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Prairie du Chien Business Survey

In order to better understand the conditions and concerns of businesses in Prairie du Chien, a survey was undertaken to explore business characteristics, preferences, and ideas on how to improve the downtown area. The following section provides a summary of the survey responses.

Survey Overview

The Prairie du Chien business survey collected data from enterprises that operate in the downtown district of the community.
  The comprehensive survey was conducted during 2006 and 2007.  
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Types of Questions 
The Prairie du Chien Business Survey was conducted to explore the issues and opportunities facing business operators.  The overall goal of the survey was to find ways to improve downtown Prairie du Chien, as a place to do business.  
In order to better understand the issues facing businesses in Prairie du Chien, the following types of questions were asked:
· Needs and opportunities assessment; 

· Business and workforce data; and

· Market and marketing data
This survey was based on the standardized business operator’s survey developed by the Wisconsin Main Street program.  It was modified by the local study committee to reflect research questions specific to Prairie du Chien.  

Survey Distribution and Response
The survey was conducted by the Prairie du Chien Main Street Program.  Assistance in tabulation and analysis was provided by the University of Wisconsin-Extension, Center for Community & Economic Development under agreement with the Wisconsin Main Street Program. Many of the conclusions were developed with the help of Prairie du Chien Downtown Revitalization Inc. in cooperation with the University of Wisconsin-Extension Crawford County.
 

In administering the survey, the committee hand delivered a business survey to every business in downtown Prairie du Chien. Of the 117 surveys distributed, 60 were completed and returned. The result is a 51 percent response rate.  

The following is a summary of the findings.  
Needs and Opportunities Assessment

This portion of the report identifies the challenges and needs of downtown businesses as well as the Main Street tools that are most beneficial to business owners.  These survey questions also attempt to gain insight into the qualities of the downtown business climate and location. 
Please rate the degree to which you are experiencing the following business challenges? (Q1)   
Percent of respondents who face listed downtown business challenges.
	Statement Describing Downtown
	Major Challenges
	Minor Challenges

	Conflict with building owner or tenant


	0%
	11%

	Difficulty recruiting or retaining employees
	7%
	39%

	Expensive or unavailable products

Expensive or unavailable utilities

Ee
	7%
	33%

	Expensive or unavailable utilities
	9%
	38%

	Expensive employee wages or benefits
	20%
	32%

	Expensive rent
	5%
	16%

	Expensive shipping or transportation
	13%
	25%

	Insufficient financing
	6% 
	28%

	Insufficient parking
	7%
	38%

	In-town competition
	13%
	48%

	Out-of-town competition
	13%
	43%

	Language barriers
	0%
	7%

	Poor building condition
	5%
	18%

	Restrictive business regulations
	2%
	15%

	Shoplifting or theft
	4%
	31%

	Unskilled workers
	7%
	18%

	Vandalism
	0%
	24%

	Other
	10%
	8%


The respondents had very little consensus on major challenges.  Of eighteen possible challenges, expensive employee wages or benefits was the major challenge identified most often.  Minor challenges frequently cited included competition, both in-town and out of town, employee recruitment and retention, parking, unavailable or expensive utilities and expensive employee wages or benefits.
Could you or your employees use information / assistance with the following topics? (Q2)
Percent of respondents Who Would or Might Use Information or Assistance
	Statement Describing Downtown
	Definitely
	Probably

	Business planning
	5%
	16%

	Financial management
	5%
	22%

	Inventory management


	5%
	7%

	Advertising or marketing
	10%
	22%

	Employee hiring or training
	2%
	18%

	Customer service or hospitality
	2%
	24%

	Building improvements
	5%
	21%

	Window displays or interior store design
	5%
	14%

	Business market analysis
	10%
	19%

	Internet or E-Commerce
	5%
	24%

	Transfer of ownership or selling a business
	5%
	11%


Over 20 percent of respondents suggested that they would be interested in information regarding financial management, advertising and marketing, customer service or hospitality, building improvements and internet or e-commerce. 

