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Needs and Perspectives of

Business Operators

A survey of downtown business operators was conducted to gather

insights, perspectives and input from the downtown Madison business

community. The study analyzed opportunities to improve downtown Madison as a place to
operate a business, and generated data to support business retention, expansion and
recruitment efforts.

Survey Overview

The Downtown Madison Business Operators Survey collected data from businesses that
operate in downtown Madison, specifically in and around State Street and the Capitol Square
area. The comprehensive survey was conducted in March and April, 2007.

Types of Questions

The survey was designed to gathered background information from businesses on their needs
and opportunities, business characteristics, and market and marketing data. The overall goal of
these questions was to learn how to make downtown Madison a more profitable place to do
business. Questions were grouped in the following categories:

Background Information on each business

Satisfaction with their Downtown Location and Future Plans
Business Sales Patterns, Seasonality and Events
Importance of Various Consumer Segments

Advertising and Promotion Effectiveness

Competitive Position in the Madison Area

Preferences for New Businesses in Downtown Madison
Challenges in Running a Business in Madison

Ways to Improve Downtown as a Place to do Business

The survey was based in part on the standardized business operator’s survey developed by the
Wisconsin Main Street program. This survey was modified extensively by the study committee
to reflect research questions specific to Madison.

Survey Distribution

A total of 572 surveys were mailed to local businesses on March 5, 2007. Recipients of the
survey were invited to share their feedback using either a hardcopy survey (see Appendix 5A)
or a web-based survey accessible through www.visitdowntownmadison.com (click the “Doing
Business” link). All online survey responses went directly to UW Extension and were kept
confidential.

Of the 572 total surveys, 52 were craft vendors who only vend downtown during a limited

number of Saturdays, while the outdoor Farmer’'s Market is in session. These vendors have
such a minimal presence in downtown, they have been omitted from the survey results, bringing
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the final number of businesses surveyed to 520. It is important to note this number does include
food vendors, as they are present downtown, and on the Library Mall, seven days a week
throughout the majority of the year.

Due to an initial low response rate, a follow-up postcard was mailed to the businesses in the
middle of April. This effort was further augmented by email reminders from the BID, as well as
personal follow-up phone calls by volunteers from the ad hoc Downtown dynamic Study
Advisory committee.

Survey Response

At the end of May, a total of 128 responses had been received. Of these, 76 were hard-copy
responses, and 54 were online responses. The final return rate was 25percent. While the study
committee was disappointed with this rate, the responses received provided useful information
valuable to the overall study.

Survey Results

Background Information

Various questions were asked to better understand general characteristics of the business
operators responding to the survey. These questions are used to understand who responded to
the survey. These questions and responses are as follows:

How long have you been in operation (at this or previous location)? (Q2A)
Over half of responding businesses (52.38 percent) have been in business over 20 years. The
next most frequent tenure category is betwee4n 1 and 5 years (19.1 percent).

How long has your business been at present location? (Q2B)

The most frequent response to length of time at present location is with businesses over 20
years, similar to the length in operation, (33.33 percent) and the next highest frequency is with
businesses at their present location between 1 and 5 years (23.02 percent).

How long have you been the operator of your business? (Q2C)

Tied for length of tenure at operating, there were those who have operated their businesses
over 20 years (29.84 percent) and those who have operated their businesses between one and
5 years (29.84 percent). The data from Q2 suggests the responding businesses tended to be
older businesses who have tended to be relatively consistent in where they are located and who
has operated them.

Does your business own or lease the space in which it is located? (Q4)
Over two thirds of responding businesses (69.60 percent) lease their space, while just over one
guarter own their space (26.40 percent).

Does your business have direct street access? (Q6)

The overwhelming majority of responding businesses have direct street access (87.40 percent).
Just under three quarters of businesses responding to the question concerning access through
a common entrance (73.33 percent ) had access through a common entrance. Just over forty
percent of respondents to the survey (41.41 percent) did not respond to this question.
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Satisfaction with Their Downtown Location and Future Plans

As location is a key factor in business success, specific questions were asked to gauge the
business operator’s satisfaction with locations and plans to move or expand elsewhere. These
guestions and responses are as follows:

How satisfied are you with the present location of your business? (Q9, 10)

Roughly (49.22 percent) half of responding businesses were very satisfied with the present
location of their business. More revealing is that 8 of 10 responding businesses (83.6 percent)
were either very satisfied or satisfied with the location of their businesses. This data suggests
responding businesses do not consider location a major concern.

The most consistent write-in answer to this question appears to be that business are
satisfied/very satisfied due to a central location close to the university, the Capitol and
government offices. Additionally, businesses are satisfied/very satisfied due to the amount of
foot traffic.

Other businesses are unsatisfied/neutral with their location primarily due to lack of business,
high rent, and lack of parking. Lack of business seemed to be related to students’ seasonality,
off-street or upper floor location, and decrease in the number of retailers. Not all were unhappy
with parking; while high rent was mentioned by a few. It is important to note, as Question#9
shows, a small number of businesses are unsatisfied or highly unsatisfied.

Do you have plans to expand or move your business in the next year? (Q11)

Given the responses to the previous question, it is no surprise that just over three quarters of
responding businesses had no plans to move their business in the next year. However, ten
percent (10 percent) of responding businesses are considering a second location outside of
downtown. While this may be a rational strategy of the business, it might be helpful to explore
expansion of their existing business or another location downtown.

Business Sales Patterns, Seasonality and Events

Seasonal, daily and hourly sales patterns help describe the sales the variability of sales in the
study area. Further, special events impact downtown business activity. Responses to questions
that describe current sales patterns were asked in part to determine how adjustments in
operating hours might better serve the targeted market segments. These questions and
responses are as follows:

What are the three busiest and three slowest months of the year for this business? (Q12)
Although the question was worded in such a way that respondents could not rank-order months
by their level of business. The most frequently selected month was September (39.50 percent),
followed closely by August (38.66 percent), October (36.97 percent), December (32.77 percent),
and November and July (26.89 percent). This data suggests shopping activity corresponds with
the return of students in the fall. The level of activity remains high through the fall, drops off
significantly during the spring, and then builds through the summer. Consistent with this data,
the slowest months for responding businesses tend to be January and February.

During a typical week, what are the seven busiest times for your business? (Q17)
Weekdays between 11:00 am and 2:00 pm are the busiest. These times correspond with the
traditional lunch period for downtown workers (an important consumer segment) during the
week while business activity includes, but is not limited to, the traditional lunch period on
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Saturdays. Given downtown Madison’s diverse market segments, these responses may suggest
an opportunity to build evening business activity in character with other vibrant 24-7 districts.

