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Executive Summary 
 

The purpose of this report is to provide the Village of Mukwonago and their stakeholders with objective 
information to guide business development efforts in Mukwonago and its business districts.  This study assembled 
current market information to support business retention, expansion and recruitment efforts, and specific 
market strategies that will better support Mukwonago’s goal of Economic Development. 

Our work entailed an “on the street” review of the current business districts, meetings and interviews with 
community stakeholders and Village staff, a demographic review of the market, and a review of the larger 
market area.  Working in conjunction with the Organizational Structure component of our study, the following 
represent major findings or recommendations: 

1. The Village of Mukwonago is stable and is very well-positioned for future development and business 
opportunities. 

2. The Village has an interest in setting the stage for a proactive Economic Development role. 
3. Proactive Economic Development efforts need a solid, single point leader – preferably a paid staff 

person. 
4. Although the Village of Mukwonago’s population is static, the immediate market area is over 7 times 

larger than the Village and growing. 
5. Understanding and marketing to this 15-Minute Drive Time market can help stimulate new business 

development and potentially new housing development. 
6. The I43 development corridor offers a unique opportunity for a community of this size. 
7. Mukwonago should maximize their Economic Development efforts by creating a foundation and 

structure from which to be responsive, before concentrating on business recruitment.   
8. Create partnerships with those professionals who are working with existing and new businesses each day. 
9. Concentrate on 1-3 year goals – not 5-10 year goals.  The market is still in flux, and it is important to work 

on specific tasks that are credible and viable today. 
10. The Village staff and policy makers must adopt a shared vision supporting Economic Development. 
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Demographic Review 
 

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.  It is important to look not only at the immediate area – the Village of 
Mukwonago proper, but also an expanded area that includes a 15-Minute Drive Time, which can 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, medical, dental, physical fitness, etc. - services people are more likely to frequent due to convenience to 
their home or workplace.   

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 consumes may wish to have a variety of options when shopping, i.e. clothing and shoes.  Mukwonago’s 
location adjoining the larger Milwaukee metropolitan shopping and commercial districts (which spread 
throughout many communities), 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. 

To better understand the Mukwonago market area, we utilized data from the immediate Village of 
Mukwonago, as well as the 15-Minute Drive Time area.  Maps of both areas follow. 
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Mukwonago, WI 
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15-Minute Drive Time 
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Population 

 

Population data helps quantify both current market size and future market growth, both of which are used to 
measure consumer demand.  Population is defined as all persons living in a geographic area.  The Village of 
Mukwonago’s 2010 Census population was 7,355, but the Convenience Trade Area population grows 
exponentially to 56,028.  Population for the Village of Mukwonago during the period of 2012-2018 is expected to 
drop by 0.14%, while the 15-Minute Drive Time is expected to increase by 0.12% during the same time period.  
Population for the State of Wisconsin is expected to increase by 0.34% during 2012-2018.  For the purposes of 
retail and service development within the Village of Mukwonago, it is critical to acknowledge the significantly 
larger population (7.5 times larger!) within 15 minutes of Village center.  Keep in mind, municipal boundaries 
mean nothing to those consumers who support retail or service businesses.   

 

Population Village of 
Mukwonago 

15-Minute Drive Time State of Wisconsin 

2010 7,355 56,028 5,686,986 
2013 7,257 55,941 5,730,885 
2018 7,208 56,287 5,828,086 
2013-2018 -0.14% 0.12% 0.34% 
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Household Income and Per Capita Income 

 

Household income can be an indicator of the spending power of residents.  Household income positively 
correlates with retail expenditures in many product categories.  Some retailers may also target specific income 
ranges based on their target market segments.  While the Village of Mukwonago has Median and Household 
incomes that are larger than those of the State of Wisconsin, again it is much higher in the 15-Minute Drive Time 
population.  Median household income for the Village of Mukwonago, the 15-Minute Drive Time and the State 
of Wisconsin are: 

 

 

Median HH 
Income 

Village of 
Mukwonago 

15-Minute Drive Time State of Wisconsin 

2013 $57,696 $78,573 $50,378 
2018 $65,081 $88,859 $59,197 
Per Capita 
Income 

Village of 
Mukwonago 

15-Minute Drive Time State of Wisconsin 

2013 $28,218 $34,353 $26,961 
2018 $32,493 $39,291 $31,387 

 

 

Again, the population in the 15-Minute Drive Time reflects significantly higher income levels, which correlate into 
disposable income for goods and services. 
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Age Profile 

 

Age often affects a person’s tastes and preferences.  Understanding the population age distribution helps 
businesses effectively address the needs of the market.  Accordingly, retail, service and restaurants often target 
certain age groups.  The following table represents the 2013 projected age data based on the 2010 census. 

 

Age Village of 
Mukwonago 

15 Minute Drive Time State of Wisconsin 

0-4 5.9% 5.3% 6.1% 
5-9 6.6% 6.6% 6.3% 
10-14 7.4% 7.8% 6.5% 
15-19 6.7% 7.0% 6.7% 
20-24 5.9% 4.9% 7.2% 
25-34 12.0% 9.3% 12.7% 
35-44 13.8% 13.0% 12.2% 
45-54 16.1% 18.0% 14.5% 
55-64 12.3% 15.5% 13.4% 
65-74 7.5% 8.3% 7.9% 
75-84 3.5% 3.1% 4.4% 
85+ 2.4% 1.2% 2.2% 

 

The median age for the Village of Mukwonago is 39.5, 42.4 for the 15-Minute Drive Time and 38.9 for the State of 
Wisconsin.  This would appear to indicate an older population in the 15-Minute Drive Time but as reflected 
above, the 15 Minute Drive Time age distribution reflects the lowest numbers in the highest age brackets.  At 
the time in residents’ lives when they have the most disposable income, Mukwonago’s surrounding area has a 
high percentage of those residents.  This is significant and should be noted. 
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Lifestyles 

 

The Mukwonago 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.  The top five lifestyle 
segments in the 15-Minute Drive Time area are Sophisticated Squires 
at 30.96%; Green Acres at 20.04%; Exurbanites at 14.93%; Boomburbs 
at 10.52%; and Main Street USA at 6.41%.  The following is a 
description of these primary categories: 

 

 

 

 

 

06. Sophisticated Squires 30.96 %
17. Green Acres 20.04 %
07. Exurbanites 14.93 %
04. Boomburbs 10.52 %
24. Main Street, USA 6.41 %
12. Up and Coming Families 5.01 %
13. In Style 3.91 %
26. Midland Crowd 3.71 %
33. Midlife Junction 2.4 %
02. Suburban Splendor 2.1 %

Top 10 Tapestry Segments

30.96 %

20.04 %

14.93 %

10.52 % 6.41 %

5.01 %

3.91 %

3.71 %

2.4 %

2.1 %
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Sophisticated Squires – 30.96%:    

 

Residents of Sophisticated Squires neighborhoods enjoy cultured country life on the urban fringe.  These city 
escapees accept longer commutes to live near fewer neighbors.  Mostly married couple families; more than 40 
percent of the households are married couples with children that range from toddlers to young adults.  The 
median age is 40 years.  Most are baby boomers and are aged between 35 and 54 years.  This segment is not 
ethnically diverse; most residents are white.  These residents are educated; more than one-third of the 
population aged 25 years or older holds a bachelor’s or graduate degree;; 69 percent has attended college.  
Labor force participation rates are high; occupations range from management o unskilled labor positions. 

Sophisticated Squires live in less densely populated areas concentrated along the Atlantic coast and around 
the Great Lakes. Approximately 90 percent of the housing is single-family homes. Seventy four percent of the 
housing was built before 1990; 55 percent was built between 1970 and 1989. The median home value is 
$240,498. More than 80 percent of the households own at least two vehicles. They prefer compact SUVs, 
however many drive mini-vans or full-size SUVs. 
 
Do-it-yourselfers, Sophisticated Squires residents take care of their lawns and landscaping; home improvements; 
and remodeling projects such as bathroom remodeling, installing new light fixtures, painting home interiors, 
staining decks, and cleaning carpets with their steam cleaners.  They like to barbecue on their gas grills and 
make bread with their bread-making machines. Many households own a motorcycle. A typical household will 
own three or more cell phones. Looking toward the future, many residents own stocks, bonds, and large life 
insurance policies. When dieting, they go on Weight Watchers; many own a treadmill or stationary bike to stay -
fit.  They go power boating, play board and word games, do woodworking projects, and attend football and 
baseball games. Adults also take photos, play golf, and ride their motorcycles. Children play games on the 
home personal computer and typically own a video game system.  Residents listen to soft adult contemporary 
music; classic hits; news; all-talk; and sports radio, including broadcasts of professional games. Although many 
households have four or more TVs, residents watch as much television as typical U.S. households. Favorite 
programs include news, comedies, dramas, and programs on HGTV. 
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Green Acre – 20.04%:   

 

Seventy-one percent of the households in Green Acres neighborhoods are married couples with and without 
children.  Many families are blue-collar Baby Boomers, many with children aged 6-17 years.  With more than 10 
million people, Green Acres represents Tapestry’s third largest segment, currently more than 3 percent of the US 
population and growing by 0.81 percent annually.  The median age is 42.3 years.  This segment is not ethnically 
diverse; 92 percent of the residents are white.  Educated and hard-working, more than one-fourth of Green 
Acres residents hold a bachelor’s or graduate degree;; more than half have attended college.   

Although Green Acres neighborhoods are located throughout the country, they are found primarily in the 
Midwest and South, with the highest concentrations in Michigan, Ohio, and Pennsylvania. A “little bit country,” 
these residents live in pastoral settings of developing suburban fringe areas.  Homeownership is at 86 percent 
and the median home value is $191,267. Typical of rural residents, Green Acres households own multiple 
vehicles, 78% own two or more vehicles. 
 
Country living describes the lifestyle of Green Acres residents. Pet dogs or cats are considered part of the 
family.  These do-it-yourselfers maintain and remodel their homes; projects include roofing and installing carpet 
or insulation. They own all the necessary power tools, including routers, welders, sanders, and various saws, to -
finish their projects.  Residents also have the right tools to maintain their lawns, -flower gardens, and vegetable 
gardens. They own riding lawn mowers, garden tillers, tractors, and even separate home freezers for the 
harvest. Continuing the do-it-yourself mode, it is not surprising that Green Acres is the top market for owning a 
sewing machine. A favorite pastime is using their ice cream maker to produce homemade ice cream. They 
prefer motorcycles and full-size pickup trucks. 
 
For exercise, Green Acres residents ride their mountain bikes and go fishing, canoeing, and kayaking. They also 
ride horseback and go power boating, bird watching, target shooting, hunting, motorcycling, and bowling. 
They listen to auto racing and country music on the radio and read fishing and hunting magazines. Many own 
satellite dishes so they can watch news programs, the Speed Channel, and auto racing on TV. A favorite 
channel is Country Music Television 
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Exurbanite – 14.93%:   

 

Exurbanites residents prefer an affluent lifestyle in open spaces beyond the urban fringe.  Although 40 percent 
are empty nesters, another 32 percent are married couples with children still living at home.  Half of the 
householders are aged between 45 and 64 years.  They may be part of the “sandwich generation,” because 
their median age of 46.6 years places them directly between paying for children’s college expenses and 
caring for elderly parents.  There is little ethnic diversity; most residents are white.  Approximately half work in 
substantive professional or management positions.  These residents are education; more than 40 percent of the 
population age 25 years and older hold a bachelor’s or graduate degree. 

Although Exurbanites neighborhoods are growing by 0.63 percent annually, they are not the newest areas. 
Recent construction comprises only 22 percent of the housing.  Seventy percent of the housing units were built 
after 1969. Most are single-family homes. The median home value is $265,159. Nearly 80 percent of households 
own at least two vehicles. Their average commute time to work is comparable to the US average. 
 
Because of their life-stage, Exurbanites residents focus on financial security. They consult with - financial 
planners; have IRA accounts; own shares in money market funds, mutual funds, and tax-exempt funds; own 
common stock; and track their investments online. Between long-term care insurance and substantial life 
insurance policies, they are well insured. Many have home equity lines of credit.  To improve their properties, 
Exurbanite residents work on their homes, lawns, and gardens. They buy lawn and garden care products, 
shrubs, and plants. They will tackle some home improvements, but hire contractors for more complicated 
projects.   
 
They are very physically active; they lift weights, practice yoga, and jog to stay fit. They also go boating, hiking, 
and kayaking; play Frisbee; take photos; and go bird watching. When vacationing in the U.S., they hike, 
downhill ski, play golf, attend live theater, and see the sights. This is the top market for watching college 
basketball and professional football games. They listen to public and news/talk radio and contribute to PBS. 
They participate in civic activities, serve on committees of local organizations, address public meetings, and 
help with charitable efforts and events. 
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Boomburbs – 10.52%: 

 

The newest additions to the suburbs, these communities are home to busy, affluent young families.  Both the 
neighborhoods and the families are growing.  Boomburbs is the fastest-growing market in the US; the 
population has been growing at a rate of 1.44 percent annually since 2000.  It is also home to one of the 
highest concentrations of young families with children.  The median age is 36.1 years; one-fifth of Boomburbs 
residents are between 35-44 years of age.  There is little ethnic diversity in the population; most of the residents 
are white.  The Boomburbs market includes of the highest concentrations of two-income households. 

The newest developments in growing areas, Boomburbs neighborhoods are concentrated in the South, West, 
and Midwest; the highest state concentrations are found in Texas and California. Approximately three-quarters 
of the housing units in Boomburbs neighborhoods were built after 1989; most are single-family houses. The 
median home value is $308,647. These are the newest developments in growing areas.  The homeownership 
rate is 86 percent, compared to 64 percent for the United States.  Commuting links these dual-career 
households with their suburban lifestyle.  Many work outside their resident county; 35 percent cross county lines 
to work (compared to 23 percent for the United States). 
 
Residents’ product preferences reflect their suburban lifestyle. Boomburbs is the top segment for buying 
household furnishings, toys and games, men’s business and casual clothes, big-screen TVs, cars, and trees. This is 
also the top market to own big-screen TVs, DVD players, digital camcorders, video game systems, and scanners 
as well as owning or leasing full-size SUVs. Residents own laptop computers, all kinds of software, and two or 
more cell phones. They are well-insured, holding life insurance policies worth $500,000 or more. They go online 
frequently to buy flowers and tickets to sports events, trade and track their investments, do their banking, and 
make travel plans. Personal computer use by children younger than 18, is the highest of all the Tapestry 
segments.  They take family vacations to Disney World, Sea World, and other theme parks. They play tennis and 
golf, ski, lift weights, and jog. They watch family videos on DVD, attend baseball and basketball games, and go 
to golf tournaments. They listen to soft contemporary, alternative, sports, and all-talk radio. They read parenting, 
finance, and business magazines and watch newer sitcoms and dramas on TV. 
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Main Street, USA – 6.41%:  

 

Main Street, USA neighborhoods are a mix of household types, similar to the US distribution.  Approximately half 
of the households are composed of married-couple families, nearly one-third are single-person or shared 
households, and the rest are single-parent or other family households.  The median age of 36.9 years nearly 
matches the US median.  These residents are less diverse than the US population.  The median household 
income is $50,026, derived from wages, interest, dividends, or rental property.  More than one in five residents 
aged 25 years and older hold a bachelor’s or graduate degree;; more than half of the residents have attended 
college.   