How useful to your business are these existing Main Street Program products and services? (Q3)

Usefulness of Existing Main Street Programs 
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Advertising and marketing

Special event coordination

Sign grant

Façade grants

Public improvements

Free Business assistance

Web site/internet

Free Design assistance


In understanding existing opportunities, respondents indicated at least a 30percent usefulness of every program listed. Of the eight programs listed two were highlighted as being useful or very useful by more than 50 percent of respondents. These were:
· Advertising and marketing of district as shopping destination (61%); and 

· Special event coordination (56%).    

How useful would these proposed Main Street Program products and services be to your business? (Q4)
Usefulness of proposed Main Street Programs
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Special event coordination

Cooperative advertising 

Video about PdC

Employee training opportunities

 
All the programs received at least a 30 percent response as being useful or very useful. Of the four programs, two were highlighted, by approcimately 50 percent of respondents as being useful or very useful. These were:

· Special events; and
· Cooperative advertising pool.

Which other business incentives or assistance have you used or plan to use for your business? (Q5)
Percent of respondents who will not use business incentives
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Historic Tax Credits

WHEDA 

SBA Loan

Area Development Manager


The survey presented four different types of incentives which are currently available to the local business owners. Of these four options, only three respondents confirmed that they have used any of the four choices; two have used the US Small Business Administration loan guarantee and one used the WHEDA small business guarantee. The chart shows the percentage of respondents who said they will not use any of the programs listed.

How strongly do you agree or disagree with the following statements? (Q6)
Percent of respondents agreeing with sentiment of downtown

	Statement Describing Downtown
	Strongly Agreeing 

	I always direct customers to downtown businesses
	63

	I seek ways to cooperate with complementary downtown businesses
	56

	I feel safe downtown, even at night


	56

	I always try to buy products and services locally
	47

	Employees of my business show great customer service
	44

	My business is open when customers want to shop
	32

	My advertising helps my business
	30

	The existing downtown business mix helps my business
	29

	Downtown Prairie du Chien is an excellent place to have a business
	23

	My window and store displays help my business
	19

	The look and feel of downtown helps my business
	19

	Local waste management service is outstanding
	19



	Housing for employees is readily available
	14

	My building façade draws customers into my business
	10

	Local municipal services are well worth the level of local taxation
	9

	Childcare for employees and customers is readily available
	9


The statements with a high percentage of strongly agrees are the following:

· I always try to direct customers to other downtown businesses (63%);

· I seek ways to cooperate with the complementary downtown businesses (56%);

· I feel safe downtown, even at night (56%);

· I always try to buy products and services locally (47%); and

· Employees of my business show great customer service (44%). 

There was a neutral feeling toward store fronts; respondents were largely indifferent to facades and window displays. This feeling was communicated in the following statements:
· My building facade draws customers into my business- neutral (42%); and              
· My window and store display helps my business- neutral (44%).

How satisfied are you with the present location of your business? (Q7)

Satisfaction with Business Location
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Overall, respondents had a high level of satisfaction with the location of their business. 50 percent of respondents were very satisfied and 40 percent were satisfied with their location, 2 percent were neutral, and 5 percent unsatisfied.

Where do your customers typically park? How far do customers typically have to park from your business (Q15)
Noted as a minor challenge by 38 percent of respondents, parking is reexamined by this set of questions. The survey captured the following responses:

· 93 percent of customers park near or within a half block of the entry;

· 57 percent of customers park on the street;

· 12 percent of customers park in a public lot; and

· 30 percent of customers park in a private lot.

Where do you and your employees typically park? (Q16)

Those who responded reported that:

· 89 percent of employees park near or within a half block of the entry; 

· 10 percent of employees park on the street;

· 33 percent of employees park in a public lot; and

· 48 percent of employees park in a private lot.

Do you have plans to expand or reduce operations for your business in the foreseeable future? (Q8)

The majority of those responding to this question had no plans to relocate or move their business (70%).  However, 25 percent report that they do plan to expand product/services or square footage downtown.   Finally, 5 percent plan to expand products/services or square footage at a location outside the downtown.
Are you, or the building owner, considering any building improvement projects? (Q9)

Of those responding, 46 percent reported that they or the building owner were considering improvements to their space.  28 percent of the respondents were not considering any building improvements and 26 percent did not know.
Business and Workforce Data

Information gathered in this section of the survey focuses on tenancy, and length of ownership.