What are your thoughts on store hours? (Q18)

Almost two thirds (64.35 percent) of respondents felt that they were open all the hours they
needed to be. Interestingly, over a third (37.39 percent) indicated a willingness to be open more
hours if they were sure that expanded hours would result in expanded sales. This data suggests
that, while many businesses are comfortable with their hours, there is a fairly large group of
businesses who would be open to expanding their hours provided there would be a return on
such an investment.

Rate the impact on your sales from the following events - during or following the event? (Q19)
Events related to the University are viewed as having the most positive impact upon sales.
When numbers from “high impact” and “medium impact” were combined, and with the exception
of Maxwell Street Days, University-related events tended to be seen among respondents as
having the most significant, positive impact on sales. In order of perceived impact, the following
results were obtained:

UW Spring Commencement (54.78 percent)

UW Parents Weekend (51.28 percent)

Maxwell Street Days (49.14 percent)

Football Games at Camp Randall (46.09 percent)
WIAA High School Championships (40.18 percent)
Halloween (38.26 percent)

Kohl Center events (37.93 percent)

Summer Farmer’s Market (37.72 percent)

Art Fair On/Off the Square (36.28 percent)

10. Taste of Madison (33.05 percent)

11. Ironman WI (32.46 percent)

12. Overture Center Events (26.89 percent)

13. Concerts on the Square (25.89 percent)

14. World Dairy Expo (24.35 percent)

15. Crazy Legs Classic (23.01 percent)

16. Paddle and Portage (14.04 percent)

17. Jazz at Five (11.50 percent)

18. Capitol Sprints (7.90 percent)

19. Dane Dances, Monona Terrace Rooftop (4.31 percent)

CoNoA~ALODOE

Note: Theses events represent combined percentages for High and Medium Impact

These numbers support earlier survey data concerning the busiest months for responding
businesses which concentrates in the fall. The data support the idea that the University has an
observable, positive impact on downtown business. The high impact events identified provide
continuing opportunities for joint-effort marketing initiatives to target these particular event
attendees.

What three conventions had the most noticeable and positive impact on your foot traffic or
sales? (Q20)

For the most part, many respondents either did not answer this question at all, or specifically
stated t none of the conventions significantly increased sales. This is the most prevalent
answer. Of those who chose to answer, the World Dairy Expo is the most frequently cited #1
choice, followed by an array of UW-related events. The #2 choice again often cites UW-related
events, as well as multiple mentions of both Halloween and Maxwell St. Days. The #3 slot is
dominated by the Iron Man; however, there are so few responses this hardly merits mentioning.
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It will be interesting to compare this limited list with the answers to question #19. Over-all | think
the largest take-away message is the events do not appear to significantly impact businesses.

Importance of Various Consumer Segments

Certain consumer groups are more important in generating sales for downtown businesses than
others. The following questions examine current market segments and may not fully reflect
potential or emerging market segments that may be import in downtown’s future.

How important are the following consumer segments to your business? (Q21)

In terms of the impact of gender on sales, respondents indicated females (78.18 percent very
important; 19.09 percent important) have a greater positive impact on sales than do males
(60.91 percent very important; 30.91 percent important). In terms of the impact on sales among
age categories, the 25-44 age categories was viewed as having the greatest impact. Results, in
order of choice of very important, are as follows:

Age 25-44 (69.03 percent)
Age 45-54 (59.46 percent)
Age 18-24 (55.36 percent)
Age 55-64 (43.12) percent
Age Over 64 (24.30 percent)
Under 18 (9.17 percent)

ourLODE

This data suggest the 25-44 age segments is the most important age segment, the over 64 age
segment is less important, and the under 18 age segment is relatively unimportant to
responding businesses.

This data points to a low level of capture of the teen market. For malls, capturing teen spending
on apparel, accessories, electronics, cosmetics, video games, and dining is critical. While teen
retailers such as Hollister, American Eagle Outfitters, and West Coast Brands typically locate in
malls, downtown Madison may have an opportunity to attract younger shoppers in other ways.

In terms of the location characteristics of shoppers, the data indicates respondents view
downtown residents and students as very, and almost equally, important. Findings are as
follows when considering the frequency of very important responses:

Downtown Residents (61.47 percent)
Students (60.71 percent)

Tourists and Visitors (52.68 percent)
Downtown Office Workers (48.62 percent)
Area/regional Residents (35.24 percent)

agpwdE

Overall, while some consumer segments may be viewed as highly important, the data suggests
respondents consider most consumer segments to be important.

Advertising and Promotion Effectiveness

Current advertising and promotion methods used by downtown businesses help describe where
businesses invest their marketing resources. Indirectly, they also help describe the target
consumer reached through these methods (i.e. subscribers, listeners, attendees, etc.). The
following questions examine current advertising and promotion practices to the extent possible
given the limited responses.
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What media has produced the best results for you? (Q23)

Direct mail (18.18 percent), general newspaper advertising (18.18 percent), the Internet (16.67
percent) and the Isthmus (13.64 percent) lead the way in producing results for responding
businesses. Television (.8 percent), radio (.6 percent) and yellow page (.9 percent) advertising
are not seen as productive advertising tools by responding businesses.

Which publications are included in your annual advertising budget? (Q25)

The Isthmus received the largest net budget allocation among the publications listed. It should
be noted, however, the question did not ask respondents to rate the publications or order their
responses but simply asked them to indicate the percentage of their advertising budget applied
to each publication. The most frequently identified publications are listed below:

The Isthmus (57.78 percent)

WI State Journal (41.11 percent)

Madison Magazine (32.22 percent)

BID Downtown map and Guide (30.00 percent)
The Onion (28.89 percent)

The Capital Times (26.67 percent)

ouprwdE

What can be seen from the data is the responding businesses advertise with some consistency
but they utilize a relatively small number of publications. We can also see the Isthmus is a
commonly used venue for print advertising.

Radio, Television and Website-specific Advertising (Q26, Q27, Q28, Q29, Q30, Q32, Q33)
A very high (over 70 percent) missing response did not provide sufficient data to address these
guestions.

Specific Incentive Tools (Q29)
A very high (over 40 percent) missing response did not provide sufficient data to address these
guestions.

Website Use (Q30, Q32, Q33)
A very high (over 40 percent) missing response did not provide sufficient data to address these
guestions.

Do you communicate with your customers via email? (Q36)
Almost three quarters (70.59 percent) of respondents reported communicating with customers
through email.

