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CHAPTER 4: MARKET ANALYSIS
4.1: Introduction

4.2: Market Analysis

Sun Prairie, in reaction to local, regional,
national, and global economic trends,
and in anticipation of future changes,
has taken it upon itself to create a
Central Main Street Corridor Plan. This
chapter t is part of a project designed
to move Sun Prairie’s economic
development effort forward. The goals
of such a planning process are to help
the community adapt to Sun Prairie’s
past and project future growth. Sun
Prairie hopes to utilize that growth
in a way most advantageous to the
community. The Plan is intended to
provide Sun Prairie with a coordinated
and efficient system for addressing
specific issues and developing a sense
of place for the Central Main Street
Corridor.

This market analysis identifies market
opportunities associated with the
residential, retail, and real estate
market sectors, as well as Sun Prairie’s
workforce and comparisons with similar
communities. These opportunities
represent business recruitment, business
expansion and new development
potential, and also include marketing
and programming opportunities which
can help existing businesses and property
owners capitalize on Sun Prairie’s market
position and draw. A summary of findings
within each sector are highlighted on
the following pages. The market analysis
also provides an overview of the current
and emerging demographic and real
estate trends associated with Sun Prairie’s
retail, housing, and commercial markets.
Opportunities for growth within each
of these markets are also identified
to help focus future initiatives to align
with anticipated market demand. In
addition to gathering market information,
a steering committee met to guide
the study and plan. These individuals
provided feedback on local business
issues, potential market opportunities,
and perceptions of the Central Main
Street Corridor in the marketplace. Of
particular importance were Sun Prairie’s
tax incremental financing district and a
potential new residential and commercial
development.

The 2010 Census reported Sun Prairie’s
population at 29,441. The community
holds close ties to the City of Madison,
which has a population of about
250,000. Sun Prairie is a geographically
large jurisdiction on the edge of the
Madison Metropolitan Statistical
Area (MSA). The community is very
fast growing, and is projected by the
Wisconsin Department of Administration
to be one of the five fastest growing
municipalities in Wisconsin through
2040. Many of the newer residents hold
professional and service-oriented jobs
elsewhere in the Madison MSA and
commute to other communities for work,
mainly from the southwest corner of Sun
Prairie, where most development has
occurred.

In order to appropriately define local
market opportunities, projections of key
economic and demographic variables
are included in this analysis. These
projections form the basis for decision
with respect to future demand and
supply within each of the analysis areas.
Specific variables which utilize projected
data include population, households and
median family income. These projections
are developed based on census data,
historic trend data, and projections
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provided by ESRI, one of the leading
demographic and spatial data software
firms in the world. Other data sources
include the U.S. Decennial Census, the
Census’ American Community Survey,
2015 Applied Geographic Solutions
estimates, and the UW Extension
Center for Community and Economic
Development. All data and projections
are based on nationwide demographic
trends for similar environments, and
calculations made by Vierbicher and
informed by local observations. These
assumptions and calculations are used
to project demand for the Central Main
Street Corridor and for its trade area,
which is defined as a 10-mile radius.
Projections associated with sales are
based on the existing commercial mix
and trade area capture, and can be
significantly influenced by the addition
of new retail or consumers as well as by
the departure of existing merchants,
or increased competition from nearby
trade centers. After this initial analysis

of data, this report will provide a deeper
analysis of the sections covered in the
executive summary. The report will discuss
the trade area’s demographic and
income trends. It will then analyze the
market profile of the households residing
within the trade area, using this information
to extrapolate the potential market
spending in the area over multiple business
sectors. After identifying the market
potential and current sales, we are able to
identify those sectors in which Sun Prairie’s
businesses are not meeting the needs of
the market trade area: areas in which the
City can work to establish, attract, or grow
firms taking advantage of those market
supply gaps. The market analysis will then
continue to investigate the trends of the
area housing market and the resultant
needs of the future, as well as the trends
and space needs for commercial offices,
retail, and industrial real estate. .