How long has your business been in operation? (Q11) 

Thirty one businesses (or 53% of respondents) report having been in operation for over 20 years.  Ten businesses (or 17% of respondents) report having been in operation for 11 to 20 years and another ten businesses (17% of respondents) in operation for 6 to 10 years.  Four businesses (7% of respondents) have been in operation for 1 to 5 years and finally, three businesses (5% of respondents) have been in operation for less than 1 year.
How long have you been the owner of your business? (Q12)

Sixteen business owners (or 28%) have owned their business for more than 20 years; Seventeen owners (or 30%) for 11 to 20 years and twelve owners (or 21%) have owned their business for 6 to 10 years. Eight owners (or 14%) have owned their business for 1 to 5 years and 4 owners (or  7%) have owned their business for less than 1 year. 
Does your business own or lease the space in which it is located? (Q13)
Over half of those who responded own their property.  Thirty five percent of the business owners reported that they leased their property and another 6 percent lease but want to purchase.

Market and Marketing Data
The purpose of this portion of the survey is to collect data regarding store hours, busiest shopping times, sources of advertising, complementary and competitive businesses, and target markets.  By analyzing this information, we can determine what changes are possible in the planning of downtown activities and economic development to improve foot traffic, success among businesses, and to increase the overall economic vitality of the downtown area. 

What are your thoughts on store hours? (Q19)
Of those who responded to the question:

· 62 percent are open all the hours they need to be;

· 2 percent can’t be open more hours for personal reasons;

· 7 percent  should be open more hours, but can’t afford the staff;

· 0 percent should be open more hours but can’t find good staff;

· 13 percent would be open more hours if they were sure of sales; and 

· 13 percent would be open more hours if everyone else were.
During a typical week, what are the seven busiest times for your business? (Q20)
Looking at peak times, those who responded pointed to the following days and times: 

· Monday before 11 am;
·  Friday from 11 am-2 pm; and
·  Friday from 2 pm-5 am.    
What are the three busiest months of the year for this business? (Q21)

Busiest Months
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Respondents who answered this question identified three months as the busiest periods of the year.  
· June (41%);
· April (35%); and
· August (33%).
The overall seasonality may suggest the importance of the summer tourism as an important generator of sales for downtown businesses. 

How many customers/clients visit your business per week during the summer months of May to October? How many customers/clients visit your business per week during the winter months of November to April? (Q22)
· From May to October, the largest response (49%) said they had 50-250 customers/clients a week. Twenty six percent of respondents reported over 500 customers/clients a week and 19 percent had less than 50 a week. 

· From November to April, 41 percent of respondents had 50-250 customer/clients a week, 23 percent reported over 500 a week and 25 percent answered less than 50 a week.

Which of the following events increased foot traffic or sales for your business, either during the event or in the next few days or weeks? (Q23)
Of all the events and festivals downtown Prairie du Chien hosts, the survey explored which ones were the most effective in supporting local businesses. When asked, respondents pointed to the following events as having the biggest impact:

· None of events/festivals (49%);

· Crazy Days(32%); and 

· Holiday activities (29%). 

Approximately what percentage of your customers come from each of the following zip codes? (Q24)
On average, businesses reported that the following percent of customers came from the zip codes listed below:

	Town / Zip Code
	Percent customers living in the zip code 

	Prairie du Chien   53821


	56%



	Marquette, IA   52158
	6%



	McGregor, IA   52157
	7%

	Monona, IA   52159
	4%

	Elkader, IA   52043
	2%



	Waukon, IA   52172
	2%

	Lancaster, WI
	1%

	Bagley, WI   53801
	3%

	Wauzeka, WI   53826
	4%

	Boscobel, WI   53805
	2%

	Seneca, WI   54654
	2%

	Gays Mills, WI   54631
	1%

	Soldiers Grove   54655
	1%

	Eastman, WI   54626
	5%

	Decorah, IA
	1%

	Postville, IA   52162
	1%

	Fennimore,  WI   53809
	1%


The majority of the customers (56%) come from within Prairie du Chien. Other communities that generate a significant number of customers include: McGregor, IA; Marquette, IA; and Eastman, WI.

