DECEMBER 2020

TRADE AREA
CHARACTERISTIC S
ZIP CODE 53190
WISCONSIN
Prepared by: Kristin Runge, Ph.D.,
Kristin.runge@wisc.edu

AC KN OW L E D G M E N TS
This work was supported by a grant from the United States Department of Commerce
Economic Development Administration in support of the (EDA) University Center
(Award No. ED16CHI3030030). Any opinions, findings, conclusions or recommendations
expressed in this material are those of the authors and do not necessarily reflect the views
of the U.S. Department of Commerce Economic Development Administration.

TABLE OF
CONTENTS
Executive Summary

v

Introduction and Purpose

1

Trade Area

3

Resident Households

11

Education and Employment

27

Economic Impacts: Tourism

34

Market Analysis

37

EXECUTIVE
SUMMARY

The Whitewater Trade Area is estimated to be the area from which
Whitewater area businesses attract the majority of their day-to-day
customers and is characterized by the following:

EXECUTIVE SUMMARY

Geographically, it is comprised of the ZIP Code
53190 and includes the University of WisconsinWhitewater
__________________________________________________

~19,140
RESIDENTS

However, this may underestimate the true
population due to the effects of the university
__________________________________________________

MODERATELY WELL-EDUCATED
WORKFORCE

33%
30%
28%

have a bachelor’s degree or higher

have some college or two-year degree

have a high school diploma or GED
__________________________________________________

47,700

$

EFFECTS OF STUDENT
POPULATION:
The median age is 25, which is much lower than
Wisconsin (40) and the U.S. (39)
There are proportionally fewer family households
and households with children in the Trade Area
than in Wisconsin and the US
There is a lower proportion of owner occupied
housing and a higher proportion of renter occupied
housing in the Trade Area compared to Wisconsin
and the U.S.
__________________________________________________

RESIDENTS’ TOP FIVE AREAS OF
SPENDING, IN ORDER:
1. Shelter
2. Health care
3. Food at home
4. Food away from home
5. Entertainment and recreation
__________________________________________________

INFLOW/OUTFLOW
There is a sizable net outflow each day, indicating
that many Trade Area residents commute
elsewhere for employment and that the Trade
Area may have some bedroom community
characteristics

MEDIAN HOUSEHOLD
INCOME
which is lower than Wisconsin and the U.S.
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INTRODUCTION
AND PURPOSE
This report is meant to describe key characteristics of both Whitewater,
Wisconsin and the surrounding area. It covers demographics, such as
population, income, home ownership rates, and lifestyles; education and
employment; local traffic counts; tourism; and the current business mix
as it compares to peer communities.

It should be noted that this report was done with secondary data and
does not include input from community members. Thus, it should be
used as a tool by the community to make decisions about the future of
Whitewater; it itself does not offer any recommendations.
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ABOUT THE DATA
The data used for this project comes from several sources:
•

ESRI

•

ReferenceUSA

•

Wisconsin Department of Transportation

•

Wisconsin Department of Tourism

•

US Census Bureau OnTheMap

One of the limitations of this report is that it generally only describes those who identify
their primary residence as being in the Trade Area; think of this group as being comprised
of those who vote in Whitewater, even if they regularly vote absentee. Therefore, while
there are thousands of students living both on and off campus who are integral to the
Whitewater culture and economy, they may not all be counted.
As a community, and perhaps in partnership with UW-Whitewater, the City should discuss
whether it wants to collect data describing student residents to get a fuller picture of its
population.
Finally, while visitors are important to the Trade Area, they are not considered in this
report.

A NOTE ON STUDENTS AND CENSUS DATA
It may not be obvious where college students, many of which are living on their own for the
first time, should say that they live when responding to a United States decennial Census.
The United States Census Bureau, however, makes this clear by stating that college
students should be counted “where they live and sleep most of the time as of April 1.”
Therefore, unless a college student lives at home and commutes to campus for class, they
should be counted in their college’s community.
Results from the decennial Census help to determine how federal funding is allocated
to communities over the following decade. Therefore, since college students live in a
community and use resource such as roads, public transportation, water, and healthcare, it
makes sense to count them as residents of their college community where they spend the
most time.
Students are not, however, always counted as members of their college community.
Because of this, the estimated City of Whitewater population of approximately 14,500 may
underestimate the true population of the City by undercounting, especially, students who
live off but near campus and still within City limits.
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TRADE
AREA

A Trade Area is the geographic area from which a community generates,
or could generate, approximately 75% of its customers. Once this area is
defined, it becomes possible to determine and analyze a community’s
potential customer base to find out its size, demographics, and spending
habits, among other traits.
Individual businesses also have individual Trade Areas that can be
determined by factors such as the type of business, the products and
services they sell, and the number of similar competitors near them.
Because of this, some businesses attract primarily local customers
while others have further reach. This report will focus on analyzing local
customers, while acknowledging that visitors also contribute heavily to
the Washburn Trade Area’s economy.
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TRADE AREA

WHITEWATER TRADE AREA
The Trade Area for this report will be referred to as the Whitewater Trade Area and will be defined
as the ZIP Code 53190. This area is within a short drive of downtown Whitewater and those living
in it may find Whitewater more convenient than Janesville, Fort Atkinson, or other outlying areas.
Because of this, this Trade Area is considered a Convenience Trade Area, which is the geographic
area in which residents find it most convenient to purchase frequently or regularly used products and
services, such as groceries, fuel, and personal care items.
In the map below, the white inner boundary is the City of Whitewater and the orange shaded area is
the ZIP Code 53190 Trade Area.

M A P 1 Whitewater Trade Area
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WHITEWATER BUSINESS DISTRICTS
The Market Analysis portion of this report focuses on four business areas in the City of
Whitewater. They are described below and are shown in Map 2.
West Side: A group of businesses along W Main St from S Pearson Ln to the west and
N Prince St to the east that is anchored by a Walmart Supercenter
Downtown: An historic downtown bound roughly by W North St to the north,
S Franklin St to the west, N Cherry St to the east, and Cravath Lake to the southeast
East Side: Both sides of E Milwaukee St between S Wisconsin St and the roundabout at
East Clay St
Business Park: The Whitewater Business Park, bound roughly by North St to the south,
Howard Rd to the east, Crestwood Dr to the north, and N Newcomb St to the west

M A P 2 Whitewater Business Districts
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TRADE AREA

Though the business districts comprise only about 1.52 square miles of land combined
(about 17% of the City’s total area after rounding), they hold 67% of all City businesses. Of
the 1.52 square miles, the Business Park district is approximately 1.03 square miles, meaning
that the Downtown, West Side, and East Side districts comprise 0.49 square miles of land
but hold 61% of all City businesses. This is explored in more detail in the Market Analysis
section of this report.