Figure 4.1: Trade Area
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4.3: Location & Access

4.4: Trade Area Population Trends

Sun Prairie is located in the northeast
quadrant of Dane County and is part
of the Madison MSA, which includes
Columbia, Dane, Green, Rock and
Iowa Counties. Sun Prairie is also part
of the Madison Regional Economic
Partnership, with strong connections to
other major service and manufacturing
centers in south central Wisconsin.
Sun Prairie is served by several major
highways, including US Highway 151,
State Highway 19, and two County
Trunk Highways—C and N. The Dane
County Regional Airport is located
approximately eleven miles south and
serves the Madison MSA and the wider
south central Wisconsin region.

The demand for local housing, goods,
services and employment was derived
from the Central Main Street Corridor’s
trade area. A trade area is defined as
the region from which a majority of this
demand is generated. The primary trade
area represents the area from which the
bulk of consumer demand is generated,
or from which at least 50 percent of all
consumers within the boundary are most
likely to travel to Central Main Street to
shop. The primary trade area is only
intended to represent the area in which
residents will shop for their regular retail
needs; large or specialty items will usually
be purchased in large specialized trade
centers with trade areas that overlap
Sun Prairie for those types of goods or
services.

Families defined
by the United
States Census:
A group of two people
or more (one of whom
is the householder)
related by birth,
marriage, or adoption
and residing together;
all such people
(including related
subfamily members)
are considered as
members of one family.

Household
defined by the
United States
Census:
A household is
composed of one
or more people who
occupy a housing unit.
Not all households
contains families.
Non- family households
consist of people who
live alone or who share
their residence with
unrelated individuals.

The Central Main Street Corridor trade
area is heavily influenced by the market
forces of Sun Prairie and the other trade
centers in the Madison Metropolitan
Area. The trade area is also influenced
by other nearby competing communities

Trade
Area
Demographics
Figure 4.2: Trade Area
Statistics
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like Madison. Because of these local
market forces and current supply of
significant commercial activity, the
Central Main Street’s trade area likely
does not extend beyond Sun Prairie’s
boundaries, particularly in the west,
where much of the remaining portions of
the municipality fall outside the Central
Main Street Corridor primary trade area.
Residential population growth is the
simplest and often a main factor in
contributing to economic development.
An increase in population, either from
migration into a community or natural
increase from births creates the need for
additional housing and expanded retail
trade. New jobs are created to provide
these needs for the growing community.
According to ESRI 2015 data and the
American Community Survey projects
that the Central Main Street Corridor’s
trade area’s population would increase
by 7% between 2016 and 2021(Table 4.1).

One of the biggest demographic
and residential trends facing many
communities is an aging population.
However, the median age in the Central
Main Street Corridor study area is
expected to stay relatively stable, due to
the number of younger families moving
into the area. The number of households
and families are expected to increase at
a slower pace than population growth,
bucking the larger trends seen in both
Wisconsin and the nation toward smaller
households and families. However,
because of the increase in the number of
households, the number of housing units
could increase by 1,400 or more units by
2021 (Table 4.1).

Table 4.1: Trade Area Projections
2016
Population
Households
Families
Median Age
Median Household I ncome

2021

42,391 45,428
17,245 18,657
11,235 12,112
35.9
36.3
$69,800 $78,817

Percent
Change
7%
8%
8%
1%
13%

SOURCE: 2015 American
Community Survey

Figure 4.3: Trade Area Demographic Profile

SOURCE: 2015 American
Community Survey, ESRI
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4.5: Retail Market Analysis
Sun Prairie is a local trade center, and
should strive for meeting most of the
everyday retail needs of its residents and
workers. As has been discussed earlier,
Sun Prairie is on the edge of a growing
metro area and has experienced
very rapid growth, which is expected
to continue. This residential growth
has translated into much commercial
development. The proximity and size of
the neighboring trade centers restricts
the study area’s ability to expand the
geographic boundaries of the area
in which it provides daily or regular
shopping and services. The other market
areas of the metro absorb many of the
regular shopping and service needs
of the study area. Likewise, largerticket purchases such as electronics or
appliances will often be undertaken in
the larger commercial areas within the
metro or Madison that provide more
higher-order goods.