What percentage of the annual advertising budget for your business is spent with each of the following media? (Q25)
On average, businesses reported that they spent the following percent of their advertising budget on the areas listed below:

	Media Type
	Percent spent on average by all businesses

	Newspapers


	53%

	Radio
	18%

	Other
	11%

	Direct Mail / Catalogs
	7%

	Local Service Organizations
	3%

	Internet
	2%

	Billboards
	2%

	Window Displays
	2%

	Magazines
	2%



	Television
	2%


Businesses, on average, rely most heavily on advertising through the newspaper (53%), than through the radio (18%).  The next most popular advertising avenue was “other” at 11%, which respondents most often labeled as the phone book.

Question 27 had three parts to it regarding the advertising market:

Which radio stations are included in the annual advertising budget for your business? (Q27)
· 51 percent use the radio station WQPC 94.3, and 42 percent use none;
Which local or network television stations are included in the annual advertising budget for your business? (Q27)
· 90 percent of respondents do not use any television for advertising;
Which publications are included in the annual advertising budget for your business? (Q27)
· 78 percent use the local paper (The Courier Press); and
· 68 percent use the Shopping News.
Please list the six products and/or services that best differentiate your business from the competition. (Q28)

Many businesses included the following in their response:
· Unique product: whether it be the focus of the business, or the high quality or variety of their products or services.  
· Quality of employees: businesses felt like their staff were well trained, knowledgeable, friendly and offered personal and or high quality service.
Respondents also noted the following distinguishing factors: 
· Price and affordability;

· Location;

· Hours of operation;

· Parking;

· Support / help the community; and

· Atmosphere (and cleanliness).
What is the toughest competition for your business? (specify up to three competitors by name) (Q29)
Out of the 42 businesses that answered this question, 16 named Wal-Mart among their toughest competitors.  Dicks was mentioned three times and Walgreens twice.  Other big box or chain stores were mentioned as well as an assortment of other small businesses.

To what degree do the following traits help make your business more competitive versus the competitors listed above? (Q30) 

On average, the following percentage of businesses reported that these traits gave them a large competitive advantage:
	Statement Describing Business Traits
	Percent helped “a lot”

	Service
	82%

	Quality
	78%

	Selection
	57%

	Name brands
	50%

	Price
	38%

	Location


	33%

	Hours
	24%

	Parking
	14%




Both quality and service were pointed to as the largest factors in maintaining a competitive advantage as a local business; with quality receiving 67% and service 70%. 

Relative to other businesses in your trade, what price point do you target? (Q31)
Two businesses reported that they target the low-end price point, forty-one businesses target the average price point and five businesses target the high-end price point.  Twelve businesses did not answer.  
What three downtown businesses compliment your business the most? (Q32)
Starks and Wall Street were mentioned most often as businesses that complement existing businesses, closely followed by Simply, Sports World and banks.  Also mentioned a few times were: True Value, Sisters, Kozelka’s, Pickett Fence, Smarty Pants and attorneys.  
What are the two biggest non-work reasons people stop downtown? (i.e. specific establishment, attraction or activity) (Q33)

The following non-work reasons people stop downtown mentioned repeatedly include: food (restaurants), drinking (bars), to shop, to buy gifts and support local shops, to buy shoes, for entertainment (parades, etc.), and because it is convenient.  The businesses that were mentioned more than once included Starks (mentioned most often), Hamann’s, the Post Office, Sports World, banks, and the drug store/pharmacy.
With your business in mind, what four businesses from the following list would you most like to see available downtown? (Q34)
In response businesses pointed to four types of new stores. These are:

· Book store 59 percent;

· Bakery 55 percent;

· Office supply store 53 percent; and

· Sub shop 43 percent.

With your business in mind, what four community assets would you most like to see developed? (Q35)
Local businesses identified four community assets as being desirable in downtown Prairie du Chien. These are:

· Open air market 55 percent;

· Streetscape 40 percent;

· Walking trail 36 percent; and

· Performing arts center 27 percent.

Conclusions
The following is a summary of some of the key findings from the Business Survey.

· Thirty one businesses (53% of the respondents) report having been in operation for over 20 years.  This indicates that the downtown district is home to many long-time businesses.  This signals relative stability as a place to do business.

· Only expensive employee wages or benefits were identified as a major challenge by more than 20% of businesses.  Minor challenges were listed as competition, both in-town (48%) and out of town (43%), employee recruitment and retention (39%), parking (38%), unavailable or expensive utilities (38%) and expensive employee wages or benefits (32%).