These data suggest the use of internet technology is not predominant among responding
businesses with the exception of email. Since there were no question asking respondents
whether email was used as an advertising tool, we cannot draw an inference from the data.
However, if we are willing to assume that correspondence from a business owner to a customer
might reasonably contain advertising or promotional messages, we might conclude email is a
widely used form of technology-based advertising among responding businesses.

Competitive Position in the Madison Area
The business mix and consumer segments utilizing downtown Madison is far different than
traditional regional and neighborhood shopping centers in the area. It can be argued downtown

Madison is one of the most unique commercial centers in the country. Nevertheless, it is
important to examine downtown’s competitive position in the Madison market area as a way to

Downtown Madison Market Analysis 5-6



identify opportunities to increase market capture in various business categories. The following
guestions examine the current competitive position identified by business operators for both
their business and the downtown area as a whole. These questions and responses are as
follows:

Relative to the other retailers in the central downtown area... (Q37)

Responding businesses considered their pricing niche to be far more quality-focused with
fewer/seasonal discounts relative to other retailers in the central downtown area (80.43 percent
with 28.13 missing), and relative to their direct competition in the broader Madison area (66.99
percent with 19.53 percent missing). We found it interesting over half of respondents considered
themselves to have a quality focus relative to each other.

Relative to your direct competition in the broader Madison area... (Q38)
Respondents tend not to see themselves as competing much with at least some of the area’s
malls and other shopping districts.

What three existing downtown businesses complement your business the most? (Q39)

In general, businesses tended to choose either their neighboring businesses, or businesses in
the same genre as their own business. Those businesses frequently mentioned included the
University Book Store, Overture Center, BOP, GAP, B. Side, Jaman, Karen & Co., and Soap
Opera.

Thinking regionally, how much do you compete with the following shopping destinations? (Q40)
From among competing shopping areas listed below, respondents tend to view their competition
as coming mostly from the Monroe Street and Williamston/Atwood districts, and Hilldale Mall.
However, the responses in the “Not At All” category seems to suggest responding businesses
don’t consider these other shopping districts as major competitors.

When responses for “A Little” and “A Lot” were combined, the following data emerged:

Table 5.1 — Competitiveness with other Shopping Destinations

Shopping Destination A Lot or Not At All Don’t Missing
A Little Know

Monroe Street 38.5% 53.9% 7.7% 18.8%
Williamson/Atwood 33.7% 59.6% 6.8% 18.8%
Hilldale 33.0% 61.3% 5.7% 17.2%
West Towne 31.1% 63.2% 5.7% 17.2%
Greenway Station 22.1% 72.1% 5.8% 18.8%
East Towne 20.4% 74.5% 4.9% 19.5%
Westgate/Odana Road 19.8% 72.3% 7.9% 21.1%

When combining the “A Lot” and “A Little” response categories, the data suggest responding
businesses are aware they compete with at least some of these other shopping districts. They
do not appear to consider West Towne a significant competitor.

The data points to downtown’s uniqueness. Business operators seem to recognize downtown
Madison, with its current independent business mix and more limited and specialized retail is
not competing head-to-head with the main-stream retail centers in the city.

To what degree do the following traits help make downtown Madison more competitive versus
the competitors listed above? (Q41)
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It is clear from the data respondents consider the downtown location to be a significant
competitive advantage. Variables such as quality, selection, and price are also considered
important but not nearly to the degree as variables including location and character/sense of
place.

Table 5.2 — Traits that make Downtown Madison More Competitive

Downtown Traits A Lot A Little Not At Don’t Missing
All Know
Location 68.8% 14.3% 13.4% 3.6% 12.5%
Parking 14.4% 9.0% 69.4% 7.2% 13.3%
Hours 17.9% 33.0% 35.9% 13.2% 17.2%
Service 39.6% 34.0% 15.1% 11.3% 17.2%
Name Brands 15.7% 37.3% 28.4% 18.6% 20.3%
Quality 48.6% 36.2% 6.7% 8.6% 18.0%
Selection 40.2% 39.2% 9.8% 10.8% 20.3%
Price 11.7% 48.5% 22.3% 17.5% 19.5%
Character/Sense of Place 84.6% 10.0% 3.6% 1.8% 14.1%

These data suggest responding businesses consider Character/Sense of Place and their
location as their biggest competitive advantages over other malls and shopping districts in the
area. These data are consistent if Character/Sense of Place is viewed as a location variable.
However, parking is considered a major factor that reduces downtown’s ability to compete.
Assuming these traits hold true from the consumer’s perspective, then future marketing efforts
should continue to build on these strengths while minimizing these weaknesses.

Preferences for New Businesses in Downtown Madison

To complement existing businesses, questions were asked to help guide future business
expansion and recruitment efforts. These questions and responses are as follows:

What percentage business mix (retail, services and restaurants) would you like to see in
downtown Madison? (Q42)

The following mean percentages were reported by responding businesses, in terms of their
preferred distribution of business types:

® National Chains: 9 percent

® Regional Chains: 12 percent
® |ocally-owned Franchises: 20 percent
® [ocally-owner Independents: 55 percent

This data clearly indicates responding businesses favor locally owned independents over
franchises, whether locally, regionally, or nationally owned.

With your business in mind, what specific retail stores would you like to see locate in downtown
Madison. Please list up to four retail store categories. (Q43)

Businesses who responded expressed a clear and strong desire for a larger downtown
department store. The store mentioned most was William Sonoma. Equally desired were more
apparel stores. Other business categories mentioned often include a good deli, food market
(Whole Foods was specifically mentioned), gourmet food/kitchen store (William Sonoma was
specifically mentioned), book store (new, not used books), floral shop, trendy shoe store, art
store, etc.

Downtown Madison Market Analysis 5-8



What specific service businesses would you like to see locate in downtown Madison? (Q44)

There are five requests for dry cleaners. In addition, numerous respondents indicated a need for

a U.S. Post Office, a beauty/barber shop, and personal care salons.

Challenges in Running a Business in Madison

To recognize potential “red flags” that might impact the success of businesses, questions were
asked to help understand some of the challenges facing business operators. These questions

and responses are as follows:

Please rate the degree you are experiencing the following business challenges? (Q45)

Respondents were asked to indicate the degree to which they are experiencing a number of

business challenges. Insufficient parking, expensive rent, suburban competition, and

construction were the four leading major challenges listed. Minor challenges were more

numerous led by Street-people/panhandling, difficulty recruiting/retaining employees, Perception

of safety, and construction.

