
true geographic economic market area. In our case here, from a purely economic
perspective, the county is an arbitrary political boundary that may or may not

reflect local retail and service markets.
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Because the TAA reported hera
ignores the geographical or spatial
element of the community’s markets,
local knowledge of business
opportunities and consumer behavior
is extremely important. There may be
very sensible why TAA
identifies a particular weakness or
strength. For example, one community
may be found to have large
weaknesses in motor vehicle sales
suggesting a market potential. But it
may be the case that a neighboring
community has a large concentration
of automobile dealerships (a strength
for that community) and
explains the initial weakness for the

reasons

easily

community of interest. Knowledge of
the condition of surrounding markets
is vital to interpreting the results of
the analysis presented here. The key is
that TAA can serve as a foundation for
a conversation about local retail and
service markets.

What we will do in the following few
pages is review the tools of Trade Area
Analysis and some of the simplifying
assumptions that allow the analysis to
move forward. Initially, residents in
the local market or trade area of
interest (e.g., the county) have the

same tastes and preferences across
the state. This assumption allows the
community practitioner to compare
the local market to a state average.
We then show methods of estimating
demand with unique trade area
characteristics. As described above,
the trade area is defined by the
availability of data, and the
geographic area that the data are

reported.

For this particular study, we will use
sales tax data reported by the
Wisconsin Department of Revenue at
the county level. Specifically, counties
that have imposed the local option
sales tax are included in this analysis.
Because the data is drawn from tax
sales receipts only taxable sales are
considered. If a particular item is not
included in the tax base, then no data
is available. Hence care must be taken
and one must keep in mind that the
analysis is of “taxable sales”. Still, the
analysis provides one set of
information that can be used to
develop a picture of the local retail
market.
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& TRADE AREA
G ANALYSIS

Sales retention is an indirect measure
of locally available
services, assuming people buy locally

if possible. While measurement of

goods and

actual sales is relatively easy,
measurement of the sales potential
presents some difficulty. This assumes
that not only that tastes and
preferences are identical but also the
local trade area is demographically
similar to the state. Local potential
sales can be estimated by statewide
average sales per capita adjusted by
the ratio of local to state per capita
income (Deller, et.al. 1991; Hustedde,
Shaffer & Pulver 1993; Shaffer, Deller

& Marcouiller 2004; Stone &
McConnen 1983):

1 . PCI
PSL = P, x PCS! 1)

* —
tate P C I state

where PSISis potential sales in
community s for sector i, P is
population, PCS is per capita sales,
PCl is per capita income.

Care must be used in accepting the
computed potential sales from
equation (1). It ignores all of the
shopping areas and consumer
characteristics that are located within

the immediate and surrounding

market.

The potential sales provided from
equation (1) assume no differences in
local consumption patterns except
adjusting by relative local income. For
example, the approach of Trade Area
Analysis used here does not account
for differences in the socioeconomic
characteristics of the region, other
than income. But this readily
represents a

calculated estimate

realistic initial estimate.

One way to estimate sales retention is
just to divide actual sales by sales
potential. Actual sales can be
obtained from a variety of sources,
including census of business, sales tax
data, and the merchants themselves.
Another approach to sales potential
estimates the number of people
buying  from local  merchants
(Hustedde, Shaffer & Pulver, 1993;
Stone & McConnen, 1983). The Trade
Area Capture estimates the customer
equivalents. Trade Area Capture used
in conjunction with the Pull Factor
permits the community to measure
the extent to which it attracts
nonresidents (e.g.,
nonlocal shoppers) and differences in
local demand patterns.

tourists and
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Trade Area Capture estimates the
number of customers a community's
retailers sell to. Most trade area
models consider market area as the
function of population and distance.
Trade Area Capture incorporates
income and expenditure factors with
the underlying assumption that local
tastes and preferences are similar to
the tastes and preferences of the
state. The verbiage here can become
somewhat confusing in that the
phrase trade area discussed above
has a definite spatial meaning, but
Trade Area Capture is aspatial. Thus,
the Trade Area Capture estimate
suffers from the same caveats
enumerated for Potential Sales

estimated:

AS!
) 2
pesi . PCs @)

state P Cfstate

TAC! =

where notation remains the same with
the addition of TAC is Trade Area
Capture and AS is actual sales.

The number calculated from equation
(2) is the number of people purchased
for, not the people sold to or actual
customers in the store (i.e., if one
person buys food for a family of four,
all four are counted). If Trade Area
Capture exceeds the trade area

population then the community is
capturing outside trade or local
higher  spending
patterns than the state average.

residents have

If the Trade Area Capture is less than
population, the
community is losing potential trade or
local residents have a lower spending
pattern than the statewide average.
Further analysis is required to
determine which cause is more
important. Comparison of the

Trade Area Capture estimates for
specific retail or service categories to
the total allows for additional insight
into which local trade sectors are

the trade area

attracting customers to the
community. It is important to make
Trade Area Capture comparisons over
time to identify trends.

Trade Area  Capture

purchases by both residents and non-

measures

residents. The Pull Factor makes
explicit the proportion of consumers
that a community (the primary
market) draws from outside its
boundaries (the secondary market,
including residents in neighboring
areas or tourists). The Pull Factor is
the ratio of Trade Area Capture to
municipal, in our case here county,
population. The Pull Factor measures
the community's drawing power.
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Over time, this ratio removes the
influence of changes in municipal
population when determining changes
in drawing power. The Pull Factor is
computed as:

TACE
Ps

PF! = (3)

A Pull Factor (PF) greater than one
implies that the local market s
drawing or pulling in customers from
surrounding areas. A Pull Factor of
less than one implies that the local
market is losing customers to
competing markets. The Pull Factor,
much like the percent sales retention
loosely
interpreted as a location quotient. Pull
Factors significantly greater than one
often indicate an area of

estimate, can also be

specialization for the local market. For
example, tourist areas tend to have
high Pull Factors and location
quotients for restaurants, hotels, and
miscellaneous retail stores. The use of
any tool by itself can often lead to
erroneous conclusions.

One must use a variety of tools to gain
a clearer understanding of the local
economy. An alternative way to think
about sales retention is to compute
local Surplus or Leakage by looking at
the difference between actual sales
(AS) with Potential Sales (PS):

S/LL = ASE— pSE  (4)

If actual sales (AS) is larger than
Potential Sales (PS) and equation (4) is
positive then there is said to be a
Surplus, or the local market is
performing better than one would
expect. One could reasonably
interpret a Surplus as the dollar value
of the Pull Factor being greater than
one. If actual sales (AS) are smaller
than Potential Sales (PS) and equation
(4) is negative then there is said to be
a Leakage, or the local market is
performing below what one would
expect. Again, one could reasonably
argue that a Leakage is the dollar
value of the Pull Factor being less
than one.
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The leakage here can be interpreted as the dollar value of the Pull Factor being
less than one, whereas a surplus is the dollar value of the Pull Factor being greater
than one. If the Pull Factor is less than one and there are dollars being lost
(leakage) out of the county, this may point to market opportunities. Is the leakage
sufficiently large to support a new business, or perhaps existing businesses can
expand to capture some of those leakages?

© COREDATAFORANALYSIS

Before turning to the Trade Area Analysis for Wisconsin counties that have sales
tax data, three core pieces of information are required. The first is the Index of
Income, which is the per capita income of the county divided by the per capita
income of Wisconsin, the second is the county population (Table 1), and the third
are per capita expenditure levels for the state by business type (Table 2). For this
analysis, 68 counties have imposed a sales tax from which the data are derived.
Please note that for this analysis, the state averages are based on the 68 counties
that are contained in this analysis.

Fifty-six of the 68 have an Index of Income strictly below one, but several,
including Calumet and Sauk, are very close to being exactly at the state average.
Menominee County has the lowest Index of Income (0.677, which means that per
capita income is only 67.7% of the state average) while Ozaukee has the highest
Index of Income (1.618).

There are several potential sources of data that can be used to undertake a Trade
Area Analysis including sales estimates from private venders such as Woods and
Poole, Inc. ESRI, or InfoGroup as well as federal government sources such as the
Economic Census conducted every five years. While these data allow for
comparisons across state lines many times they are estimates based on the
Economic Census and the methods employed are unclear. For this study we use
County Sales Tax data provided by the Wisconsin Department of Revenue. These

data are not only timely, but the methods of collection and reporting are clearly
documented. The weakness is that the data cover only taxable sales and are
reported only at the county level.
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Again note that here, the Wisconsin average is defined as including only those
counties that have a county sales tax. Because of the relatively low-income levels,
we would not expect spending in these counties to be on par with the state
average, and these averages are adjusted downward as described above. At the
same time, one would expect counties that have higher income levels (e.g., Dane,
Ozaukee, and Washington) to have higher spending levels than the state average
and thus are adjusted upward.

Population Per Capita Index of Population Per Capita Index of

Income Income Income Income

Adams 20,875 $ 42,565 0.798 Lincoln 28,5641 $47,781 0.896
Ashland 16,107 $ 41,505 0.778 Marathon 137,648 $ 53,703 1.007
Barron 46,719 $50,435 0.946 Marinette 41,875 $ 45,875 0.860
Bayfield 16,320 $ 47,714 0.895 Marquette 15,792 $ 41,950 0.787
Brown 269,591 $ 55,272 1.036 Menominee 4,289 $ 36,091 0.677
Buffalo 13,302 $ 48,013 0.900 Milwaukee 928,059 $51,191 0.960
Burnett 16,744 $ 43,822 0.822 Monroe 46,193 $ 44,978 0.843
Calumet 52,539 $ 52,958 0.993 Oconto 39,356 $ 46,924 0.880
Chippewa 66,865 $ 47,775 0.896 Oneida 38,259 $ 50,249 0.942
Clark 34,746 $ 44,459 0.834 Outagamie 191,545 $ 53,624 1.005
Columbia 58,488 $ 54,205 1.016 Ozaukee 92,497 $ 86,297 1.618
Crawford 16,075 $ 44,479 0.834 Pepin 7,364 $51,608 0.968
Dane 563,951 $ 66,189 1241 Pierce 42,587 $ 49,483 0.928
Dodge 89,313 $ 47,030 0.882 Polk 45,431 $ 48,243 0.905
Door 30,369 $ 60,390 1.132 Portage 70,468 $ 49,586 0.930
Douglas 44203 $ 45,572 0.854 Price 14,050 $ 45,753 0.858
Dunn 45,547 $ 43,638 0.818 Richland 17,212 $ 46,426 0.870
Eau Claire 106,452 $ 51,675 0.969 Rock 164,381 $ 47,563 0.892
Florence 4,593 $ 52,444 0.983 Rusk 14,123 $ 45,335 0.850
Fond du Lac 104,362 $ 51,540 0.966 Sauk 65,697 $ 53,187 0.997
Forest 9,258 $ 42,683 0.800 Sawyer 18,295 $ 45,089 0.845
Grant 52,110 $ 46,217 0.867 Shawano 40,859 $ 45,754 0.858
Green 36,988 $ 55,098 1.033 Sheboygan 117,747 $ 53,737 1.008
Green Lake 19,229 $ 45,536 0.854 St. Croix 95,044 $ 58,625 1.099
lowa 23,756 $ 51,381 0.963 Taylor 19,923 $ 45,456 0.852
Iron 6,178 $ 47,441 0.890 Trempealeau 30,724 $ 45,706 0.857
Jackson 21,121 $ 46,290 0.868 Vernon 30,915 $ 43,680 0.819
Jefferson 84,943 $ 49,905 0.936 Vilas 23,520 $ 51,540 0.966
Juneau 26,802 $41,243 0.773 Walworth 106,799 $ 52,159 0.978
Kenosha 168,732 $52,212 0.979 Washburn 16,752 $ 47,857 0.897
Kewaunee 20,543 $ 51,995 0.975 Washington 137,175 $ 62,438 1171
La Crosse 120,433 $ 53,712 1.007 Waupaca 51,570 $ 47,666 0.894
Lafayette 16,784 $ 45,879 0.860 Waushara 24,828 $ 43,103 0.808
Langlade 19,502 $ 45,507 0.853 Wood 74,070 $ 49,024 0.919

A Trade Area Analysis of Wisconsin Retail and Service Markets: Updated for 2021




Table 2: State Per Capita Taxable Expenditure

Retail Sectors

Motor Vehicle and Parts Dealers S 2,573
Furniture and Home Furnishings Stores S 322
Electronics and Appliance Stores S 258
Building Material and Garden Equipment and Supplies Dealers S 1,363
Food and Beverage Stores S 996
Health and Personal Care Stores S 234
Clothing and Clothing Accessories Stores S 575
Sporting Goods, Hobby, Book, and Music Stores S 321
General Merchandise Stores S 1,450
Miscellaneous Store Retailers S 425
Service Sectors
Professional, Scientific, and Technical Services S 415
Administrative and Support Services S 287
Data Processing, Hosting, and Related Services S 78
Telecommunications S 530
Accommodation S 321
Food Services and Drinking Places S 1,672
Repair and Maintenance S 441
Personal and Laundry Services S 216

The second set of data is the state per capita expenditure levels (Table 2). It is vital
to recall that the data are drawn from taxable sales, not total sales. As a result, the
estimated potential sales as well as surplus/leakage levels are conservative. For
retail sectors, the largest single category of expenditures is motor vehicle and
parts dealers with a state-wide per capita expenditure level of $2,573 in 2021. This
result is largely attributed to the expense of automobiles. The second largest
single category of retail expenditures is general merchandise stores with $1,450.
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There are two potential reasons why
this category is as large as it is: (1) the
growing popularity of “big-box” stores
such as Wal-Mart and Target is
drawing a larger share of consumer
dollars and (2) many of the “super”
stores have expanded into carrying
groceries
competition to more traditional food

which is in  direct
stores. Many of these “super stores”
have become one-stop centers where
purchase food,
clothing, hardware, toys, electronics,

customers can

and even have prescriptions filled in
one store.