· Respondents (more than 25%) said that they would be interested in information about financial management, advertising and marketing, customer service or hospitality, building improvements, business market analysis and internet or e-commerce.

·  The most useful existing Main Street Program products were reported as: advertising and marketing of district as a shopping destination (61%) and special event coordination (56%). 

· 30 to 50% of all respondents were interested in all the various proposed Main Street Program products and services, with special event coordination (56%) and cooperative advertising pool (51%) seen as the most useful.

· Most businesses have not used and said that they were not interested in using any of the four business incentives or assistance (Historic Tax Credits, WHEDA, SBA loan, or a commerce area development manager) currently available to the local business owners, leaving these resources largely untapped.

· Respondents strongly agreed with statements that reflect a bond among businesses in the community.  A large number of respondents report they try to buy local and support local businesses.  Similarly, a large number report their employees show great customer service. This indicates that it may be a good time to begin a buy local campaign

· Overall businesses are very satisfied with their business location.  46 percent report that they or the building owner were considering improvements to the building.

· The majority (70%) of the respondents do not plan to relocate or move their business.  25 percent plan on expanding their products or services or square footage downtown, and 5 percent plan to expand at a location outside the downtown.  

· Parking was noted as a major challenge by 38 percent of respondents.  Though with further questioning we find that 93 percent of customers and 89 percent of employees park near or within half a block of the business entry.

· Over half of all respondents thought that they were open all the hours that they need to be.  13 percent of businesses would be open more hours if they were sure of sales at those times and another 13 percent would be open more hours if everyone else was.

· Most of the businesses find that the busiest months of the year are April through August and November and December.  The three busiest months highlighted were June (41%), April (35%) and August (33%).

· 49 percent of the businesses felt that none of the events or festivals were effective in supporting their business. 32 percent said Crazy Days did increase business and 29 percent though Holiday activities were effective.
·  Over half of downtown business customer base comes from Prairie du Chien.  Other towns that contribute between 5 and 7 percent of the downtown customer base include: McGregor, IA, Marquette, IA, and Eastman, WI.

· On average businesses spend over half (53%) their advertising budget on newspaper adds. The two most popular newspapers are the Courier Press and the Shopping News. 

· Businesses felt like they were offering a product that no one else offered (this being either the focus of the business or the variety of items or high quality of the products and services).  Respondents commonly listed the following distinguishing factors of their business: price and affordability, location, hours of operation, parking, support/help for the community, and atmosphere (and cleanliness).  

· Businesses listed big box and chain stores, specifically Wal-Mart, among their toughest competitors.  Respondents reported that Starks and Wall Street most complement their business, closely followed by Simply, Sports World and banks.

·  Most respondents (41 out of the 48 businesses that answered) reported that they targeted the average price point relative to other businesses.  Two businesses reported targeting the low-end price point and five businesses target the high-end price point.

· In addition to work, businesses report that people stop by downtown for: food (restaurants), drinks (bars), to shop, buy gifts and support local shops, buy shoes, for entertainment (parades, etc.), and because it is convenient.  Starks, Hamann’s, the Post Office, Sports World, banks, and the drug store/pharmacy were specifically mentioned as downtown draws.

· Existing businesses are most interested in seeing the following businesses come downtown: book store (59%), bakery (55%), office supply store (53%) and sub shop (43%).  
· The community assets they would like to see developed include: open air markets (produce, fish, art, music) (55%), streetscape (40%), walking trail (36%), and performing arts center (27%).  
Appendix – Business Survey 
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(Al future references to “your business” will refer exclusively to the business listed above.)