Despite being located within a “fullservice” metropolitan area, growth
in consumer spending has not been
evenly distributed among retail sectors,
and there are several retail types which
demonstrate sufficient surplus demand
to support additional businesses. Retail
gaps exist in almost several analyzed
industry groups, as seen on the following
pages. In addition to their ability to
capitalize on existing trade area
demand, these sectors represent areas
of growth given regional demographic
and consumer trends. There is potential
for growth in many sectors if growth is
well-planned and managed.
Retailers in the corridor attract customers
from the immediate community and, in
the future, from the broader region. No
business are able to capture 100 percent
of the dollars being spent on a particular
category of goods within any population
group. Primary convenience retailers
with little competition (i.e., local grocer)
may be able to retain as much as 75
percent of local spending, although
smaller retailers, especially those in more
competitive market sectors, should base
projections on capturing 20 percent or
less of local demand. Customers within
each of these areas have numerous
choices when it comes to retail offerings,
and they make decisions based on
proximity, price and quality of goods,
customer experience and convenience.
Retailers in an aging shopping district,
such as the Central Main Street Corridor,
with a limited immediate residential
trade area, must especially rely on their
ability to provide a unique product,
service or experience which will allow
them to recruit some customers from a
broader trade area, as well as daytime
employee populations.

For this reason, including medium– and
higher-density residential uses near the
corridor will be important. Finding ways
to assist local retailers in identifying and
collectively marketing to these broader
groups who are already traveling to
the corridor for other purposes will
help boost spending throughout the
community.
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The demand for, and supply of retail
and service amenities has a significant
role in shaping consumer patterns in a
community. In contrast to residential and
business location decisions, retail and
service businesses rely on the availability
of customers in the surrounding area, and
typically only move into a community
once a sufficient level of local demand
has been reached.
This local area from which a business can
expect to recruit customers is the trade
area. Because of its size, location, and
current commercial offerings, businesses
in the Central Main Street Corridor must
provide a unique good or service to
attract customers to drive further versus
traveling to more convenient options
in larger communities. This trade area is
determined based on the size, distance,
and economic activities of Sun Prairie and
the surrounding trade centers.
Table 4.2 sectors in which the Central
Main Street Corridor area’s primary
trade area exhibit either substantial
unmet retail demand or a high portion
of local demand is being met elsewhere,
indicating an ability to support retail
establishments based on local demand
alone. The presence of a supply gap is a
potential indicator that additional retailers
could be supported in the area. The full
retail gap analysis compares the retail
demand (potential sales) in within the
trade area with the retail supply (current
sales) for 31 different industry groupings.

However, because the trade area being
studied, which in this case is defined as a
10-mile radius around Sun Prairies‘s TID #11,
encompasses a full-service urban area
of over 42,000 people and nearly 17,000
households, less than a third of the industry
groups exhibit any retail potential. These
ten groups are included in this table. The
table highlights the ability of the larger
community to support retail establishments
based on local demand alone. The
presence of a supply gap is a potential
indicator that additional retailers could
be supported in the area. The first column
indicates the sectors in the trade area with
unmet demand. The second column is the
retail demand within the trade area, while
the third is the actual retail supply or sales
within the trade area. The fourth column
is the demonstrated retail demand gap,
the difference between the demand of
the area and the sales in those sectors.
The fifth column identifies the number of
businesses within each retail sector. The
final column indicates the potential for new
businesses within the trade area based on
the available unmet demand and average
sales for existing local and national samples
for each business type.
Sun Prairie could target business growth
in any of these sectors. However, for those
industry groups with “low” new business
potential, new businesses in the study
area will be fighting for a smaller market

Table 4.2: Retail Supply & Demand for Central Main Street Corridor Trade Area
Industry Group

Demand (Retail
Potential)

Supply (Retail
Sales)

Retail Gap

Existing
Businesses

New Business
Potential

Electronics & Appliance Stores

$196,293,337

$122,017,367

$74,275,970

75

High

Full-Serv ice Restaurants

$186,633,248

$170,468,902

$16,164,346

376

High

Gasoline Stations

$266,452,690

$167,659,086

$98,793,604

75

High

$53,702,076

$26,621,422

$27,080,654

13

Medium

$243,456,578

$197,859,393

$45,597,185

109

Medium

Electronic Shopping & Mail-Order Houses
Health & Personal Care Stores
Lawn & Garden Equip & Supply Stores