Some of these stores have even
entered the retail gasoline market
thus placing pressure on smaller
gasoline retailers. Indeed, even more
traditional gasoline retailers have
expanded into offering more items
associated with general merchandise
and food stores. Many gasoline
stations have turned into general
convenience stores that compete
directly with grocery stores. Indeed,
for many of these latter
establishments the businesses do not
classify themselves as gasoline which
creates some difficulties in measuring
market strengths and weaknesses.
Rather, the businesses report under a
different business classification such
as a convenience store (e.g., general

merchandise).

For the services sectors food services
and drinking places (restaurants and
taverns/bars) at $1.672 followed by
telecommunication services which
would include wireless and internet
service providers ($530). Also note
that in Wisconsin the typical per-
professional,

scientific, and technical services is

person spending on

slightly higher than accommodation
(hotels, motels, B&Bs) ($415 vs $321).
In 2009, for example, per capita
spending on professional, scientific,
and technical services was $238 which
represents a 74.4% increase. While a
small part of this increase is due to
changes in sales tax laws, this large
increase is more a reflection of the
growth in this sector and its growing
importance to the economy.

In more rural counties, for

example, there may be one grocery

store that dominates the market which
means that the data will be suppressed.
Here local knowledge of the retail and
service markets are vital to properly
interpreting the resultsof the Trade

Area Analysis.
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TRADE AREA
@ ANALYSIS
RESULTS

In addition to the tabular presentation
of the results for Pull Factors and
Surplus/Leakage we have presented
the Pull Factors in map form. It is
important to note that there are at
least three reasons why there may be
no data for a particular category for
any given county. First, there are four
counties in Wisconsin that do not
impose the local option sales tax and
hence there is no data available. The
second is that there are no businesses
within the particular category that are
reporting Finally,
disclosure rules prohibit the release of

taxable sales.
data that may identify the revenues
(sales) of any individual business. In
more rural counties, for example,
there may be one grocery store that
dominates the market which means
that the data will be suppressed. Here
local knowledge of the retail and
service markets is vital to properly
interpreting the results of the Trade
Area Analysis.

The volume of results prevents a
detailed discussion we have left it to
the reader to draw the relevant
information for their own purposes.

For brevity we have reported only the
two key variables of interest: Pull
Factors and the Surplus/Leakage that
is tied to those Pull Factors. The
reader must keep in mind to consider
both Leakages as well as Surpluses
when developing strategies to build
local retail and service markets.
Naturally, the tendency is to want to
focus on addressing weaknesses in the
markets, but there may be solid
reasons why such weaknesses exist
ranging from lack of market size (small
populations such as in Florence
County may be a real barrier to the
creation of certain types of
businesses) to spatial competition
from neighboring communities. But
focusing attention on sectors that
have a revealed strength (i.e., large
Pull Factors and Surpluses) can build
on existing markets. For example, a
community that has a strong tourism
and recreation sector may find that
the further promotion of tourism and
recreation can have strong positive
impacts. In other words, it can be just
as valuable to build on existing
strengths as it is to address
weaknesses.

One must also consider the relative
size of any Leakage before considering
it as a business opportunity. For
example, the Leakage may not be
sufficiently large to justify new
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business enterprises. Rather, a viable
alternative to new business formation
is for existing businesses within the
sector to rethink their business
strategies. The challenge here is to use
the analysis as an “excuse” or “reason”
to engage the community in a
conversation about the strengths and
weaknesses of local retail and service
markets and strategies that can be
pursued to build on those strengths
and address the weaknesses.

Consider the Pull Factor and
corresponding Surplus/Leakage
calculation for total taxable retail
sales and total selected services sales
(Table 3). In addition, a mapping of the
Pull Factor for total retail activity is
provided in Map 1 and for total
selected services sales is provided in
Map 2. In the strictest interpretation
42 of the 68 counties in this analysis,
or 61.8%, have a Pull Factor of less
than one, suggesting that these 42
counties are experiencing Leakages of
taxable retail and service activities.

A four-step process then comes
to light when considering the
analysis presented here.

1. Determine which sectors are
strengths and weaknesses
based on the relative size of the
Pull Factor.

2. This determination should

first be based on the county in

isolation and then in
comparison to similar counties.

3. Determine the dollar value of
the strength or weaknesses
based on the Surplus or
Leakage.

4. Identify strategies to build on
strengths and address
weaknesses.

The three counties with the smallest Pull Factors are Menominee (PF=0.093),
Florence (PF=0.389), and Buffalo (PF=0.444, which translates to leakages of $21.3
million, $23.3 million, and $51.7 million, respectively, while the counties with the
largest Pull Factors are Door (PF=1.431), Sawyer (PF=1.661) and Oneida (PF=1.749),
which translates into surpluses of $77.4 million, $127.1 million, and $262.8 million,
respectively. The large surpluses for these last three counties is partially explained
by large tourism and recreational economies. Counties with the lowest Pull Factors

tend to be smaller more rural counties that are within a reasonable driving distance

to a larger county.
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Map 1: Pull Factor (2021) Total
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How Close to One is Close Enough?

While the Pull Factor has a definitive threshold of one, there remains room for
interpretation. For example, Dane County, where Madison a regional hub is
located, has a Pull Factor of 1.069. Fond du Lac, another potential regional hub,
has a Pull Factor of 0.978. In the strictest sense, one could conclude that Dane
County is doing better than expected while Fond du Lac is doing poorer than
expected but in reality, a more reasonable interpretation would be that both
counties are performing on par with the state average.

Some have suggested that when interpreting Pull Factors more reasonable
thresholds might be above 1.1 and below 0.9 and Pull Factors between those two
ranges are close enough to 1.0 to be acceptable.

Others point to the size of the corresponding Surplus and/or Leakage as the
relevant metric of interest. For small counties, a very small Pull Factor may
translate into a very modest dollar Leakage, too small for businesses to consider
addressing. Whereas for a large county, a Pull Factor slightly smaller than one can
lead to leakages in the millions of dollars. For example, Fond du Lac has a Pull
Factor of 0.95, very close to one, but a leakage of about $68 million.

The leakage here can be interpreted as the dollar value of the Pull Factor being
less than one, whereas a surplus is the dollar value of the Pull Factor being greater
than one. If the Pull Factor is less than one and there are dollars being lost
(leakage) out of the county, this may point to market opportunities. Is the leakage
sufficiently large to support a new business, or perhaps existing businesses can
expand to capture some of those leakages? The county with the largest retail
leakage is Milwaukee County at $772.8 million while Brown County has a surplus of
$419.3 million and Outagamie County has a surplus of $468.5 million. Clearly,
these large dollar values are directly tied to the population size of these counties.

Consider, for example, the smaller county of Pierce with a population of 42,600
has a leakage of $159.2 million, or Forest County with only 9,258 people and
leakage of $20.4 million.
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The simple mapping of the aggregate
Pull Factor (Map 1) reveals several
interesting  patterns.  First, for
descriptive purposes, the Pull Factor
can take on one of three values, less
than 0.9, between the values of 0.9
and 1.1, and finally above 1.1. While a
strict threshold value of 1.0 holds for
the Pull Factor, is a value of 0.95 or
1.05 in a practical sense different
from 1.0? (see sidebar). For discussion
purposes we have altered the
thresholds slightly to allow for three
outcomes: performing as one would
expect (0.9 - 1.1), underperforming
(<0.9), and overperforming (>1.1).
Second, many of the larger market
counties, such as Dane and Kenosha
tend to perform as one might expect.
One might also expect that these are
regional hubs that draw in (e,
surplus) retail and service spending
from neighboring counties. While
there are still regional hubs, such as
Eau Claire, the larger
(counties) do not appear to
overwhelm and dominate the
neighboring counties. Third, many of
the northern counties have relatively
high Pull Factors suggesting that the
local markets are overperforming. This
latter result is largely due to the
tourism markets and recreational
housing. While prior research suggests

markets

that the owners of recreational homes
tend to bring most of their goods

(groceries, supplies, etc.) from their
additional
spending. This is particularly true for
building materials and garden supply
retailers.

home areas, there is

We also applied the tools to selected
service industries where the overall
results are provided in Table 3 and the
mapping of the overall Pull Factor is
provided in Map 2. A full 75% of the
counties with a county sales tax had a
Pull Factor for overall service sales of
less than one. Florence and
Menominee counties had the lowest
overall Pull Factor, 0.183 and 0.194
respectively which translates into
Leakages of $23.3 million and $21.3
million, again respectively. The
counties with the highest overall
services Pull Factor were not the
larger more urban counties but rather
Vilas (PF=1.881), Door (PF=2.692), and
Sauk (PF=2.720) with corresponding
Surpluses of $61.9, $77.4, and $207.6
million respectively. What is driving
this result are the tourism and
recreation industries. For example, the
Pull Factor for Accommodations for
Sauk County is 14.18 (Table 6),
resulting in a Surplus of $277.4 million
(Table 7), and the Pull Factor of Food
Services and Drinking Places is 2.45
which translates into a Surplus of
$158.9 million. Door County had

equally large Pull Factors and Surplus:
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Accommodations PF=8.93 and a
Surplus of $87.6 million and Food
Services and Drinking Place PF=2.19
and a Surplus of $68.3 million.

While a detailed discussion of the
results for the ten different retail and
eight services sectors is beyond the
scope of this summary narrative, the
Pull Factors and corresponding
Surplus/Leakage calculations are
provided in Tables 6 and 7 the Pull
Factors for each of the 18 sectors are
mapped. There are a few patterns
worthy of notice. First, notice the
prevalence of underperforming
counties in Clothing and Clothing
Accessories Stores or Furniture and
Home Furnishings Stores: outside of a
few urban hubs the Pull Factors are
consistently below 0.9. This is due to
two reasons: first, a growing share of
consumer purchases are at general
merchandise stores, and second, the
rate of purchasing at more specialized
stores is insufficient to support such
stores outside of larger market areas.

To better understand the second
point, consider the
population  thresholds
defined as the number of people
required to support a particular type
of retail or service business (see
Appendix A). Here, the interplay
between the costs of operating a

notion of
which s

given type of business and the
demand for the goods or services
offered by the business determines a
generally
proxied by population, required to
support a given business. Some
businesses, such as
restaurants, require as few as 1,100
people whereas a bowling center
needs almost 27,000 people. Coupled
with the power of agglomeration
effects within retail, often driven by
the notion of multi-purpose shopping
trips as well as external economies of
scale to specific types of businesses,
results in the spatial clustering of
certain types of businesses within a

minimum  market size,

full-service

geographic area. These areas tend to
be larger cities resulting in “retail
hubs”. These economic forces give
larger places a comparative advantage
over smaller places and help explain
some of the patterns observed in both
retail and some service markets.