Business Owner(s) Contact:
Business Physical Address

Business Mailing Address

BusinessPhone#1_____ Business Phone #2 FAX

Email Web Site

NEEDS AND OPPORTUNITIES ASSESSMENT

1. Please rate the degree to which you are experiencing the following business challenges? (® mark ONE answer for gach item
Major Challenge (-3) Minor Challenge (-2) ~ Don'tKnow (-1)  No Challenge (0)

Conflict with building owner ortenant
Difficulty recruiting or retaining employees
Expensive or unavailable products
Expensive or unavailable utilities
Expensive employee wages or benefits,

Expensive shipping or transportatio
Insufficient financing
Insufficient parking_
In-town competitior

Poor building conditiot
Restrictive business regulation:
Shopiifting or theft.
Unskilled workers _
Vandalism
Other
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2. Could you or your employees use information on or assistance with the following topics? (® mark ONE answer for each item)
Definitely (2) Probably (1) Unsure (0)  Probably Not(-1)  Definitely Not (-2)
Business planning ____
Financial managemer
Inventory management

Window displays or interior store desig
Business market analysis
Intemet or E-Commerce, .
Transfer of ownership or selling a business __
Other
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[image: image7.png]3. How useful to your business are these existing Main Street Program products and services? (® mark ONE answer for each item)
Very Useful (3)  Useful (1) Don'tKnow(-1) Useless (-3)

Free design assistance ® ® ] ®
Free business assistance, ® © ®
Advertising or marketing of Main Street district as shopping destination ® ® © ®
Fagade grant up to $1,000.00 (if guidelines met) ® ® © ®
Sign grant up to $ 250.00 (if guidelines met)__ ® © ®
Downtown public improvement projects (list examples) ® ® © ®
Web site or Intemet resources____ ® ® © ®
Special event coordination (increasing foot traffic — or list examples) ® © ®
4. How useful would these proposed Main Street Program products and services be to your business?

(® mark ONE answer for each item) Very Useful 3) Useful (1) Don't Know (-1) Useless (-3)
Employee Training Opportunities ® © ®
Cooperative Advertising Pool ® ® O] ®
Special Events, ® © ®
Video about Prairie du ® ® © ®
5. Which other business incentives or assistance have you used or plan to use for your business?

(® mark ONE answer for each item) Have Used (3) Will Use (1)  Don'tKnow(-1) Won't Use(-3)
Historic Preservation Tax Credits ® © ®
Free assistance from COMMERCE Area Development Managers (ADM) ~ ® ® © ®
WHEDA Small Business Guarantee ® ® ] ®
US Small Business Administration (SBA) loan guarantee ® ® © ®

6. How strongly do you agree or disagree with the following statements? (® mark ONE answer for gach statement)

Strongly ~ Somewhat  Neutral Somewhat  Strongly (-2)
Agree(2)  Agree (1) ©) Disagree (-1) Disagree

Local waste management service is outstanding.
Local municipal services are well worth the level of local taxation.
| always try to buy products and services locally. __
| always direct customers to other downtown businesses. .
| seek ways to cooperate with complementary downtown businesses.
The existing downtown business mix helps my business.
The look and feel of downtown helps my business.
My building fagade draws customers into my business.
My window and store displays help my business. _
My advertising helps my business.
My business is open when customers want to shop.
Employees of my business show great customer service.
Housing for employees is readily available.

Childcare for employees and customers is readily available.
Downtown Prairie du Chien is an excellent place to have a
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[image: image8.png]7. How satisfied are you with the present location of your business? (® mark ONE)

@® Very Satisfied ® satisied  © Neutral

Why?

® Unsatisfied ® Very Unsatisfied

® Plan to Move

8. Do you have plans to expand or reduce operations for your business in the foreseeable future? (® mark ONE)

@ 1plan to expand products/services or square footage downtown.

® | plan to expand products/services or square footage at a focation outside the downtown.

© | plan to reduce products/services or square footage downtown.
® Idon't have any pians for changes.

9. Are you, or the building owner, considering any building improvement projects?

BUSINESS AND WORKFORCE DATA

® Yes No © Don'tKnow

10. What is the business or professional activity code for your business? (NAICS)

(Use the key provided or enter the business code from your 2002 federal tax retum.)

11. How long has your business been in operation? (® mark ONE, include time at this & any previous locations)

® under 1 year ® 1-5years © 6-10years

® 11-20 years ® over 20 years

If you know the date your business was established, please list it here (MM/ YY)

12. How long have you been the owner of your business? (® mark ONE)

® under 1 year ® 1-5years © 6-10years

13. Does your business own or lease the space in which it is located?

14. For your business, how many square feet are devoted to the following?
(The total should add up to the total square footage of the business)

15. Where do your customers typically park?
(® mark ONE)

® On the street
In a public parking ot

®© Inaprivate parking lot
@® Other

How far do customers typically have to park from your
business? (® mark ONE)

® Near entry ® 2blocks away
% block away ® 3 blocks away
@© 1 block away ® 4 blocks or more

——_ If you own a parking lot, how many parking spaces

are available for customers (not employees)?