A mix of single-family homes and multiunit buildings, these neighborhoods are located in the suburbs of smaller 
cities in the Northeast, West, and Midwest. Nearly two-thirds of the housing was built before 1970. The 
homeownership rate is 61 and the median home value is $180,988. 
 
Family-oriented and frugal, these residents may occasionally go to the movies or eat out at a family restaurant, 
such as Friendly’s or Red Robin, but are most likely to stay home and watch a rental movie or play games with 
their children. They own pet cats. They play baseball and basketball and go swimming. They listen to classic hits 
and rock radio and watch cartoons and courtroom shows on TV. They go to the beach and theme parks or 
take domestic vacations to visit with family or see national parks.  They go online periodically to look for jobs, 
research real estate, and play games and are beginning to shop online.  Those who do not have Internet 
access at home will go online at school or the public library.  They use the Yellow Pages to  find veterinarians or 
stores. They will invest in small home improvement and remodeling projects, usually doing the work themselves 
instead of hiring a contractor. They buy the tools and supplies for these projects from Home Depot or Ace 
Hardware. They keep up their lawns and gardens by planting bulbs, fertilizing, and applying lawn care product 
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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. 

The tables below represent the 2013 Retail MarketPlace Profile, which portrays the 2013 retail supply and 
demand in both the Village of Mukwonago and the 15-Minute Drive Time demographics. 
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N A IC S     N umber o f
    

B usinesses44-45,722 71
44-45 54

722 17
N A IC S     N umber o f

    
B usinesses441 3

4411 2
4412 0
4413 1
442 1

4421 0
4422 1
4431 1
444 9

4441 6
4442 3
445 8

4451 5
4452 2
4453 1

446,4461 4
447,4471 3

448 2
4481 1
4482 0
4483 1

451 5
4511 4
4512 1
452 3

4521 2
4529 1
453 10

4531 1
4532 1
4533 1
4539 7
454 5

4541 1
4542 1
4543 3
722 17

7221 5
7222 9
7223 0
7224 3   Drinking Places - A lcoholic Beverages $533,972 $245,365 $288,607 37.0

   Limited-Service Eating Places $4,012,747 $12,929,634 -$8,916,887 -52.6
   Special Food Services $349,310 $0 $349,310 100.0

Food Services & Drinking Places $7,939,372 $14,291,224 -$6,351,852 -28.6
   Full-Service Restaurants $3,043,343 $1,116,225 $1,927,118 46.3

   Vending M achine Operators $294,819 $102,613 $192,206 48.4
   Direct Selling Establishments $769,781 $2,137,909 -$1,368,128 -47.1

Nonstore Retailers $6,113,443 $7,366,609 -$1,253,166 -9.3
   Electronic Shopping & M ail-Order Houses $5,048,843 $5,126,087 -$77,244 -0.8

   Used M erchandise Stores $277,220 $50,737 $226,483 69.1
   Other M iscellaneous Store Retailers $663,918 $1,769,179 -$1,105,261 -45.4

   Florists $89,184 $59,626 $29,558 19.9
   Office Supplies, Stationery & Gift Stores $505,848 $29,053 $476,795 89.1

   Other General M erchandise Stores $5,806,939 $53,528,919 -$47,721,980 -80.4
M iscellaneous Store Retailers $1,536,170 $1,908,595 -$372,425 -10.8

General M erchandise Stores $11,646,800 $54,326,925 -$42,680,125 -64.7
   Department Stores Excluding Leased Depts. $5,839,861 $798,006 $5,041,855 76.0

   Sporting Goods/Hobby/M usical Instr Stores $1,297,893 $468,632 $829,261 46.9
   Book, Periodical & M usic Stores $398,256 $47,401 $350,855 78.7

   Jewelry, Luggage & Leather Goods Stores $637,711 $182,804 $454,907 55.4
Sporting Goods, Hobby, Book & M usic Stores $1,696,149 $516,033 $1,180,116 53.3

   Clothing Stores $2,616,192 $992,418 $1,623,774 45.0
   Shoe Stores $669,932 $0 $669,932 100.0

Gasoline Stations $8,673,309 $2,187,762 $6,485,547 59.7
Clothing & Clothing Accessories Stores $3,923,835 $1,175,222 $2,748,613 53.9

   Beer, Wine & Liquor Stores $582,646 $243,702 $338,944 41.0
Health & Personal Care Stores $6,349,870 $4,698,912 $1,650,958 14.9

   Grocery Stores $10,998,249 $4,486,969 $6,511,280 42.0
   Specialty Food Stores $255,076 $107,354 $147,722 40.8

   Lawn & Garden Equip & Supply Stores $401,330 $1,632,159 -$1,230,829 -60.5
Food & Beverage Stores $11,835,971 $4,838,025 $6,997,946 42.0

Bldg M aterials, Garden Equip. & Supply Stores $2,600,606 $12,309,907 -$9,709,301 -65.1
   B ldg M aterial & Supplies Dealers $2,199,276 $10,677,748 -$8,478,472 -65.8

   Home Furnishings Stores $571,407 $168,033 $403,374 54.6
Electronics & Appliance Stores $2,382,739 $225,602 $2,157,137 82.7

Furniture & Home Furnishings Stores $1,535,634 $168,033 $1,367,601 80.3
   Furniture Stores $964,227 $0 $964,227 100.0

   Other M otor Vehicle Dealers $950,420 $0 $950,420 100.0
   Auto Parts, Accessories & Tire Stores $1,004,122 $104,271 $899,851 81.2

M otor Vehicle & Parts Dealers $13,966,593 $18,960,065 -$4,993,472 -15.2
   Automobile Dealers $12,012,051 $18,855,794 -$6,843,743 -22.2

   D emand          Supply R etail Gap Leakage/ Surplu
Industry Gro up    (Retail Potential)         (Retail Sales) F acto r

Total Retail Trade $72,261,119 $108,681,690 -$36,420,571 -20.1
Total Food & Drink $7,939,372 $14,291,224 -$6,351,852 -28.6

Industry Summary    (Retail Potential)         (Retail Sales) F acto r
Total Retail Trade and Food & Drink $80,200,491 $122,972,914 -$42,772,423 -21.1

2013 Population 7,257
2013 Households 2,887
2013 M edian Disposable Income $46,730
2013 Per Capita Income $28,218

   D emand          Supply R etail Gap Leakage/ Surplu

Mukwonago village, WI (5555050)
Geography: Place

Summary D emo graphics

Retail MarketPlace Profile
Mukwonago WI
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N A IC S     N umber o f
    

B usinesses44-45,722 213
44-45 167

722 47
N A IC S     N umber o f

    
B usinesses441 17

4411 7
4412 8
4413 2
442 9

4421 2
4422 7
4431 4
444 23

4441 17
4442 6
445 20

4451 10
4452 7
4453 3

446,4461 7
447,4471 10

448 10
4481 6
4482 0
4483 4

451 18
4511 17
4512 2
452 5

4521 2
4529 3
453 35

4531 4
4532 7
4533 5
4539 19
454 8

4541 3
4542 2
4543 3
722 47

7221 16
7222 18
7223 1
7224 12   Drinking Places - A lcoholic Beverages $4,445,819 $1,731,082 $2,714,736 43.9

   Limited-Service Eating Places $33,783,969 $18,187,541 $15,596,428 30.0
   Special Food Services $2,983,470 $611,205 $2,372,265 66.0

Food Services & Drinking Places $66,989,265 $25,782,650 $41,206,614 44.4
   Full-Service Restaurants $25,776,007 $5,252,822 $20,523,185 66.1

   Vending M achine Operators $2,475,960 $197,954 $2,278,006 85.2
   Direct Selling Establishments $6,578,930 $2,161,648 $4,417,282 50.5

Nonstore Retailers $52,074,516 $7,806,230 $44,268,287 73.9
   Electronic Shopping & M ail-Order Houses $43,019,627 $5,446,627 $37,572,999 77.5

   Used M erchandise Stores $2,353,307 $972,018 $1,381,288 41.5
   Other M iscellaneous Store Retailers $5,630,623 $3,082,511 $2,548,112 29.2

   Florists $791,916 $245,753 $546,164 52.6
   Office Supplies, Stationery & Gift Stores $4,337,734 $215,093 $4,122,641 90.6

   Other General M erchandise Stores $49,133,160 $53,997,064 -$4,863,904 -4.7
M iscellaneous Store Retailers $13,113,580 $4,515,375 $8,598,205 48.8

General M erchandise Stores $98,824,320 $54,817,220 $44,007,100 28.6
   Department Stores Excluding Leased Depts. $49,691,160 $820,156 $48,871,004 96.8

   Sporting Goods/Hobby/M usical Instr Stores $11,034,935 $2,042,910 $8,992,025 68.8
   Book, Periodical & M usic Stores $3,373,645 $77,565 $3,296,080 95.5

   Jewelry, Luggage & Leather Goods Stores $5,567,218 $358,306 $5,208,913 87.9
Sporting Goods, Hobby, Book & M usic Stores $14,408,580 $2,120,475 $12,288,105 74.3

   Clothing Stores $22,275,246 $1,714,342 $20,560,903 85.7
   Shoe Stores $5,634,591 $26,219 $5,608,373 99.1

Gasoline Stations $73,071,942 $44,228,739 $28,843,203 24.6
Clothing & Clothing Accessories Stores $33,477,055 $2,098,867 $31,378,188 88.2

   Beer, Wine & Liquor Stores $4,950,751 $945,505 $4,005,246 67.9
Health & Personal Care Stores $54,753,181 $8,783,824 $45,969,357 72.4

   Grocery Stores $92,543,844 $21,387,588 $71,156,256 62.5
   Specialty Food Stores $2,144,599 $566,410 $1,578,188 58.2

   Lawn & Garden Equip & Supply Stores $3,518,383 $2,623,961 $894,422 14.6
Food & Beverage Stores $99,639,193 $22,899,503 $76,739,690 62.6

Bldg M aterials, Garden Equip. & Supply Stores $23,075,287 $15,152,028 $7,923,259 20.7
   B ldg M aterial & Supplies Dealers $19,556,904 $12,528,067 $7,028,837 21.9

   Home Furnishings Stores $4,980,163 $1,064,812 $3,915,351 64.8
Electronics & Appliance Stores $20,313,312 $488,476 $19,824,836 95.3

Furniture & Home Furnishings Stores $13,217,591 $2,927,628 $10,289,963 63.7
   Furniture Stores $8,237,428 $1,862,817 $6,374,611 63.1

   Other M otor Vehicle Dealers $8,359,889 $1,693,203 $6,666,685 66.3
   Auto Parts, Accessories & Tire Stores $8,620,582 $202,559 $8,418,024 95.4

M otor Vehicle & Parts Dealers $119,141,627 $44,932,382 $74,209,245 45.2
   Automobile Dealers $102,161,156 $43,036,620 $59,124,536 40.7

   D emand          Supply R etail Gap Leakage/ Surplu
Industry Gro up    (Retail Potential)         (Retail Sales) F acto r

Total Retail Trade $615,110,183 $210,770,746 $404,339,438 49.0
Total Food & Drink $66,989,265 $25,782,650 $41,206,614 44.4

Industry Summary    (Retail Potential)         (Retail Sales) F acto r
Total Retail Trade and Food & Drink $682,099,448 $236,553,396 $445,546,052 48.5

2013 Population 55,941
2013 Households 20,615
2013 M edian Disposable Income $58,680
2013 Per Capita Income $34,353

   D emand          Supply R etail Gap Leakage/ Surplu

Drive Time: 15 minutes Latitude: 42.863074
Longitude: -88.332398

Summary D emo graphics

Retail MarketPlace Profile
Fox St & Hwy 83, Mukwonago
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This information on supply and demand is important as it shows leakage in some categories within the Village of 
Mukwonago – the potential retail demand vs. the retail sales within the Village boundaries.  But when the 15-
Minute Drive Time data is examined, it is apparent that there is extensive leakage, meaning that the potential 
for retail sales are significant based on the demand, but the amount of sales within that area show those 
demands are being met outside of the 15-Minute Drive Time. 

What does this mean for Mukwonago?  Mukwonago has the opportunity to capture more of these shopping 
dollars for certain goods and services for this 15-Minute Drive Time area.  It may be challenging to satisfy 
categories such as clothing or shoes when consumers have multiple shopping opportunities in a large 
community or regional centers which will have 100,000 to 400,000 square feet of store options.  However, there 
is the potential to pick up a portion of this significant leakage in categories such as: 

x Restaurants – this might include a fast casual; a mid-priced full-service; good ethnic options; 
steak house 

x Bakery with coffee shop 
x Hair salons – other personal care has potential 
x Liquor sales – slightly upscale with good wine offerings 
x Grocery – look at something like a local “Trader Joe’s” that is smaller with healthier options 

and more ethnic options 
x Clothing – small niche women’s mid-range clothing; needs an experienced operator who 

can tailor product to the 15-Minute Drive Time market 

Utilizing the Tapestry data in the Lifestyle Report, as well as the Supply and Demand analysis can help potential 
new businesses understand the underlying market, as well as existing businesses to potentially retool current 
product lines. 

Keep in mind that some of this demand has the potential to be captured, but specific location, financial 
stability, business model, and solid management are all part of a successful business. 
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Retail Spending Activity 

 

The Spending Potential Index (SPI) is a measure of market activity developed by ESRI Business Information 
Solutions, which correlates to actual dollars spent on certain goods and services by residents with a given 
market area.  This information adds another dimension to the retail potential and lifestyle analysis, and is helpful 
in identifying an appropriate business and merchandise mix for Mukwonago. 

When the SPI is equal to 100 for a specific type of merchandise, consumers are spending at a rate equal to the 
national average.  An SPI greater than 100 indicates that consumers are buying or spending above the 
national average.  In other words, the SPI is an indicator of what prices consumers will pay and/or the level of 
discretionary income they are willing to devote to a particular good or service.  The Retail Goods and Services 
Expenditures table shows the Mukwonago 15-Minute Drive-Time trade area households for various types of 
goods and services.  These figures are derived in part through the U.S. Department of Commerce Consumer 
Expenditure Survey. 