TA BLE 1 Business District Land Area and Business Shares
Land Area
Square Miles

Businesses

Percentage

Number

Percentage

District

6

Downtown

0.16

2%

151

32%

West Side

0.23

3%

98

21%

East Side

0.10

1%

40

8%

Business Park

1.03

12%

28

6%

Business Districts Total

1.52

17%

317

67%

City Totals

8.84

471

TRADE AREA CHARACTERISTICS | Whitewater, Wisconsin

TRADE AREA

TRAFFIC COUNTS
Annual average daily traffic (AADT) counts can be helpful when determining where to locate new
businesses and services. This section focuses on the AADT of the business districts.
In all sections below, blue markers indicate that average daily traffic counts are between 1,000 and
10,000 vehicles per day while yellow markers represent counts under 1,000.

West Side Business District
Counts peak at 9,400 in front of the Walmart Supercenter on W Main St. Toward the eastern edge of
this business district, counts are approximately 8,700 along W Main St. and 5,300 along N Tratt St. In
the upper right corner of the figure, W Starin Rd. typically sees about 2,300 vehicles per day near the
southwestern edge of the UW-Whitewater campus.

M A P 3 A A DT West Side Business District
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TRADE AREA

Downtown Business District
In downtown Whitewater, there is no one street that absorbs the vast majority of traffic. Along
W Whitewater St., which forms the southeastern border of downtown, between 2,700 and 2,900
vehicles can be expected on average. Along W Main St., it is closer to 5,000. There is opportunity
here for local businesses to gain customers if they can convince drivers to stop or if they advertise
where motorists are likely to see.

M A P 4 A A DT Downtown Business District
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East Side Business District
As expected in the East Side Business District, the highest volume of traffic follows E Milwaukee St,
part of which is Wisconsin STH 59. Along this stretch, average daily traffic counts can approach or
exceed 6,000 vehicles. Additionally, N Newcomb St to the north of E Milwaukee St (which also runs
concurrently with STH 59), has average traffic between 4,400 and 4,900 vehicles per day.

M A P 5 AA DT East Side Business District
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TRADE AREA

Business Park Business District
There is only one marker near the Whitewater Business Park, and it is along WI STH 59 (N Newcomb
St) just north of the Jefferson-Walworth County line. There are approximately 4,000 vehicles that
travel along this road daily.

M A P 6 A A DT Business Park Business District
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RESIDENT
HOUSEHOLDS

Demographic and lifestyle characteristics of Trade Area residents
can give insight into their potential demand for products and services
within the Trade Area. It is important to again note that these statistics
reflect both adults and families as well a handful of UW-Whitewater
students living both on and off campus that may skew results. Finally,
comparison data is included for Wisconsin and the U.S.
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RESIDENT HOUSEHOLDS

POPULATION AND AGE
Quantifying the population, or all people living in the Trade Area, can give insight into the market
size and potential while changes in population size can signal potential changes in future market
size. Consumers’ preferences can also vary by age; leveraging this variance can help businesses
meet the needs of the market and Trade Area residents. As noted in the previous section, however,
the population data available may not be entirely accurate due to the transiency of and difficulty in
counting the student population in the trade area.
The Trade Area had a population of approximately 19,100 in 2020 and has grown very slightly since
2010. The Trade Area’s daytime population was smaller than its total population, indicating a net
daily outflow and suggesting that people commute elsewhere for their jobs. The median age in the
Trade Area in 2020 was 24.7, which is significantly lower than Wisconsin (40.0) and the U.S. (38.5)
and reflects UW-Whitewater students’ presence. The median age did, however, grow between 2010
and 2020 by 0.8 years, which is slower than Wisconsin or the U.S. (1.6 and 1.4 years, respectively),
indicating that the Trade Area is aging slower than Wisconsin and the U.S.

TA BLE 2 Population and Age
Whitewater
Trade Area

Wisconsin

U.S.

Population
2010 Population

19,091

5,686,986

308,745,538

2020 Population

19,140

5,902,099

333,793,107

% Annual Change '10-'20

0.0%

0.4%

0.9%

2020 Total Daytime Population

17,787

5,850,905

331,970,099

Total Daytime Pop.% of Total Pop.

92.9%

99.1%

99.5%

2020 Daytime Worker Population

7,532

2,687,272

146,991,446

2020 Daytime Resident Population

10,255

3,163,633

184,978,653

Population by Age
2010 Median Age
2010 18 +
2020 Median Age
2020 18 +

23.9

38.4

37.1

85.7%

76.4%

76.0%

24.7

40.0

38.5

86.8%

78.7%

78.0%

Source: United States Census
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RESIDENT HOUSEHOLDS

RACE & ETHNICITY
Since consumer preferences can vary with race and ethnicity, understanding the Trade Area’s
distributions can help meet the needs of all residents. In 2020 the Trade Area had similar metrics of
diversity of race and ethnicity to Wisconsin, but was less diverse than the US as a whole. While the
annual rate of change between 2010 and 2020 may be useful to decipher which groups’ presences are
growing the fastest, the rates should be used carefully as they are inflated due to the small starting
proportion of non-white groups. Please note that those with Hispanic ethnicity can be of any race.

TA BLE 3 Race and Ethnicity
Whitewater
Trade Area

Wisconsin

U.S.

2020
White

87.7%

83.9%

69.4%

Black

3.4%

6.5%

13.0%

American Indian

0.3%

1.0%

1.0%

Asian

2.2%

3.1%

5.9%

Pacific Islander

0.1%

0.0%

0.2%

Some Other Race

4.4%

2.9%

7.1%

Two or More Races

2.0%

2.4%

3.6%

Hispanic Origin

9.9%

7.3%

18.8%

White

-0.3%

-0.3%

-0.4%

Black

2.3%

0.3%

0.3%

American Indian

4.1%

0.0%

1.1%

Asian

3.2%

3.0%

2.1%

Pacific Islander

0.0%

0.0%

0.0%

Population by Age

Some Other Race

1.2%

1.9%

1.4%

Two or More Races

2.3%

2.9%

2.2%

Hispanic Origin

1.1%

2.2%

1.4%

Source: United States Census
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RESIDENT HOUSEHOLDS

HOUSEHOLDS AND
HOUSEHOLD COMPOSITION
Households are comprised of one or more people, related or otherwise, who live in one housing
unit. Household size, composition, and life cycle stage can be useful to signal demand for goods and
services.
The Trade Area had 188 more households in 2020 than in 2010; Wisconsin and the U.S. also saw
increases during this time. Additionally, the average household size decreased slightly from 2.36
to 2.32 people per household. In 2010, the last year for which data is available, the distribution of
different types of household compositions differed slightly from Wisconsin and the U.S. For example,
there were comparatively fewer family households and households with children in the Trade Area but
there were comparatively more nonfamily households.