Third, by examining sectors that are
traditionally sensitive to tourism and
recreation, such as Accommodations,
as well as Food Services and Drinking
Places among others, can identify
parts of Wisconsin that are more
dependent on tourism and recreation.
As noted above, counties such as
Door, Sauk, and Vilas have unusually
high Pull Factors, and correspondingly
Surpluses, in these tourism-sensitive
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sectors. While these sectors represent STRATEGIES

strengths for the local economy they

also point to the potential for FOR ENHANCING
exposure to swings in the tourism (‘\ RETAIL AND

sector which tends to be sensitive to ’

economic downturns. SERVICE
MARKETS

These data and the patterns observed
can provide a powerful starting point
for a broader discussion in the
community about regional economic
strengths and  weaknesses. In
particular, the analysis provided in
this report can help guide further
analysis of market opportunities. In
addition to pointing toward
opportunities, the analysis can
potentially expose areas of threat. For
example, if a county’s market is overly

Individual business owners do not
want to “bet the farm” based on a
simple Pull Factor and corresponding
measure of Leakage or Surplus.
Rather, these tools can be powerful in
the initial identification of market
ideas and concepts. In a sense, these
tools can be used in the “plan-to-plan”
stage of the business planning
process and can provide useful

. insights.
dependent on one particular sector,

such as tourism, can expose the
county to shocks. In the end, these
analyses provide insights into the

Beyond aiding businesses in the initial
planning stages there exists a wide
range of potential strategies that can
be putin place to build on the

local retail and service economies.
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strengths of the local retail markets
and address potential gaps. A detailed
discussion of the vast range of
potential strategies is not the intent of
this study. Rather, the intent here is to
introduce the reader to a broad range
of ideas.

The two broad classifications of
strategies include: (a) increasing the
flow of dollars into the community
(e.g., build on Surpluses) and (b)
increasing the re-circulation of dollars
within the community (e.g., plug
Leakages). Increasing the flow of
dollars into the community means
that the community is essentially
injecting new money into the local
economy by attracting consumers
from surrounding communities or by
capturing the dollars of visitors to the
community. Consumers are both
individuals as well as businesses. In
each case, the community is bringing
more money into the community.
Increasing the re-circulation of dollars
in the community means that the
community is plugging Leakages of
money out of the local community's
other words, the
community is actively seeking ways to
get people and businesses to spend
more locally.

economy. In

One can almost think of these as
broad approaches to address “gaps”
and “disconnects” within the local
market.

Gaps describe the case where a
particular good or service is not
available at a sufficient level for
purchase in the local community.
Disconnects are when goods and
available but local
customers, both residents and
businesses, are not making local
purchases.

services are

Because these are broad approaches
strategies will be
applicable to both we will suggest
several possible specific strategies
across both approaches. For a more
focused discussion see the newsletter
Downtown Economics produced by

and specific

the Center for Community Economic
Development at the University of
Wisconsin-Extension® as well as the
collection of resources at the USDA
National Rural Resource Library and
the references therein?
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Examples of specific activities a community can undertake to increase the inflow
or re-circulation of dollars include:

1. Develop market information to help retail and service businesses in identifying
market potentials and formulate business plans. The TAA presented here is a small
piece of such market information.

2. Promote community and regional commercial space necessary to attract new
retail and service businesses.

3. Encourage mixed uses for downtown real estate, including housing, lodging,
office space, and social spaces. Recognize the shift away from traditional retail
spaces to service-oriented businesses.

4. Work to ensure that retail and service development policies aim at
complementary growth where local firms are harmonized and not competitive.

5. Match the preferences of local market segments with the assets and amenities
of the community, such as tourism linked to agriculture and local foods.

6. Help businesses explore all market segments available including but not limited
to local residents, in commuters, second home-owners, and visitors, among
others. Expand purchases by non-local people through appropriate advertising
and promotions.

e Help develop an online presence for each new or existing business including e-

retailing and online marketing including the use of social media.

e Coordinated advertising can build on economies of size and scope.

e Coordinate business hours.

e Sponsor downtown activities such as sidewalk sales or art fairs.

e Organize farmers markets to attract customers to the downtown.

e Providing convenient parking or public transit.

7. Ensure that key public services (e.g., fire and police, water and sewer, general
administration) are more than satisfactory.
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8. Aid businesses in developing employee-training programs to improve the
quality of service.

9. Recognize the important role of transfers such as retirement benefits, and
unemployment compensation as a flow of funds into the community.

10. Consider initiating a business retention and expansion program to support
existing businesses first. These business visitation programs can build a stronger
sense of community and help identify potential problem areas.

11. Encourage collective action through the formation of organizations such as the
Chamber of Commerce or Merchants Association. These types of organizations
can provide a mechanism for local businesses to network and create learning
opportunities that foster innovation.

12. Create a positive business climate where local government regulators work
with businesses to satisfy local rules and regulations rather than create barriers of
red tape

These broad-based strategies are clearly not exhaustive and are meant to only
introduce the idea that effective strategies can range from the simplistic to the
complex. It is also important that there is no single strategy that effective
development of the retail and service sectors requires. Instead, they require a
multi-prong approach with overlapping strategies. Finally, strategies need to be
constantly evaluated and adjusted to reflect changing markets

While the tools of Trade Area Analysis are a powerful indicator of retail market
strengths and weaknesses, they should not be substituted for detailed business
feasibility studies. While businesses have found measures of Surplus/Leakage to

be a reasonable first approximation of potential revenues more detailed market
analysis is required before specific business investments are made. Again, these
tools are most appropriate in the business “plan-to-plan” phase of business
planning.
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© concLUSIONS

The intent of this applied research
project is to: (1) introduce one set
of tools, specifically Trade Area
Analysis and market threshold
analysis, to community
development practitioners; (2)
apply the tools to a set of data for
Wisconsin counties; and (3) outline
a set of simple strategies to help
build on Surpluses and address
Leakages. The tools offered here as
well as the analysis should be
considered one step in developing
a complete understanding of the
local retail market. The tools can be
used to stimulate discussions
within the community about the
strengths and weaknesses of the
local retail markets as well as a
simple set of tools that potential
businesses can use in the initial
planning, or “plan-to-plan”, stages

in business development.

A Trade Area Analysis of Wisconsin Retail and Service Markets: Updated for 2021




(© REFERENCES

Berry, B. and W. Garrison. (1958a). "A
Note on Central Place Theory and the
Range of a Good," Economic Geography,
34:304-311.

Berry, B. and W. Garrison. (1958b).
"Recent Developments in Central Place
Theory," Proceedings of the Regional
Science Association, 4:107-121.

Deller, Steven C., James C. McConnon,
Jr., John Holden & Kenneth Stone. 1991.
The measurement of a community’s retail
market. Journal of the Development
Society 22#2: 68-83.

Deller, Steven C., Matt Kures and William
F. Ryan. 2006. An analysis of retail and
service sector count data: Identification
of market potential for Wisconsin
counties. Department of Agricultural and
Applied Economics Staff Paper No. 492.
University of Wisconsin-
Madison/Extension. (January).
http://www.aae.wisc.edu

/pubs/sps/pdf/stpap492.pdf

Deller, Steven C. and William F. Ryan,
1996. Community market analysis series:
Retail and service demand thresholds for
Wisconsin.  Center for Community
Economic Development, Department of
Agricultural Econo- mics, University of
Wiscosnin-Madison/Extension. Staff
Paper No. 96.1, (April), 20p.
http://www.aae.wisc. edu/cced/961.pdf

Goldstucker, Jac L., Danny N. Bellenger,
Thomas J. Stanley & Ruth L. Otte. 1978.
New Developments in Retail Trading Area
Analysis and Site Selection. Atlanta, GA:
College of Business Administration,
Georgia State Univ.

Hustedde, Ron, Ron Shaffer & Glen
Pulver. 1993. Community Economic
Analysis: A How To Manual. (RRD141)
Ames, |IA: North Central Regional Center
for Rural Development.

Shaffer, Ron, Steven Deller & David
Marcouiller. 2004. Community Economic
Development:  Linking
Practice. Cambridge: Blackwell.

Theory and

Stone, Kenneth E. & James C. McConnon.
1983. Analyzing Retail Sales Potential for
Counties and Towns. Paper presented at
the American Agricultural Economics
Assn. Meetings. Ames, IA: lowa State
University.

A Trade Area Analysis of Wisconsin Retail and Service Markets: Updated for 2021




APPENDIX A

)

~
N
by
=
-

C

080 LLT 260 9z'0 9’1 = vE'L 0s’0 £Lo LT apefue)
£9°0 TE0 120 0z'o LZ'o : {60 or'o 150 Le'0 ajateye
SPT T £9°T 9g'T (1] SET 8r'T 8T 6’0 IET as504] E]
ZE0 ZTo 9E0 6Z°0 9E0 - EV0 o 950 T aaunemay
86°0 86'0 SS°T L't 6E'T SET 8L0 ST'T 10T FO'T EYsouay
£9°0 o 790 9z'0 {01 580 890 £6°0 090 5T neaunf
90 00T 150 0s'T ST'T 5’0 80T 090 £L°0 1Z1 uossaar ﬂ
65°0 LT LT0 91’0 0z'0 LED 890 69°0 580 ITT uosxper m
08’0 ET0 00T SED [440) = E6°0 = £9°0 SOT uos| =
80 BE'T 60 o £L0 = t6’0 9e'l {60 el EMO] L
08T 8T 620 TE0 0E0 = SET 590 880 69T e uaagy M
€T T 80 8E°0 9£0 o 50 Z6'0 £8°0 0E'T Uz T
69°0 LT'T o 9’0 29’0 620 5 19'0 990 90T wen .m
16°0 yE0 80 0E'0 vzZ'0 : ZET - 850 860 158404 D
6.0 06'0 6v0 650 SO°T 96°0 580 80T 6L°0 £T 287 Np puoq v
Lo ¥T0 520 P10 810 : 0 - - 160 ERITENLTR] D
oWl DET e LS'T (4 w1 (9T S6'T or't FTT adle|] neg In/.nvm
£8°0 T9'T 890 LED 0L'0 90 SEo 08’0 £9°0 IET uung S
ST'T STT BIT SED S8°0 £8°0 an'z 06’0 590 080 se|#noq 1)
S0°T 0g'0 880 0T 80 8T 8TT 59°0 69°T ve'T Joog Q
18°0 LT'T 180 0s0 69°0 £5°0 ZLo L8O £9°0 el afpoq W
960 690 £TT 90T SOT 0Tt 8.0 ITT 0Tt PTT aueq (7))
95°0 i L8 £¥'0 60'T 850 160 £0'T 650 ST plojmey .m
1670 080 S6°0 150 9£0 6v'0 650 150 8L0 PET elquin|oy ©
¥S°T 9z'0 ¥Z0 LT0 620 wo £8°0 6ED aro ETT JED n|la
60 5T 1 o 590 50 080 S50 0T 89T emaddiyd oy
£6°0 9’1 SEL 88'0 S0 15°0 SO'T 5’0 190 87T JFwnje) (ad
60 Lo 980 LT 0E0 : (ST 750 6t'0 €01 nauwing <
L0 £T0 £Z0 TZ'o LZ0 = 9.0 = 60 Z6'0 ojeyng %
o't PTT £TT 97’1 {0t T 80T DE'T 6T°T ST umotg w
£8°0 DE0 LT EE0D vzZ'0 £8'0 060 9z'0 50 £8'0 playieg 12
LT 6T 89T 60 60 590 86T L60 w0t 91 uoueg W
16°0 £E°E £L0 95’0 9e'T 760 8T 0s’o 060 ETT PueysyY B
L0 o SED 610 0zZ'0 c 00T 850 0 ST'l swepy wn
siaeaq W
215NN salddng pue <
S13|IE18Y 24015 AS|pUBLPISN pue ‘yoog mmm__L.H.HMWq aJed) [euosiad afeianag uawdinby  asue|ddy pue ME“sEm“.” nd M“M_w”mﬂ M
SNOIUE|[BI5IN [HEIVED] Ehcc__“_am__h__mnau pue SUIpOp pue yyeay pue poo4 vzhwmﬂwwﬁz 2ucpPa|l puB aImMILINg BPIYBA JOIOW %
Buip|ing <
£103236 |12}y sS40 [INd I 2qeL %
m
T
<