The data presented indicates that overall, the Mukwonago 15-Minute Drive-Time area residents spent at a rate 
considerably above the national average, which is consistent with their higher household incomes.  However, in 
certain categories such as apparel, spending is below the national average.  This is likely due to the broad 
selection of discount apparel stores, a dense supply of apparel options in the Milwaukee Metro Area, and smart 
shopper behaviors. 
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Pe rc e 2 0 18
30.9% 56,287
20.0% 20,861
14.9% 16,395
10.5% 42.8
6.4% $88,859

Tota l
$39,932,943

$7,311,214
$12,464,363
$6,878,423
$5,439,709
$4,214,878
$3,624,355

$5,435,464
$204,345
$535,522
$476,347

$91,289,653
$18,780,513
$5,082,767
$3,536,323
$4,411,563
$1,928,047
$3,811,916

$9,899
$33,303,211

$22,054,978
$4,280,854

$41,436
$341,565
$219,159

$895,307
$641,165
$765,014
$101,270

$707,466
$26,238

$3,108,390
$120,370

$17,200,994
$3,617,351

$6,907,777
$4,278,652
$2,135,671
$4,303,561

$761,923
$212,795,851
$129,128,825

$18,186,565
$28,055,445
$13,857,401

$24,738,905
$44,290,510
$83,667,026
$13,954,609
$11,939,164

Alcoholic Beverages 127 $676.92
Nonalcoholic Beverages at Home 122 $579.15

Fruits and Vegetables 126 $1,200.04
Snacks and Other Food at Home (10) 124 $2,148.46

Food Away from Home 127 $4,058.55

Bakery and Cereal Products 125 $882.20
Meats, Poultry, Fish, and Eggs 123 $1,360.92
Dairy Products 125 $672.20

Catered Affairs (9) 140 $36.96
Food 125 $10,322.38

Food at Home 124 $6,263.83

Sports/Recreation/Exercise Equipment (6) 116 $207.55
Photo Equipment and Supplies (7) 133 $103.60
Reading (8) 136 $208.76

Pets 157 $834.39
Toys and Games (4) 126 $175.47
Recreational Vehicles and Fees (5) 149 $335.08

Installation of Televisions 148 $1.27
Audio (3) 130 $150.78
Rental and Repair of TV/Radio/Sound Equipment 121 $5.84

Video Game Software 124 $37.11
Streaming/Downloaded Video 131 $4.91
Rental of Video Cassettes and DVDs 125 $34.32

Miscellaneous Video Equipment 138 $10.63
Video Cassettes and DVDs 123 $43.43
Video Game Hardware/Accessories 115 $31.10

Televisions 131 $207.66
Satellite Dishes 127 $2.01
VCRs, Video Cameras, and DVD Players 129 $16.57

Dating Services 112 $0.48
TV/Video/Audio 125 $1,615.48
Cable and Satellite Television Services 124 $1,069.85

Admission to Movie/Theatre/Opera/Ballet 136 $214.00
Admission to Sporting Events, excl. Trips 149 $93.53
Fees for Recreational Lessons 149 $184.91

Fees and Admissions 145 $911.01
Membership Fees for Clubs (2) 148 $246.56
Fees for Partic ipant Sports, excl. Trips 145 $171.54

Computer Software 131 $25.98
Computer Accessories 139 $23.11

Ente rta inme nt & Re c re a tion 136 $4,428.31

Compute r
Computers and Hardware for Home Use 129 $263.67
Portable Memory 130 $9.91

Footwear 62 $263.87
Watches & Jewelry 136 $204.46
Apparel Products and Services (1) 185 $175.81

Men's 84 $354.66
Women's 76 $604.63
Children's 90 $333.66

Spe nding Pote ntia l Ave ra ge  Amount
Inde x Spe nt

Appa re l a nd Se rvic e s 86 $1,937.08

Exurbanites Families 16,274
Boomburbs Median Age 42.4
Main Street, USA Median Household Income $78,573

Top Ta pe stry Se gme nts De mogra phic  Summa ry 2 0 13
Sophisticated Squires Population 55,941
Green Acres Households 20,615

Drive Time: 15 minutes Latitude: 42.863074
Longitude: -88.332398

Retail Goods and Services Expenditures
Fox St & Hwy 83, Mukwonago
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Tota l

$62,572,216
$102,178,928

$3,227,974
$12,860,976
$2,394,472

$294,505,221
$49,244,914
$8,283,077

$131,644,516

$2,845,967
$13,073,611

$775,366
$7,572,424
$1,764,062
$1,184,794

$259,851
$1,211,639

$12,002,991
$11,992,625

$1,587,199
$18,762,743

$14,346,734
$31,635,337
$12,633,948
$67,906,442
$11,543,526
$4,770,669

$10,794,805

$96,127,151
$79,572,987
$29,565,886

$13,323,041
$12,563,738

$1,000,295
$12,585,945

Lodging on Trips 143 $609.45
Auto/Truck/Van Rental on Trips 144 $48.52
Food and Drink on Trips 139 $610.52

Vehicle Maintenance and Repairs 131 $1,434.19
Tra ve l

Airline Fares 140 $646.28

Tra nsporta tion
Vehicle Purchases (Net Outlay) (20) 129 $4,662.97
Gasoline and Motor Oil 125 $3,859.96

Personal Care Products (18) 126 $559.96
School Books and Supplies (19) 123 $231.42
Smoking Products 108 $523.64

Vehicle Insurance 129 $1,534.58
Life/Other Insurance 140 $612.85
Health Insurance 133 $3,294.03

Housekeeping Supplies (17) 128 $910.15
Insura nc e

Owners and Renters Insurance 141 $695.94

Child Care 131 $582.25
Lawn and Garden (16) 137 $581.74
Moving/Storage/Freight Express 118 $76.99

Luggage 141 $12.60
Telephones and Accessories 110 $58.77

House hold Ope ra tions

Major Appliances (14) 133 $367.33
Housewares (15) 115 $85.57
Small Appliances 128 $57.47

Household Textiles (13) 131 $138.05
Furniture 132 $634.18
Rugs 148 $37.61

Maintenance and Remodeling Materials (12) 138 $401.80
Utilities, Fuel, and Public Services 126 $6,385.86

House hold Furnishings a nd Equipme nt

Home
Mortgage Payment and Basics (11) 151 $14,285.97
Maintenance and Remodeling Services 148 $2,388.79

Nonprescription Drugs 126 $156.58
Prescription Drugs 129 $623.86
Eyeglasses and Contact Lenses 135 $116.15

Investments 146 $3,035.28
Vehicle Loans 130 $4,956.53

He a lth

Spe nding Pote ntia l Ave ra ge  Amount
Inde x Spe nt

Fina nc ia l

Drive Time: 15 minutes Latitude: 42.863074
Longitude: -88.332398

Retail Goods and Services Expenditures
Fox St & Hwy 83, Mukwonago



23 
                      

Market Potential Indicator 

 

Market Potential Indicators (MPI) compare market area demand for a specific product or service to the 
average national demand for that product or service.  ESRI Business Information Solutions calculates market 
potential based on consumer references and behavior by Community Tapestry market segments.  An MPI of 
100 indicates that individual and/or households in the market area consume a particular product or service at 
the same level as the national average.  An MPI over 100 represents demand above the national average, and 
an MPI below 100 indicates lower than average demand. 

Among the 95 different purchasing categories listed on the Retail Market Potential, market area households 
reveal a strong propensity to purchase at or above the national average for the overwhelming majority of 
categories.   

The categories with the highest numbers include: automobile purchases, live theatre, purchases of toys and 
games, financial services, fitness services, home improvements, owns pets, family restaurants and steakhouses, 
and travel.  These and other categories represent market niches that should be further explored to ensure there 
is an adequate supply or selection within the Mukwonago area. 

Finally, the Restaurant Market Potential presents similar data regarding visits to specific restaurants.  As shown, 
adults living in the area tended to like family restaurants such as Applebee’s, Chili’s, Lone Star Steakhouse, Olive 
Garden, Outback Steakhouse and Red Robin.  From a fast food perspective they like Arby’s, Chick-Fil-A, 
Chipolte’s, Dairy Queen, Panera’s and Starbucks. 
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2 0 18
56,287
43,114
20,861

$88,859

MPI

112
106
108
108
108
101
98

110
138

109
106
109

105
94

109

109
102
124
127

104
103
106
119

116
101
118
127
126
126

Spent $1500- $1999 on most recent home PC purchase 1,853 9.0%
Spent $2000+ on most recent home PC purchase 1,633 7.9%

Spent <$500 on most recent home PC purchase 1,808 8.8%
Spent $500- $999 on most recent home PC purchase 4,359 21.1%
Spent $1000- $1499 on most recent home PC purchase 3,425 16.6%

Compute rs (House holds)
HH owns a personal computer 17,814 86.4%

Avg monthly cell/mobile phone/PDA bill: $1- $49 9,328 22.0%
Avg monthly cell/mobile phone/PDA bill: $50- 99 14,597 34.4%
Avg monthly cell/mobile phone/PDA bill: $100+ 10,735 25.3%

Ce ll Phone s/PDAs & Se rvic e  (Adults)
Bought cell/mobile phone/PDA in last 12 months 15,579 36.7%

Bought film in last 12 months 8,260 19.5%
Bought digital camera in last 12 months 3,616 8.5%
Bought memory card for camera in last 12 months 4,110 9.7%

Ca me ra s & Film (Adults)
Bought any camera in last 12 months 5,911 13.9%

Drank bottled water/seltzer in last 6 months 27,531 64.8%
Drank regular cola in last 6 months 20,399 48.0%
Drank beer/ale in last 6 months 19,607 46.2%

Had tune- up in last 12 months 14,440 34.0%

Be ve ra ge s (Adults)

Automotive  Afte rma rke t (Adults)
Bought gasoline in last 6 months 39,976 94.2%
Bought/changed motor oil in last 12 months 23,241 54.7%

HH owns/leases any vehic le 19,415 94.2%
HH bought/leased new vehicle last 12 mo 2,740 13.3%

Bought a watch in last 12 months 8,020 18.9%

Automobile s (House holds)

Bought any shoes in last 12 months 23,874 56.2%
Bought costume jewelry in last 12 months 9,604 22.6%
Bought any fine jewelry in last 12 months 9,455 22.3%

Bought any men's apparel in last 12 months 23,701 55.8%
Bought any women's apparel in last 12 months 20,415 48.1%
Bought apparel for child <13 in last 6 months 12,946 30.5%

Expe c te d Numbe r 
of

Pe rc e nt of
Produc t/Consume r Be ha vior  Adults/HHs Adults/HHs
Appa re l (Adults)

Households 20,615
Median Household Income $78,573

De mogra phic  Summa ry 2 0 13
Population 55,941
Population 18+ 42,455

Drive Time: 15 minutes Latitude: 42.863074
Longitude: -

Retail Market Potential
Fox St & Hwy 83, Mukwonago
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MPI

106
88

108
111

109
103

108
120
113
119
115
118
118
120
122
121
117
121
114
102
92

108
99

103
113
130

149
118
140
133
148
141
132
124
145
132
113
107
115
117
123
138Avg monthly credit card expenditures: $701+ 7,898 18.6%

Avg monthly credit card expenditures: $111- 225 3,786 8.9%
Avg monthly credit card expenditures: $226- 450 3,723 8.8%
Avg monthly credit card expenditures: $451- 700 3,343 7.9%

Did banking over the Internet in last 12 months 15,305 36.0%
Own any credit/debit card (in own name) 35,333 83.2%
Avg monthly credit card expenditures: <$111 6,225 14.7%

Used full service brokerage firm in last 12 months 3,471 8.2%
Have savings account 19,104 45.0%
Have 401K retirement savings 10,895 25.7%

Own U.S. savings bond 3,856 9.1%
Own shares in mutual fund (stock) 5,913 13.9%
Own shares in mutual fund (bonds) 3,540 8.3%

Have home mortgage (1st) 12,102 28.5%
Used ATM/cash machine in last 12 months 25,350 59.7%
Own any stock 5,477 12.9%

Spent on toys/games in last 12 months: $500+ 3,165 7.5%

Fina nc ia l (Adults)

Spent on toys/games in last 12 months: $50- $99 1,152 2.7%
Spent on toys/games in last 12 months: $100- $199 3,135 7.4%
Spent on toys/games in last 12 months: $200- $499 5,179 12.2%

DVDs purchased in last 30 days: 3- 4 1,991 4.7%
DVDs purchased in last 30 days: 5+ 2,027 4.8%
Spent on toys/games in last 12 months: <$50 2,794 6.6%

DVDs rented in last 30 days: 5+ 6,571 15.5%
DVDs purchased in last 30 days: 1 2,560 6.0%
DVDs purchased in last 30 days: 2 2,298 5.4%

DVDs rented in last 30 days: 2 2,362 5.6%
DVDs rented in last 30 days: 3 1,661 3.9%
DVDs rented in last 30 days: 4 1,964 4.6%

Gambled at a casino in last 12 months 7,841 18.5%
Visited a theme park in last 12 months 10,766 25.4%
DVDs rented in last 30 days: 1 1,335 3.1%

Went to live theater in last 12 months 6,726 15.8%
Went to a bar/night c lub in last 12 months 9,174 21.6%
Dined out in last 12 months 24,887 58.6%

Ente rta inme nt (Adults)
Attended movies in last 6 months 26,999 63.6%

Spent at convenience store in last 30 days: <$20 4,555 10.7%
Spent at convenience store in last 30 days: $20- 39 4,703 11.1%
Spent at convenience store in last 30 days: $40+ 15,571 36.7%

Shopped at convenience store in last 6 months 27,023 63.7%
Bought c igarettes at convenience store in last 30 days 5,759 13.6%
Bought gas at convenience store in last 30 days 15,330 36.1%

Produc t/Consume r Be ha vior  Adults/HHs Adults/HHs
Conve nie nc e  S tore s (Adults)

Drive Time: 15 minutes Latitude: 42.863074
Longitude: -

Expe c te d Numbe r 
of

Pe rc e nt of

Retail Market Potential
Fox St & Hwy 83, Mukwonago
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MPI

107
101
105
110
104
103

112
124
106
109

130
117
113
103
109
116

122
111

128
78
111

122
126
127

114
109
101

111
104
112
119
104
98

109
104
108
100
113
105Fast food/drive- in last 6 mo: take- out/walk- in 10,976 25.9%

Fast food/drive- in last 6 mo: eat in 17,298 40.7%
Fast food/drive- in last 6 mo: home delivery 4,435 10.4%
Fast food/drive- in last 6 mo: take- out/drive- thru 25,118 59.2%

Went to fast food/drive- in restaurant <6 times/mo 14,611 34.4%
Went to fast food/drive- in restaurant 6- 13 times/mo 13,388 31.5%
Went to fast food/drive- in restaurant 14+ times/mo 11,024 26.0%