$31,866,365

$14,876,686

$16,989,679

19

Medium

Other Motor Vehicle Dealers

$103,811,916

$65,179,032

$38,632,884

30

Medium

Grocery Stores

$504,775,076

$422,337,139

$82,437,937

53

Low

Limited-Serv ice Eating Places

$136,652,075

$131,782,427

$4,869,648

160

Low

$7,758,942

$6,809,833

$949,109

16

Low

Special Food Serv ices
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share with competitors that may be
better located in more established
trade centers. While a grocery store,
for example, may choose to locate in
a larger shopping center, full-service
restaurants, gasoline stations, health and
personal care stores (i.e. Walgreens or
CVS), lawn and garden equipment and
supply stores, and other motor vehicle
dealers (boats, ATVs, farm implements,
etc.) are all appropriate targets for the
study area. Other sectors are less likely
to be competitive locally – for instance,
electronics purchases will primarily still
be made in big box stores in shopping
centers with greater opportunities for
comparison shopping.
There is an opportunity to capture
additional sales by providing goods
and services that address areas of
strongest demand and spending
within the local trade area. Table 4.3
shows the spending categories in Sun
Prairie. This table includes the average
annual spending in these categories by
household and the total spending for
all of Sun Prairie. The table also includes
the Spending Potential Index (SPI),
which represents the amount spent
for a product or service relative to the
national average (100). Households in
Sun Prairie spend more than the national
average in all top-level categories.
Many of these goods and services may
be targeted for business growth in Sun
Prairie.
A second measure of local consumer
behavior is the Market Potential Index
(MPI), which measures the relative
likelihood of a population’s adults or
households to exhibit specific behaviors
or purchasing patterns compared to
the nation average, which again is
represented as 100. Table 4.4 shows
the relative likelihood as MPI of specific
behaviors and purchasing patterns.
Again, only those behaviors and
purchases in which Sun Prairie adults
and households exhibit greater than

average likelihood are included. This
analysis has the added benefit of also
providing an estimation of the number
of adults or households participating
in that particular activity or behavior,
thereby allowing interested parties the
ability to determine if an appropriate
market already exists for a specific
product or service.
There are several factors Sun Prairie
may be able to implement in order
to capture the maximum amount
of commuter expenditures. The
agglomeration of comparison shopping
stores can create a critical mass of retail
activity. Location on key commuting
routes such as W. Main Street with clear
visibility of the businesses create top
of mind awareness. The critical mass
of other businesses will make a stop
more convenient. For this reason, any
new commercial development should
be directed to the Central Main Street
Corridor’s existing commercial areas.
Because of competition from trade
areas and communities adjacent to
and surrounding Central Main Street
Corridor’s trade area is considerable,
finding ways to pool resources and share
the cost of marketing among multiple
retailers may make businesses more
competitive.
A new development with one or more
anchor businesses or activities could
regularly draw customers and users from
an area much larger than the primary
convenience trade area and impact
individual retail nodes by providing
additional commercial traffic through
the corridor. This type of destination
presents opportunities to increase traffic
by encouraging customers to patronize
adjacent and/or complementary
businesses. Providing complementary
support infrastructure can also reinforce
these clusters as they emerge.
In many communities, the local
workforce plays a significant role in
supporting local business through
daytime or business spending.
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An additional way to capture
consumer spending is to think about
the experience based economy. In
the experienced based economy,
businesses provide memorable events
for their customers and the memory
becomes the product. The Harvard
Business review put it - “ a company
intentionally uses services as the
stage, and goods as props, to engage
individual customers in a way that
creates a memorable event.”
Businesses have to provide more
than a product now to compete with
online shopping. They have to provide
authenticity and unique products that
engage customers. Businesses will
need to add experience to add value.
Customers want to do something unique
while shopping, something with a story
they can tell later. Something they can
share on social media.
The Central Main Street Corridor can
provide experiences with its visitors
through placemaking which is discussed
more in Chapter 6.
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Table 4.3: Spending Profile