TA BLE 4 Households and Composition
Whitewater
Trade Area

Wisconsin

U.S.

Households
2010 Households

6,576

2,279,768

116,716,292

2020 Households

6,764

2,391,911

126,083,849

Annual % Change '10-'20

0.3%

0.5%

0.9%

2010 Avg. HH Size

2.36

2.43

2.58

2020 Avg. HH Size

2.32

2.41

2.58

Households with 1 Person

30.0%

28.2%

26.7%

Households with 2+ People

70.0%

71.8%

73.3%

Family Households

48.2%

64.4%

66.4%

Household Size

2010 Household Composition

Husband-wife Families

37.7%

49.6%

48.4%

With Related Children

14.9%

20.3%

21.6%

Other Family (No Spouse Present)

10.4%

14.8%

18.0%

Nonfamily Households

21.8%

7.4%

6.8%

Households With Children

22.0%

30.6%

33.4%

Source: United States Census
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HOUSING OWNERSHIP
Housing ownership is an important factor to consider for several reasons. First, the rate of homeownership
can signal the amount of income or wealth in a community since homeownership rates increase
with income. Second, homeownership positively correlates with demand and expenditures for home
furnishings, appliances, repair services, and improvement. Therefore, businesses like garden centers,
home furnishing and improvement stores, and appliance repair may have a better chance of prospering
where homeownership rates are high.
In 2020, there were 231 more housing units in the Trade Area than there were in 2010. The largest share of
housing units were renter occupied (46%), closely followed by owner occupied (42%). Additionally, about
12% of units were vacant or seasonal in 2020; it is important to note that this does not include residence
halls on the UW-Whitewater campus. The average home value, however, was about $20,000 higher than
the Wisconsin average and, though it was lower than the U.S. average, this could indicate either a higher
cost of living compared to the state or that the community is better off on average.

TA BLE 5 Housing
Whitewater
Trade Area

Wisconsin

$258,246

$238,886

$328,824

U.S.

Home and Householder Characteristics
2020 Average Home Value
2018 Median Contract Rent (Households Paying Cash Rent)

$640

$703

$862

2018 Median Year Structure Built

1974

1973

1977

2018 Median Year Householder Moved into Unit

2011

2008

2009

2010 Owner Occupied

43.1%

59.1%

57.7%

2010 Renter Occupied

45.4%

27.7%

30.9%

2010 Vacant or Seasonal

11.5%

13.1%

11.4%

2010 Total Housing Units

7,428

2,624,358

131,704,730

2020 Owner Occupied

42.4%

57.1%

56.4%

2020 Renter Occupied

45.9%

29.5%

32.3%

2020 Vacant or Seasonal

11.7%

13.4%

11.3%

2020 Total Housing Units

7,659

2,762,173

142,148,018

Change in Owner Occupied

-0.7%

-2.0%

-1.3%

Change in Renter Occupied

0.5%

1.8%

1.4%

Chance in Vacant or Seasonal

0.2%

0.3%

-0.1%

231

137,815

10,443,288

2010

2020

Overall Change, 2010-2020

Change in Total Housing Units
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RESIDENT HOUSEHOLDS

HOME VALUES
The distribution of home values for the Trade Area is strongly concentrated between $100,000
and $250,000 (61% of all homes) but especially between $150,000 and $200,000. Though the
distribution appears to heavily skew lower than Wisconsin and the U.S., since there is such a small
proportion of homes valued below $100,000, the Trade Area’s median and mean home values are
actually above that of Wisconsin.

F I G U R E 1 Home Values

Source: United States Census
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RESIDENT HOUSEHOLDS

CONTRACT RENT
Rent in the Trade Area was heavily concentrated in the $400-$500 range in 2020, and over one-third
of renters paid between $400 and $600 per month. Over 16% of renters, however, paid over $1000
per month. This is fairly similar to Wisconsin, but skews slightly lower overall.
Additionally, it is important to note that contract rent only includes utilities if they are included as part
of a lease and that many tenants may be paying more than what is stated here when separately-paid
utilities are considered.

F I G U R E 2 Con trac t Rent

Source: United States Census
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RESIDENT HOUSEHOLDS

BUILD YEAR OF HOUSING UNITS
The distribution of housing unit build dates for the Trade Area is very similar to Wisconsin and
slightly older overall than the U.S. For example, in Wisconsin and in the Trade Area, approximately
19% of housing units were built prior to World War II while this only applies to 13% of housing units
nationwide. Conversely, fewer than 3% of housing units in the Trade Area have been built since 2000.
Excluding housing units built prior to 1939, the 1970s were the most prolific years for building housing
units in the Trade Area. As these units are approaching 50 years old, their conditions should be
assessed at the community level.

F I G U R E 3 Bu i ld Year of Housing Units

Source: United States Census
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RESIDENT HOUSEHOLDS

YEAR OWNER OR RENTER MOVED IN
The “Year Owner Moved In” graph for the Trade Area closely resembles that of Wisconsin and the
U.S. and the “Year Renter Moved In” graph is generally similar, though, compared to Wisconsin and
the U.S., it has approximately double the percentage of renters who have moved into their dwellings
since 2017. Additionally, there appear to be few renters in the Trade Area who have lived in their
current residence since before 1990. Finally, 75% of homeowners have lived in their homes for at least

F I G U R E 4 Ye ar Owner Moved In

F I G U R E 5 Ye ar Renter Moved In

Source: United States Census

TRADE AREA CHARACTERISTICS | Whitewater, Wisconsin

19

RESIDENT HOUSEHOLDS

HOUSEHOLD INCOME AND PER-CAPITA INCOME
Income can be used to estimate residents’ purchasing power as it is positively correlated with many
different types of retail expenditures. Knowing average incomes can also help businesses better target
their products and services to specific income ranges based on their target market.
Median household income in the Trade Area was $47,662 in 2020, much lower than Wisconsin
($60,185) and the U.S. ($62,203). Per capita income for the Trade Area was $22,938, also quite a bit
lower than Wisconsin ($32,803), and the U.S. ($34,136). Additionally, 20% of Trade Area households
had incomes below $15,000, which is about double the proportions statewide and nationwide. This
may partly, though not entirely, be due to the student population.
The graph on the following page shows a distribution of income in the Trade Area, Wisconsin, and
the U.S.

TA BLE 6 Household Income
Whitewater
Trade Area

Wisconsin

U.S.