Table 5.3 — Types of Challenges Facing Downtown Madison Businesses

Types of Challenges Major Minor No Don’t Missing
Challenge Challenge Challenge Know
Conflict with building owner or tenant 1.8% 24.6% 71.1% 2.6% 10.9%
Difficulty recruiting/retaining employees 4.4% 50.4% 44.3% .9% 11.7%
Expensive employee wages and benefits 10.1% 51.4% 35.8% 2.8% 14.8%
Expensive rent 19.8% 36.5% 41.7% 2.1% 25.0%
Product delivery or loading challenges 5.6% 40.7% 52.8% .9% 15.6%
Insufficient financing 3.7% 16.5% 78.9% .9% 14.8%
Insufficient parking 28.0% 46.2% 24.7% 1.1% 27.3%
Suburban competition 18.2% 36.4% 42.4% 3.0% 22.7%
Internet competition 15.8% 24.8% 55.5% 4.0% 21.1%
Language barriers .9% 14.2% 82.3% 2.7% 11.7%
Poor building condition 1.8% 25.5% 71.8% .9% 14.1%
Restrictive business regulations 10.9% 35.5% 51.8% 1.8% 14.1%
Shoplifting or theft 1.8% 36.6% 60.7% .9% 12.5%
Unskilled workers .9% 22.8% 75.4% .9% 10.9%
Vandalism/Graffiti 13.4% 44.6% 41.1% .9% 12.5%
Perception of safety 16.7% 49.1% 33.3% .9% 15.6%
Construction 18.3% 49.0% 31.7% 1.0% 18.8%
Lack of pedestrian traffic 11.0% 27.5% 60.6% .9% 14.8%
Street closure for events 9.9% 33.3% 55.9% .9% 13.3%
Smoking ban 4.4% 12.3% 80.7% 2.6% 10.9%
Street-people/panhandling 10.4% 55.7% 33.0% .9% 17.2%

The data suggest businesses are challenged by issues that have a direct impact on operating
profitability (expensive wages, employee turnover, vandalism), and buy issues that deter
customer volume (parking, suburban competition, panhandling, etc.) Some of these issues
might be addressed through educational programs and business technical assistance.

Way to Improve Downtown as a Place to Do Business

Services and Environment (Q46)

Respondents identified fire protection services as an outstanding service, followed by police
protection. The data do not suggest respondents feel particularly negative about other services.
In terms of the general business environment, respondents express support for behaviors that
support each other and the downtown business community. One note of caution, one in five
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respondents does not feel safe downtown. The implication of this would be of considerable
concern if the same sentiment is felt by shoppers, suggesting a need for further research on this

topic among downtown shoppers.

Table 5.4 — How Downtown Madison Business Operators Feel About Issues

Statement Describing Downtown Strongly | Somewh Neutral Somewh | Disagree | Missing

Agree at at

Agree Disagree

Local police protection is outstanding 22.4% 40.0% 28.2% 8.2% 1.2% 33.6%
Local fire protection is outstanding 37.9% 41.1% 21.1% 0.0% 0.0% 25.8%
Local waste management service is 14.4% 46.9% 27.9% 9.0% 1.8% 13.3%
outstanding
Sidewalk/street maintenance on State 14.2% 48.1% 24.5% 11.3% 1.9% 17.2%
St./Capitol Square is outstanding
Local municipal services are worth the 6.8% 44.7% 35.0% 4.9% 3.9% 19.5%
level of local taxation
| feel safe downtown, even at night 13.9% 49.5% 14.9% 18.8% 3.0% 21.1%
| try to buy products and services 26.3% 56.6% 14.1% 3.0% 0.0% 22.7%
downtown
| try to direct customers to other 56.5% 36.5% 7.1% 0.0% 0.0% 33.6%
downtown businesses
| seek ways to cooperate with 36.2% 44.7% 19.2% 0.0% 0.0% 26.6%
complementary Dtn. Businesses
The existing downtown business 24.8% 46.5% 21.8% 5.0% 2.0% 21.1%
mix helps my business
My customers complain about parking 29.2% 45.8% 19.8% 2.1% 3.1% 25.0%
Downtown Madison is an 28.1% 44.8% 20.8% 5.2% 1.0% 25.0%
excellent place to have a business

Which of the following business incentive or assistance programs have you used for your

downtown Madison business? (Q47)

Respondents identified DMI’s free assistance offerings as the most often used assistance
programs among those listed. The data also indicate knowledge and use of the wide range of
incentive and assistance programs available to respondents is modest, at best. These data
suggest the need for more aggressive efforts in making downtown businesses aware of

programs available to them.

Table 5.5 — Use and Awareness of Incentive or Assistance Programs

Incentive or Assistance Program Used in Will Use Don’t Know Won't | Missing
Past Year | Next Year About Use
Entrepreneurial Training Program-UWEX SBDC 7.6% 4.8% 40.0% 47.6% 18.0%
Free business counseling-SBDC 1.9% 6.5% 43.0% 48.6% 16.4%
Free telephone assistance-SBDC 4.7% 3.8% 44.3% 47.2% 17.2%
Other programs or seminars from SBDC 7.8% 1.9% 45.6% 44.7% 19.5%
WI Entrepreneurs Network Early Planning Grant 0.9% 1.9% 47.2% 50.0% 17.2%
Capital Idea Tech Zone High Tech Tax Credits 0.0% 0.9% 45.8% 53.3% 16.4%
DOC Minority Bus. Dev. Loan Program 0.9% 0.9% 41.7% 56.5% 15.6%
WHEDA Small Business Loan Guarantee 1.0% 1.0% 39.1% 59.1% 18.0%
MATC Business Procurement Assist. Ctr. 1.0% 1.0% 51.4% 46.7% 18.0%
SCORE Free Business Counseling 1.9% 3.8% 39.6% 54.7% 17.2%
WWABIC Loan program 2.8% 0.9% 39.3% 57.0% 16.4%
WWABIC Business Assistance Pgs. & Seminars 1.9% 1.9% 44.9% 51.4% 16.4%
City of Madison Assistance-OBR 0.9% 1.9% 52.8% 44.3% 17.2%
City of Madison Facade Improvement Pgm. 2.8% 7.5% 43.0% 46.7% 16.4%
City of Madison Capital Rev. Loan Fund 0.0% 0.0% 48.6% 51.4% 16.4%
Madison Dev. Corp. financing pgm. 1.9% 0.9% 44.4% 52.8% 15.6%
US SBA loan program 8.4% 2.8% 30.8% 57.9% 16.4%
Free Assistance from DMI 13.6% 16.5% 37.9% 32.0% 19.5%
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With your business in mind, how important are the following possible downtown improvements?
(Q48)

While most improvements were viewed as important by respondents, some were viewed as
more important than others. For example, when combining the “Very Important” and “Important”
categories, pedestrian directional signage, exterior landscaping/flowers, and parking ramp
space availability signage were viewed as important or very important by over eighty percent of
respondents.