160 LLT 90 SED 060 FTT S80 0 8ET FET POOM,
8’0 oro E€T0 1zo €ED 890 50 00T 090 9T'T BIBYSNEAN
w0 ET'T EED B8Z'0 9T Z6'0 650 20 180 P4 exednepy
SL0 80°T 850 890 980 6L0 ET'T £L0 180 T uoyduysem
00'T 9£0 | Ay ¥ YED ¥S'0 €60 91 SL0 0o'tT 8T uingysem
£0T £TT zLo 080 60 01 or't 0E'T 1270 6ET YHOM|EM
8T'T €20 06'T S0 0T 0Z'T 69T 6T'T £6'T 9T’ SE|IA ﬂ
S6°0 901 650 0ED ELD ¥9°0 980 6.0 B8O A uouIa (@]
680 SE0 o BZ0 620 90 €90 9€0 96’0 0Tt neajeadwall Q
S50 LET 89°0 SZ'0 9z'0 = BE'T 980 o LET Jojhel K]
STT S60 S0 £EED 90 Tt ST 95’0 98’0 BO'T X101 15 M
9L0 90t &0 €50 880 66°0 960 FAN 680 STT uedhogayg T
¥80 SET £9°0 9E0 180 09°0 860 {90 8’0 BY'T QuEMEYS) .m
9.1 0T'E 681 160 6’0 0T oz'e =1 861 BOE 1ahmes )
SCT 181 LOT S6T 69T €60 {91 660 680 4 Anes )
L¥o €91 €70 +T'0 810 - [4%" - ro Tt ysny ro)
BT 61T 80T Z8'0 20T 9z'l 2T EET ve'0 w1 330y —
S6'0 00 610 SED ¥Z'o = 060 FA] ot'o 9T puep n.Ma
9Tt 6E0 190 910 0E0 = 91 650 890 0ZT aud )
0’1 or't 80T 180 080 ST'T £r'l 091 POT ETT adelog Q
180 [ £9°'0 £20 BE'D 9.0 6T°Z £9°0 ¥80 oT't Aled W
£9°0 810 60 vZ0 ZED £9°0 650 9o 950 Z8'0 auald (7D}
6L0 ST0 Tzt 1Z0 ¥ED = 080 6Z0 €0 FET uidad ©
69°0 £9°0 590 8L0 ¢80 860 850 £5°0 Z8'0 (4" aaynezg m
B80T FTT 06T ELD VET IE'T rZl PST ITT 95T alwedeng =
£T 8E'C TArd 80 vt LT e £0°T 891 BI'T EpIaUQ %
18- 41] Lo LED LT0 SZ0 o S0 0 TL0 IST ouaag (a e
9L0 S6'T 44] €D LS50 0 980 8L0 0T 9%'T S0Juoy <
08’0 £9°0 LL0 6F'T 9E'T 82°T ¥9'0 00'T LTT 860 NNEM |IA %
800 = ST0 610 ST0 = = = = TE0 aaujwousy w
FA] 8€0 9E'T 4] 0E0 = o 0E'0 0 ar't ananbuepy v
LLD i 9.0 180 1L£0 w0t S9'1T £9°0 090 SP'T apAuuen W
IZT 90T 6T 880 980 £6°0 vt 6T°T ve'0 8¥'T uoeien ,.nlu
LLO {01 9L0 9z'0 SL0 L0 £9°0 590 0T VT ujoaun %)
si1ajeaq W
A 53055300y SRHnG puR sdulysiwng siajeaq <
SI3Ielay AI01S  ISIPUBYIW \ pue ‘yoog Junpop e |euosiag adesanag uawdinby  aouelddy pue LEH.HI sued pue m
SNODUR |25 [HEDES] ‘Agqoy ‘spoog = pue yjeay pue poo4 uapiesy SIuouPa g
Supuods pue uigio)d DU |epIe2eW PUE aINJUINg  3PIYIA JOJOWN %
Suip|ing <
5103235 |1e3ay slolded |INd (3uod) i 3|qeL [<B)
ke
T
<




lsze’eTr'rs)  erT'60BTPS  (DL1'BEVS) (6e0’290'L5)  090°e66% lpee'as'ors) sSsPSE0ES  (SzeEET'ZS)  (Tezere’is) OOL'TBL'9TS ape(due]
(699'sb2'2s)  (bRELPSYTS) (S89'0s9°63) (9£5°SE9'95)  (Z26'Tiv'Es)  (TOE'ESE'PTS)  (2hs'9093) (6OTEEz'zs)  (sBr'Bsz'Es)  (E79'0ER'ES) anahele]
LGE'OVEETS  WRL'9ECTLS  TIT'WES'WES  EWPUIOE'STS [SE'OL6'TS  TeT'OLZ'TRS 0Z8Tr0’0Rs EfrBOL’SES  (S/SBOO'ES) TOO'T9RTIS assoi) e
(sob‘a18'ss)  (LE6°250°228) (VIG'TETPS)  (0Ze'9sT'8s)  (286'TZ0'Es)  (22S5°1s6'618) (194989'S18) (ISTZP0'eS)  (969°69T°ZS)  TBE'SLE'sS aaunemay
(tee'oss'ts)  (SOv'pZI'vS)  EL8'QTT'6ES  6YO'QLPOZIS 9ZETSO'STS  GI9EL6'95S (PreEGeg’sys) 8SBYIF'9S Thvvis (z18'0t8 %93) eysouay
(£esoez'es)  (zoz'eeb'ers) (tee'evszs)  (zz9'ers'®s)  EvI'6SES (r6E'000'eS)  (589°8T6°8S)  (Z6E'96ES) (0006£9'25)  669'956'67S neaunf
(zoB'TSLTIS)  T99'0STS ([09€'ebSZ1S)  80L'SS9'7ZS  GIS'PAR'ZS (D90'STE'9es) €08°T08'SS  (Szo's9z'ss)  (899'6Be'SS) ZOD'ESELS uosiayar
0z8'T/T'ES)  oT6'BITBTS  (16T'888%S)  (brb'0s8'83)  (PBZ'4vb'Es)  (PI6'DBY'TIS) (sSevZo'ss)  (0EL'esv'1s)  (692'8L8S) PIE'900'TS uosHIer
(8st'zars) (oz0'geT9s)  (vev'ss) (eer'sso'zs)  (PEE'MOO'TS)  (vES'®Lt'ss)  (BSEWESS) (zo0BTY'TS)  (¥1L'6098) (960"vELS) uoJ|
leve'zeL'TS)  09€'vE0ZTS  (020'Tve'es)  (00S'erz’ors) (£Se'svv'IS)  (80€'66L'7ES) (BOB9ER'TS)  TALBITZS [Szp'sers) 62 'ETESS EMO|
£96°f65'SS  EGT'TOE'ITS  (990'vzs'es)  (650'0ES'95)  (SLT'TL9'ES)  (SLT'SSE'9TS)  ERL'BSELS (89vBLVTS)  (Zi0TEOs) 68T 'EE9'PTS aye] uaaig
PEVBRLES EIE'BLLZTS  (e8s'soe'es)  (zze'egsers) loTv'ser’es)  (sye'TIZ'EEs) (9ev'vor'szs)  (EvS°E08S) (£61'68075)  9ES'LELS uaaug
(zvT'e0'95)  SWE'STLITS  (ZEL'TE9'LS)  (ST9'T0OPTS) (p6L'9z0'vS)  I6E0'S9L'TES) OLTOLT'SES  (68E'29s'%S)  (6BL'SL6'vS)  (0ES'SOTES) ueig
(Loo‘zLes) (zes'ta0’es)  (vOO'pEZ'TS)  (T06'T96°28)  (PEZOZE'TS)  (ISO'TRE’ZS)  oTvDSZ'ES  (#BB'ITE'1S)  (ove'Lo0'1s)  (EpS'gsws) 159104
(€0z'e00'65)  (LSE'EET'STS) (BSO'TTSTS) (Swe'Z/8'€7s) 90T'WRT'TS  (T80'E60'YS)  (PSLOTE'0ZS) +#90'TRO'TS (6L9PTL'9S)  ELT'BOLOYS 27 np puod
(€01 ‘EPSS5) lorT'se6'ys)  (ze'oBo'ts) (eeL'tez’zs) (6ze’oess) le6z's6v'vs)  (E9z'ezv'es)  (Lep'sor’1s)  (ZeT'zsv'1s)  (BLE°200ES) ajualoyy
SOZTESBIS  TWE'69vPS  EAT'VSEBYS  TBIELB'EES  T/V'H6'TS B8S'/TZ'SSS  [oPP99'6S  TALOLT'SES W BSETZEES (6Ot"68r9TS) aJ1e|3 neg
losv'aro'es)  eee'esr'ees  (Z90zse'es)  (oss'esc’enrs) (BOr'tE9'zs)  (BT9'swe'vTs)  (em0'9s0'szs)  (98:'068'1S) (sepSsp'vs)  iwvilciors uung
6YS9TPTS  BYOOELETS  SSEELTTS (BvE'ERTYIS) (LTS'ERETS)  (SESWPE'SS) prE'BLYYSS (059%6865) (8z6'09z'vs)  (BSY'TOL¥ZS) sejdnog
T68'9zE'STS  (19T'D6L'eS)  (Sez'ese'rs) swe'eRB'SIS (PSL0OVTS) ZZ0'96S'SS BOT'S/v'SS (9%6'EET'ES)  SZO'IBSYS BEVGYE 2ES Jo0q
(Toe'e8r9s)  seL'6e6BTS  (EE6'STL¥S)  (950°s52°77s) (S6P'EDL'SS) (WOV'09S'9ES) (WEWTTT'OES) (L6S0w'TS)  (B90'ETE'S)  86LSBLBES adpog
logT'cen'tTs) (18¢'9S0'6TES) LbL'otB'6CS  TIL'SSY'ZZS  EST'9CS'®S  CEO'ZET'89S  (PYI'OTR'ETZS) OVE'LES'6IS  SE9990°7S  (6E8'PTE'6Lvs) aueq
l0v0'TES'TS)  POT'PTIE9ES  TIG'SEQ'TTS  (629'1BEwS) 188U/ lp9s'ss’ss)  (e99'B0L'1$)  TOZOZTS (610'579'7S)  6p6'TE9'9S pIOJMELD
esetez’es)  (s08'798'91s) (vS9'ee0Ts)  (2£0°T18'91s) (BYZ'eDE'Es)  (vBT'9Ez'0es) leSsOez'ees) (ZIOPIS'LS)  (SL6TST'VS)  9E6'TER'BS BlquIn|o)
98591998 (18S'2460ES) (9sz'peDS)  (foT'6T8'ETS) (BOGTZE'WS) (BESYZT'LTS) (bBTL9'98)  (Se0'9zs'ts)  (POBYZOSS)  L0B'0SL'SS Aep
£Z1'980°5)  SEP'PORPPS  ZOE'WLBIZS  (ELE'TSE'DTS) (POT'ZSE'YS)  WLTT'ELP'6ES) [90S°TTS'OTS) (Z09'9T6'95)  STE'TLLS £95'TZ6'9L% emaddiy
(beB'9esTs)  LTL'9pbees  9es'wes'zzs (18E'est'es)  (BOE'DE9'SS)  (beS'EZS'SZS) TOB'9LS'®S  (Bos7sz'os) (DBOPTS'9S)  SSS0EE'WS }awn|e
(992 '55€5) (szs'tes'ss) (29'819%) ber'zBs'as)  (6L8'65T'Zs)  (EBS'SOL'ETS)  §99's89'0Ts  (BE0TOL'TS)  (818%9T'Zs)  (£8v'9es) nauing
lotr'ost'ts)  (Ber’eee’ers) (esT'Tzezs)  (966'Trv'ss)  (e9s'zsozs)  (L09'see'TTS) (Z96%866'ts)  (#B0'060es)  (0EsOvE'ZS)  (018'8LS'SS) ojejng
POZTOB'ZVS  VBT'S0B'S6S  £/9'76STTS  TST'LLSTVS  TBO'GLB'YS 99T'TBL'YOS T99'DEDTES 918BBSTIS  LOE'ELTUTS  STL'vIBTES umoug
(o9v'8z8s) (bes‘oze'bTs) EZE'OBE'ES  (zss'7ee’ss)  (esL'zeszs) Ivee'sev'zs)  (DTo'6zo'zs) (Bes'sos'zs)  (zer'sRe'TS)  (18pUrIs’ES) playheg
TIB'6OL'ETS  OGT'EIPESS  88S'we9'ss (98T'DsR'ZIS)  (BET'7E®S) D9E'ZEE'STS)  POB'OPL'8SS (B8NS 'BRES) 9ET E0T% SE6'STETYS uoiieg
(zs6's5KS) oz9'szr'ers  (96£'ZL0TS) (Tev'ebT’es)  ZevOLO'TS (bSO've6s) ESLGEL'Ys  (9/6'2T9'TS) (8S8'9mes) 981’7606 puejysy
(svs'e18'Ts)  (E08'EZE'v1S) (T1S'6Sr'Es)  (vee'ses’ss)  (E6O'ETT'ES)  (6T0°(6S'91S)  (Dov'aLs) (L€2'eT8TS)  (Zer0TO'ES)  60L'W0B9S swepy
s18|eaq
= SaII0SSIIY B8] Scres sHuysuIng siajeaq
S13|IR19Y BI0IS  ISIPUBLRIAN ) pue .v_oom u.c_ﬁo_u 3JE) |BUOSIad s8esanag wawdinky  soueddy pue u.E....u_._ 5 Bl
SCRERS RS Eh__.”_u._._ onnﬂuuw pue Sujyiod S fRepe=d u_._” H“M_wsa SREESE pue ainjiuing  aIyap JoIow
Buip|ing