$47,662

$60,185

$62,203

$22,938

$32,803

$34,136

Number of Households Measured

6,764

2,391,897

126,082,216

<$15,000

20.2%

9.1%

10.3%

$15,000 - $24,999

9.7%

8.5%

8.8%

$25,000 - $34,999

10.1%

9.3%

8.7%

$35,000 - $49,999

11.4%

13.3%

12.2%

$50,000 - $74,999

18.6%

19.2%

17.3%

$75,000 - $99,999

11.8%

13.9%

12.6%

$100,000 - $149,999

11.0%

16.0%

15.3%

$150,000 - $199,999

4.3%

5.6%

6.9%

$200,000+

2.9%

5.0%

7.9%

$63,569

$80,735

$90,054

Median HH Income
2020 HH Income

Per Capita Income
2020 Per Capita Income

2020 Households by Income

Average Household Income
Source: United States Census
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RESIDENT HOUSEHOLDS

HOUSEHOLD INCOME DISTRIBUTION OF TRADE
AREA, WISCONSIN, & U.S.
Except for the under $15,000 category, the household income distribution pattern for the Trade
Area generally resembles that of Wisconsin and the U.S., though there are progressively smaller
proportions of higher income households in the Trade Area than the state and nation. The second
highest peak is in the $50,000-$74,999 range.
Since one of every five Trade Area households has an annual income under $15,000, half of all
households have incomes under $50,000. This is not inherently a negative indicator; if, for example,
many students stay in the Trade Area after graduating, their starting salaries in a professional role may
be in this range. Additionally, many senior citizens have limited incomes. It should be determined at a
community level, however, whether either or both of these statements, or any other reasons, are true.

F I G U R E 6 Hou sehol d Inc ome Distr ibution

Source: United States Census
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RESIDENT HOUSEHOLDS

ANNUAL RESIDENT SPENDING
Residents in the Trade Area and across Wisconsin spend by far the most on shelter, though the Trade
Area average is lower than the statewide average. Average spending on health care, the second
largest average expenditure, in the Trade Area is only about three-quarters that of Wisconsin, which
may be a result of the younger population. Finally, food at home rounds out the top three, though the
Trade Area average is over $1,000 less than the state average.
The categories following these essentials can be telling regarding resident preferences, priorities, and
area business potential. For example, in both geographies, food away from home and entertainment/
recreation were the next highest categories, suggesting that they are priorities among residents.
Depending on the spending category, Trade Area residents on average spend between 74% and
95% as much as residents statewide. Compared to the statewide residents, Trade Area residents on
average spend the least on health care and support payments, cash contributions, and gifts in kind
and the most on education, which all make sense due to the student population. Lower average
spending could either indicate that Trade Area residents on average have fewer dollars to spend, that
the area has a lower cost of living (if the spending categories can be taken as a “basket of goods”), or
some combination of the two along with other factors.
Finally, by comparing the total dollars spent in each category across geographies, we can approximate
the contribution that the Trade Area makes to the larger surrounding economy. For example, 0.24%
of all food away from home spending in Wisconsin is done by residents of the Trade Area. The larger
the share, the more important the area is for the larger surrounding economy.

22
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ANNUAL RESIDENT SPENDING
TA BLE 7 Annual Resident Spending (in $)
Whitewater Trade Area
Total

Whitewater Trade Area's
Share of WI

Wisconsin

Average

Total

Average

Total

Average

Population
Shelter

$95,369,875

$14,100

$40,717,933,881

$17,023

0.23%

83%

Health Care

$27,263,050

$4,031

$12,990,712,640

$5,431

0.21%

74%

Food at Home

$25,984,475

$3,842

$11,668,579,695

$4,878

0.22%

79%

Food Away from Home

$18,985,412

$2,807

$8,062,275,683

$3,371

0.24%

83%

Entertainment/Recreation

$15,653,914

$2,314

$7,186,174,436

$3,004

0.22%

77%

Travel

$10,970,025

$1,622

$5,120,460,591

$2,141

0.21%

76%

Support Payments/Cash
Contributions/Gifts in Kind

$10,941,859

$1,618

$5,207,962,408

$2,177

0.21%

74%

Apparel & Services

$10,696,071

$1,581

$4,600,471,091

$1,923

0.23%

82%

HH Furnishings & Equipment

$10,470,580

$1,548

$4,765,294,898

$1,992

0.22%

78%

Education

$9,924,846

$1,467

$3,699,427,427

$1,547

0.27%

95%

Vehicle Maintenance & Repairs

$6,046,772

$894

$2,623,399,237

$1,097

0.23%

82%

Personal Care Products &
Services

$4,573,706

$676

$2,002,042,644

$837

0.23%

81%

Source: United States Census
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RESIDENT HOUSEHOLDS

LIFESTYLES
Lifestyle segmentation systems examine the buying habits and preferences of consumers in an area.
One lifestyle segmentation system is Tapestry™ by ESRI Business Information Solutions. Consumers
are classified into 67 demographic and behaviorally distinct segments. The segments are based on
type of neighborhood (urban, suburban, rural); the residents’ socioeconomic status (age, income,
occupation, type and value of residence); and their buying behaviors.
The table below shows the segments that are most prevalent in the Whitewater Trade Area and how
the distribution compares to Wisconsin and the U.S. Each segment is summarized on the following
pages. Overall, the Whitewater Trade Area is very diverse in terms of its Tapestry Segmentation
results; oftentimes in other communities, there are only two or three different segments present,
especially in high enough frequencies to report. Since the City of Whitewater and the surrounding
area have a broad range of residents, from college students to families to retirees, it is appropriate to
show and describe any Lifestyle that applied to more than 1% of Trade Area households.

TA BLE 8 Tapestry Segmentation
Whitewater
Trade Area

Wisconsin

U.S.

Segment Name and Code
Dorms to Diplomas (14C)

24.1%

1.1%

0.5%

College Towns (14B)

20.6%

1.6%

1.0%

Bright Young Professionals (8C)

12.9%

3.2%

2.3%

Green Acres (6A)

12.0%

8.7%

3.2%

9.1%

2.0%

2.5%

Midlife Constants (5E)
Salt of the Earth (6B)

8.1%

8.4%

2.9%

Rural Resort Dwellers (6E)

5.4%

3.5%

1.0%

Front Porches (8E)

4.0%

2.7%

1.6%

Retirement Communities (9E)