Went to family restaurant/steak house last mo: 2- 4 times 12,806 30.2%
Went to family restaurant/steak house last mo: 5+ times 9,792 23.1%
Went to fast food/drive- in restaurant in last 6 mo 39,023 91.9%

Re sta ura nts (Adults)
Went to family restaurant/steak house in last 6 mo 33,905 79.9%
Went to family restaurant/steak house last mo: <2 times 11,308 26.6%

Read any daily newspaper 19,048 44.9%
Heavy magazine reader 8,521 20.1%

Re a ding Ma te ria ls (Adults)
Bought book in last 12 months 24,301 57.2%

HH owns any pet 12,974 62.9%
HH owns any cat 6,203 30.1%
HH owns any dog 9,816 47.6%

Have auto/other vehic le insurance 38,839 91.5%

Pe ts (House holds)

Have medical/hospital/accident insurance 33,623 79.2%
Carry homeowner insurance 28,520 67.2%
Carry renter insurance 2,052 4.8%

Insura nc e  (Adults)
Currently carry any life insurance 24,604 58.0%

Purchased bedding/bath goods in last 12 months 11,624 56.4%
Purchased cooking/serving product in last 12 months 6,173 29.9%
Bought any kitchen appliance in last 12 months 4,152 20.1%

Any home improvement in last 12 months 8,425 40.9%
Used housekeeper/maid/prof HH cleaning service in the last 12 months
months

3,806 18.5%
Purchased any HH furnishing in last 12 months 7,000 34.0%

Used vitamin/dietary supplement in last 6 months 22,513 53.0%

Home  (House holds)

Exercise at home 2+ times per week 14,246 33.6%
Exercise at c lub 2+ times per week 6,534 15.4%
Visited a doctor in last 12 months 34,841 82.1%

Used fresh milk in last 6 months 39,579 93.2%

He a lth (Adults)

Used chicken/turkey (fresh or frozen) in last 6 months 34,475 81.2%
Used fish/seafood (fresh or frozen) in last 6 months 24,557 57.8%
Used fresh fruit/vegetables in last 6 months 38,320 90.3%

Groc e ry (Adults)
Used beef (fresh/frozen) in last 6 months 32,025 75.4%
Used bread in last 6 months 41,404 97.5%

Expe c te d Numbe r 
of

Pe rc e nt of
Produc t/Consume r Be ha vior  Adults/HHs Adults/HHs

Fox St & Hwy 83, Mukwonago
Drive Time: 15 minutes Latitude: 42.863074

Longitude: -

Retail Market Potential
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MPI

116
112
111
117
105

64
93
112
140
101
104
100
109
120
125

123
128
113
136
136
133
141
120
116
122
112
110
129Stayed 1+ nights at hotel/motel in last 12 months 22,123 52.1%

Spent on foreign vacations last 12 mo: <$1000 3,114 7.3%
Spent on foreign vacations last 12 mo: $1000- $2999 1,955 4.6%
Spent on foreign vacations last 12 mo: $3000+ 2,319 5.5%

Spent on domestic vacations last 12 mo: $3000+ 3,035 7.1%
Foreign travel in last 3 years 13,274 31.3%
Took 3+ foreign trips by plane in last 3 years 2,378 5.6%

Spent on domestic vacations last 12 mo: $1000- $1499 3,865 9.1%
Spent on domestic vacations last 12 mo: $1500- $1999 2,358 5.6%
Spent on domestic vacations last 12 mo: $2000- $2999 2,338 5.5%

Domestic travel in last 12 months 27,278 64.3%
Took 3+ domestic trips in last 12 months 8,109 19.1%
Spent on domestic vacations last 12 mo: <$1000 6,050 14.3%

HH Purchased video game system in last 12 months 2,781 13.5%

Tra ve l (Adults)

HH Purchased CD player in last 12 months 797 3.9%
HH Purchased DVD player in last 12 months 2,184 10.6%
HH Purchased MP3 player in last 12 months 5,214 12.3%

HH owns 4+ TVs 6,044 29.3%
HH subscribes to cable TV 12,100 58.7%
HH Purchased audio equipment in last 12 months 2,087 10.1%

HH owns 1 TV 2,628 12.7%
HH owns 2 TVs 5,032 24.4%
HH owns 3 TVs 5,152 25.0%

HH average monthly long distance phone bill: $60+ 967 4.7%

Te le vision & Sound Equipme nt (Adults/House holds)

HH average monthly long distance phone bill: <$16 6,364 30.9%
HH average monthly long distance phone bill: $16- 25 2,618 12.7%
HH average monthly long distance phone bill: $26- 59 2,213 10.7%

Te le phone s & Se rvic e  (House holds)
HH owns in- home cordless telephone 15,430 74.8%

Expe c te d Numbe r 
of

Pe rc e nt of
Produc t/Consume r Be ha vior  Adults/HHs Adults/HHs

Fox St & Hwy 83, Mukwonago
Drive Time: 15 minutes Latitude: 42.863074

Longitude: -

Retail Market Potential
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119
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83
119
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121
120
115
118
131
118
98
110
81

108
120
101
132
128
113
115
153
127
63
70

128
104
98

109
104
106
111

105
111Fast food/drive- in last 6 months: dinner 22,828 53.8%

Fast food/drive- in last 6 months: breakfast 12,371 29.1%
Fast food/drive- in last 6 months: lunch 27,711 65.3%
Fast food/drive- in last 6 months: snack 7,759 18.3%

Went to fast food/drive- in restaurant <6 times/month 14,611 34.4%
Went to fast food/drive- in restaurant 6- 13 times/month 13,388 31.5%
Went to fast food/drive- in restaurant 14+ times/month 11,024 26.0%

Family restaurant/steak house last 6 months: Sizzler 911 2.1%
Family restaurant/steak house last 6 months: T.G.I. Friday's 5,602 13.2%
Went to fast food/drive- in restaurant in last 6 months 39,023 91.9%

Family restaurant/steak house last 6 months: Red Robin 3,658 8.6%
Family restaurant/steak house last 6 months: Ruby Tuesday 4,477 10.5%
Family restaurant/steak house last 6 months: Ryan's 988 2.3%

Family restaurant/steak house last 6 months: Outback Steakhouse 6,203 14.6%
Family restaurant/steak house last 6 months: Perkins 1,731 4.1%
Family restaurant/steak house last 6 months: Red Lobster 6,555 15.4%

Family restaurant/steak house last 6 months: Lone Star Steakhouse 1,368 3.2%
Family restaurant/steak house last 6 months: Old Country Buffet 1,212 2.9%
Family restaurant/steak house last 6 months: Olive Garden 9,966 23.5%

Family restaurant/steak house last 6 months: Friendly's 1,830 4.3%
Family restaurant/steak house last 6 months: Golden Corral 2,484 5.9%
Family restaurant/steak house last 6 months: Intl Hse of Pancakes 5,348 12.6%

Family restaurant/steak house last 6 months: Chili's Grill & Bar 6,482 15.3%
Family restaurant/steak house last 6 months: Cracker Barrel 5,524 13.0%
Family restaurant/steak house last 6 months: Denny's 3,790 8.9%

Family restaurant/steak house last 6 months: Bennigan's 1,135 2.7%
Family restaurant/steak house last 6 months: Bob Evans Farm 2,206 5.2%
Family restaurant/steak house last 6 months: Cheesecake Factory 3,342 7.9%

Family restaurant/steak house last 6 months: weekday 19,477 45.9%
Family restaurant/steak house last 6 months: weekend 21,680 51.1%
Family restaurant/steak house last 6 months: Applebee's 12,908 30.4%

Family restaurant/steak house last 6 months: lunch 12,211 28.8%
Family restaurant/steak house last 6 months: snack 990 2.3%
Family restaurant/steak house last 6 months: dinner 26,729 63.0%

Family restaurant/steak house last month: 2- 4 times 12,806 30.2%
Family restaurant/steak house last month: 5+ times 9,792 23.1%
Family restaurant/steak house last 6 months: breakfast 6,653 15.7%

Produc t/Consume r Be ha vior Adults Pe rc e nt
Went to family restaurant/steak house in last 6 months 33,905 79.9%
Family restaurant/steak house last month: <2 times 11,308 26.6%

Households 20,615 20,861
Median Household Income $78,573 $88,859

Expe c te d Numbe r 

De mogra phic  Summa ry 2 0 13 2 0 18
Population 55,941 56,287
Population 18+ 42,455 43,114

Drive Time: 15 minutes Latitude: 42.863074
Longitude: -88.332398

Restaurant Market Potential
Fox St & Hwy 83, Mukwonago
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Fast food/drive- in last 6 months: take- out/drive- thru 25,118 59.2%
Fast food/drive- in last 6 months: take- out/walk- in 10,976 25.9%

Fast food/drive- in last 6 months: White Castle 1,505 3.5%
Fast food/drive- in last 6 months: eat in 17,298 40.7%
Fast food/drive- in last 6 months: home delivery 4,435 10.4%

Fast food/drive- in last 6 months: Taco Bell 15,211 35.8%
Fast food/drive- in last 6 months: Wendy's 14,933 35.2%
Fast food/drive- in last 6 months: Whataburger 1,693 4.0%

Fast food/drive- in last 6 months: Starbucks 8,110 19.1%
Fast food/drive- in last 6 months: Steak n Shake 2,513 5.9%
Fast food/drive- in last 6 months: Subway 15,491 36.5%

Fast food/drive- in last 6 months: Popeyes 2,604 6.1%
Fast food/drive- in last 6 months: Quiznos 4,793 11.3%
Fast food/drive- in last 6 months: Sonic Drive- In 5,321 12.5%

Fast food/drive- in last 6 months: Panera Bread 5,975 14.1%
Fast food/drive- in last 6 months: Papa John's 4,085 9.6%
Fast food/drive- in last 6 months: Pizza Hut 9,736 22.9%

Fast food/drive- in last 6 months: Little Caesars 2,903 6.8%
Fast food/drive- in last 6 months: Long John Silver's 2,190 5.2%
Fast food/drive- in last 6 months: McDonald's 25,234 59.4%

Fast food/drive- in last 6 months: Hardee's 2,198 5.2%
Fast food/drive- in last 6 months: Jack in the Box 4,270 10.1%
Fast food/drive- in last 6 months: KFC 11,531 27.2%

Fast food/drive- in last 6 months: Domino's Pizza 5,421 12.8%
Fast food/drive- in last 6 months: Dunkin' Donuts 5,364 12.6%
Fast food/drive- in last 6 months: Fuddruckers 1,606 3.8%

Fast food/drive- in last 6 months: Church's Fr. Chicken 1,050 2.5%
Fast food/drive- in last 6 months: Dairy Queen 8,026 18.9%
Fast food/drive- in last 6 months: Del Taco 1,387 3.3%

Fast food/drive- in last 6 months: Chick- fil- A 7,280 17.1%
Fast food/drive- in last 6 months: Chipotle Mex. Grill 3,569 8.4%
Fast  food/drive- in  last  6  months:  Chuck  E.  Cheese’s 2,016 4.7%

Fast food/drive- in last 6 months: Captain D's 1,618 3.8%
Fast food/drive- in last 6 months: Carl's Jr. 2,579 6.1%
Fast food/drive- in last 6 months: Checkers 1,181 2.8%

Fast food/drive- in last 6 months: Arby's 10,630 25.0%
Fast food/drive- in last 6 months: Boston Market 2,411 5.7%
Fast food/drive- in last 6 months: Burger King 16,095 37.9%

Fast food/drive- in last 6 months: weekday 31,233 73.6%
Fast food/drive- in last 6 months: weekend 21,648 51.0%
Fast food/drive- in last 6 months: A & W 2,249 5.3%

Expe c te d Numbe r 
ofProduc t/Consume r Be ha vior Adults Pe rc e nt

Fox St & Hwy 83, Mukwonago Prepared by Aimee Bauman
Drive Time: 15 minutes Latitude: 42.863074

Longitude: -88.332398

Restaurant Market Potential
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Mukwonago Market Strategies 
 

Small towns with the most dramatic outcomes tend to be proactive and future oriented by embracing change 
and assuming some risk.  Being proactive (as opposed to reactive) can be measured by a community’s 
willingness and ability to act on a particular challenge before it becomes a problem.  Innovative local 
governance, partnerships and organizations significantly enhance the capacity for community revitalization.  
The key to innovative local governance is to think creatively, but always keep the community’s overall net 
benefits in mind.  Working with partners beyond municipal boundaries can help pool resources to shared 
objectives.  By incorporating broad, long-term goals to create positive change, a community will garner more 
“return on investment” instead of communities that take a piecemeal approach.   

Mukwonago has much potential for revitalizing and stimulating economic growth.  There is a substantial 
population base nearby with important purchasing power.  You have beautiful natural assets in and around the 
community, and solid transportation connections, particularly with I43.  The potential to reroute Hwy. 83 will 
open up revitalization options for the downtown, with the opportunity to have a more substantial “downtown” 
district.  The I43 corridor has opened up Mukwonago to those large box retailers and larger destination users 
such as the medical facility and the YMCA.  This Interstate development is very important to Mukwonago, and 
provides many opportunities to in-fill with other large retailers, restaurants, hospitality, business headquarters, 
etc.  I43 also provides that important transportation connection that is desired by many industries. 

There is much that can be done to help stimulate business growth and economic development.  But the most 
important thing to  do is to acknowledge resources from a staffing, volunteer and financial standpoint.  Set the 
bar at an achievable level as to facilitate success – not dozens of tasks that never get off the ground or 
completed.  We have learned over the past 5 years that the market can change faster than any one could 
anticipate.  We need to be nimble, we need to anticipate, and we need to work on those things that are most 
important to support our mission.  Laying the foundation for this work is where we start. 

Utilizing the information we know about the Mukwonago marketplace, along with background information on 
the community, and meeting with certain Stakeholders, the following list of tasks was created to support 
business and economic development within the Village. 
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Task #1:  Establish who will lead the charge.   

It’s critical that there be a dedicated point person for the work of economic and business development for the 
Village.  Although there have been some communities who have been successful with a volunteer Business 
Recruitment / Retention organization, it is usually because there is a single community champion who leads 
and motivates, and has the time to devote to this cause.  But most often, volunteer groups flounder with 
direction, time and resources.  When a community can support the role from a staff perspective, the 
community is in position for a much better outcome.   

Support efforts to dedicate resources to a staff person who can represent the community in a positive and 
professional fashion, has good leadership skills, can motivate volunteers, establish a foundation of information 
and resources within the community, and provide outreach to existing and new businesses. 

Timing:  Immediate 

 

Task #2:  Revamp the Village website.   

The Village website is the number one tool any community has to make a first impression, even before someone 
makes that first visit.  It  is likely to be the first stop for new businesses, new residents, or a new visitors and 
travelers.  This is Mukwongo’s chance to leverage community assets, sell the quality of life as well as the reason 
people want to visit or do business in this area.  The Mukwonago website should clearly and effectively sell the 
community - while still providing necessary and important municipal information.  This should be a top priority, 
as it is the most cost effective, the easiest to keep current and is accessible 24 hours per day. 