® 11-20 years ® over 20 years

® Own ® Lease © Lease, wantto purchase

a. sq. ft. Sales Space

b. ____sq.ft Production Space
c. ___sq.ft Office Space

d. ____sq.ft Storage Space
e. ___ sq.ft. Unused Space
f. _____sq.ft Total Space

16. Where do you and your employees typically park?
(® mark ONE)

® On the street
In a public parking lot

@© Inaprivate parking lot
® Other

How far do you and your employees typically have to
park from your business? (® mark ONE)

® Near entry ® 2blocks away
¥ block away ® 3 blocks away
@© 1 block away ® 4 blocks or more

____ If you own a parking lot, how many parking spaces
are available for employees (not customers)?




[image: image9.png]17. What percentage of employees of your business live here in Prairie du Chien? %

18. How many people, including owners, does your business employ in each of the following categories?

(Full-time = 32 or more hours/week)
Full-time year-round ____ Part-time year-round ____

MARKET AND MARKETING DATA
19. What are the hours of operation for your business?

Monday from o
Tuesday from to
Wednesday from to
Thursday from

Friday from to
Saturday from to
Sunday from to

What are your thoughts on store hours?

| am open all the hours | need to be

| can't be open more hours for personal reasons

| should be open more hours, but can't afford the staff
| should be open more hours, but can't find good staff
| would be open more hours if | were sure of sales

[ would be open more hours if everyone eise were

QEEPEe®

Seasonal

20. During a typical week, what are the seven busiest times for
your business? (® mark up to SEVEN times total for the week)

Before 11:00am-  200pm.- After
11:00am.  2:00 p.m. 500pm.  5:00p.m.
Monday ® © ®
Tuesday ® ® © ®
Wednesday © O] ® ©
Thursday ® ® ® ®
Friday @ ® ® @
Saturday © 0] ® ®
Sunday ® ®@ 0] ®
21. What are the three busiest months of the year for this
business? (® mark up to THREE)
® January ® February © March
® Apiil ® May ® June
@ July ® August ® September
© October ® November © December

22. How many customers/clients visit your business per week during the summer months of May to October? (® mark ONE)

® none, all business via phone, Intemet, etc.

® lessthan50 © 50-250 © 250-500

® Over500

How many customers/clients visit your business per week during the winter months of November to April? (® mark ONE)

@® none, all business via phone, Intemet, etc. ~ ®  less than 50

© 50250 © 250500 © Over500

23. Which of the following events increased foot traffic or sales volume for your business, either during the event or in the next

few days or weeks? (® mark ALL that apply)

® Cajun on the Comer ®© Town & Country
Holiday Activities Jamboree
®© Downtown Hoedown @® Droppin of the Cap

® Crazy Days © Riverboat Docking
® Spooktober Fest @ St. Patrick's Day Parade
® Rendezvous ® Fishing Toumaments

® Christmas at the Villa
® Warof 1812

® Prairie Dog Blues Fest
(®© Bald Eagle Days

® Ice Fisheree ® Cannons - Redcoats
® GRABAWRR ® Other.
® Baseball Toumaments © Nore

@ Camiage Classic




[image: image10.png]24. Approximately what percentage of your customers come 25. What percentage of the annual advertising budget for your
from each of the following zip codes? business is spent with each of the following media?
(Total should = 100%) (Total should = 100%)

a. ___% Prairie du Chien 53821 a. __ % Newspapers
b. ___ % Marquette, A 52158 b. __ % Magazines
c. ___ % McGregor, IA 52157 ¢. __%Radio
d. ___% Monona, IA 52159 d. ___ % Television
e. __ % Elkader, 1A 52043 e. __ % Direct Mail/Catalogs
f. __ % Waukon, A 52172 f. ___ % Window Displays
g % Lancaster, WI g. ____%Billboards
h. ___ % Bagley, Wl 53801 h. __ % Intemet
i. __ % Wauzeka, WI 53826 i. ___% Local Service Organizations
. % Boscobel, Wi 53805 J. % Other (specify)
k. ___% Seneca, WI 54654 100 %
I. % Gays Mills, W] 54631
m. ___ % Soldiers Grove 54655
n. ___ % Eastman, WI 54626
0. ____% Decorah, IA
p. ___ % Postvilie, 1A 52162
q. % Fennimore, Wi 53803
100%