3.7%

2.0%

1.2%

Source: United States Census

24

TRADE AREA CHARACTERISTICS | Whitewater, Wisconsin

RESIDENT HOUSEHOLDS

Tapestry Segment Summaries
Dorms to Diplomas (14C)
On their own for the first time, Dorms to Diplomas residents are just learning about finance and
cooking. Frozen dinners and fast food are common options. Many carry a balance on their credit card
so they can buy what they want now. Although school and part-time work take up many hours of the
day, the remainder is usually filled with socializing and having fun with friends. This is the first online
generation, having had lifelong use of computers, the Internet, cell phones, and MP3 players.
College Towns (14B)
About half the residents of College Towns are enrolled in college, while the rest work for a college
or the services that support it. Students have busy schedules, but make time between studying and
part-time jobs for socializing and sports. Students that are new to managing their own finances tend
to make impulse buys and splurge on the latest fashions. Three-quarters of households are renters
and fill dorms and apartment buildings on or near campus. This group is digitally engaged and seeks
out variety and adventure in their lives.
Bright Young Professionals (8C)
These communities are home to young, educated, working professionals. More than one out of three
householders is under the age of 35. Slightly more diverse couples dominate this market, with more
renters than homeowners. More than two-fifths of the households live in single-family homes; over a
third live in 5+ unit buildings. Labor force participation is high, generally white-collar work, with a mix
of food service and part-time jobs (among the college students). Median household income, median
home value, and average rent are close to the US values. Residents of this segment are physically
active and up on the latest technology.
Green Acres (6A)
These are often rural enclaves in metro areas with many college-educated residents who favor
country living, self-reliance, and the outdoors. Consumers tend to own their homes and thus are
comfortable with home and auto debt and investments. They are avid do-it-yourselfers, maintaining
and remodeling their homes, with all the necessary power tools to accomplish the jobs. Gardening,
especially growing vegetables, is also a priority, again with the right tools, tillers, tractors, and riding
mowers. Outdoor living also features a variety of sports: hunting and fishing, motorcycling, hiking and
camping, and even golf.

TRADE AREA CHARACTERISTICS | Whitewater, Wisconsin

25

RESIDENT HOUSEHOLDS

Midlife Constants (5E)
Residents are seniors, at or approaching retirement, with below average labor force participation
and above average net worth. They tend to own their homes and more than half have fully repaid
their mortgage. Although located in predominantly metropolitan areas, they live outside the central
cities, in smaller communities. Their lifestyle is more country than urban. They are generous, but not
spendthrifts, though they do prefer to buy quality, natural, and American made products.
Salt of the Earth (6B)
Residents are typically older and appreciate their traditional rural lifestyles. Home ownership is
the norm and homes are very affordable. Those that still work do so in manufacturing and related
industries. They much prefer DIY projects over technology and prefer doing business in person
rather than online. They enjoy spending time outdoors, whether gardening or hunting, fishing,
boating, or camping.
Rural Resort Dwellers (6E)
Many of these communities are found in the Midwest where the change in seasons supports a variety
of outdoor activities. Residents are postponing retirement to maintain their current lifestyles and
hobbies, such as freshwater fishing and hunting. Many are also second-homeowners, though the
Great Recession forced many to sell their second home.
Front Porches (8E)
These communities have a blend of household types, with more young families with children or single
households than average. This group is also more diverse than the US and many workers are in bluecollar industries. More than half of householders are renters, and many of the homes are older town
homes or duplexes. Friends and family are central to Front Porches residents and help to influence
household buying decisions. Households tend to own just one vehicle that is used only when needed.
Income and net worth of these residents are well below the US average. They seek adventure and
strive for fun despite limited incomes.
Retirement Communities (9E)
These communities combine single-family homes and independent living with apartments, assisted
living, and continuous care nursing facilities. Residents enjoy watching cable TV and take pride in
fiscal responsibility. Although income and net worth are well below national averages, residents enjoy
going to the movies, fishing, and taking vacations.
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EDUCATIONAL ATTAINMENT AND
EMPLOYMENT CHARACTERISTICS
Educational attainment can affect income levels, types of occupations held by residents, and
consumer tastes and preferences. Employment characteristics can also signal tastes and preferences
as well as indicate traits of the population; for example, the atmosphere of a traditionally-farming
community is usually different than that of a technology-oriented community. The employment
characteristics of residents who work in the Trade Area can also be an indication of the types and
sizes of businesses in the Trade Area as well as potential opportunities for complementary businesses
to do well.
In 2020, 33% of Trade Area residents held a bachelor’s degree or higher which is slightly higher than
Wisconsin and on par with the U.S. The Trade Area also had a moderate percentage of residents with
less than a high school education than Wisconsin and the U.S. Taken together this indicates that the
Trade Area is about average regarding educational attainment.
The 2020 unemployment rate for the Trade Area is 16%, which is higher than Wisconsin and the U.S.
It should be noted that the recession induced by COVID-19 began only a few months prior to the
writing of this report and that these high unemployment rates reflect that situation.
The following page continues a discussion about employment characteristics of the Trade Area with a
table of the distribution of employment by each industry and occupation.

TA BLE 9 Edu ca tion and Empl oyment C h a ra c ter i s ti c s
Whitewater
Trade Area

Wisconsin

U.S.

2020 Education
Population Age 25+

9,272

4,076,714

229,185,446

% Less Than High School

8.8%

7.8%

11.3%

% High School Diploma or GED

28.1%

30.4%

26.7%

% Some College or 2-year Degree

29.9%

31.5%

28.8%

% Bachelor's degree or higher

33.2%

30.2%

33.1%

Civilian Employed

84.0%

88.2%

87.0%

Civilian Unemployed (Unemployment Rate)

16.0%

11.8%

13.0%

2020 Civilian Population 16+ In Labor Force

Source: United States Census
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EMPLOYMENT INDUSTRIES
AND OCCUPATIONS
The Trade Area contained about 9,000 workers in 2020. The most common industries in which
workers were employed were services (55%), manufacturing (14%), and retail (12%). The Trade Area’s
top three is very similar to that of both Wisconsin and the U.S.
The distribution of occupations of Trade Area residents was also fairly similar to that of Wisconsin and
the U.S., though it was more dependent on service occupations. In the Trade Area, 55% of residents
were employed in white collar occupations, 21% were employed in blue collar occupations, and 24%
were employed in service occupations. Even within subcategories the Trade Area is distributed
similarly to Wisconsin, especially, and the U.S.

9,043
WORKERS IN 2020

SERVICE INDUSTRY

MANUFACTURING

RETAIL

WHITE COLLAR

BLUE COLLAR

SERVICES

56%
55%

14%
21%
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TABLE 10 Em pl oyment Sec tor s
Whitewater
Trade Area

Wisconsin

U.S.