One particularly dynamic community website is that of Greenwood, Mississippi (www.greenwoodms.com).  This 
is a small community that has realized the importance of their website!  They were very smart to incorporate a 
way for the City, the Chamber, the Visitors and Tourists Bureau, Main Street, Economic Development and the 
County to be directly linked to the site – they share a tool bar at the top of the page and their graphics to be a 
totally integrated site.  This site truly gives you the “feeling” of Greenwood and really sells the sizzle for a smaller 
community.  Following are few screen shots of the website.   

Timing:  Immediate 
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Task #3:   Create a collaborative relationship with the Milwaukee commercial brokerage community.   

Commercial real estate brokers can be one of your most important partners in garnering the attention of new 
businesses for the community – particularly when it comes to regional and national tenants.  Most national and 
regional businesses looking for a new location are represented by a commercial broker or a national site 
selector.  Mukwonago needs to make sure that the nearby commercial brokerage agents and firms know what 
Mukwonago can offer to their potential clients.  Many of these clients have a presence in a particular market 
by utilizing commercial brokers who can make them aware of opportunities that fit their criteria.   

Communities in the Madison area are reaching out to the commercial brokers by hosting a regular “get to 
know the community” event.  This might encompass a short meet-and-greet, a bus tour of the area, followed 
up with a networking hour at a local restaurant.  Sun Prairie, WI has done this for the past 4 years, and has also 
gotten a good turn out from the Milwaukee brokerage firms.  Recently, Waunakee WI had their first broker 
event and had approximately 30 attendees.  The result of that day has also produced a couple of deals in the 
works.  In both of these cases, they toured brokers through the community to show them current lease or for 
sale opportunities, development lands, and highlights of the community assets.  Mukwongo could also host a 
“Summit” as Sun Prairie did this year by having an afternoon to meet with brokers interested in either 
commercial or residential.  They followed up the afternoon with a networking hour with local food, libations and 
critical community stakeholders.  These real estate professionals are in the trenches every day looking for ways 
to match their clients with properties.  It is imperative that they know about Mukwonago.  The following page is 
the notice that Sun Prairie sent out for their latest broker event. 

Consider joining the Commercial Associate of Realtors Wisconsin (CARW) as an affiliate member.  This group is 
very active in the Milwaukee area, supporting a great majority of the commercial brokers.  Check out their 
website at www.carw.com.   

Make sure that all municipal-owned land is listed with a good commercial broker.  This allows those properties 
to be on all the commercial listing- services and having a professional that can help market and negotiate.  At 
a minimum, offer co-broke commissions to brokers. 

Timing:  2014 

 

http://www.carw.com/
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Sun Prairie Broker Event 
The City of Sun Prairie would like to host an afternoon of information, marketing and networking for the Real Estate 
Brokerage community serving Sun Prairie.   Its purpose will be to provide you with current information that will help you 
market Sun Prairie to prospective residents and businesses. 

Date: Wednesday July 31st, 2013                                                                                                                                                      
Time: 1-3 pm - Residential Track, 3-5 pm - Commercial/Industrial Track                                                                                      
Location: TBD in Sun Prairie                                                                                                                                                                

Possible topics may include (subject to confirmation): 

x Marketing the Sun Prairie School District and Sun Prairie High School 
x Opportunities in the mid-to-upper single family marketplace 
x Update on commercial retail projects 
x Update on the Sun Prairie Business Park and Major Employers 
x Coordinating with WEDC and Locate In Wisconsin 
x Overview of building permits issued in 2013 
x Residential projects coming online in 2013 
x An overview of the Sun Prairie Ice Arena 
x Multi-family residential trends 
x Overview of City infrastructure investments and facilities (Parks, libraries, streets, stormwater, utilities, etc.) 
x Housing and Commercial Financing programs 
x Municipally owned electric service and competitive rates 
x Overview of the St. Mary’s Emergency Center 
x The role of fiber optics and the Internet 
x An overview of Sun Prairie’s demographics 
x Property valuation and sales trends in Sun Prairie 

 

Neil Stechschulte                                                                                                                                                                         
Director of Economic Development                                                                                                                                                 
City of Sun Prairie, Wisconsin USA                              
Phone:(608)825-0894                                                                                                                                                                      
Email: nstechschulte@cityofsunprairie.com 

Follow current economic development news at:  News Blog: http://sunprairie-ednews.blogspot.com/   

mailto:nstechschulte@cityofsunprairie.com
http://sunprairie-ednews.blogspot.com/
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Task #4:  Set the stage for developer interest. 

Many communities ponder how to position themselves to work with developers, or even how to attract 
developer interest in their community.  The recent economic situation has been challenging for the most 
qualified developers, but we are seeing a rebound of interest in new product.  Multi-family housing 
development is currently a strong leader in developer interest, with other commercial development, (i.e. retail, 
office and industrial) following.  Developers are an important partner for a community, as they often represent 
different retailers or businesses that they are developing the property for. 

Securing developer interest in smaller markets can be more challenging, sometimes due to the economic or 
population constraints, or perhaps the political and approval policy climate.  Communities can position 
themselves to be more competitive in attracting developers if: 

1. There is an overall plan in place that provides development guidance about those important 
development and redevelopment areas. 

2. Leadership within the community, both public and private is supportive of the plan and its goals. 
3. Appropriate zoning is in place, or can be put in place. 
4. The development process within the community is clear and directed, perhaps with one point of 

contact. 
5. Community staff and key decision makers are “on the same page”, so the development process doesn’t 

get bogged down in an inability to come to consensus. 
6. All incentives that are available are defined, and there is an understanding of how and who can use 

them. 

Reach out to other communities within the Metro-Milwaukee area to seek out credible developers of both 
residential and commercial projects that can be compiled into a database for further contact.  Having a pool 
of potential developers is extremely valuable as staff works to satisfy a demand within the community, whether 
for different housing options or various commercial projects. 

Timing:  2014. 

 
 



38 
                      

Task #5:   Develop a working relationship with large property owners within the Village. 

Large property owners from both a residential and commercial standpoint need to be strategic partners with 
the Village of Mukwonago.  It’s not untypical that the private sector can be wary of working with municipalities, 
as they may fear the process, the regulations, and the thought that may get forced to do something they don’t 
want to.  There also may exist a perceived or real challenge of getting something done. 

Building confidence and bridges with these property partners will go a long way to work with them on new 
projects.  Knowing their plans or goals early on can help the Village and the property owners get through a 
potential development process much easier.  Help them with market and demographic data, incentives, 
broker or user contacts, etc.   

Having a relationship with these property owners will also keep the Village on the forefront of pending 
vacancies in properties, allowing the Village to participate with recruitment – or even help to retain an existing 
business. 

Timing:  2014. 

   

Task #6:  Gather and maintain relevant data on the community. 

This report captures a significant amount of demographic data that may be useful to existing businesses or new 
businesses looking at the community.  Make sure that a current inventory of businesses is being tracked - a list of 
most businesses in Mukwonago is included in the Appendix.  It’s also good to look at other communities of a 
similar size and nature to see how Mukwonago compares to their economic development activity and business 
depth.  A chart of comparable communities is in the Appendix, as well as a chart of some comparable 
community retail categories.  Keep this data fresh every two years. 

Maintain a current resource of all incentives that are available, whether local or county or statewide, that the 
Village can help facilitate. 

Timing: 2014. 
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Task #7:  Host an Economic Development Open Forum. 

Again, this idea has been done in other communities, and offers a great opportunity to bring key stakeholders 
together to exchange ideas and critiques on how the municipality can do a better job supporting community 
and economic development.  The audience should be commercial property owners, developers who have 
worked in the community, real estate brokers who work in the community, partners like the Chamber or the 
Visitors Bureau, interested public groups or individuals, and of course relevant Village staff committee and 
board members.   

Discussion topics could include: 

x What target sectors should we be focusing on long term and short term? 
x What key information resources do we need to have available? 
x Is a standing committee or workgroup needed for economic development (e.g. CDA, RDA)? 
x What partners could the Village work with more effectively? 
x What role should the Village have in the development of specific parcels? 
x What sort of marketing should be done, and to whom? 
x What can the Village do to make operating a business here easier? 
x What can the Village do to make starting a business here easier? 
x What future planning or other efforts are needed for economic development? 
x What factors are slowing economic development in the Village? 
x What strategic efforts could the Village make to ensure positive future economic development? 
x What is your opinion of business recruitment and retention efforts by the Village? 
x What should our priority project areas be? 

Creating this forum for open discussion creates partnerships and opportunities.  It is a chance for the public to 
air past issues and concerns that could be resolved, hear ideas about what can be done better from a Village 
perspective, and identify partners that could take economic development to a new level. 

Timing:  2014 / 2015. 
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Task 7:  Develop a new business “hit list”.   

Based on the market data in this report, there are certain categories of businesses that may find Mukwonago a 
good match for them.  However before making contact, as much as possible should be known about the 
company’s business model, other operations, typical site criteria and whether or not there is a location that 
might work for them.  Therefore, randomly reaching out to new businesses doesn’t make sense unless 
Mukwonago meets their typical location criteria, and there is  land or an available space for them to consider.  
The following represent some of the categories of business that should be examined in more depth: 

* Fast casual restaurants     *  Coffee shop 

*  Mid-priced full-service restaurants   *  Steakhouse 

*  Liquor sales      *  Niche clothing 

* Hair salons       *  Specialty grocery 

*  Niche gifts      *  Specialty sporting goods 

* Service businesses, i.e. dental, medical, veterinary, investment services, travel agency, financial services 

*  Hospitality, another hotel may have merit 

The specific type of business should be matched with available locations, as their site criteria will vary.  An Olive 
Garden type restaurant might be attracted to the demographic data, but would likely only consider the I43 
corridor, while a locally owned Italian restaurant might be better suited further inside the boundaries of the 
Village.   

When Mukwonago is ready to work on this task, Redevelopment Resources will come back (at no charge) and 
help validate the business type, potential location opportunities, and provide current site data and contact 
information for any of the regional or national businesses.  A specific cluster analysis for the manufacturing 
sector could be undertaken by Redevelopment Resources in the future. 

Timeframe:  2014 / 2015 
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Task 8:  Look for opportunities to profile the community in all outlets possible. 

Raising awareness about Mukwonago is important when looking to grow and fortify the business climate.  Utilize 
all opportunities to share positive information about Mukwonago.  For example: 

x Engage the local paper to report on all new business openings; to profile successful businesses within 
Mukwonago; to run special sections on the state of the local economy, etc. 

x Reach out to the Milwaukee State Journal to see what their interest would be in doing a feature about 
Mukwonago.  This may also give local businesses an opportunity to run ads inexpensively next to the 
feature. 

x Partner with a local radio station and be a regular featured guest to answer questions about the 
community and let citizens know what is going on at Village Hall. 

x Send press releases to all the area media when there is a new business acquisition. 
x Partner with the Chamber for business opening celebrations. 
x Provide interesting community information to the media. 
x Engage the high school classes by leading an economic development session – let the kids come up 

with ideas for new businesses and how Mukwonago might attract them. 
x Speak at all of the local business and fraternal clubs.  Let them know the Village goals and the plan in 

place to get there. 

Some communities have an underlying air of apathy or cynicism – “we have tried that before and it didn’t 
work”, “no one helped me when I started my business”, “we don’t know what goes on at Village Hall”, etc. 
Sending positive PR messages about the status of Mukwonago helps build interest and excitement, both inside 
the community and outside the community. 

Timing: 2014 / 2015 
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Mukwonago  
Business List 2013 

 
Business Name Description 
Advertising and Media   
Swift Print Printing & Typesetting 
Mukwonago Chief Press/Publications/Radio 
KReative Consulting Event planning, PR, Marketing, Advertising 
Fine Line Printing Printing & Typesetting 
Print, Pack & Ship Printing & Shipping 
RML Corporation Marketing/Consulting 
Chief Printing Company Printing & Typesetting 
Agriculture, Fishing & Forrestry   
Horn Feed & Oil Company Agriculture 
Schuett Farms Agriculture, Entertainment, Gifts 
Arts Culture & Entertainment   
Mukwonago Community Library Library 
Village Players Entertainment, Community Organization 
Red Brick House Museum 
Linnie Blooms Shop & Create Craft Store 
Grace Notes Community Orchestra Entertainment, Community Organization 
Box Office Movies & Games Entertainment Retail 
Automotive, Aircraft & Marine   
Lynch's Horter Chevrolet  Auto Dealer 
Napa Auto Parts Auto Parts 
Bj's BP, Inc. Gas Station 
Citgo Gas Station 
Mukwonago Yamaha, Inc Motor Sports 
River Crest Tire & Auto Auto Parts 
5 Star Stations, Inc. Gas Station 
John Amato Ford Auto Dealer 
Firestone Tires Auto Parts 
Clark Station Gas Station 
Advance Auto Parts Auto Parts 
Village Car Care Center, LLC Auto Parts/Service 
Business & Professional Services   
KJ Tax & Accounting, LLC Tax/Accounting 
kCm Connections Marketing/Consulting 
Urban Herriges & Sons, Inc. Architect/Interior Design 
Child & Therapeutic Systems Counseling 
H&R Block Tax/Accounting 
The People Person, LLC Career Planning/Consulting 
Berg Corporate Interiors Office Furniture & Supplies 
The Look Photography Services Photography 
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Kimberly Ann Photography Photography 
Best Photography Photography 
Act Now! Accounting Solutions Accounting 
Cruise & Tour Center Travel Agency 
Maxxum ERP Solutions LLC Software 
Pillar Design Group Interior Design 
AdviCoach Consultants 
AdvantaClean of SW Milwaukee Cleaning Services 
Dust to Golden Shine Cleaning Services 
You-Nique Photography Photography 
Religion    
Brooklife Church Religious 
Caldwell United Methodist Church Religious 
Destiny Christian Church Religious 
Episcopal Church of Resurrection Religious 
First Congregational Church of Mukwonago Religious 
Mount Olive Lutheran Church Religious 
Mukwonago Baptist Church Religious 
Mukwonago United Church of Christ Religious 
New Life Community Church Religious 
Our Savior's Wesleyan Church Religious 
St. James Catholic Parish Religious 
St. John's Evangelical Lutheran Church & School Religious 
United Unitarian Universalish Church Religious 
Vernon Evangelical Lutheran Church Religious 
Computers & Telecommunication   
CGSmith.net Computer Sales/Service 
Triple R Computer Solutions LLC                                                                           Computer Sales/Service 
US Cellular Cellular Service/Sales 
Grisham Information Systems Consulting, LLC Computer Sales/Service 
A Team Computer Services LLC Computer Sales/Service 
Construction Equipment & Contractors   
C&H Construction, Inc. Contractors 
Mukwonago Remodeling, LLC Contractors 
Professional Construction, Inc. Contractors 
Martens Plumbing Equipment & Heating Plumbing, Heating & Electrical 
Dairy Air Heating & Cooling Plumbing, Heating & Electrical 
Phantom Creek Builders, LLC Contractors 
Turner Concrete Construction, Inc. Contractors 
Home Specialists, Inc. Contractors 
J&R Engineering Co, Inc.  Contractors, Manufacturing & Production 
JC Ewert Sons Inc Concrete Repair 
Egofske-Poreter Drilling Well Drilling Contractors 
Andrews Heating & Cooling Plumbing, Heating & Electrical 
Waukesha Plumbing Plumbing  
Berg Construction Contractors 
Mukwonago Outdoor Power Equipment Equipment Sales 
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Family, Community & Civic Orgs   
Kitchen Kupboard Food Pantry Community Organization 
Friends of Mukwonago Community Library Community Organization 
Mukwonago Catastrophic Medical Fund Community Organization 
Mukwonago YMCA Community Organization 
Mukwonago Kiwanis Club Community Organization 
Rotary Club of Mukwonago Community Organization 
Norris Adolescent Center Community Organization 
American Legion Post 375 Community Organization 
Mukwonago Lions Club Community Organization 
Mukwonago Food Pantry Community Organization 
Mukwonago Optimist Club Community Organization 
Laflin/St. James Lodge #247, F & AM Community Organization 
Mukwonago Community Commission Community Organization 
Knights of Columbus Council 7048 Community Organization 
Crazy Quilter Guild Community Organization 
Mukwonago HS Athletic Booster Club Community Organization 
Mukwonago Area Chamber & Tourism Community Organization 
Skylar Cherie Foundation, Inc. Community Organization 
Finance & Insurance   
Marcia Panella Agency, LLC Insurance/Consulting 
The House of Insurance Insurance 
State Farm Insurance Insurance 
Edward Jones-Gary Martens Financial & Investment Services 
Rural Mutual Insurance Company Insurance 
Wisconsin Life Brokerage Financial & Investment Services 
Providence Home Lending Real Estate Services 
Johnson Bank Bank 
Citizens Bank of Mukwonago Bank 
BMO Harris Bank Bank 
William Jensen Agency Inc. Am-Fam Insurance 
HD Financial Services, LLC Investments/Tax/Accounting 
Edward Jones- Scott Howard Financial & Investment Services 
PyraMax Bank Bank 
Associated Bank Bank 
Schrelber Investment Advisory Services Financial & Investment Services 
On the Money Financial & Investment Services 
Albanna Insurance Agency Farmers Insurance Insurance 
Hoffman & Associates Farmers Insurance Insurance 
Packerland Brokerage Services, Inc. Financial & Investment Services 
Cash Works Financial  
CFO/Accounting Services, Ltd. Accounting 
Rick Debe Agency, Inc. Insurance 
Government, Education & Individuals   