Table 5.6 — Preferences for Possible Downtown Improvements

Downtown Improvement Important Not Not Missing
or Very Important Sure
Important

Exterior landscaping/flowers 80.6% 15.3% 4.1% 23.4%
Public Art 68.2% 26.2% 5.6% 16.4%
Water Features 51.4% 37.4% 11.2% 16.4%
Performing arts stage 55.9% 36.0% 8.1% 13.3%
Pedestrian wayfinding signage 81.4% 14.4% 4.1% 24.2%
Parking ramp stall availability signage 81.2% 15.3% 3.5% 33.6%
Credit card parking meters 59.4% 33.7% 6.9% 21.1%

How useful have each of the following resources been for you? Q49)

As with downtown improvements, many resources were viewed as useful with some being more
useful than others. For example, the BID Downtown Map and Guide was viewed as very useful
by almost one third of respondents. When “Very Useful” and “Useful” responses were
combined, the BID Map and Guide, in particular, was viewed as a useful or very useful
resource. Furthermore, over half of respondents considered the BID Ambassadors program and
BID Weekly email updates as useful or very useful

Table 5.7 — Usefulness of Downtown Resources

Downtown Resources Very Not Don’t Know Missing
Useful Useful Existed
Or Useful

BID Promotions 44.7% 36.8% 18.4% 10.9%
BID Cooperative Advertising 41.7% 39.8% 18,52% 15.6%
BID Downtown Map and Guide 72.1% 16.2% 11.7% 13.3%
BID Weekly email updates 57.1% 26.8% 16.1% 12.5%
BID Seminars 26.7% 42.9% 30.5% 18.0%
BID Ambassadors program 57.8% 26.6% 15.6% 14.8%
DMI Networking Events 44.3% 31.1% 24.5% 17.2%
Dane County Buy Local Coop Advertising 37.1% 36.2% 26.7% 18.0%
Greater State St Bus. Assn. Meetings/Events 47.2% 34.9% 17.9% 17.2%

Could you use information to assist you with the following topics? (Q50)

Informational needs of respondents were quite varied. However, the data suggest the
information on marketing/branding/advertising, business planning, business market analysis
may be particularly in demand.

Note:  Because of the similar wording used in the scoring of this question, (“some,” and “a little”), differences
between these two categories may have made it difficult for respondents to express their preferences
properly. Consequently, there is little value in combining the scores from the “A Lot,” “Some,” and “A Little”
responses as a way to identify level of need across informational topics.
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Table 5.8 — Usefulness of Various Informational Topics

Topic A Lot Some | A Little | None Don’'t Know | Missing
Business planning 14.0% 8.0% 18.0% 57.0% 3.0% 21.9%
Financial management 9.9% 9.9% 10.9% 64.4% 5.0% 21.1%
Inventory management 6.8% 6.8% 10.7% 71.8% 3.9% 19.5%
Marketing/Branding/Advertising 17.4% 13.3% 18.4% 45.9% 5.1% 23.4%
Employee hiring or training 5.0% 14.9% 8.9% 67.3% 4.0% 21.1%
Customer Service or hospitality 6.7% 8.6% 17.1% 63.8% 3.8% 18.0%
Building improvements 8.1% 6.1% 18.2% 64.7% 3.0% 22.7%
Window displays or interior store design 10.8% 7.8% 16.7% 62.8% 2.0% 20.3%
Business market analysis 11.3% 15.5% 15.5% 54.6% 3.1% 24.2%
Internet or E-Commerce 7.3% 7.3% 21.9% 59.4% 4.2% 25.0%
Transfer of ownership/selling a business 5.8% 2.9% 9.7% 75.7% 5.8% 19.5%
Gift cards/loyalty programs 8.7% 4.9% 17.5% 65.1% 3.9% 19.5%

What additional market information should we collect in our study to help your business become

more profitable (Q51).

Responses to this question were quite varied. However, one theme did emerge around a desire
to examine and know more about issues related to safety, or the perception of safety. This data
supports other data within the survey indicating businesses are concerned about the impact
safety and/or the perception of safety may be having upon customer traffic downtown during
certain time periods and, consequently, upon their business.

Conclusions

Based on responses to the business operator’s survey, a number of conclusions can be drawn.

The high level of business operator’s satisfaction with their downtown location could be
used as a powerful business recruitment argument. The value of a downtown location
could be captured in short case studies and shared with prospective business operators
as part of Madison’s business recruitment materials.

Given the willingness of many business operators to consider extended business hours,
a supplemental market analysis phase to examine daily and seasonal activity patterns in
the downtown area might be helpful to determine the most promising periods for
expanded district-wide operating hours.

UW special events such as Spring Commencement, UW Parents Weekend, and
Football Games at Camp Randall have a significant impact on downtown businesses.
Accordingly, the continued strengthening of the connection between downtown and
campus, both physically and programmatically may be warranted.

While downtown residents and students are clearly important market segments, other
consumer groups such as tourists/visitors, downtown office workers, and area/regional
residents were also identified by business operators as important. Building future
business activity downtown should examine the potential of these market segments.

Opportunities could be explored to further Internet and email advertising, promotion and
sales efforts.

Business development efforts could build on Madison’s uniqueness and “sense of place”
as they are its biggest competitive advantages over malls and shopping centers in the
area. It appears the business community does not want to abandon its mix of
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independents (and a few chains) nor try to duplicate the offerings of traditional suburban
shopping centers.

¢ Nevertheless, downtown does compete to some extent with other commercial centers.
Accordingly, issues like parking should continually be managed in a consumer-focused
and comprehensive manner.

e Downtown retail recruitment efforts should examine the potential for a larger downtown
department store, a home gourmet/kitchen store (William Sonoma was specifically
mentioned), apparel stores, and other retail stores like a deli, food market (Whole Foods
was specifically mentioned), book store (new books), floral shop, trendy shoe store, and
art store. Other downtown recruitment efforts should examine the potential for dry
cleaners, beauty/barber shop, and personal care salons.

e There is opportunity to work with the business community to mitigate the impact of
insufficient parking, expensive rent, suburban competition, and construction, all leading
major challenges identified by business operators. Similarly, there is opportunity to work
with businesses on possible physical improvements such as pedestrian directional
signage, exterior landscaping/flowers, and parking ramp stall availability signage.

e There is opportunity to increase awareness of and participation in the Madison Small
Business Development Center’s educational programs. Examples include
entrepreneurial training, business counseling, and programs and seminars including
marketing/branding/advertising, business planning, business market analysis. Similarly,
there is opportunity to make businesses more aware of the financing and loan programs
available to them.