5103235 |1e3ay adeyea o snjding 15 ajqel

i
N
o
N
S
O
—
°
Q
]
@
e}
Q.
)
%)
+—
Q
=7
S
@®©
=
()
=
c
[<5)
()]
©
C
@®©
I
+—
()
o
=
n
c
]
O
@
Y—
(@)
@
n
=
@®©
C
<
@©
g
<
Q
°
©
T
<




(sSe'969'7s)  TOS'ZET'9LS  (9ST'OT6'LS)  (S82's9s'szs) (LZ6vsS'TS) EIS'BYP'es (RLL/TL'€1S)  (PT0'906'6S)  9Lz'0ez'®s ZrR'BETS POOM
(G9E'ETS'TS)  (EEB'YTS'LTS) (W6SDS6¥S)  (LTE9ET'SS)  (S69%ST'ES)  (VBO'EBO'LS)  (TBO'OTT'ETS)  +96°TIS (T62's95°25)  665°959°CT% BIBYSREAN
(tsT'Tv0'ss)  owL'stp'8s  (E9E'8S6'6S)  (TES'9p0'61S) SSE'EZe’?s  (v68'0es'es) (L0s'ses’szs) (sec'oze'9s)  (Eze'0EB'ZS)  ETS'986'9ES esednep
lova'eze'ats)  owsSWPE'STS (OEZTVOS'TZS)  (STsTieszs) (ovb'zee'ss)  (RLT'/OV'EEs)  ove'ohe’tes (BOT'oST'11s) (poE'Bes'ss)  (Th52i6'8S) uojBuiysen,
(rot'ges) (804 '6T6'ETS)  249'L66S re6'899'ss)  IpSt'809°'TS)  (£S8'4bO'TS)  tES'eZL'ZTIS  (VBE'TBGS) a0 018 08905 ¥2S winqysem
ZPSTPE'TS Z00TrpESs  (LbEZTZ'ES)  (E009ETZIS) (pSL'Z06TS) 894°655S T6T'EET'2SS  TIF'ERO'SS EGOUET'BTS  TPI'EST9ES yHomEM
WOITLL'TS  [E6L09E'STS)  LET'BBS'9S  (v99°ET09S)  SBU'TGES P TEr'Ys POS'TOE'TZS  OBY'ZEL'TS Z5¢'T08'95 B18'688055 se|IA N__
(oBt'0655) 185'6/0°28  (D0E'BIE'ES)  (S69R6TDTS) (PTTZBS'1S)  (ES6'vEe'ss)  (DIEWEL'vs)  (Ee9'ope'1s) (£9£'000°1S)  Z9d'ive'8s uoulap m
oos'tzz'ts)  (ose'eos'vs) (ETrece'vs)  lLo6'EeL'0TS) (STE'WOE'RS)  (ove'sZe'ss) (oi6'9L'eTs) (oor'zoe'vs)  (EOT'GZES) 0T6'6EF'TS neajeadwal) r
(eET'B/2'ES)  ETL'O8T'SS  (biL'GEL'TS)  IpZ6'LBTLS)  (Zzs'ope’zs)  (E90'9Te'oT$) esL'ops'ss (8BL'7Ess) (E6T09T'ES)  TTIBETTIS ST L
sov'8s9'ss Lev'8e9'es)  (Ec8zse’sTS) (Toe'zs6'seS) (£90'T88'ss)  TI9'EBT'TIS  EIS'OEL'YRS  (EvE'sse'TTS) (BET6iL'vs)  (soe'izs'ess) X1e13 1§ B
leiv'ore'tts)  EzLTIL0TS  (SBT'06r'6TS)  IvBS0ZvZes) (S09'TvE'ES)  (0BZ'Er0'1$)  (B0S'sB'9S)  wes'owL'Es  (1es'sZIVS)  (065°0LZ'2$) uedhoqays o
(£sL'2se'2s)  ESE'S0OLTS  (BvvPOZYS)  (Doz'ive'zis) (LT11'265'TS)  (B09'ZIG'ETS) (£6E'60RS) (evt'ev6'zs)  (bOB'9L0'ZS)  BOE'OST'PES OUBMELS .m
LPO'ETO'SS  BOT'BLOUPS  EESOIPYS  (L06T8:S) (tos's61s) BIZ'9LT'TS WSWE'STS TIT'6T8'TS SEB'9SBYS £8 THBES Jahmes -
SE9'T88'9S  OE'SRL'9LS  OEVEIRTS 179'559'SES  65S'0E9DTS  (W/8'POV'¥S)  tSS'eST'D9S  (996'611S) Bevezz'zs) 87998 TIS ynes )
(peo'zre’zs) To0'0T60TS (L99°796'7S)  (bES'BI6'SS)  [SL9'EDETS) (BLE'GSE'TTS)  BST'SLE'TS  (SAL'UB0'ES)  (B/S'ELZZS)  ETE'ESLTS qsmy D
PPT008'62S  PRO'EISOPS  £9TISSES (EL26LPSTS)  THO9ZOTS ELT'SELUES TLLEDO'TYS TIS'TIVETIS  (SO9p'ESLTS) Z69°0S6'66% yaoy —
(vat'80E5) E6C'ETLTTS (€88'96B'ES)  (ZET'®ES'SS)  (7o9v'ebors)  (096'sEe'vTS) (18T'sz0'?s)  (v49'ot9'1s)  (bb'906°7S) 8S6TEETIS puejy M Wa
99785 (zez'9ea’ots) [REZ'SOSTS)  (BT90TR'SS)  (6ZE'w6'TS)  (TIY'/00°ZIS) ET0'06T'OTS  (B09'esz’TS)  (99e'ebZ'TS)  TGS'THI'ES 2214 @
06E'T89'SS  [TE'ETD'BES  SEROOLTS  (TZ6790%8)  OLLWET'ES)  SST'ESP'SS T8L'LEV'BES  SEE'LGI'OTS  t0S'B06S £55'E96'65 afenog Q
(bpE'Z6E'ES)  LSL'6b09TS  (E9E'SBZ¥S)  (EE0'60Z'8TS) (69.'e88'ss) (GIT'E6'es)  wbT'TE6'98S  (6T.°046°es)  (0s'eer’zs)  (6LS'wegzs) Alod m
(to9'eRz'os)  (oeg'soe'avs) (TeBOvr'9s)  (EBp'S0z'L1S) (TET'erE’ss)  (6S2's6L'Trs) (ebT'vz’zes) (Dog'9sy'ss)  (EBE'6Ss'ss)  (DL0'9S6'6ZS) adald n
(s£1'9295) (BTH'TTLLS)  9S6'8LbS eev'ovz'es)  (BEZ'POT'TS) (964'860°¢S)  (180°096°TS)  (89v'z0e'1S)  (8/8'veE'TS)  OTO'S/ES ujdad .m
(vB9'evt'6TS) (8/2'406°TL5) (0OT'6T9'9TS) (soL'Yez'0Zs) (szs'oov'es)  (GLE'esE'?s)  (65T'Zeg’sss) (D9E'0E0'BTS) (Ie9'0ze'®s)  (vEQ'STLWITS) aaynezp I
EPTBRE'9S  SEG'BET'BES  OBLEBS'SSS  GBEO00WLS  SBL'GZS'SIS  G6PEPO'SSS ObYTAO'Z9S TH9'BES'9TS  vR9'S65'9S 56 'L BEBTTS alwedeng =
SPT'ZPS'95  PSTEELTIS  BSEISBYTIS  (I8S®SEES)  LETTROTS 555ETS 1S ETVOTT'BITS  6TL'TLES 1ZE'616'LS 599645 BES eplaug 5
(£s0'T0L'8S)  (BEL'EBL'9ES) (PSSTB6'9S)  (PST'L6VOTS) (SBS'pS0'95)  (LTe'zez'ers) (9T19%Ts°TZS) (6OT'Zr0'ss) (LS4 '6Z2'E5)  ¢IE'B98'ZES 0ju0aQ x
(stT'z26'es)  B96'BIA'ESS  (SE'SBLLS)  (Zse'ovs'sts) (SETZIe'es)  (B06's9s'tzs) (mos'gav'ss)  (T6C'1ST'Es)  HIS'ITES 688'858'8TS aouuepy £
lozT'eT0'6€S) (bS8'sLTTERS) (B9L°Z8r'995) 998ESSTTSTS 6IV'TYB'SLS  SEL'09T'WTS (8L9'E9L'THYS) BLO'E99S 08E'S66'6YS [VOE'ER9ITHS) aanemun 2
(sra'set'rs)  (6WbE0E'PS)  (LLT°BBLS) iree'sbeTs)  (795'5455) (ee't68'7s)  (15T'956°es)  (Bv6'BpLS) (£81°cE65) (ot 'ttt '¥3) B3O w
levv'obszs)  (T9S'yIZTTS) ETLTZP'TS  (EpEZLS'ss)  (sos'seozs)  (rer'wie’zrs) (tze'tas'ss) (ewe'osz'zs)  (0L9%6vE'Zs)  8E9'799'SS ananbuepy 1)
fze'zev'es)  eeT'ERETTS (Zom'S'es) (DEZf9e'ts) (EBE'ISKZS)  SPE'RES'TS £/8'900'2es (BPS'ERO'ES)  (ESO9POS)  £SRYUGGTES ajlaulepn W
L60'S0TZTS S9T'PS6TTS vS09BLTTS (b BOEES)  (DOV'90S'YS)  (B66'965°VS)  TLO'BTS'EBS  ETEGE9'9S  (SE9SKB'ZS) SKSLOT'TOS uoyIesEN rS)
leav'sbb'zs)  SETDO9TS  (0Ze'ze6°TS)  (ZEE'BEBDTS) (Evi'6LvTS)  (Zve'esE’ss) (866'ZEL'TIS) (Z6S'EsT'Es)  wED'SSS SEB'E0S 0TS ujoaun {2
siajeag W
SO sa|ddng pue <
Sia[Iejay a10)5 ISIPUBLYIBY pue ‘yoog m_w.m_ﬂw_.””””_q aIE) [euDsiag mmEu.._mm Emm.En nb3 aouelddy pue uu:u_””.n_,__..._:._m mMM“mMMm m
SNOIUe|| 23518 [EEIES] __._.nMn-__o._u.__._ﬂmuUMcw pue su ) pue yijeaH pue poo4 _n....“_”ﬂ”m_}_ sJuaaalg puE 3UNJIWIN 3 PIY3A JOIOW %
Buipping <
510pas [ley adeyea Jo snjding :(u0d) g ajge) %
©
T
<




LTt 890 0Tt = 0T (4" 850 950 ape|due
98'0 S5°¢ ar'o = 00T B80T ¥Z'0 FE0 a3ale)e
BT 0z'1 STT 1T 660 EBD E6'0 ¥O'T asso)
80 S0T w0 = 06°0 ELD ZED SE0 Jaunemay
66°0 0g'0 SO'T St'0 £6°0 850 BT'T TL0 Eysouay
66'0 9’1 Tt 88T BT B80T 850 EL'0 neauny|
60 8T1 6L0 Lv0 0T 790 6L0 L0 uosiajjar ﬂ
6L°0 L6'0 0g'0 = £6°0 80 50 95’0 uosyaer m
6’0 = STT = 90°T = [2:40 05’ uoJ| —
ELD 80T £SO L8T 66°0 860 690 980 Emoj =
IZ°1T LLO £9°0 = 16°0 260 85'T €60 IfE] U3 M
640 LT £9°0 = 0T ¥o'1 950 89°0 uaan T
L9°0 L4 Lo = 90°1T 26’0 8t'0 05’0 jueig .m
SO'T = vL0 = 62T 0ET 820 99°0 153404 D)
LT TET 08’0 050 60 590 [2:40 SL0 e np puod N
950 = = = £8°0 = = LEO ajuao|4 ©
L't 8Tt 81T 0T 590 060 LT'T 6470 aJjep ne3j Inz.nvm
ar'T 8T'T £8°0 = E0'T L0 €50 LT uung S
S6'0 8LT 62T L60 't 180 £90 98'0 se@nog 1)
81 280 61°¢ £6'8 80T Z8'0 o'z s8'1 d0og i
6’0 gr'l 09'0 - 01T 90 890 E8°0 a8pog W
680 690 88°0 Lo £6°0 Tt L2'T EV'T aueg 0p)]
a0 60 2T 62¢ 05T art L¥O 0zt piojme) .m
8’0 T 98’0 BT 01 9£0 690 ¥s'o Elquinjod (]
690 EET o = L0 ¥L0 6L0 6%'0 Hep n|la
EET 9Tt 8870 Lo €60 101 06T 01 emaddiyd o)
88’0 89'0 89’0 = 98'0 E9T L0 L0 jawnie3 @
SL0 00T 86°0 = 't ¥ £S0 L0 nauwng £
't 80T vL0 = 60 Z8'0 o ES0 OEyng %
E6'0 60 0Tt 80 w1 LOT 660 | LA umoig w
860 080 LLO 0y L5°T 690 880 L6'0 playfes 2
580 80T 86°0 P01 It 090 690 8E'T uoueg W
BE'T 't 61T 5 60 80 SO'T SO'T PuBlYsY| IS
8’1 80T 19°1T = aL'T IZ1 0T S6'0 Swepy K2
2
sade|d sa0|MBS pale|ay LERIINETS S m
SENUSSARUNE]  (SoUEwEIIE Suiuug pue  UOIEPOWIWIGINY suaRsH pue ‘Bursoy yoddng pue ISINPaL <
puE |euostad pue Jieday Seailiskpotih -unwwodapL SaGilEEn BAREIERIRR pue 2ynuaps -
’ ’ ’ o ‘|leunissajolgd ()
<
SI01D3S ANAISS PAPI IS SICIE] |ng 9 I|qeL %
©
T
<