By Industry
Total

9,043

2,728,814

147,328,622

Agriculture/Mining

2.1%

2.1%

1.8%

Construction

5.0%

6.5%

7.4%

14.4%

19.5%

10.6%

1.7%

2.5%

2.5%

Manufacturing
Wholesale Trade

11.8%

9.5%

9.7%

Transportation/Utilities

2.8%

4.7%

5.6%

Information

1.6%

1.6%

1.8%

Finance/Insurance/Real Estate

3.3%

6.3%

7.0%

55.5%

43.8%

48.9%

1.8%

3.5%

4.8%

9,043

2,728,814

147,328,622

White Collar

54.7%

59.3%

61.8%

Management/Business/Financial

13.0%

14.8%

15.2%

Professional

19.5%

22.6%

23.5%

8.7%

8.5%

9.7%

Administrative Support

13.4%

13.5%

13.3%

Services

24.4%

15.1%

16.8%

Blue Collar

20.9%

25.5%

21.4%

Farming/Forestry/Fishing

1.0%

1.0%

0.8%

Construction/Extraction

3.3%

4.7%

5.4%

Installation/Maintenance/Repair

2.5%

3.3%

3.1%

Production

8.2%

10.3%

5.9%

Transportation/ Material Moving

6.0%

6.3%

6.1%

Retail Trade

Services
Public Administration

By Occupation
Total

Sales

Source: United States Census
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WORKER INFLOW AND OUTFLOW
Knowing where workers come from and where residents work can be an indicator of economic health
in the Trade Area. If there are more jobs available in a community, more businesses are viable, which
can increase both tax revenue and local quality of life. This knowledge can also identify “bedroom
communities.” Bedroom communities are those to which many residents come home after work,
school, extracurricular activities, shopping, and anything else, to do little more than sleep. If there
are few workers inflowing and working where they live, but many workers outflowing, a bedroom
community should be suspect.
As a rule, people also tend to spend their incomes locally. However, when someone commutes out of
their community each day, it can be more convenient to stop at a grocery store, for example, on the
way home than to make a special trip to one within the community. People who commute into the
Trade Area offer an opportunity for businesses to capture dollars that may have otherwise been spent
elsewhere. However, Trade Area residents who commute out are at risk of spending dollars elsewhere,
so “shop local” efforts may be effective to keep these dollars in the Trade Area.
Additionally, the reasons that residents leave for work and that employers commute in should be
explored, discussed, and determined at the community level. For example, if most of the local
schools’ teachers commute in every day, is it because they would rather separate their home and work
lives, or is it because the supply of quality and affordable of housing in the Trade Area is inadequate?
In 2017, the last year for which this data is available, the Whitewater Trade Area had more outflow of
residents (5,267) than inflow of workers (4,129), which means there was a net outflow of 1,138 people
each day, so there may be a bedroom community effect at play. Only 18% of employed Trade Area
residents worked within the Trade Area and only 22% of those employed in the Trade Area also lived
in the Trade Area.

TABLE 11 Worker Inflow and Resident Outflow Counts 2017
Whitewater Trade Area Employees
Count

Share

Employed in the Trade Area

5,302

100%

Employed in the Trade Area
but Living Outside

4,129

Employed and Living in the
Trade Area

1,173

Whitewater Trade Area Residents
Count

Share

Living in the Trade Area

6,440

100%

78%

Living in the Trade Area but
Employed Outside

5,267

82%

22%

Living and Employed in the
Trade Area

1,173

18%

Source: United States Census
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WHERE TRADE AREA RESIDENTS WORK AND
WHERE TRADE AREA EMPLOYEES LIVE
BY COUNTY SUBDIVISION
The Whitewater Trade Area employed 5,032 people in 2017. Approximately 17% of these employees,
or 896, were City of Whitewater residents. Another 7% came from the City of Janesville and 5% from
the City of Fort Atkinson. Approximately 58% of Trade Area employees live somewhere other than
a municipality listed in Table 11, which includes those living in smaller towns or villages near the Trade
Area. All that this means, however, is that Trade Area employees live in a large array of places. The
Whitewater Trade Area also supplies 6,440 employees to the region. About 16% of employed Trade
Area residents work in the City of Whitewater. Outside of the Trade Area, residents tend to work in
relatively large cities such as Fort Atkinson, Madison, Janesville, and Milwaukee. Over half of Trade
Area residents work somewhere that is not listed in the right half of Table 12 below.

TA BLE 12 Worker Flow by County Subdivision in 2017
Place of Residence for Whitewater Trade Area
Employees (n=5,032)
Count

Share

Whitewater City

896

17%

Janesville City

346

Fort Atkinson City

288

Milwaukee City

Place of Employment for Whitewater Trade Area
Residents (n=6,440)
Count

Share

Whitewater City

999

16%

7%

Fort Atkinson City

401

6%

5%

Madison City

335

5%

124

2%

Janesville City

309

5%

Jefferson City

107

2%

Milwaukee City

288

4%

Koshkonong Town

103

2%

Waukesha City

153

2%

Sugar Creek Town

91

2%

Palmyra Village

132

2%

Whitewater Town

91

2%

Delavan City

117

2%

Elkhorn City

85

2%

Elkhorn City

93

1%

La Grange Town

84

2%

Whitewater Town

81

1%

All Other Locations

3,087

58%

All Other Locations

3,532

55%

Source: US Census Bureau OnTheMap LODES Data
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WHERE TRADE AREA RESIDENTS WORK AND
WHERE TRADE AREA EMPLOYEES LIVE BY COUNTY
When broadening the comparison geography to counties, it is clear that most (81%) Trade Area
employees live either in Walworth and Jefferson Counties, home to the Trade Area, or in adjacent
counties. The county of employment for Trade Area residents is much more varied. Only 65% of all
Trade Area employees are employed in Walworth and Jefferson or adjacent counties while 18% are
employed as far away as Dane and Milwaukee Counties and at least 4% of employed Trade Area
residents work in Illinois. A more thorough commuter analysis should follow this report to determine
in more detail where Trade Area residents work and where commuters to the Trade Area live.

TA BLE 13 Worker Flow by County Subdivision in 2017
Place of Residence for Whitewater Trade Area
Employees (n=5,032)

Place of Employment for Whitewater Trade Area
Residents (n=6,440)