¢ The Downtown Madison BID and DMI should continue and expand on its many effective
programs such as the BID Map and Guide, BID Ambassadors program and BID Weekly
email updates. Examination of safety, or the perception of safety, may be important
future programs. The BID and DMI programs are instrumental in strengthening the
customer experience and the ability of businesses to work together with focus and
direction.
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Appendix 5A - Business Survey Letter and Instrument

DOWNTOVIM PADISON
BUSINESS OPERATORS SURVEY

1. Business Name

Business Owneng Contact Person if Differ=nt:

Buzinass Physical Addrass

Buzinass Mailing Addmss

Business Phone FAX

Ermail Wab Site

Liew this: @ Mot ke shis 50 2

. Regarding your business: (@ rark ORE foreach) Under 1 1-5 &10 M-z20 Cwer 20
Yiar Yiears Yizars Yizars Yiears
How long have wou boanin operation (3t this or previous location)? o o o o o
How long has wor business boen at present location o o o o o

How long have you beenthe cperator of your BUSINESST, ... eeessseee 0 o o o o

3. 1fyou know the year your business was established, please indica e

4. Does yaur businass own or lease the spaca inwhich it is boaad? (@ mark OhIE)
Qo Can O Lease O Lease, wark topurchasa

Fegamding your location:
&, How much spacedoes your business ocogpy? Sqare Fest

f. Does wor business havednect sinest access? O Yes O o OFFICE LSE ONLY
1. 1frot located on street levd, what Aoor anz you on?
)

. 1o business is accassed through a common
ertrance, is b lockedbeforeand akerbusiness hous? O Yes O Nio

9. Howw zatisfied are you with the presant location of your business? (@ mark ChiE)
O Vary Satisfied

P w « [0
Pv‘mDI
Pv‘mDI

10. 7
0 Satisfied Wy T
O Meural : : :
2 Ureatisied v e
2 Wery Unsatisfied

1. Doyou have plans i expand o move your business in the next year? About this $uny:

(@ mark ALL tat apply) This survay is part of @ broadsr market analwsis
thiat ea mrines opportunities bo coni nually | rprove

2 | plantoopen an addional location dowrkown. e aemraric el of dowriown Madisn,

2 | plantoopan an addional location oukside of downiown. Resaarch partners include: Dowrkown Madison,
O [ plan o o o new location dowrkown. Inc. (DM, the Madi=on Central Business

| plan to mowe toa nes ocation outside of downkown, wwmpsrrﬁ ar’:mgmﬁ“iﬁg‘

G ldent have any plas for changes. Ecormic De'.'eh:prrgn'%. andthe Urivgsity of
O |plantochosa.

Wiztorsine Exersion,

o 06 07
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12, Tathe bast of your knowladde, what am tha thras
busiest and thmee slovwest months of the year for this
business? (@ rmerk THREE in each caurn)

What am the hours of oparation of your business for bath
your busiestand slowest months?

13, _ Buwiest Montbs 14, Sowes Morihs
Warth Bitsiest Slowes: : -
M M Cpen | Close Open | Cdose
Monday__
Janary, . o e Toesday
February . o o Wechasday
March,......... o o Thursday
L 0 0 :
May o o Friday ...
------------- _S.au-l-da}l“
AT =T o . Srda
S Z— 2 . ’
L — o o 15, What is your avermge sale per trnsaction? §f known)
Saptarner o] o nstore 3 O dont kmom
Cotober, ..., 0 o orire O dont krow
Mowerrber, O ]
Decarnber,,,, = e 16, How many paople, including ownears, doas your

businass employ ineach of the follewing categories?
Full-ime (32 or morehoursiwesl) wearound
Part-time yearmoond
Seasoral

17. During a bypical wask, what am the saven buskst tmas foryour business? (@ markup o SEVER fnies tatal for theweal)

Before 11:00am - 200 prn - 5:00prm - T:00pm - Aker
11:00am 2Mpm S pm Tpm . pm 9/ pm
0 o o o o o
0 o o o o o
0 o o o o o
0 o o o o o
0 o o o o o
0 o o o o o
o o o o o o

14, What am yaur thoughtson stana hours? (@ mark ALL thatapply)
Cr lamopenall thahours | nesd o ba

| cant be opan mone hours o parsonal reasons

[ wioidd li ke to b open more hours, bk cant afiord the staff

[ wioidd li ke o b open mone haurs, bt can't find good staff

[ wioidd be open monaboors if | were sunaof salas

| waid b= open monebours if everyons sa wene

[ T R
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19. Ratethe impacton your skes from the following awents, either during or following theevent? (@ mark ONE for sach)

Hohlrpact  Medum  Low inpact Mo lrpact Negative
Irnpact Irnpact

o]
o]

Cormentions,
Fooiball gares (Canp Randall)
Fiotl Carber everts

W1hA Hoh Schodl Charmpiorship Toumaents
Crverhne Cenber avents
Capitdl Sprirks (laruany
Sarnrrer Farrmers Markst

Crary Logs Clasmsic Race (APl .. ..cesesscemssnssses
LW Spring Commenczment, Kohl Canter (May)
W Parerts weskend

Concants onthe Squana EUTIRE_ e
At Fair On e Squana, Off the Squara (b,
Mazmdl Strost Days [(y)
Padde and Portage (Juy)
Dane Dances, Monona Tatace Roofop (hugus)
Jazz at Fiva (Aogust-Sepiambern), ...
Tasteof Madizon (Labor Day Weskend)
Ironrran Wisconsin (Septerben
World Dairy Expo iCataber)
Halloween

Cher

Lo T e o T o T T e TR 0 T o R
Lo T o T T T o A T T 0 T 5 a0 T T T 5 T 5 T o
Lo T e o T o T T e TR 0 T o R
L T o T o o T O o T o o T T T T o T o e T T o T o T o T
Lon o I o o o T o o T T e T T o