EE0 {ET 980 IS0 2T 0|0 160 ESD poofn
60T SO0°T L0 - €8T 580 w0 80 BIEYSNEAA
90T P T L8'0 280 160 78] 850 r'o esednem
6L°0 SE'T LE0 9z 80 50 T ZLO uoduysem
T 'l 160 2 aT %0 860 95°T uingqysem
0T E60 8TT iy 060 850 BBT SL0 YLIOM|BAA
oTe LT 65T L09 20T L 5T 6T SE|IA m_
08'0 6E'T €50 - 0T ¥8°0 £5°0 990 uowap o
880 91 SO0 = ™wT 9T 1s'0 EL0 neajeadwal| nW_
20 vS'T 190 - 80 160 250 8E0 Jojke] S
E80 0T 660 EF0 0T £S0 9.0 0s'0 Xioud 35 o
08'0 68'0 S6'0 YET €60 790 160 180 uedhogays m
180 L0t S0'T ¥s0 9T £6'0 (&) or'o oueMEYS ge;
67T 97’1 9T 0TS %0 €T 61T €91 13hmes m.
60 81T S¥e BLVT 10T 890 BT 00T ynes 0
0T 9E'T 850 - T 680 SB'0 ] Hsny a
£8'0 901 ort ¥a0 0T vL'0 060 S8'0 Yooy —
80 L60 990 - i g oo 850 150 puejyy Wa
T 91 850 - 0T S6'0 90 ELO @ud o
960 0e0 e0'T L8380 ol B0 B0 E60 afepog o
] 12T 80 = 60 (/A1) B0 £50 yod W
90'T or'o 69'0 - 60 90 o 980 a3131g %
ELT 9’1 68'0 = 0L'0 = o 160 uidagd e
ELO ZL0 090 SED BS0 L0 EL'T 590 AIYNEZD m
60T 90T LOT 190 w60 o 860 0Tt alwedeynQ =
wT E6'T 6T ETT ot BLO 9T 6’0 BRIBUQ m
650 150 £9'0 - %0 £8'0 0 SE0 ojumQ o’
80 01 S60 6LT 60T €0 €0 o aoiuop =
60T vL0 8T'T 6L0 0T T 860 LTT aaynem |y %
= = = = 90 = o £T aaulwousiy w
vE0 ST 590 = ST 80 0s'0 b apanbiew X%
12T 11 101 ¥0'T 91T at 80 550 anauuey =
S8°0 LT (80 €90 660 0L'0 68’0 L80 uolyieIe S
61T BST 980 S0 L8O 080 o EOT ujooun )
2
53284 SadAdag pale|ay S3JIMag L m
sa0Inas Mpunel  @JuBudlulep BUMUGPUE  UOREPOWILIGOY SUO|1Ed) pue ‘Bupson yoddng pue (=10IVRETY m
pis POORIad puEdinday SE0 MBS pOO4 Bt ‘Buissasoug BIEQ  AAIIBIISIUIWPY PLE DYINSRS (4]
: ' ' ' ‘|leunissajold m
<
5101035 D MIAS PAIA|ag SI01IeY |ng :(1uod) g ajgeL @
f:
T
<




96/ ‘9655 (eme'eee2s) PoT'8ra'zS (zo6'sre’ss) WR'LLTS 0Z1'6875 (21£°T00'25) (86€'92ZE 25) apejdueq
(e EbtS) TITvo8'sS (6£8'655215) (8Lt 'BEI'HS) {t55'£3) 616165 (£ TBDET'ES) (EEL'TBEES) aakeye
8B0'88S 7S BBE'ZLB0TS 192'0LL°05% ¥0F 09088 (9Es‘TZSS) (8zL'165'15) (oseTOv'ZS) LE6'680'28 assoJ) e]
(968°7£83) BEQ'LBES (ZTt"8658T5) (941 ‘PEt'9s) (ge1'980'1S) (BETEIHS) (bt 'bTEES) (gz6"99€'sS) aaunemay
(0es's8ES) (L19'2LE¥TS) BBL'BPT VIS (€79 '68Z'625) (£95°e26°28) (889°95€£°55) EE9TIFES (£55'899'618) eysouay
(te8'6E8) 0ZZ'00Z 75 ST8'L8T'YS 6Lb'PRE'SS 9ES'SE0'ES T8E'82TS (861 ‘szS'ZS) (tz6't62'28) neaunf
(T£5'6955) 16619965 (nzg'ass'Les) (638 '2rSETs) 8999095 (rL2bTETS) (8SL L ¥S) (695'88'85) uosiayar N__
(610'at8s) (stz'czzs) (tvszprr'as) (99€ '588'53) (ov'8LzS8) (ev9'szzs) (096525 28) (758988 E3) uosyper m
(rea'00TS) (eB0'vzr 25) L16'862'CS (Tos's9L'1s) LIS (evs'ozys) (sog'T8es) YZ80ZrES ua| —
(59¢'SEETS) wLS'L8LS (stL'6v0'81S) STOBTHSS (sv8eSTS) (TT¥'s6$) (zt0'sE0ZS) (satgEE 1) emao| L
OBE'TVLS (159'1£9'18) (T61P91'015) (tebviz'ss) (tet'6aLS) (€0’2013) 0SE‘60L TS (sz0's£55) e uaag w
(506'£94TS) T2 '9t0'eTs (SE5°£66'075) l£gz'aLz'Trs) GTESER'TS STrarTs (bEZ'BTEYS) [E¥0°20TSS) uaag o
(iz's6Tes) 668°878'85 l£se'zrETes) (€e5°20S4TS) 6200551 lnozz8zs) (o1 ‘90L 98) (e950vE 65) weig .m
6ZE'785 (ssz's9z'es) {nsz'ssz'es) (6Te0RE2S) P6Z'EET TS ZEEOLTS (zob TPS TS) (e8T'0t0°TS) 159104 )
68E'VL6'SS EI8BIOETS (6Yo'vpo'9TS)  (Sse'ezz’ors)  (6BLZ8E'ES) (ez6'zzLzs) (900Z91°S5) (svL'EeSDTS) 2e7 np puoy 0
(8t 'ETvs) (sr2'ze6'1S) (6ZE'155"L5) (08 0s4'1$) (rov'6625) (ss5'05€3) (szn‘9s2'1s8) (1rs'T81°18) aaualol ©
896°79K'0TS 9ETTRERS EET'LTE0ES L76'9855 (eze'veRgTs) (zeL'v08S) L¥0'90SS (€09'550'65) aile|y ne3 =
PEODLTTS w8016 28 (595°ESE°0T3) (085°2L6'TTS) L50'66VS (zee'66L8) (820'991°55) 98sTST ¥ uung Wa
(8s8'96€5) S08'600'ETS 96'Sh'8TS (881 's8E3) BEV'TEY TS los6'6952) (ST8'ST9'ES) (ta0'£9T'2s) se|3nog p
85Y'0L6'5S (are'8E8'TS) 979'967'895 LVE'TS9'48S ¥B0'6ER TS (652'8418) BETTLEPTS BLT'LELTIS loog Q
(ssT'tv0'1S) 859°0bR9TS (oTt'898"255) (zes'T0E'SES) EE6'6VES {ort'80E°ZS) (8t ‘EvT’LS) (8£6'895'55) afpog m
(SE€'T00'9TS) (611196 ¥6$) (teT'99e"TvIs) (£tZ'898'e9s) (ev1'86L0TS) 0ZY'ZIT'EIS T65'SEZ'ESS rveR'vzR'szIs aueq (%))
(086°€95°TS) (e8£'045) 9ES'L09'FS L09'855'5% 06T'SESES 1ZT0LTS (rob‘sz0'zs) BES'PELTS pJojmes) .m
(690'992'2%) il 'GBESS (b69'E8S'ETS) 99 '65E VS BLL'LITES (+65'160°T5) (89L'ETESS) (868'S9t'T1S) Blguin|od I
(958'626'TS) 06886T 75 (ne6'T8z'823) (¥Ob'S0E'ss) (aLe'zeLes) (ETS"v£58) (L2 15L'18) (£02'e80'98) e =
GBE'BOT'VS 95T/ 489S (££0'T6B'TTS) (€25 Epp'ss) (apa'zTZ'28) 998005 T2 T9Y'5TS B9B'LLTS emadd |y 5
(PELL9ETS) (e68'9£€LS) (Ze9'vES'LTS) (szz'9L'91s) (tot"€16°€S) T6R'9ES'ZS (951 °096'€s) (or1'eEs'ss) 1awn e x
(stz'0ELs) (eg23) (o6z'0TS5) (0z6'6Tr'vs) P61 TS 98L'SHTS (L0°6L9°TS) (169'685T3) nawng £
¥2L 'shss SEO'EMS (€BE'ZTT'SS) (serLve'es) (eeasees) (s£s’0eTs) (v26'Le6TS) (ozs'91EZS) ojeyng =
(STE'98TYS) (zes't90015) T09'0B09YS (604 'SEDVTS) LI6'081'SS D9R'SS5'TS (LT60P0TS) YZL'656'LTS umalg w
(seb'zss) {osa‘o6z'TS) (£0£'0EL"SS) TSLBEV'STS SSHETY TS (16E'6rES) (090°TTS8) (oza‘oLts) plyAeg 12)
(185 TI¥'18) SI8'E0S TS (osz'esL'1s) TELOLBS T6E'TE9 TS (0s5's£E°TS) (68 9£8E5) 80'EL6'95 uoueg W
STTLPOTS 999'9/T TS TOT'0Z0WS (0669Z0'¢s) (oze"sovs) (tTL'ss18) TEV VRIS TCEOVTS puejusy 5
0{0'TE6'TS 1920455 £9E'BROLTS (T8E ‘z5E's8) TST'8H98 BEQ'S/TS £61 60T (esT'9583) swepy [
2
SI0E|d LERTIVE [ vEM-TE M 532135 SRS W
SEeSApURE)  SUBLELEN Surjuug pue  uOKIEpOWLWOIDY SO pue ‘Buijsoy yoddng pue ISNNPAL <
pue |eucsiad pue.seday sajAIBg Pooy -unwwoaala) RissoiiEn Ay puE ‘Ji1uans ©
) ) ) T ‘leuoissajold m
<
5101235 20135 Pa1I3|as adeyea Jo snjding 14 3|qeL %
©
T
<