Count

Share

Count

Share

Walworth County, WI

1521

29%

Walworth County, WI

1432

22%

Jefferson County, WI

1114

21%

Jefferson County, WI

1062

16%

Rock County, WI

826

16%

Waukesha County, WI

860

13%

Waukesha County, WI

419

8%

Dane County, WI

610

9%

Milwaukee County, WI

240

5%

Rock County, WI

559

9%

Dane County, WI

165

3%

Milwaukee County, WI

557

9%

Racine County, WI

135

3%

Cook County, IL

166

3%

Kenosha County, WI

76

1%

Racine County, WI

148

2%

Dodge County, WI

64

1%

Kenosha County, WI

115

2%

Cook County, IL

45

1%

Lake County, IL

89

1%

All Other Locations

697

13%

All Other Locations

842

13%

Source: US Census Bureau OnTheMap LODES Data
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Tourism involves more than sharing community or state pride—it is an
important component of the local economy. This data examines both
Walworth and Jefferson Counties, which are the narrowest geographic
areas for which information is available. While county level data is
good, and certainly better than nothing, it may not tell the whole picture
for Whitewater since both the City and the Trade Area straddle the
Walworth-Jefferson County line. Additionally, tourism has a much
higher impact on Walworth County than on Jefferson County, likely
because the popular tourist destination of Lake Geneva is located in
southeastern Walworth County. Assuming that Whitewater should
rely upon Jefferson County numbers, however, may be incorrect since
there are often visitors to the UW-Whitewater campus and there are no
other college campuses in Jefferson County. The true effects are likely
somewhere in the middle of these two geographies.
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ECONOMIC IMPACTS ON WALWORTH AND
JEFFERSON COUNTIES
In 2019, visitors to Walworth County spent nearly $585 million while visitors to Jefferson County spent only $105
million. In this regard, Walworth County ranked 6 of 72 Wisconsin counties while Jefferson County was 30 of
72. Direct visitor spending also increased more between 2018 and 2019 in Walworth County than Jefferson and
even grew slightly more than the state as a whole.
To examine direct visitor spending as a relatively uniform measurement statewide, visitor spending per capita
was also calculated. In 2019, visitors to Walworth County spent approximately $5,635 per resident compared to
$1,233 in Jefferson County. In this regard, Walworth ranked 6 of 72 while Jefferson ranked 58 of 72.
Total business sales, which is direct visitor spending plus indirect and induced impacts, was approximately
$5.6 billion in Walworth County and $1.2 billion in Jefferson County in 2019. This ranks 6 of 72 and 29 of
72, respectively. Jefferson County’s growth (2.6%) was much closer to that of both Walworth County and
Wisconsin (both 3.0%) between 2018 and 2019.
Tourism directly supported about 7,250 jobs in Walworth County and 1,760 jobs in Jefferson County in 2019.
Labor income due to tourism was $204 million in Walworth County and $45 million in Jefferson County in 2019.
Notably, for Walworth County, this was a nearly 5% increase over 2018.
Walworth County contributed nearly $70 million in tax revenue to the State of Wisconsin and local
governments in 2019 while Jefferson County contributed about $12 million. This is beneficial to county
residents because it offsets taxes that they may otherwise pay.
A complete table is available on the following page.

According to the Wisconsin Department of Tourism’s document
“The Power of Wisconsin Tourism: 2017 Key Messages for Wisconsin’s
Tourism Industry,” there are three levels of impact for tourism:
Direct Impact
Visitors’ expenditures on recreation, lodging, restaurants and attractions.

Indirect Impact
The flow of visitors’ expenditures as traced to food wholesalers and farmers, utilities,
marketing, publishing, and so on.

Induced Impact
The benefits to the economy as tourism employees spend their wages in the local
economy, generating additional jobs, taxes, and wages.
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TA BLE 13 Tourism Economic Impacts in Jefferson and Walworth Counties
Walworth
County

Jefferson
County

Wisconsin

Walworth
Jefferson
County's Share County's Share
of WI
of WI

Direct Visitor Spending ($ Millions)
2018

$569.0

$103.1

$13,318.6

4.27%

0.77%

2019

$584.5

$105.0

$13,667.8

4.28%

0.77%

2.7%

1.8%

2.6%
6/72

30/72

* % Change
Rank

Direct Visitor Spending Per Capita
2018

$5,486

$1,211

$2,291

239%

53%

2019

$5,635

$1,233

$2,351

240%

52%

2.7%

1.8%

2.6%
6/72

58/72

% Change
Rank

Total Business Sales ($ Millions)
2018

$762.3

$180.4

$21,571.6

3.53%

0.84%

2019

$784.9

$185.0

$22,223.4

3.53%

0.83%

3.0%

2.6%

3.0%
6/72

29/72

* % Change
Rank

Employment
2018

7,123

1,741

199,073

3.58%

0.87%

2019

7,252

1,761

202,217

3.59%

0.87%

* % Change

1.8%

1.1%

1.6%
6/72

28/72

Rank

Total Labor Income ($ Millions)
2018

$194.6

$44.4

$5,675.3

3.43%

0.78%

2019

$204.1

$45.4

$5,902.1

3.46%

0.77%

4.8%

2.1%

4.0%
6/72

27/72

* % Change
Rank

State and Local Tax Revenue from Tourism ($ Millions)
2018

$68.2

$11.9

$1,581.6

4.31%

0.75%

2019

$69.4

$12.0

$1,610.0

4.31%

0.75%

1.8%

1.2%

1.8%
6/72

29/72

* % Change
Rank

* % Change data comes from Dept of Tourism report, rounding may not match
Source: Wisconsin Department of Tourism
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BUSINESS DISTRIBUTION WITHIN WHITEWATER
Looking within the City of Whitewater, there are approximately 471 businesses. They are grouped by their North
American North American Industry Classification System (NAICS) code. This is a way of classifying businesses in
the US, Mexico, and Canada by assigning a general two-digit code as well as progressively more specific codes up
to six digits.
Approximately 57, or 12.1%, of all Whitewater businesses are in the Other Services industry. This sector is a broad
catch-all for businesses that provide services not specifically provided for elsewhere in the NAICS classification
system. It includes repair services, religious activities, laundering, personal and pet care, death care services,
and grantmaking and advocacy, among other services. In second place is Retail at 54 businesses, or 11.5%, of all
Whitewater businesses. Finance and Insurance rounds out the top three with approximately 40 businesses (8.5%).
In fourth is the Food and Drinking places industry at 36 businesses (7.6%), followed by the Professional, Scientific,
and Technical Services industry with 29 businesses (6.2%). Both Construction and Manufacturing follow this with 16
businesses, or 3.4%, each. Wholesale Trade has 12 businesses (2.5%) and the Information industry has 10 businesses
(2.1%). Finally, there are eight businesses in each the Accommodations industry and the Arts, Entertainment, and
Recreation industry; seven in the Administrative, Support, and Waste Management and Remediation industry and
four in the Transportation and Warehousing industry.
Whitewater residents and officials should analyze both this mix and the actual proportion of all businesses that each
industry holds and determine if it is satisfactory or if it should be different; if the latter, business recruitment efforts
should be focused on the industries that are desired to be a larger proportion of total Whitewater businesses.

F I GU R E 7 Bu si ness Distr ibution by NAIC S Co d e
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RETAIL DISTRIBUTION WITHIN WHITEWATER
Since retail is a very broad industry, it has been broken down further to the three-digit NAICS code level. It
should be noted that, in Figure 8 below, the percentages given are of all Whitewater businesses, not just of Retail
businesses in Whitewater.
Ambiguously, the most prevalent category of Retail in Whitewater is Miscellaneous Stores. Much like the
Other Services category above, this is a catch-all for Retail businesses that do not fit into other subcategories.
In Whitewater, specifically, this category includes florists, gift and novelty shops, thrift stores, pet stores, and art
galleries.
The second most prevalent category of Retail is Food and Beverage stores. Of note, though, is that, of the seven
businesses in this subcategory, two are specialty and ethnic grocery stores, two are convenience stores, and three
are beer, wine, and liquor stores. If counting Walmart as a Department store (under the General Merchandise Stores
subcategory), the data affirms that Whitewater lacks a full service grocery store.
Three subcategories are tied for third with six businesses each, and they are related to vehicles, homes and gardens,
and hobbies, respectively. Health and Personal Care stores follow closely behind at five and Gas Stations following
this with four. Finally, four subcategories have only two businesses each in the City.