26. Please describe the target market of your business. (® mark ONE for each category)
Gender ® Male ® Female

Age ® under18 ® 1824 © 2544 © 4554 © 5564 (® Overt4

Annual household ® under $15,000 ® $35,000 - $49,999 © $100,000 - $149,999
income ® $15,000 - $24,999 ® $50,000-$74,999 ® over $150,000
© $25,000 - 34,999 ® $75,000 - $99,999
27. Which radio stations are included in the annual advertising budget for your business? (@ mark ALL that apply)
® WQPC,94.3 ® WPVL, 107.1 © Other
® KCTN, 100.1 ® WGLR,97.7 ® Other
© KDTH, 92.9 @ KNEI (Waukon) © None
® KPVL, 89.1 @ KADR, AM 1400

Which local or network television stations are included in the annual advertising budget for your business?
(® mark ALL that apply)

® WKBT - Channel 8 CBS ® WHLA - PBS @©@ Other.
® WXOW - Channel 19 ABC ® W67CH, NBC ® Other.
© WLAX - Fox ® Mediacom local access ® None

Which publications are included in the annual advertising budget for your business? (® mark ALL that apply)

@® Courier Press ® Clayton Cty. ® Fennimore Times @ Postville Herald
® Shopping News Register ® North lowa @ The Tapestry
© Boscobel Dial ®© Crawford Cy. Times ® Other

Independent ® The Outiook ® None




[image: image11.png]28. Please list the six products and/or services that best differentiate your business from the competition.

29. What is the toughest competition for your business? (specify up to THREE competitors by name)

a b. c.
30. To what degree do the following traits help make your business more competitive versus the OFFICE USE ONLY
competitors listed above? ®®6
{® mark ONE answer for each item) AlLot A Little Not At All loRoNo)
Your Location, ® ® © 8 % 8
Your Parking. ® ® ©
Your Hours_ ® ® ® ®66
) ® 066
Your Service ® ® © [ONONO]
Your Name Brands ® ® © [ONONO]
Your Quality, ® ® © ® 0
Your Selection ® ® © ®e e
Your Price ® ® ©

31. Relative to other businesses in your trade, what price point do you target? (® mark ONE)
® lowend ® average ®© highend

32. What three downtown businesses compliment your business the most? (specify up to THREE businesses by name)

a b. C.

33. What are the two biggest non-work reasons people stop downtown? (i.e. specific establishment, attraction or activity)

a b.

34. With your business in mind, what four businesses from the following list would you most like to see available downtown?
(® mark up to FOUR)

® Bike Shop ® Shipping/Copy Business © Bakery
Book Store ® Sub Shop @® Bridal Shop
@© Office Supply Store ® Ice Cream Shop © Other

Name two businesses you would most like to see come to downtown Prairie du Chien.

a. b.

35. With your business in mind, what four community assets would you most like to see developed? (® mark up to FOUR)




[image: image12.png]® Walking trail ® Expanded “green space”

® Bike trail @© Public parking rehabilitation
© Boat docks or landings @® Performing Arts Center

® Sports facilities/Hoffman Hall ® Streetscape

® Skateboard park

36. How long did it take you to complete this survey?

® Open Air Market
(produce;fish;art;music)

@ Additional Events on the Island

® None of these

© Other
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� Prairie du Chien's Downtown District extends east to west along Blackhawk Avenue, from the Mississippi River to the bluffs, spanning an area that includes St. Feriole Island, the Historic Downtown, and Blackhawk Junction Mall. The district also includes businesses one block north and south of Blackhawk Avenue.


� This section was written by Jennifer Keeley Yonda, working with Bill Ryan at the University of Wisconsin-Extension Center for Community and Economic Development and Laura Brown of the University of Wisconsin-Extension, Crawford County.  Work was done in cooperation with the Judith Wall of Prairie du Chien Downtown Revitalization, Inc. and the Wisconsin Main Street Program.
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