{681 '155Z5) ZDE'BOT 11 (soz'sTz'ars)  (sz9'seL'0rs) £55'995 65 (1St '060Z8) (z56'Er8'TS) (evs'eze 'E1S) poom
BOL '20VS 9968t (18T '525"85) (0Tt'art'as) 605E6E TS (bt2'sEZS) (650'TZE28) (B99'bES 15) BIBYSNEM,
£6LTT9% SBE'ESL TS (ET0'8S285) (961'852'18) (tz£'96028) (v86'6185) (£00'ETS's8) (FALCYL T | eaednepy
(£29'66T°LS) TLT'6T6YTS (oT+'e66°095) (EZ£'090'8ES) (s02'852°T15) (TBE'TZLSS) 09£'£Z5'65 (825'E6E 'STS) UoIBUIYSEM,
TE9'BLS ¥SZ'86R'TS (99g 's02'2$) (zez'ees'vs) 6806415 (ror Trs) (9866a5) 6I8'0Z5'ES wnqysem
8098165 (oz0'8L07ES) 6TV GTH VS #99'b5H'S0TS (z8E'6TL'55) (eT6'sEV'ES) OEZ'062'925 (es9'89L013) YoM em
TI0'96ESS LTLEPT LS TI0'195'22s ET0'TED'LES PIL'S0ES (£86°2015) BIZ'TIE'ES ZET'B6ER'SS se|ip N__
(rEr ‘20T 1S) LBLLOVYS (2tr2 '006'6T5) (66Z'VET'8S) ££9°07% (8T8'00ES) (9st'BIt'ES) (981'519°E5) uousap @)
N
(£56'T0L3) PI9TH0LS (6sz‘TEp'sTS)  (£E6'BSK'BS) DIZ'8/9'58 T92'ESS TS (z05599'E8) (epe'668°7S) neajeadwai) .
(€£5'600'T8) LED'9L0YS (£€6'896°0TS) (TL2'sst'ss) (z8e' 18 18] (soe'sTIS) {ose’oeezs) (Tt'9ee 'vs) SLILTY L2
(159 '806'€S) 956'v6E €S (826060°TS) (6£8'286'8TS) 699'T88 TS (924 'ET8'ES) (ETOZYT'LS) (vze'LoL ‘128) X103 15 M
(s88'8E'sS) (6£9'795'SS) (s06'598'65) BES'VOB'TTS (866'EEL ¥$) (sse'9zs'es) (8e9'016'2S) (ter'ter'as) uedhoqays T
(8€Z Brt'TS) 618895915 B0Z'BELTS (6Ep 902 'sS) 995'9ZD €% (80€ ‘T0ZS) {oar'0s0'ES) (t0s'T89°8%) OUBMEYS .m
98r'sz9'TS 88T'78LTS T£5'STT'8S 825 '8r8'07S (598't¥Es) TLSLLES 5587585 0LT'LY0'YS Jakmeg D
(zes oz 8) OBt'LTE'SS YT6'SIR'BSTS O9E'/BE'LLTS [ TARCT4 (8T6'6T9'TS) T9T'6£0'6S s9g'08s jynes, W
£16'ES Z60'v8R 1S (988 6EEBS) (98£'958°S) SOT'68E9S (e8e'66S) leB6'81SS) (96E'218'2S) ysny ©
(£55'950'F5) 009'8E0 ¥S 809 BTS'ECS (LeT'oL6'9TS) TIS'PES'STS (LTS5 'Er6TS) (TLETZT'YS) (e6€'9L£'65) yooy Wra
(y7z'e9918) (st 87ZS) (£1Z'6ti'8s) (oBY'E18'¥S) 6¥9°05E TS (595 #5ES) (s19'018'18) (B6T'8T0°ES) puejyaIy S
986 ‘€955 £86'L1SES (sz0'0E5'85) (asz'eLg'es) 9TL'vELS (5e6'97s) (ovL's0z'ZS) (16L'05E TS) a3ud )
(625 '£L55) (£98°£5L'2S) 6LE TLE'OTS (re9'6e8'2s) TS8P 'LS (£9v'058S) (918"t 'ES) (z95'ez8'15) adejod S
(zrz'ore'zs) ZBY'90B £ (£59'682'TIS) (9L€'20ZETS) (512262 T5) (ovz'BL8s) (b8P 0SEYS) (TLETOP'LS) Alod m
S56'€ZSS (814906 0TS) (B0rPT9'0ZS)  (Lv0't69ZTS) (6TE'SEL TS) (z9¢‘TOT'TS) (s60'€zL'9s) (255'€92°28) analg n
T29°VIT'TS PER'SET'TS (r69E9ETS) (r6z'e8Z 28] (ToT'8T1 %) (060'eSS3) (bET002'TS) (¥86'rSTS) uidagd .m
(86 6E9'8S) (£91'509'81%) (ter'osz’'oots)  (rS6'e2TTES) (168'0Z¢ E€S) (8 TOZ'ES) 8£8'609'5% (trt'oss 1es) aaynezg @©
£ED'SISES SOT'PIL S 162 S66°E2S (89'129°0£8) (95959 %5) (oss‘z9z'vs) (svE‘BOE'TS) L19'1S6'LS anwedeing T
690'702'ES EEL'9RL VTS ETB'QILLIS OTt'vI0'ETS STZ'9Z8'TS (5Bt'9£55) BYZ'E52'9S (£9€'092 '15) eplaug K
(T1Z'1S0'Es) (ses‘DzpLs) (sz8Z9E°TZS) (oLz'v2rTIS) (T0E'6pLS) (ezv'Eors) (9sL°EsL'TS) (esz'sve'ss) T Ty} o
(StE"80'TS) ZIS'SHE 1S (8Tt'80T ES) {9E'STE'ES TIS'ETE'TS (re1'0ERS) (6E6"LL6'2S) (Lz2'sze’ss) ELITL Y =
602 'BLELTS pPZ'rL2'20TS)  €0L'SeT'WTS  (6E'DSZ'TIS) LYS'6V6'SES TTLTES TS (669°TEE ¥S) STT'659 665 aaynem A m
(£66°5293) (zezosz'1s) (oes 'z58'rs) (£tt'zees) (T1e0'9zss) (siz'szes) (teT’oees) LP9'EE9S asulwouy w
(#ts ‘vErS) 880°/90 TS (694 6EELS) (9£5'066°€5) P68'796 TS (802 ‘ZSTS) (6EELLL°TS) (eTt'018 7S] ananbueyy 0
855 '89E'65 EES'PRE'ES 599685 TOY'ETSS OTO'EBE TS LBY'L8YS (0z1'688'15) (ozz'TeL'ss) apauLey =
(€88 109°%5) Z0B'PIS 0TS (ese'8se'srs)  (99L%65591S)  (BBO'EwS) (ETT'SBTES) (EP B2 VS) (TsL'T601S) uoylese S
$05TED'TS STL'BIE LTS (vE6858ss) (£9z'e16'Es) (€50'928°TS) (ozs '96ES) loLT'TeE'vs) STL'90ES ujoun X%)
2
saae|d SadlAlas pajejay ERILVEDS SPOISS W
Spdagiipuney  SoURLSUIEN Aupuug pue  UONIEPOWILIOIY =REHES pue ‘JujisoH Woddng pue IBUtPEL <
PUE [BUOSIa puesieday $B01AI95 POCy -unwwoaajagl P —— PuUE J3RUAIRS ©
' ) ) o ‘|leudissajold m
<
5101335 331AI3S P13 |35 e 0 snjding :(1uod) £ 3|qeL %
©
T
<




@ APPENDIX B

Pull Factor (2021): Motor Vehicle and
Parts Dealers
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Home Furnishings Stores
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Pull Factor (2021): Health and
Personal Care
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Pull Factor (2021):Food and
Beverage Stores

| PF<0.90
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| GERRD]

Pull Factor (2021): Health and
Personal Care Stores
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Pull Factor (2021): Sporting Goods,
Hobby, Book, and Music
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Pull Factor (2021): General
Merchandise Stores
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Pull Factor (2021): Miscellaneous
My Store Retailers
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Pull Factor (2021): Professional,
Scientific, and Technical Services
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Pull Factor (2021):
Telecommunications

PF <0.90

Bl ot <PF<1.10
B FF=1.10

A Trade Area Analysis of Wisconsin Retail and Service Markets: Updated for 2021



Pull Factor (2021):
Accommodation
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< /" pull Factor (2021): Repair and
T B Maintenance
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Pull Factor (2021): Personal and
Laundry Services
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APPENDIX C:
MARKET
THRESHOLD
ANALYSIS

Demand threshold is the minimum
support a
particular good or service and still

market required to
yield a normal profit for the merchant
(Deller & Harris 1993; Shonkwiler &
Harris 1996; Shaffer, Deller, and
Marcouiller 2004). The concept of
demand threshold is based on the
internal economies of the firm and the
characteristics of consumer demand
and is defined where the average cost
is just equal to or tangent to average
revenue. Because of this, demand
thresholds are not absolute but vary
with the type of good or service.
Demand thresholds are usually
measured in terms of population,
rather than quantity sold, by assuming
consumers are homogenous in their
buying power (income) and tastes.

To better understand this idea first
consider the firm side, or supply side,
of the
purposes consider two different types
of businesses, say a women’s clothing
store and a household appliance
store. The cost structures that these
two different types of businesses face

market. For illustrative

are distinct, which means that the
underlying demand structure required
to support each type of store is
distinct. If we continue to assume that
consumers are homogenous in their
buying power (income) and tastes,
what distinguishes the differences in
the market threshold is population.
The business with a higher cost
structure will require more people to
cover operating costs.

If we look at the demand side and
allow for differences in tastes and
preferences we can gain additional
insights into the differences in
required populations. For example, for
appliance
frequency of purchases is much lower

household stores the
than for women’s clothing. Because of
lower
population required to support an
appliance store will be higher than a
clothing
consumers wish to minimize the
distance traveled to purchase any
good or service. Therefore, frequently
purchased items should be available
nearby; less frequently purchased
items need not be located nearby.
Consumers' desire to minimize total
travel means that they go to higher-
order centers (i.e., cities) only for the
goods and services not available in

purchasing frequency, the

women’s store. Further,

lower-order centers (i.e., towns and
villages).
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When we consider both the supply of
the good, or service, which is reflected
in the cost structure of the business
combined with the frequency of
purchases, we have an economic
theoretical foundation for different
market population thresholds. For
Wisconsin, a women’s clothing store
requires a population of just over
13,000 people whereas an appliance
store requires a population of about
33,300 people.

A men’s clothing store by contrast
requires a market population of
80,400 people. While the cost
structures for women’s and men’s
clothing
differences in tastes and preferences

respective stores, the
and frequency of shopping explain
these different market population
thresholds. These estimates would
suggest that we might see a women’s
clothing store in a smaller community,
an appliance store in a medium size
community, and a men’s clothing
storein a larger city.

For retail businesses, the sector that
has the lowest population threshold is
gasoline stations with convenience
stores which require only 2,484
people whereas a luggage and leather
goods store requires a population of
723,875 people. As such, we would
expect to see gasoline stations with

convenience stores in nearly every
Wisconsin community except for the
very smallest and luggage and leather
goods stores in only the largest
communities. For services, full-service
restaurants require a population of
only 1,150 people (a limited-service
restaurant requires only a handful
more people at 1,531 and an alcoholic
beverage drinking place (bar or
tavern) requires 2,210 people), but a
computer and office machine repair
and maintenance firm requires 75,208
people. Clearly, more specialized
businesses that are less frequently
utilized require a larger population
base than a business that is less
specialized and frequented more
often. Also, note that simple to
differences in women's and men’s
clothing stores a beauty salon has a
population threshold of 3,400 but a
barber shop has a threshold of 46,328.