F I GU R E 8 Re t ail Distr ibution by N AIC S Su b c o d e
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BUSINESS GEOGRAPHIC
DISTRIBUTION BY INDUSTRY

FI GURE 9 Pro f., Sc i en ti fi c , & Tec h . Ser v i c e s

Knowing the types of businesses that are present in a community is helpful and important. How they are distributed
around the community, however, can offer even more helpful
insights. For example, where in the community are restaurants
located? Are there loud industrial businesses near downtown,
or do they have their own little corner elsewhere? Are there
three grocery stores on one side of the community but none
on the other? At right are four examples of this type of distribution; the remaining industries can be found on following FI GURE 10 Ad mi n ., Su p p o r t, & Wa s te Mn g t .
pages.
Professional, Scientific, and Technical Services
This industry was one of the more evenly distrubuted
throughout the City. There were higher concentrations of
businesses in this industry Downtown and in the rest of the
City, but there were at least a few businesses in each region.
Administrative, Support, and Waste
Management
Conversely, this industry was the most concentrated in one
FI GURE 11 Reta i l
region: 57% of all businesses of this type were Downtown.
An example of a community conversation that could result
from this information is whether the community believes that
Downtown is the best place for service-oriented businesses or
whether industries such as retail and food and drink would be
better suited to this prime real estate.
Retail
Retail had a higher concentration in the West Side business
district than even Downtown. This may be slightly deceptive,
however, as Walmart does count as four Retail businesses
(the Supercenter, Garden Center, Pharmacy, and Vision &
Glasses). Because of this, the two regions should be treated
as approximately equal. Together, they hold about two-thirds
of the City’s retail businesses.

FI GURE 12 Fo o d a n d Dr i n k i n g Pla c es

Food and Drinking Places
What was most interesting about this industry is that there
were only Food and Drinking Place businesses Downtown,
and in the West and East Side business districts; there were
zero in the Business Park or the rest of the City.
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BUSINESS GEOGRAPHIC DISTRIBUTION
BY INDUSTRY
F I G U R E 13 Other Ser vic es

FI GURE 16 Ma n u fa c tu r i n g

F I G U R E 14 Fi n anc e & Insuranc e

FI GURE 17 W h o les a le Tra d e

F I G U R E 15 Constr uc tion

FI GURE 18 In fo r ma ti o n
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BUSINESS GEOGRAPHIC DISTRIBUTION
BY INDUSTRY
F I GU R E 19 Art, Enter tainment, & Rec rea ti o n

F I GU R E 20 Acc ommodation

F I G U R E 21 Transpor tation & Warehousing
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BUSINESS GEOGRAPHIC
DISTRIBUTION BY BUSINESS
DISTRICT
This distribution can also be viewed another way: what types
of businesses are clustered in which regions? For example, is a
community’s downtown retail centric? Is it primarily restaurants and
bars? Does it primarily offer office space for businesses providing,
for example, professional, legal, or financial services?
Downtown
Nearly half of the businesses in Downtown Witewater are part of
only four industries: Finance and Insurance, Other Services, Retail,
and Food and Drinking Places. This district may be slightly more
dependent on service industries than other downtowns.

West Side
Retail and Food and Drinking Places comprise over one third of
businesses in the West Side district. Many of the restaurants in this
district are fast food or chain restaurants.
East Side
In this district, one out of every five businesses is part of the
Finance and Insurance industry, which includes banks. While this
district does have some Retail and Food and Drinking Places
businesses, it leans more heavily on services.
Business Park
Unsurprisingly, the Manufacturing industry is the most prevalent
in the Whitewater Business Park; one of every four businesses are
part of this industry. This district is also has the least variety of
industries, though this may not matter since it was designed and
intended for the types of businesses that it currently holds.

F I G U R E 22 Dow ntown

FI GURE 24 West Si d e

F I GU R E 23 East Side

FI GURE 2 5 B u si n es s Pa r k
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WHITEWATER COMPARED TO
PEER COMMUNITIES
To better assess the City of Whitewater’s business
distribution, the City will be compared to three peer
communities. These communities were chosen because they
have similar populations, distances from a major metropolitan
area, and all contain a four-year University of Wisconsin
System university. They include Menomonie, WI (UW-Stout),
Platteville, WI (UW-Platteville), and River Falls, WI (UWRiver Falls).
Comparisons are made between the percent of each
community’s total businesses that are classified in a particular
industry. The most currently relevant comparisons are
described; and the remainder are available as graphs below.

FI GURE 26 Reta i l

FI GURE 27 Fo o d & Dr i n k i n g Pla c es

Retail
Among its peers, the City of Whitewater has the highest
proportion of businesses in the Retail industry, though
Menomonie is not far behind. This may, therefore, already be
an area in which Whitewater has a comparative strength.
Food and Drinking Places
Among its peers, Whitewater also has the highest proportion
of businesses in the Food and Drinking Places industry, which
includes restaurants of all types, bars, coffee shops, and even
businesses such as caterers. This could indicate that this
industry is a strength in the City.
Construction
Whitewater trails its peers regarding the percentage of its
total businesses that are in the Construction industry; River
Falls, for example, has twice the percentage of Whitewater.
While construction companies that build in a given city
need not have offices in that same city, this seeming lack
of Construction businesses could be problematic if local
residents or other local businesses want to build homes or
commercial buildings.

FI GURE 28 Co n str u c ti o n

FI GURE 2 9 Ar t, En ter ta i n men t, & Rec rea ti o n

Arts, Entertainment, and Recreation
This category is fairly bimodal and Whitewater is on the lower
half of the distribution at 1.7% of all businesses while the
upper half of the distribution is closer to 3%. This may be an
area of opportunity for the City.
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WHITEWATER COMPARED TO PEER COMMUNITIES
F I G U R E 30 Other Ser vic e

FI GURE 3 3 Ma n u fa c tu r i n g

F I G U R E 31 Fi n anc e & Insuranc e

FI GURE 3 4 W h o lesa le Tra d e

F I G U R E 32 Prof., Sc ientific , & Tec h. Ser v i c es

FI GURE 3 5 In fo r ma ti o n
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WHITEWATER COMPARED TO PEER COMMUNITIES
F I GU R E 36 Accommodation

F I GU R E 3 7 Admin., Suppor t, & Waste M n g t.

F I G U R E 38 Transpor tation & Warehousing
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