Sound Learning 
Education, Holistic Health, Leanring 
Disabilities 

Mukwonago Area School District  Education 
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County Supervisor- Gilbert Yerke Government 
Village of Mukwonago Government 
St John's Evang. Lutheran Church & School Education 
Town of Mukwonago Government 
Mukwonago Area Public Schools Education Foundation Education 
Mukwonago Police Department Government 
Town of Mukwonago Police Dept Government 
Mukwonago Fire Department Government 
Pilgrim's Playmates Nursery School Education 
Nature's Classroom Montessori School Education 
St. James Church & School Education 
Door to Door Driving School Education 
Wisconsin Guitar Academy Education 
Health Care   
Birchrock Senior Communities, LLC Assisted Living 
Anatomy Shop Physical Therapy Physical Therapy 
Bohl & Race Orthodontics Orthodontist 
Linden Grove Mukwonago Campus Assisted Living 
Spencer-Smith & Perugini Chiropractic Chiropractor 
Family Vision Center Eye Clinic 
PT Plus Mukwonago  Physical Therapy 
Neurological Wellness Clinic Medical Clinic 
Barsamian Chiropractic Clinic Chiropractor 
Mukwonago Family Dentistry Dentist 
Wolf Family Chiropractic  Chiropractor 
Medical Eye Associates  Eye Clinic 
Miller Pharmacy Pharmacy 
Moreland OB-GYN Associates, S.C. Medical Clinic 
Hannah Home Health Care, Inc. Nursing & Medical Care 
Allergy, Asthma & Sinus Center Medical Clinic 
ProHealth Care D.N. Greenwald Center Medical Clinic 
Sullivan Dentistry, LLC Dentist 
Mukwonago Family Chiropractic Chiropractor 
Family Rehab Clinic Physical Therapy 
One on One Physical Therapy Physical Therapy 
Waukesha Memorial Outpatient Center Medical Clinic 
Riverview Dental Dentist 
Patricia Lawn Hypnotherapy Counseling 
Chiropractic First Chiropractor 
APOPS - Assoc Pelvic Organ Prolapse Support Women's Health 
Home & Garden   
Orkin Pest Control Pest Control 

Home Depot 
Harware & Home Furnishings, Garden 
Center 

Sherwin Williiams Paint/Interior Design 
Papa Steinke's Greenhouse Garden Center/Greenhouse 
3-D Greenhouses Garden Center/Greenhouse, Gifts 
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Wonagrow Landscape Design, LLC Landscaping 
Yerke Frog Alley Greenhouses Garden Center/Greenhouse 
The Garden Mart Garden Center/Greenhouse, Gifts 
Simon's Gardens Garden Center/Greenhouse 
Rock Solid Services, LLC Landscaping, Snow Removal 
Dudec Tree Services Landscaping 
Envirocon, Inc. Landscaping 
W.H. Major & Sons Landscaping 
Treescapes, Inc Landscaping 
About Time Major Appliance Repair Appliance Repair 
Legal   
Mills & Boehm, LLP  Legal  
Quality Services Legal 
Giese & Weden Law Offices Legal 
Crivello-Carlson Attorneys Legal 
Dave Hudec Law Office Legal 
Lodging & Travel   
Rodeway Inn Hospitality  
Country View Camp Ground Hospitality  
Manufacturing, Production & Wholesale   
Engineered Pump Services Manfacturing & Production 
Quality Coatings Manfacturing & Production 
Kohne's Kustom Welding, Inc. Manfacturing & Production 
Bonstone Materials Corporation Manfacturing & Production 
Badger Color Concenrates, Inc. Manfacturing & Production 
Mica Tool & Manufacturing Manfacturing & Production 
Empire Level Manufacturing Corporation Manfacturing & Production 
Aptar Mukwonago Manfacturing & Production 
Industry Surplus Parts? 
Personal Services & Care   
Woodhouse Day Spa Salon/Spa/Nails 
Ella Marie Salon Salon/Spa/Nails 
Wagreens Drug Store 
Massage By Michelle Massage 
Kids Connection Child Care Child Care 
Schmidt & Bartelt Funeral & Cremation Services Funeral Services 
Escape Tanning, Nails & Hair Salon/Spa/Nails 
Hairs the Thing Salon 
Quality Clips  Salon 
Dragonfly Embroidery Embroidery 
Pretty Nails Nail Salon 
Little Lamb Day Care Child Care 
Presap Style Salon Salon  
Pets & Veterinary   
Lucky Dog! Dog Day Care Inc. Dog Day Care 
End of the Leash, LLC Pet Supplies  
Bay View Veterinary Clinic Veterinary 
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Bichon & Little Buddies Pet Supplies  
For Pet's Sake Pet Supplies  
Public Utilities & Environment   
Real Estate, Moving & Storage   
Realty Executives Integrity- V. Decker Real Estate 
Bielinski Brothers Properties Real Estate 
BK Home Inspections Home Inspections 
Marzion Homes & Realty Real Estate 
Art Schneider- First Weber Real Estate 
Shorewest Realtors Real Estate 
First Weber Realtors - Rob Madecky Real Estate 
D.N. Greenwald Co. Property Leasing & Mgmt 
Heaven City Development Property Leasing & Mgmt 
View Appraisals Appraisals 
First Look Home Inspection Services Home Inspections 
Restaurants, Food & Beverage   
Antigua Real Latin Restaurant Restaurant 
Bucky's Fine Meats & Sausage, LLC Specialty Foods 
5 Star Stations, Inc. Gas Station 
Pick N Save Grocery 
Cerny's Midway Market Gas Station 
Half Time Sports Grill Restaurant/Bar 
Domino's Pizza Restaurant - Pizza 
Scott's Dog House Mobile Restaurant 
Cousins Subs Restaurant - Subs 
Fork in the Road Restaurant/Banquet Hall 
Expresso Love Coffee, LLC Café 
Blue Bay Restaurant Restaurant 
Anich's Beer & Liquor Liquor Store 
Mario's Natural Roman Pizza, Inc. Restuartant - Pizza 
The Music Café Restaurant/Coffee/Gifts 
Boneyard Pub and Grille Restaurant 
Culvers Restaunt - Fast Food 
Elegant Farmer Specialty Foods 
McDonald's Restaunt - Fast Food 
Pam's Fine Wines Wine Bar 
Hidden Café Café/Restaurant 
Taco Bell Restaunt - Fast Food 
Subway Restaurant - Subs 
Heaven City Restaurant Restaurant 
Lakeside Restaurant & Lounge Restaurant 
Shanahan's Coffee House Café 
Zeneli's Family Restaurant Restaurant 
Shopping & Specialty Retail   
Quality Custom Framing Framing Services 
Bartle Jewelers Jeweler 
Dynamic Awards & Apparel LLC Trophies/Awards 
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Wood'n It Be Nice Wood crafts & Gifts 
Polka Dots Scrapbook  Craft Store 
The Country Porch Antiques/Art 
My Sister's Closet Consignment 
Garden Party Florist Florist 
Kindred Spirits Gift Shoppe Gifts & Specialty Items 
Tastefully Simple - Tina Kostenko Gifts & Specialty Items 
Greenfield Gallery Antiques/Estate Sales/Consignment 
Vortexx Music Music Store 
Sports and Recreation   
Workout Village Gym 
Mukwonago YMCA Gym/Community Center 
Won-a-go Biking Sporting Goods 
Accent on Dance Dance School 
Phantom Ranch Bible Camp Children's Camp 
Kay's Academy of Dance Dance School 
Siege Paintball LLC Paintball 
Phantom Lake YMCA Camp Children's Camp 
Mukwonago Area Soccer Club Community Organization 
Mukwonago Athletic Club Gym 
Jay's Lanes, Inc Bowling Alley 
Snap Fitness Gym  
Curves Mukwonago Gym  
Fusion Fitness Gym 
Transportation   
Seniors On the Go Taxi Service Transportation 
Hank's Transportation Company School Bus Service 
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Comparable community data by Retail Market 
 

Town/City Mukwonago Merrill Tomah Reedsburg Rice Lake 
Population 7,235 9,608 8,798 8,675 8,335 
Highway Interstate 43 Interstate 51 Interstate 90 & 94 State 33 Interstate 53 

Grocery Stores 
Pick 'n Save Piggly Wiggly Walmart Super Center Walmart Super Center   
Elegant Farmer (Reginal)         

Convenience Stores 

Walgreens Walgreens Walgreens Walgreens Walgreens 
    Kwik Trip (Regional) Kwik Trip (Regional) Kwik Trip (Regional)*3 
Redbox*2   Redbox*2 Redbox*2 Redbox*2 

    
Casey's General 
Store(Midwest)   Cenex 

Discount/warehouse 
Stores 

Walmart connection 
center 

Walmart connection 
center Walmart connection center   Walmart 

Walmart Super Center   Walmart Super Center Walmart Super Center   
Dollar General       Dollar General 
  Family Dollar Family Dollar Family Dollar   

Gasoline 
BP BP BP BP BP 
Mobil Mobil   Mobil   

Apparel Stores 
Peebles   Dollar Tree Lands' End Maurices 
    Maurices     

Food and Beverage 

DAIRY QUEEN  DAIRY QUEEN  DAIRY QUEEN    DAIRY QUEEN  
SUBWAY SUBWAY SUBWAY SUBWAY SUBWAY 
Culver's Culver's Culver's Culver's Culver's 
McDonald's McDonald's McDonald's McDonald's McDonald's 
Pizza Hut Pizza Hut Pizza Hut Pizza Hut Pizza Hut 
Taco Bell   Taco Bell Taco Bell Taco Bell 
    Burger King Burger King Burger King 
Papa Murphy's   

 
  Papa Murphy's Take 'n' Bake 

    Arby's   Hardee's 
        KFC 
        Taco John's 

Hair Salons Cost Cutters Cost Cutters Cost Cutters Cost Cutters Cost Cutters 
Book and Gifts   Book World     Great Clips 
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        Pro-Cuts 

Mobile/Wireless 

US Cellular   US Cellular US Cellular*2 AT&T 
PEARCE - Verizon Wireless Verizon   Verizon PEARCE - Verizon Wireless 
  Cellcom       
  Sprint       
RadioShack RadioShack     RadioShack 

Auto Parts 

NAPA Auto Parts*2 NAPA Auto Parts NAPA Auto Parts*2   NAPA Auto Parts 
O'Reilly Auto Parts O'Reilly Auto Parts O'Reilly Auto Parts O'Reilly Auto Parts O'Reilly Auto Parts 
CARQUEST Auto Parts CARQUEST Auto Parts Advance Auto Parts CARQUEST Auto Parts Advance Auto Parts 
Walmart Tire & Lube 
Express   CARQUEST Auto Parts     

Home Appliance 
Home Depot   Sears Hometown Store Sears Hometown Store Sears Hometown Store 
    Sears Home Services Sears Home Services Sears Home Services 

Fitness 
Curves Curves Curves   Curves 
Snap Fitness   Anytime Fitness Anytime Fitness   
      Snap Fitness Snap Fitness 

Hotels 
Rodeway Inn   Best Western Super 8 Best Western Inn 
    Hampton Inn   Days Inn 
        AmericInn Motel & Suites 
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Communities comparable to Mukwonago 
based on physical attributes 

 

 

Comps Community Level Affiliation Area Size Population Pulation Density High Way Connection Relation with Main CitiesComments

Mukwonago village  Waukesha County
  •  Total  8.11  sq  mi  (21.00  km2)
  •  Land  7.90  sq  mi  (20.46  km2)
  •  Water  0.21  sq  mi  (0.54  km2)

7,355 (2010 census) 931.0/sq mi (359.5/km2) Interstate-43
34 min to Milwaukee; 
1 h 21 min to Madison

Target Market

Delafield city Waukesha County
•  Total 11.06 sq mi (28.65 km2)
  •  Land  9.41  sq  mi  (24.37  km2)
  •  Water  1.65  sq  mi  (4.27  km2)