When one considers the Pull Factors
and corresponding Surplus/Leakage
analysis in light of the insights gained
from the population threshold
analysis, finer insights can be gained
into the market potentials for
different retail and service businesses.
For example, given the population size
of Florence County (4,593) the small
Pull Factors and large Leakages
become understandable given the
population threshold estimates.
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@ APPENDIXD

Table A: Wisconsin 2019 Retail Market Population Thresholds

Retal Sector Threshold Retal Sector Threshold
Gasoline Stations with Convenience Stores 2,484 Other Clothing Stores 30,005
Supermarkets and Other Grocery (except 6,001 Pet and Pet Supplies Stores 31,473
Convenience) Stores
Automotive Parts and Accessories Stores 7,752 Motorcycle, ATV, and All Other Motor Vehicle 31,994
Dealers
Electronic Shopping and Mail-Order Houses 8,191 Household Appliance Stores 33,282
Pharmacies and Drug Stores 9,091 Warehouse Clubs and Supercenters 35,311
All Other General Merchandise Stores 9,604 Cosmetics, Beauty Supplies, and Perfume Stores | 35,969
Other Building Material Dealers 10,804 Boat Dealers 37,850
New Car Dealers 10,906 Tobacco Stores 39,938
Sporting Goods Stores 12,065 All Other Health and Personal Care Stores 40,782
Women's Clothing Stores 13,013 Home Centers 42,896
Other Direct Selling Establishments 13,132 Paint and Wallpaper Stores 42,896
Hardware Stores 13,313 Convenience Stores 45,242
Used Car Dealers 13,343 Book Stores 49,496
Used Merchandise Stores 13,723 Department Stores 52,645
Furniture Stores 14,299 Outdoor Power Equipment Stores 53,620
Beer, Wine, and Liquor Stores 14,370 Meat Markets 53,620
Family Clothing Stores 15,567 Clothing Accessories Stores 64,344
Gift, Novelty, and Souvenir Stores 16,086 Sewing, Needlework, and Piece Goods Stores 65,067
All Other Miscellaneous Store Retailers (except 16,405 Recreational Vehicle Dealers 69,771
Tobacco Stores)
Shoe Stores 16,499 Children's and Infants' Clothing Stores 69,771
Electronics Stores 17,390 Vending Machine Operators 71,494
Jewelry Stores 18,502 Men's Clothing Stores 80,431
Nursery, Garden (:Set:crig and Farm Supply 19,564 Musical Instrument and Supplies Stores 81,563
Floor Covering Stores 21,135 Art Dealers 89,092
Tire Dealers 23,072 Office Supplies and Stationery Stores 90,484
Florists 24,230 Confectionery and Nut Stores 109,264
All Other Home Furnishings Stores 24,643 Baked Goods Stores 123,213
Other Gasoline Stations 26,086 Fruit and Vegetable Markets 193,033
Food (Health) Supplement Stores 26,204 Window Treatment Stores 231,640
All Other Specialty Food Stores 27,841 Manufactured (Mobile) Home Dealers 251,783
Optical Goods Stores 28,955 Luggage and Leather Goods Stores 723,875
Hobby, Toy, and Game Stores 29,247 Fish and Seafood Markets 827,286
Fuel Dealers 29,697 News Dealers and Newsstands 827,286
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Table B: Wisconsin 2019 Service Market Population Thresholds

Service Sector Threshold Service Sector Threshold
Full-Service Restaurants 1,150 Offices of Real Estate Appraisers 21,689
Limited-Service Restaurants 1,531 Freight Transportation Arrangement 22,019
Drinking Places (Alcoholic Beverages) 2,120 Other Scientific and Technical Consulting Services 22,621
Insurance Agencies and Brokerages 2,159 School and Employee Bus Transportation 22,710
Offices of Physicians (except Mental Health Specialists) 2,379 Graphic Design Services 23,930
Landscaping Services 2,745 Continuing Care Retirement Communities 24,435
Offices of Dentists 2,923 Vocational Rehabilitation Services 24,748
General Automotive Repair 3,108 Architectural Services 25,738
Offices of Lawyers 3,118 Independent Artists, Writers, and Performers 26,086
Commercial Banking 3,177 Bowling Centers 26,935
Beauty Salons 3,400 Caterers 27,061
Offices of Real Estate Agents and Brokers 3,510 Car Washes 27,061
Child Day Care Services 3,656 Outpatient Mental Health and Substance Abuse Centers 27,576
Janitorial Services 4,924 Solid Waste Collection 28,527
Residential Intellectual and Developmental Disability Facilities 4,975 Data Processing Hosting, and Related Services 28,811
Hotels (except Casino Hotels) and Motels 5,184 Title Abstract and Settlement Offices 28,811
Offices of Chiropractors 5,407 All Other Professional, Scientific, and Technical Services 30,005
Assisted Living Facilities for the Elderly 5,633 Photography Studios, Portrait 30,640
Temporary Help Services 5,855 Other Activities Related to Credit Intermediation 31,819
Lessors of Residential Buildings and Dwellings 5,989 Advertising Agencies 31,994
Snack and Nonalcoholic Beverage Bars 6,357 Newspaper Publishers 33,669
Services for the Elderly and Persons with Disabilities 6,449 Drycleaning and Laundry Services (except Coin-Operated 34,065
Portfolio Management 6,618 Real Estate Credit 34,886
Engineering Services 6,664 Nonresidential Property Managers 34,886
Wired Telecommunications Carriers 7,028 Other Services Related to Advertising 35,097
Administrative Management and General Management Consulting St 7,340 RV (Recreational Vehicle) Parks and Campgrounds 35,311
Custom Computer Programming Services 7,560 Couriers and Express Delivery Services 36,885
Fitness and Recreational Sports Centers 7,560 Software Publishers 37,122
Automotive Body, Paint, and Interior Repair and Maintenance 7,794 HMO Medical Centers 37,604
Offices of Certified Public Accountants 7,858 Septic Tank and Related Services 37,850
Computer Systems Design Services 8,297 Automotive Oil Change and Lubrication Shops 38,099
Veterinary Services 8,417 Savings Institutions 39,128
Residential Property Managers 9,077 Exterminating and Pest Control Services 39,128
Other Individual and Family Services 9,401 Travel Agencies 40,782
Other Accounting Services 9,540 General Medical and Surgical Hospitals 40,782
Food Service Contractors 9,984 Residential Mental Health and Substance Abuse Facilities 40,782
Credit Unions 10,213 Third Party Administration of Insurance and Pension Funds 41,071
All Other Amusement and Recreation Industries 11,267 Testing Laboratories 41,662
Commercial and Industrial Machinery and Equipment (except Autom 11,311 Carpet and Upholstery Cleaning Services 42,270
Tax Preparation Services 12,090 Direct Life Insurance Carriers 42,581
Securities Brokerage 12,217 Museums 42,581
Marketing Consulting Services 12,348 Process Physical Distribution, and Logistics Consulting Services 43,541
Pet Care (except Veterinary) Services 12,700 Lessors of Miniwarehouses and Self-Storage Units 44,546
Office Administrative Services 13,282 Motor Vehicle Towing 45,598
Funeral Homes and Funeral Services 13,788 Ambulance Services 45,598
Offices of Mental Health Practitioners (except Physicians) 14,299 Barber Shops 46,328
Investment Advice 14,441 Special Needs Transportation 46,702
Home Health Care Services 14,587 Surveying and Mapping (except Geophysical) Services 47,081
Nursing Care Facilities (Skilled Nursing Facilities) 15,160 Other Commercial and Industrial Machinery and Equipment Rental an 47,467
Golf Courses and Country Clubs 15,525 Environmental Consulting Services 47,467
Lessors of Nonresidential Buildings (except Miniwarehouses) 15,651 Motion Picture and Video Production 47,860
All Other Outpatient Care Centers 16,499 Research and Development in the Physical, Engineering and Life Scie 48,664
Nail Salons 16,834 Coin-Operated Laundries and Drycleaners 48,664
General Warehousing and Storage 17,873 Offices of Physicians, Mental Health Specialists 49,922
Child and Youth Services 17,873 Interior Design Services 51,248
Offices of Optometrists 18,211 Building Inspection Services 52,171
Sports and Recreation Instruction 20,463 Kidney Dialysis Centers 52,171
Fine Arts Schools 20,609 Human Resources Consulting Services 52,645
Consumer Lending 21,369 Freestanding Ambulatory Surgical and Emergency Centers 53,620
Direct Property and Casualty Insurance Carriers 21,528 Other Community Housing Services 53,620
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Table B 9 (cont): Wisconsin 2019 Service Market Population Thresholds

Service Sector Threshold Service Sector Threshold
Truck, Utility Trailer, and RV (Recreational Vehicle) Rental and Leasin 54,121 Collection Agencies 125,891
Community Food Services 54,121 Blood and Organ Banks 125,891
Radio Stations 55,152 Bed-and-Breakfast Inns 125,891
Temporary Shelters 55,152 Offices of Physical, Occupational and Speech Therapists, and Audiclo 128,689
Periodical Publishers 55,683 Home and Garden Equipment Repair and Malntenance 128,689
Medical Laboratories 55,683 Other Airport Ope rations 131,614
Promaoters of Performing Arts, Sports, and Similar Events without Fac 56,223 Diet and Weight Reducing Centers 131,614
Exarn Preparation and Tutering 56,775 Investigation Services 137,881
Other Computer Related Services 57,337 Other Support Activities for Road Transportation 148,487
Executive Search Services 57,910 Research and Development in Biotechnology (except Nanobiotechne 148,487
Passenger Car Rental 59,701 Direct Title Insurance Carriers 152,395
Other Activities Related to Real Estate 60,958 Drafting Services 156,514
Recreational and Vacation Camps (except Campgrounds) 60,958 Other Warehousing and Storage 160,861
Public Relations Agencies 61,606 Home Health Equipment Rental 160,861
Professional and Management Develepment Training 61,606 Other Management Consulting Services 180,861
Fimaneial Transactions Processing, Reserve, and Clearinghouse Activit 63,637 Translation and Interpretation Services 160,861
Facilities Support Services 63,637 Construction, Mining, and Forestry Machinery and Equipment Rental 185,457
Cafeterias, Grill Buffets, and Buffets 65,067 Trust, Fiduciary, and Custody Activities 170,324
Automotive Glass Replacement Shops 65,067 Outdoor Advertising 175,485
Taxi Service 67,337 Research and Development in Nanotechnology 180,969
Mobile Food Services 68,940 Tour Operators 180,969
Mation Picture Theaters (exce pt Drive-Ins) 69,771 Convention and Visitors Bureaus 180,969
Security Guards and Patrol Services 69,771 General Rental Centers 186,806
Automobile Driving Schools 69,771 All Other Legal Services 199,690
Promoters of Performing Arts, Sports, and Similar Events with Faciliti 70,622 Industrial Design Services 159,690
Mari nas 71,494 Diet and Weight Reducing Centers 199,690
Computer and Office Machine Repair and Maintenance 75,208 Direct Mail Advertising 206,821
Telecommunications Resellers 77,213 Historical Sites 206,821
Employment Placement Agencies 78,257 Book Publishers 222,731
Family Planning Centers 78,257 Zoos and Botanical Gardens 231,640
Intermet Publishing and Broadcasting and Web Search Portals. 79,329 Radio Networks 241,292
Computer Facilities Management Services 79,329 Television Broadcasting 241,292
Diagnostic Imaging Centers 79,329 Seenic and Sightseeing Transportation, Water 251,783
Security Systems Services (except Locksmiths) B0,431 Cosmetalogy and Barber Schools 251,783
Local Messengers and Local Delivery 82,729 Charter Bus Industry 275,762
Video Tape and Disc Rental 83,928 Consumer Electronics and Appliances Rental 275,762
Payroll Services 85,162 Consumer Electronics Repair and Maintenance 275,762
Refrigerated Warehousing and Storage B6,433 Emergency and Other Relief Services 289,550
Offices of Podiatrists 86,433 Armored Car Services 321,722
Theater Companies and Dinner Theaters B6,433 Skiing Facilities 321,722
Amusement Arcades 86,433 Teleproduction and Other Postproduction Services 361,938
Professional Employer Organizations 87,742 MNature Parks and Other Similar Institutions 361,938
Recreational Goods Rental 9,092 Communication Equipment Repair and Maintenance 361,938
Appliance Repair and Maintenance 91,921 Directory and Mailing List Publishers 386,067
Convention and Trade Show Organizers 94,934 All Other Transit and Ground Passenger Transportation 445,462
Commercial Photography 101,596 Farm Product Warehousing and Storage 445,462
Other Electronic and Precision Equipment Repair and Maintenance 103,411 Formal Wear and Costume Rental 445,462
Telemarketing Bureaus and Other Contact Centers 105,291 Research and Development in the Social Sciences and Humanities 445,462
Lecksmiths 107,241 Repossession Services 445,462
Marketing Research and Public Opinion Polling 115,820 Other Gambling Industries 445,462
Other Support Activities for Air Transportation 118,184 Scenic and Sightseeing Transportation, Land 482,583
Private Mail Centers 118,184 Commeodity Contracts Brokerage 482, 583
Limousine Service 120,646 Psychiatric and Substance Abuse Hospitals 482 583
Investment Banking and Securities Dealing 120,646 Footwear and Leather Goods Repair 482,583
Sales Financing 123,213 Sound Recording Studios 526,455
Mortgage and Nonmortgage Loan Brokers 123,213 Media Representatives 579,100
Claims Adjusting 123,213 Libraries and Archives 643,444
Landscape Architectural Services 123,213 Office Machinery and Equipment Rental and Leasing 643,444
Reupholstery and Furniture Re pair 123,213 Casino Hotels T23,875
Document Preparation Services 125,891 Music Publishers 827,286

A Trade Area Analysis of Wisconsin Retail and Service Markets: Updated for 2021




© ENDNOTES

[1] For a more detailed discussion of alternative methods to analyze local retail
and service markets, see the UW-Madison, Division of Extension program entitled
“Downtown and Business District Economic Development” by Bill Ryan at
https://economicdevelopment.extension.wisc.edu/programs/downtown-market-
analysis/

[2] The results for the Trade Area Captured and Potential Sales calculations are
available from the author.

[3] http://www.uwex.edu/ces/cced/publicat/letstalk.html

[4] http://www.nal.usda.gov/ric/ricpubs/downtown.html
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