20. W hat threa camrentions had the rast poticeable and positiee impact on youor foot teificorsakes? Jistinonder of sgniicance
with ™" having the rrost impact).
1. 2. 3

21. How important are the iollowing consumer segrments o your business? (e mark OME on each roa
Very Importar: Innportar Pt Irportark it Sre

Males, e o 8] o
Ferales o o o o
Age Lnar 15, e o 8] o
Age 1524 o o o] o
Age 25 o o o] o
Age 45-54 o o o] o
hge 5554 o o ] o
Age Crver B o o ] o
Drowrkown Residenks o o ] o
AreafRegonal Residerts (oitside of dowrown) . o ] o
Drowrkomn Office Workers 8 o 8] o
Sroderts & o 8] o
Tourigs and Wisitors 8 o 8] o
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2. What percantage of yourannual marketing budget is
spentwith each of the following media? (Toal = 100%)

% Newspapers

% Magadires

% Rado

S Tolevision

% Direct MailiCatal ogs
% Window Displays

% Billbcard:

S Inbeme

% Give-aways and donations
___ % Reforal Programs

_ S ellow Pages
SOt isperily)
%L Dont Advertise

0%

45, What media has prodused the best rasults faryou?

&4, What parcent of your zales iz spent on marketing and
redia’? ]

&6, Which publications ame includad in your annual
adwertising budget? (@ mark ALL that apply)

Wiscorsin State Joumal

The Capital Times

Madizon Magazne

btz

The Orion

The Daily Cardnal

The Badger Herald

BiIC Dowrkomn Map £ Guide

Capital Regon Business loumal

In Busness

Greatar Madison Corvention & Visitor Bureau Guide

Graater Madizon Corwenion & Visitor BLnsau Map

Madison Originals

Madison Magazdine Hotel Book

Hotdd Guides (plaasalis ]

MadizLida

Wiscorsin Woran

ANEW Brava

Wisconsin Trails Magazine

Business Dinectony {pleass lis 1

Pisighborhond and s burban publications

Cers

S D0 D D D0 0 D D00 D0 D DD D

8. Which radio stations am includad inyourannual
adwartizing budgat? (@ mark ALL that apply)

WERN &7 FM Wisconsn Public Rado

WORT 393 FM Cormunity Radio 3tation
W3LM 517 FM University of Wiscorsn Madison
WM 9271, "The Mic,” Progressive Talk

WHIT 937 FMThe Lake

WO 947 FM Solid Rock

WOLY 949 PR WOLX - Madson's Cldes Station
WD 565 FM Star Couniry

WhGH 557 FM Magic 55 - Addt Corterparary
WIBA 1015 FM WIBA FM 101 5 Jassic Rock
WIZEE 104.1 FM Z104 FM

WICHY 1061 FM, Charlie

WM 1055 FM 1065 Triple M

WAMOIM 1083 FM CN06 FM - Madisors Couniry
WTSO 1070 AM Madisons ESP Spots Rado
WIBA 1310 AM NewsRado 1310

WTLX 1850 AM AM 1880

WTDY TES0AM Talk Rado 18670 Madison

Ottoer

Lo T o T T T o o T a0 T T v D T 0 o

27, 'Which local or network ekvizion stations are included
in your adwertising budget? (@ mark ALL that apply

O

WHSC-TV (CRS 3

RO TV (BC 2T)

WMSN-TV [Fox 47)

WMTV (ECTS)

The CW (WEST)

Wisoorsin Public TeevisonWHACH, 21
bty Wadson TV (14

Chartar Carmnnications £Zable

Ckher

o0 o000 oo o

. Whichwebsitzs am includad in the annual adwvartising
budget for your business? (@ mark ALL that apphi
O Madison.canm
Thadailynaga (kthmius.com)
Charna 3000zam
Cther

o DO

19, Doyouoffer? e mark ALL that apphy)
O Gife cands
O Gife certiicates
v Loyalty progra s
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0.
.
E
33
id.
5.
6.

i

8.

i

41.

Dooyou have awebsing? O Yes O Mo

Ifyiaz, what iz your avemge manth b web taffic measored in™ unique wisiors"?
Ifno, doyou planon launchingone? O Yas O bo

Doyyou sall poductsor sanicasanling? O Yes O bo

Ifyias, what parcent of your s kes amonling?

Ifno, doyow plan o sell pmducts orsanicasanling? O Yas O Mo

Dovyou communicatewith yourcustomans via emaify O Yas O o

Relative i the other mtailers in the central downiown amea, ar you'? (8 mark OE)
O Discourphigily promotional

O Aweragepriced®Similar innumber of sales evarts

QO Quality Doused with fawerfseazonal dscounts

Relative to yourdirect competition in the broader Madison amea, ane you:
QO Discourphighly promotional

O Averagepriced®Sirilar nurber of sales events

QO Quality Doused with fawerssazonal dscounts

W hat threaexsting downiown businessas complementyour busingss the most? Epecify up o THREE businesses by nane)
a. b. C.
. Thinking ragionalby, how rauch do you compata with the fllowing shopping destinations? (@ mark OHE for each)
AlLok A Little Pk at Al Don't Krow

BastTowne 0 0 O O
Grecrmay Station O o] ] ]
Hildala 0 o o0 o0
MWorros Siract 0 o o0 o0
Wast Towne u ol o o
WesigateDdana Foad 0 o o0 o0
Williarsoniamood,,,._............. o 0 o o
Cther 0 o o0 o0

Towhat degreedo the following tmits help make downiown Madison mo e competitive versus the competiiors lisbed above?
(@ rark OME ior each)

AL A Little Pk &t All Dot Enow
o o e e
o o e e
o o e e
C o o o
C o o o
C o o o
& o o o
& o o o
& o o o

Downtown Madison Market Analysis 5-18




42, What percentage business mix (retail, senvices and mstaurants) would you like o see in downiown Madison? otal =100%)
_ Waional Chairs
___ Regonal Chains
_ Locally Cwred Franchises

Locdly Cwned Independants
100%

43, With your business in mind, what specific nefail stoms would you like i see locate indown iown Madison. Pleasa listup o
four mtail stonecateqorias. (If halpid, indude the names of local or national chairs, Fanchizes, of independent ocal businesses)

of oo oa

4. With your business in mind, what specific sanviss businessss woukd you like o s2e boate indown ioan Madizan. Please list
up o four business cateqories. (Ifhelpid, indude the nanmes of [ocal or national chairs, franchises, of independent [ocal businesses)

(=T = -1

45, Please ratz the degme you areaxpeniancing the fallbwing businasschallenges? (@ rark O E answer or sach i)