7085 (2010 census) 752.9/sq mi (290.7/km2) Interstate-94
34 min to Milwaukee; 
56 min to Madison

Similar population/high 
way connection/relation 
to main cities/size

DeForest village Dane County
  •  Total  7.49  sq  mi  (19.40  km2)
  •  Land  7.43  sq  mi  (19.24  km2)
  •  Water  0.06  sq  mi  (0.16  km2)

8936 (2010 census) 1,202.7/sq mi (464.4/km2) Interstate-90
29 min to Madison;  1 h 
21 min to Milkwaukee

Similar population/high 
way connection/relation 
to main cities; but larger 
size

Vernon Town  Waukesha County
 •  Total  32.7  sq  mi  (84.7  km2)
  •  Land  32.2  sq  mi  (83.5  km2)
  •  Water  0.5  sq  mi  (1.2  km2)

7,518 (2009) 229/sq mi (84.7/km2) Interstate-43
29 min to Milwaukee;  
1 h 25 min to Madison

Similar population/high 
way connection/relation 
to main cities; but much 
larger size

Genesee Town Waukesha County
  •  Total  32.0  sq  mi  (82.9  km2)
  •  Land  31.9  sq  mi  (82.6  km2)
  •  Water  0.1  sq  mi  (0.3  km2)

7518 (2009) 228.3/sq mi (88.2/km2) State 59 & Intersate 94
37 min to Milkwaukee; 
1 h 11 min to Madison 

Similar population/high 
way connection/relation 
to main cities; but much 
larger size

Hales Corners village Milwaukee County
  •  Total  3.22  sq  mi  (8.34  km2)
  •  Land  3.21  sq  mi  (8.31  km2)
  •  Water  0.01  sq  mi  (0.03  km2)

7692 (2010 census) 2,396.3/sq mi (925.2/km2) State 59 & Interstate-43
19 min to Milkwaukee; 
1 h 21 min to Madison

Similar population/high 
way connection/relation 
to main cities; but 
smaller size

Jefferson city Jefferson County
  •  Total  5.93  sq  mi  (15.36  km2)
  •  Land  5.72  sq  mi  (14.81  km2)
  •  Water  0.21  sq  mi  (0.54  km2)

7973 (2010 census) 1,393.9/sq mi (538.2/km2) State-18
56 min to Milwaukee;  
45 min to Madison

Simliar population/size

McFarland village Dane County
  •  Total  3.55  sq  mi  (9.19  km2)
  •  Land  3.55  sq  mi  (9.19  km2)
  •  Water  0  sq  mi  (0  km2)

7808 (2010 census) 2,199.4/sq mi (849.2/km2) State 51
1 hour 19 min to 
Milwaukee;  19 min to 
Madison

Similar population/high 
way connection/relation 
to main cities/size; but 
smaller size
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Percent
6.3%
6.5%
7.1%

13.2%
16.8%
21.3%
21.5%
6.0%
1.3%

Number Percent
479 5.9%
560 6.1%
536 6.9%
506 6.5%
377 5.5%
917 13.1%

1,144 12.5%
1,072 15.2%

854 13.2%
425 9.1%
289 3.8%
196 2.2%

Number Percent
7,161 96.6%

18 0.4%
17 0.3%
66 1.0%

6 0.1%
23 0.5%
64 1.2%

234 4.4%Hispanic Origin (Any Race) 3.2% 263 3.6% 314

Two or More Races 0.9% 73 1.0% 84

Pacific Islander Alone 0.1% 4 0.1% 4
Some Other Race Alone 0.3% 29 0.4% 33

American Indian Alone 0.2% 21 0.3% 25
Asian Alone 0.9% 66 0.9% 71

White Alone 97.4% 7,041 97.0% 6,960
Black Alone 0.2% 24 0.3% 31

Ce nsus 2 0 10            2 0 13            2 0 18            
Ra c e  a nd Ethnic ity Percent Number Percent Number

75 -  84 3.9% 255 3.5% 273
85+ 2.7% 171 2.4% 160

55 -  64 11.6% 893 12.3% 954
65 -  74 5.8% 542 7.5% 656

35 -  44 15.6% 999 13.8% 903
45 -  54 14.6% 1,170 16.1% 1,096

20 -  24 5.1% 427 5.9% 396
25 -  34 12.5% 872 12.0% 943

10 -  14 7.3% 537 7.4% 494
15 -  19 6.9% 485 6.7% 471

0 -  4 6.5% 425 5.9% 423
5 -  9 7.6% 479 6.6% 440

Ce nsus 2 0 10            2 0 13            2 0 18            
Popula tion by Age Percent Number Percent Number

Average Household Income $71,294 $81,830
Per Capita Income $28,218 $32,493

Median Household Income $57,696 $75,081

$150,000 -  $199,999 120 4.2% 174
$200,000+ 32 1.1% 37

$75,000 -  $99,999 482 16.7% 612
$100,000 -  $149,999 524 18.2% 620

$35,000 -  $49,999 455 15.8% 381
$50,000 -  $74,999 470 16.3% 484

$15,000 -  $24,999 284 9.8% 187
$25,000 -  $34,999 302 10.5% 204

House holds by Inc ome Number Percent Number
<$15,000 218 7.6% 181

Median Household Income 5.41% 3.28% 3.03%
2 0 13            2 0 18            

Families - 0.18% 0.28% 0.63%
Owner HHs 0.29% 0.54% 0.94%

Population - 0.14% 0.34% 0.71%
Households - 0.05% 0.44% 0.74%

Median Age 37.9 39.5 39.8
Tre nds: 2 0 13  -  2 0 18  Annua l Ra te Are a Sta te Na tiona l

Owner Occupied Housing Units 1,999 1,947 1,975
Renter Occupied Housing Units 924 939 905

Families 2,003 2,003 1,985
Average Household Size 2.50 2.49 2.48

Population 7,355 7,257 7,208
Households 2,923 2,887 2,880

Mukwonago village, WI (5555050)
Geography: Place

Summa ry Ce nsus 2 0 10 2 0 13 2 0 18

Demographic and Income Profile
Mukwonago WI
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Percent
3.8%
3.0%
3.6%
8.3%

17.0%
22.1%
28.7%

9.3%
4.1%

Number Percent
3,129 5.3%
4,062 6.2%
4,356 7.4%
4,112 6.9%

2,400 4.6%
5,055 10.1%
8,103 12.3%

10,569 16.0%
8,161 16.0%

3,820 10.2%
1,652 3.7%

607 1.2%

Number Percent
54,269 95.8%

228 0.7%
151 0.4%

556 1.2%
18 0.0%

253 0.6%
554 1.3%

1,432 3.5%Hispanic Origin (Any Race) 2.6% 1,613 2.9% 1,979

Two or More Races 1.0% 612 1.1% 716

Pacific Islander Alone 0.0% 17 0.0% 18
Some Other Race Alone 0.5% 286 0.5% 347

American Indian Alone 0.3% 168 0.3% 202
Asian Alone 1.0% 588 1.1% 666

White Alone 96.9% 53,988 96.5% 53,950
Black Alone 0.4% 282 0.5% 388

Ce nsus 2 0 10            2 0 13            2 0 18            
Ra c e  a nd Ethnic ity Percent Number Percent Number

75 -  84 2.9% 1,754 3.1% 2,077
85+ 1.1% 650 1.2% 686

55 -  64 14.6% 8,669 15.5% 9,027
65 -  74 6.8% 4,656 8.3% 5,744

35 -  44 14.5% 7,297 13.0% 6,932
45 -  54 18.9% 10,064 18.0% 9,023

20 -  24 4.3% 2,753 4.9% 2,580
25 -  34 9.0% 5,222 9.3% 5,672

10 -  14 7.8% 4,338 7.8% 4,189
15 -  19 7.3% 3,906 7.0% 3,881

0 -  4 5.6% 2,957 5.3% 2,978
5 -  9 7.3% 3,675 6.6% 3,499

Ce nsus 2 0 10            2 0 13            2 0 18            
Popula tion by Age Percent Number Percent Number

Average Household Income $93,139 $105,939
Per Capita Income $34,353 $39,291

Median Household Income $78,573 $88,859

$150,000 -  $199,999 1,458 7.1% 1,931
$200,000+ 765 3.7% 852

$75,000 -  $99,999 3,685 17.9% 4,618
$100,000 -  $149,999 5,102 24.7% 5,985

$35,000 -  $49,999 2,365 11.5% 1,741
$50,000 -  $74,999 4,086 19.8% 3,547

$15,000 -  $24,999 1,002 4.9% 635
$25,000 -  $34,999 1,145 5.6% 757

House holds by Inc ome Number Percent Number
<$15,000 1,007 4.9% 797

Median Household Income 2.49% 3.28% 3.03%
2 0 13            2 0 18            

Families 0.15% 0.28% 0.63%
Owner HHs 0.32% 0.54% 0.94%

Population 0.12% 0.34% 0.71%
Households 0.24% 0.44% 0.74%

Median Age 41.5 42.4 42.8
Tre nds: 2 0 13  -  2 0 18  Annua l Ra te Are a Sta te Na tiona l

Owner Occupied Housing Units 17,813 17,576 17,858
Renter Occupied Housing Units 2,761 3,039 3,003

Families 16,287 16,274 16,395
Average Household Size 2.72 2.71 2.69

Population 56,028 55,941 56,287
Households 20,574 20,615 20,861

Drive Time: 15 minutes Latitude: 42.863074
Longitude: -88.332398

Summa ry Ce nsus 2 0 10 2 0 13 2 0 18

Demographic and Income Profile
Fox St & Hwy 83, Mukwonago
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Percent
11.2%
8.5%
8.8%

12.3%
19.7%
17.4%
14.9%
4.4%
2.8%

Number Percent
358,443 6.0%
368,617 6.0%
375,927 6.4%
399,209 6.6%
386,552 6.8%
721,694 12.6%
725,666 12.1%
873,753 13.1%
699,811 13.9%

400,496 9.6%
258,313 4.7%
118,505 2.2%

Number Percent
4,902,067 84.3%

359,148 6.6%
54,526 1.0%

129,234 2.6%
1,827 0.0%

135,867 3.2%
104,317 2.3%

336,056 7.9%Hispanic Origin (Any Race) 5.9% 378,545 6.6% 460,486

Two or More Races 1.8% 113,804 2.0% 131,451

Pacific Islander Alone 0.0% 1,929 0.0% 2,165
Some Other Race Alone 2.4% 152,962 2.7% 184,810

American Indian Alone 1.0% 55,844 1.0% 58,651
Asian Alone 2.3% 137,120 2.4% 153,057

White Alone 86.2% 4,903,494 85.6% 4,911,974
Black Alone 6.3% 365,732 6.4% 385,978

Ce nsus 2 0 10            2 0 13            2 0 18            
Ra c e  a nd Ethnic ity Percent Number Percent Number

75 -  84 4.5% 254,918 4.4% 274,127
85+ 2.1% 125,398 2.2% 130,165

55 -  64 12.3% 766,080 13.4% 812,457
65 -  74 7.0% 450,932 7.9% 557,257

35 -  44 12.8% 699,380 12.2% 703,205
45 -  54 15.4% 832,334 14.5% 761,587

20 -  24 6.8% 412,361 7.2% 395,254
25 -  34 12.7% 725,242 12.7% 735,450

10 -  14 6.6% 371,261 6.5% 371,816
15 -  19 7.0% 385,037 6.7% 382,247

0 -  4 6.3% 347,360 6.1% 352,498
5 -  9 6.5% 360,582 6.3% 352,023

Ce nsus 2 0 10            2 0 13            2 0 18            
Popula tion by Age Percent Number Percent Number

Average Household Income $66,016 $76,633
Per Capita Income $26,961 $31,387

Median Household Income $50,378 $59,197

$150,000 -  $199,999 72,917 3.2% 103,753
$200,000+ 56,431 2.4% 66,051

$75,000 -  $99,999 295,057 12.8% 409,487
$100,000 -  $149,999 271,463 11.8% 351,900

$35,000 -  $49,999 342,062 14.8% 288,993
$50,000 -  $74,999 468,857 20.3% 464,441

$15,000 -  $24,999 263,891 11.4% 200,575
$25,000 -  $34,999 260,175 11.3% 208,017

House holds by Inc ome Number Percent Number
<$15,000 276,411 12.0% 265,200

Median Household Income 3.28% 3.28% 3.03%
2 0 13            2 0 18            

Families 0.28% 0.28% 0.63%
Owner HHs 0.54% 0.54% 0.94%

Population 0.34% 0.34% 0.71%
Households 0.44% 0.44% 0.74%

Median Age 38.4 38.9 39.4
Tre nds: 2 0 13  -  2 0 18  Annua l Ra te Are a Sta te Na tiona l

Owner Occupied Housing Units 1,551,558 1,521,055 1,562,942
Renter Occupied Housing Units 728,210 786,213 795,479

Families 1,468,917 1,478,473 1,499,429
Average Household Size 2.43 2.42 2.41

Population 5,686,986 5,730,885 5,828,086
Households 2,279,768 2,307,268 2,358,421

Wisconsin (55)
Geography: State

Summa ry Ce nsus 2 0 10 2 0 13 2 0 18

Demographic and Income Profile
State of Wisconsin
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Pe rc e nt
100.0%

11.7%
7.1%
4.6%
0.8%

31.3%
24.2%

7.1%
2.6%
1.0%
2.3%

2.2%
13.9%
2.8%
6.4%
4.9%
1.1%

2.2%

0.6%
1.7%
3.3%
0.6%

10.5%
Life/Other Insurance 101 $441.27 $1,273,960
Pensions and Social Security 104 $7,228.71 $20,869,285

Miscellaneous (1) 97 $1,139.61 $3,290,058
Support Payments/Cash Contributions/Gifts in Kind 99 $2,279.88 $6,582,026

Smoking Products 87 $421.73 $1,217,531

Personal Care Products & Services 100 $740.93 $2,139,061
Education 102 $1,491.50 $4,305,970

Health Care 99 $4,414.92 $12,745,874
Entertainment and Recreation 104 $3,367.47 $9,721,878

Transportation 99 $9,512.14 $27,461,535
Travel 105 $1,925.28 $5,558,272

Apparel and Services 66 $1,504.77 $4,344,263

Housekeeping Supplies 98 $695.04 $2,006,580
Household Furnishings and Equipment 89 $1,602.60 $4,626,697

Utilities, Fuel and Public Services 97 $4,900.03 $14,146,399
Household Operations 101 $1,753.44 $5,062,168

Housing 101 $21,480.86 $62,015,240
Shelter 102 $16,580.82 $47,868,841

Alcoholic Beverages 100 $532.49 $1,537,310

Food at Home 97 $4,878.51 $14,084,272
Food Away from Home 99 $3,165.99 $9,140,219

Total Expenditures 99 $68,577.14 $197,982,199
Food 98 $8,044.51 $23,224,490

Spe nding 
Pote ntia l

Ave ra ge  Amount
Inde x Spe nt Tota l

Families 2,003 1,985
Median Age 39.5 39.8
Median Household Income $57,696 $75,081

De mogra phic  Summa ry 2 0 13 2 0 18
Population 7,257 7,208
Households 2,887 2,880

Mukwonago village, WI (5555050)
Geography: Place

Household Budget Expenditures
Mukwonago WI
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7 5 +
283

76
17
9

51
19
34
77

$83,734
$437,183Average Net Worth $20,242 $121,855 $250,838 $691,704 $845,031 $661,258

Median Net Worth $9,688 $21,611 $61,667 $159,512 $197,955 $147,255

$150,000- $249,999 2 25 55 75 76 46
$250,000+ 0 31 96 279 225 128

$50,000- $99,999 5 62 111 96 52 44
$100,000- $149,999 2 37 44 60 53 64

$15,000- $34,999 11 55 59 47 27 24
$35,000- $49,999 1 26 38 27 22 15

Total 93 421 534 688 514 353
<$15,000 72 185 131 104 59 32

Numbe r of House holds
2 0 13  Ne t Worth by Age  of House holde r <2 5 2 5 - 3 4 3 5 - 4 4 4 5 - 5 4 5 5 - 6 4 6 5 - 7 4

Average Net Worth $448,499
Median Net Worth $97,431

$250,000- $500,000 423 14.7%
$500,000+ 413 14.3%

$100,000- $149,999 278 9.6%
$150,000- $249,999 314 10.9%

$50,000- $74,999 240 8.3%
$75,000- $99,999 181 6.3%

$15,000- $34,999 240 8.3%
$35,000- $49,999 139 4.8%

Total 2,887 100.0%
<$15,000 659 22.8%

2 0 13  House holds by Ne t 
Worth

Numbe r Pe rc e nt

Households 2,923 2,887 2,880 - 7 - 0.05%
Average Household Size 2.50 2.49 2.48 - 0.01 - 0.08%

Population 7,355 7,257 7,208 - 49 - 0.14%
Median Age 37.9 39.5 39.8 0.3 0.15%

2 0 13 - 2 0 18 2 0 13 - 2 0 18
Summa ry Ce nsus 2 0 10 2 0 13 2 0 18 Cha nge Annua l Ra te

Mukwonago village, WI (5555050)
Geography: Place

Net Worth Profile
Mukwonago WI



58 
                      

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

2 0 18
7,208
5,551
2,880

$75,081

MPI
106
106
119
101
94

124
118
120
124
131
116
126
119
98

109
124
121
125
97
115
112
117
109
95

125
111
97
99

102
104
122
118
97

100
115
115
105
106
119
112
107
116Attend sports event: baseball game 946 17.2%

Spent on high end sports/recreation equipment/12 mo: $250+ 256 4.7%
Attend sports event: auto racing (NASCAR) 449 8.1%
Attend sports event: auto racing (not NASCAR) 371 6.7%

Partic ipated in weight lifting 748 13.6%
Partic ipated in yoga 339 6.2%
Spent on high end sports/recreation equipment/12 mo: <$250 259 4.7%

Partic ipated in tennis 230 4.2%
Partic ipated in volleyball 194 3.5%
Partic ipated in walking for exercise 1,888 34.3%

Partic ipated in softball 224 4.1%
Partic ipated in swimming 1,312 23.8%
Partic ipated in target shooting 249 4.5%

Partic ipated in roller skating 111 2.0%
Partic ipated in snowboarding 106 1.9%
Partic ipated in soccer 244 4.4%

Partic ipated in martial arts 74 1.3%
Partic ipated in motorcycling 250 4.5%
Partic ipated in Pilates 203 3.7%

Partic ipated in hunting with shotgun 258 4.7%
Partic ipated in ice skating 187 3.4%
Partic ipated in jogging/running 639 11.6%

Play golf 1+ times a month 368 6.7%
Partic ipated in horseback riding 163 3.0%
Partic ipated in hunting with rifle 303 5.5%

Partic ipated in Frisbee 329 6.0%
Partic ipated in golf 707 12.8%
Play golf < once a month 265 4.8%

Partic ipated in fishing (fresh water) 895 16.2%
Partic ipated in fishing (salt water) 299 5.4%
Partic ipated in football 337 6.1%

Partic ipated in bowling 797 14.5%
Partic ipated in canoeing/kayaking 342 6.2%
Partic ipated in downhill skiing 188 3.4%

Partic ipated in bicycling (mountain) 253 4.6%
Partic ipated in bicycling (road) 632 11.5%
Partic ipated in boating (power) 404 7.3%

Partic ipated in backpacking/hiking 618 11.2%
Partic ipated in baseball 291 5.3%
Partic ipated in basketball 483 8.8%

Produc t/Consume r Be ha vior Numbe r of 
Adults

Pe rc e nt
Partic ipated in aerobics 579 10.5%
Partic ipated in archery 152 2.8%

Households 2,887
Median Household Income $57,696

Expe c te d

De mogra phic  Summa ry 2 0 13
Population 7,257
Population 18+ 5,510

Mukwonago village, WI (5555050)
Geography: Place

Sports and Leisure Market Potential
Mukwonago WI
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MPI
100
105
104
110
118
109
121
109
98
117
107
113
113
103
100
114
112
118
119
111

109
116
106
100
106
95

106
110
109
95
77
112
113
116
111
115
102
114
108
113
92
93

123
118
113
117
103
120
121Played board game in last 12 months 1,093 19.8%

Played billiards/pool in last 12 months 621 11.3%
Played bingo in last 12 months 239 4.3%
Did birdwatching in last 12 months 407 7.4%

Went to zoo in last 12 months 866 15.7%
Played backgammon in last 12 months 131 2.4%
Partic ipated in book club in last 12 months 198 3.6%

Visited Disney World (FL)/12 mo: Magic Kingdom 212 3.9%
Visited any Sea World in last 12 months 175 3.2%
Visited any Six Flags in last 12 months 300 5.4%

Attended classical music/opera performance/12 mo 262 4.8%
Went to live theater in last 12 months 831 15.1%
Visited a theme park in last 12 months 1,287 23.4%

Attended music performance in last 12 months 1,525 27.7%
Attended country music performance in last 12 mo 308 5.6%
Attended rock music performance in last 12 months 693 12.6%

Attended movies in last 90 days: once/week or more 108 2.0%
Prefer to see movie after second week of release 1,458 26.5%
Went to museum in last 12 months 803 14.6%

Attended movies in last 90 days: < once a month 1,958 35.5%
Attended movies in last 90 days: once a month 622 11.3%
Attended movies in last 90 days: 2- 3 times a month 356 6.5%

Gambled in Las Vegas in last 12 months 282 5.1%
Attended horse races in last 12 months 156 2.8%
Attended movies in last 6 months 3,440 62.4%

Gambled at casino in last 12 months 1,025 18.6%
Gambled at casino 6+ times in last 12 months 158 2.9%
Gambled in Atlantic City in last 12 months 139 2.5%

Dine out 2- 3 times a month 753 13.7%
Dine out once a week 709 12.9%
Dine out 2+ times per week 592 10.7%

Dined out in last 12 months 3,092 56.1%
Dine out < once a month 288 5.2%
Dine out once a month 399 7.2%

Went to beach in last 12 months 1,532 27.8%
Attended dance performance in last 12 months 256 4.6%
Danced/went dancing in last 12 months 527 9.6%

Attended adult education course in last 12 months 428 7.8%
Attended auto show in last 12 months 486 8.8%
Went to bar/night c lub in last 12 months 1,190 21.6%

Attend sports event: ice hockey game 440 8.0%
Attend sports event: soccer game 371 6.7%
Attend sports event: tennis match 266 4.8%

Attend sports event: football- Monday night game (pro) 369 6.7%
Attend sports event: football- weekend game (pro) 589 10.7%
Attend sports event: golf tournament 331 6.0%

Attend sports event: basketball game (college) 437 7.9%
Attend sports event: basketball game (pro) 494 9.0%
Attend sports event: football game (college) 592 10.7%

Expe c te d
Produc t/Consume r Be ha vior Numbe r of 

Adults
Pe rc e nt

Mukwonago WI
Mukwonago village, WI (5555050)
Geography: Place

Sports and Leisure Market Potential
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MPI
118
107
118
106
122
119
99
112
103
105
101
102
111
114
93

102
109
101
119
113
113
107
113
106
106
99

100
103
109
102
128
98
113
106
92

108
120
119
110
108
113
105
115
111
98
110
122

Bought for child in last 12 mo: bicycle 416 7.6%
Bought for child in last 12 mo: board game 797 14.5%

Spent on toys/games (for child <6)/12 mo: $200+ 489 8.9%
Bought for child in last 12 mo: boy action figure 492 8.9%
Bought for child in last 12 mo: girl action figure 167 3.0%

Bought pre- school toy in last 12 months 482 8.7%
Spent on toys/games (for child <6)/12 mo: <$100 690 12.5%
Spent on toys/games (for child <6)/12 mo: $100- 199 389 7.1%

Spent on toys/games in last 12 months: $200- 499 714 13.0%
Spent on toys/games in last 12 months: $500+ 374 6.8%
Bought infant toy in last 12 months 506 9.2%

Spent on toys/games in last 12 months: <$50 356 6.5%
Spent on toys/games in last 12 months: $50- 99 139 2.5%
Spent on toys/games in last 12 months: $100- 199 427 7.7%

Member of union 368 6.7%
Member of veterans club 179 3.2%
Bought any children`s toy/game in last 12 months 2,150 39.0%

Member of church board 242 4.4%
Member of fraternal order 211 3.8%
Member of religious club 356 6.5%

Member of AARP 891 16.2%
Member of business club 138 2.5%
Member of charitable organization 349 6.3%

Played video game in last 12 months 784 14.2%
Did woodworking in last 12 months 291 5.3%
Partic ipated in word games in last 12 months 556 10.1%

Did photography in last 12 months 830 15.1%
Read book in last 12 months 2,538 46.1%
Partic ipated in trivia games in last 12 months 376 6.8%

Played lottery: 8+ times in last 30 days 520 9.4%
Played musical instrument in last 12 months 478 8.7%
Did painting/drawing in last 12 months 365 6.6%

Bought lottery ticket in last 12 mo: Lotto Drawing 1,304 23.7%
Played lottery: <3 times in last 30 days 985 17.9%
Played lottery: 3- 7 times in last 30 days 488 8.9%

Bought lottery ticket in last 12 months 1,992 36.2%
Bought lottery ticket in last 12 mo: Daily Drawing 267 4.8%
Bought lottery ticket in last 12 mo: Instant Game 886 16.1%

Did furniture refinishing in last 12 months 176 3.2%
Did indoor gardening/plant care in last 12 months 620 11.3%
Partic ipated in karaoke in last 12 months 252 4.6%

Did crossword puzzle in last 12 months 845 15.3%
Partic ipated in fantasy sports league last 12 mo 219 4.0%
Flew a kite in last 12 months 185 3.4%

Played cards in last 12 months 1,360 24.7%
Played chess in last 12 months 216 3.9%
Cooked for fun in last 12 months 1,345 24.4%

Expe c te d
Produc t/Consume r Be ha vior Numbe r of 

Adults
Pe rc e nt

Mukwonago WI
Mukwonago village, WI (5555050)
Geography: Place

Sports and Leisure Market Potential



61 
                      

 

 

 

MPI
99

108
124
96
97

123
109
108
121
115
94
114
89
116
110
109
103
112
111
113
107
118
115
112
114
108
110
115
107
104
113
100
73
98
121
103
115
116
116
105
114
113
117
78
101
84

104
97

107
110

Bought book through mail order in last 12 months 182 3.3%
Bought book at supermarket in last 12 months 307 5.6%
Bought book at warehouse store in last 12 months 354 6.4%

Bought book at department store in last 12 months 420 7.6%
Bought book at drug store in last 12 months 105 1.9%
Bought book through Internet in last 12 mo 591 10.7%

Bought book at Barnes & Noble in last 12 months 1,228 22.3%
Bought book at Borders in last 12 months 722 13.1%
Bought book at convenience store in last 12 months 96 1.7%

Bought science fiction book in last 12 months 292 5.3%
Bought book through book club in last 12 months 249 4.5%
Bought book at book store in last 12 months 2,107 38.2%

Bought personal/business self- help book last 12 mo 412 7.5%
Bought religious book (not bible) last 12 months 478 8.7%
Bought romance book in last 12 months 412 7.5%

Bought desk dictionary in last 12 months 83 1.5%
Bought history book in last 12 months 410 7.4%
Bought mystery book in last 12 months 746 13.5%

Bought biography in last 12 months 421 7.6%
Bought children`s book in last 12 months 792 14.4%
Bought cookbook in last 12 months 602 10.9%

Bought 6+ hardcover books in last 12 months 478 8.7%
Bought book (fiction) in last 12 months 1,783 32.4%
Bought book (non- fiction) in last 12 months 1,508 27.4%

Bought hardcover book in last 12 months 1,725 31.3%
Bought <3 hardcover books in last 12 months 770 14.0%
Bought 3- 5 hardcover books in last 12 months 478 8.7%

Bought <3 paperback books in last 12 months 762 13.8%
Bought 3- 6 paperback books in last 12 months 857 15.6%
Bought 7+ paperback books in last 12 months 748 13.6%

Bought 4- 9 books in last 12 months 968 17.6%
Bought 10+ books in last 12 months 924 16.8%
Bought paperback book in last 12 months 2,367 43.0%

Bought for child in last 12 mo: word game 233 4.2%
Bought book in last 12 months 3,008 54.6%
Bought 1- 3 books in last 12 months 1,116 20.3%

Bought for child in last 12 mo: model kit/set 162 2.9%
Bought for child in last 12 mo: sound game 138 2.5%
Bought for child in last 12 mo: water toy 607 11.0%

Bought for child in last 12 mo: educational toy 907 16.5%
Bought for child in last 12 mo: electronic game 591 10.7%
Bought for child in last 12 mo: mechanical toy 207 3.8%

Bought for child in last 12 mo: plush doll/animal 569 10.3%
Bought for child in last 12 mo: doll accessories 240 4.4%
Bought for child in last 12 mo: doll c lothing 245 4.4%

Bought for child in last 12 mo: construction toy 333 6.0%
Bought for child in last 12 mo: large/baby doll 344 6.2%
Bought for child in last 12 mo: fashion doll 271 4.9%

Produc t/Consume r Be ha vior Numbe r of 
Adults

Pe rc e nt
Bought for child in last 12 mo: builder set 184 3.3%
Bought for child in last 12 mo: car 548 9.9%

Mukwonago village, WI (5555050)
Geography: Place

Expe c te d

Sports and Leisure Market Potential
Mukwonago WI