Major Challenge hiror Challenge Mo Challenga Dont krow
Conflict with building omner or tenart, ..., 0 0 0 o
Cificuty recrafnginataining enployess O O O ]
Evpersive erployee wages of beneits, o o o o
Experive rent o o o o
Prodet deliveny orloading challenges O O O ]
Feufficierk frarcng O O O o
resufficient parking o & & o
SUBEENCOMPRT ... eoeeeecsssseen 0 0 0 0
PRI COMPEAION, .. oeeesssseecsssneee 0 0 0 o
Language barmiers o o o o
Foor bullding condtion, e o o o o
Fiesirictive busingss reglations ..., 0] 0] 0] 0]
Sheplitingerthelt 0 0 0 o
Lz hilled warkers O O O o
WardalizrmiGrafit O O O o
Percaption Of S3EEY.....oooeecsessensesnn o o o o
Corsimuchion o o o o
Lack 0f pedesiian T fic, ... o o o o
Sinest closre o events o o o 2
Smokingban o o o 2
St peCpebart A ing. . o.vmeuemeeee, o o o o
Cahoer o o o o
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Smongy  Zomewhat
Agres Agres

46, Howe stmngly do you agres or disagmee with the following statements? (@ mark ONE arswer for each statarment)

fieral - Somewhat  Smongly

Disagree  Dizagres

o]
]
o]

Liocal palice protecion is outstandng
Liocal ine profection is outstanding
Local waste MBragement SECeis OtSaPENL . umssssesen:
Sidemal kistrast mairtenance on State SCapitdl 5q is altstandng
Local riunicipal sendcas ane worthithe lewd of Ioal taxation
| Bl 5afadomniomn, ewan at right

| sk ways to cooperate with complamentary D6n. businessss
The exising downtown business mix belps ny bosiness

Mty cListorers raquerty cormplain a0 parking......c....ceeeeeeee
Dowriown Madson is anetcedent place o have a business

Lo T o T T T I
Lo T o T s o T B T T o o
[ T T o s T o T T s v e
[ T o T O T T e T
Lo T o e s T L T o R

47, ‘Which of the following business incentiveor assistanoe pmgrams have you wsed for your downiown Madizon business?

(@ mrark ONE arewer for gachiter edin Will Lse Dont Won’t
Past ir flesst Ko =
Yiear Year Abok
Entreprenaurial Training Programofiened througthe LW Small Business
Dewdoproant Carter (SBDC) 0 0 0 0
Fres business counssling Fomithe S6DC o o o] o]
Fress beleptone assistance momthe SB0C Wisconsin Business Answer Line_ e e o o
Cither programs or serinars by he S60C e e o o
Wistonsn Enmeprenawrs” Memwork (WER) Early Planning Grani fromthe
Wistoren Depart rrant of Corrensa for start Up o esparson studes 0 0 0 0
Capital Ideas Technology Zore High Tech Company Tax Credts ... o] o] o] o]
Drece of Corrrence (OO b Minorty Business Dewdoprent Loan Program | o] o] o] o]
W Housingand Boon Devel Auth (IWHED) Sroall Business LoanGuaranies | o] o] o] o]
Madison Area Tech. Collage Business Procunarnent Assist. Carter (BPAC), o] o] o] o]
Fres busingss counssling from SCORE (Sarvice Comp. of Reined Esscuives) ] ] ] ]
Wistorein Women Business Inifiative Corp (WWBIC) Loan Program_ ] ] ] ]
WWBIZ business assistance programs and seninars ] ] ] ]
Fres asdstanca frorm City of Madison Offies of Business Resauroes (OBR) O O ] ]
City of Madison Facade Inprowernent Grark Program O O ] ]
City of Madison Capital Revolving Loan Fund (RLF), O O ] ]
Madizon Devaopment Cop (MOC) irancing programs..........ceeeeeeeeessens o o e e
113 Amall Bsiness Adminisration (36A) loanprogram O O ] ]
F e agsistanca mom Downown Madison nc. (DMI) O O ] ]
Crber: O O ] ]
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48, With your business in mind, how important are the following possi ble down iown improverents? (@ markone oneachiro)
Niery | rportan Irnportark Mot [rportark ok Sre
Exteice |andscapingomers, . ....oovcoesssssssesien o e e e
Publicc art O o o o
Water Batres O o o o
Performing arts stage, o o e e
Pedesiian way inding SIgAgE. ..oooeeeeeeesemeeees 0 o 0 0
Parkingrampstall availabilicy signage__ o 2 e e
Credtcardparingmeters . o] o] o] o]
Cther ) ] o o
49, How useful hawesach of the follwing msources besn foryou?  Very Uil hlck Dont
[® mark ONE arswer or gach it el Lkafid Erom
Evisted
Bussiness Irmprovarnent Dismict (BIDY Prorotions ik bags, e O o] o] o]
Bl Cooperative Advertizing O o] o] o]
BIC Dowrkown Map and Guids O o] o] ]
BID wasky email Updates O o] ] ]
BID Saminars (2., window dsplay serinar) O o] ] ]
BID Arbassador prograrn o O 0 O
DM higtwarking Everes (2.0, Mew Faces, fiw Maces) 0 ] ] O
Dare Coorky By Local cooperativeadvatising o o] o] o]
(Graater Stata St Busingss Asson ([GS5BA) Mestings and Everts, ... ] o o] o]
§0. Could you usa information b assist you with the foliowing B Lk Zome Alte  Mone  Don't Hnow
opics? (@ mark ORE arswer for eachiterd
Business plarning o o Q o 0
Financial management ] o o e ]
Irveriony ranagenent O o] o] o] O
Markeing Brandngiidventzing O o] o] ] O
Errpliyea kiring or training O o] o] o] O
Cushorner sendcaor hioapitality O o] ] ] O
Buildingi mproverments O 8] ] ] O
"Wirdow displays or inkeror stora degion, o O 0 O o
Business rarkst analysis 0 ] ] O 0
Irhemet or E-Conmens: o o] o] o] o
Trare ker of ownershipor salling a business O ol 0 o o
Gik cardsoyalty programs ] o o o ]
Cther o o] o] o o
1. Whatadditional martet information should wecollectinour study o help your business become mone profitabie? (For rore
Fpace, pledasa atfach as separabe sheat of paparn)
Plaass catuirn pour complated survey b B Ryan, DW-Extansion-COED, §10 Langdon St Lowsat! Rall #3270, Mdaals o WV 53707
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