Apparel and Services
Men's
Women's
Children's
Footwear
Watches & Jewelry
Apparel Products and Services (1)

SOURCE: ESRI

Spending Potential
Index
110
109
108
115
109
110
111

Average Amount
Spent
$2,207.31
$437.59
$737.47
$369.67
$468.88
$113.85
$79.86

Total
$38,065,069
$7,546,163
$12,717,652
$6,374,976
$8,085,801
$1,963,262
$1,377,214

113
114
114
109
108
113
109
118
108
117
112
116
120
106
104
111
114
112
124
109
113
116
115
113
118
110
103
106
109
111
110
114
104
110
108
107
106
107
105
108
108
111
109

$195.82
$5.35
$14.71
$19.35
$3,150.86
$652.94
$209.03
$105.82
$56.87
$77.68
$59.89
$142.81
$0.83
$1,276.78
$934.94
$122.04
$1.67
$9.03
$9.57
$20.21
$28.98
$15.98
$20.89
$18.53
$1.09
$89.80
$4.04
$566.23
$125.13
$119.85
$182.33
$62.88
$136.27
$28.44
$8,755.09
$5,330.41
$714.27
$1,183.34
$557.38
$1,030.32
$1,845.10
$3,424.67
$558.18

$3,376,930
$92,214
$253,637
$333,635
$54,336,503
$11,259,898
$3,604,759
$1,824,943
$980,699
$1,339,568
$1,032,792
$2,462,766
$14,371
$22,018,096
$16,123,064
$2,104,575
$28,715
$155,680
$165,120
$348,594
$499,789
$275,576
$360,312
$319,597
$18,818
$1,548,567
$69,689
$9,764,651
$2,157,882
$2,066,880
$3,144,345
$1,084,371
$2,349,984
$490,396
$150,981,491
$91,922,979
$12,317,612
$20,406,633
$9,611,998
$17,767,917
$31,818,819
$59,058,512
$9,625,847

Computer
Computers and Hardware for Home Use
Portable Memory
Computer Software
Computer Accessories
Entertainment & Recreation
Fees and Admissions
Membership Fees for Clubs (2)
Fees for Participant Sports, excl. Trips
Tickets to Theatre/Operas/Concerts
Tickets to Movies/Museums/Parks
Admission to Sporting Events, excl. Trips
Fees for Recreational Lessons
Dating Services
TV/Video/Audio
Cable and Satellite Television Services
Televisions
Satellite Dishes
VCRs, Video Cameras, and DVD Players
Miscellaneous Video Equipment
Video Cassettes and DVDs
Video Game Hardware/Accessories
Video Game Software
Streaming/Downloaded Video
Rental of Video Cassettes and DVDs
Installation of Televisions
Audio (3)
Rental and Repair of TV/Radio/Sound Equipment
Pets
Toys/Games/Crafts/Hobbies (4)
Recreational Vehicles and Fees (5)
Sports/Recreation/Exercise Equipment (6)
Photo Equipment and Supplies (7)
Reading (8)
Catered Affairs (9)
Food
Food at Home
Bakery and Cereal Products
Meats, Poultry, Fish, and Eggs
Dairy Products
Fruits and Vegetables
Snacks and Other Food at Home (10)
Food Away from Home
Alcoholic Beverages

*Spending Potential Index (SPI) is household-based, and represents the amount spent for
a product or service relative to a national average of 100.
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Financial
Value of Stocks/Bonds/Mutual Funds
Value of Retirement Plans
Value of Other Financial Assets
Vehicle Loan Amount excluding Interest
Value of Credit Card Debt
Health
Nonprescription Drugs
Prescription Drugs
Eyeglasses and Contact Lenses
Home
Mortgage Payment and Basics (11)
Maintenance and Remodeling Services
Maintenance and Remodeling Materials (12)
Utilities, Fuel, and Public Services
Household Furnishings and Equipment
Household Textiles (13)
Furniture
Rugs
Major Appliances (14)
Housewares (15)
Small Appliances
Luggage
Telephones and Accessories
Household Operations
Child Care
Lawn and Garden (16)
Moving/Storage/Freight Express
Housekeeping Supplies (17)
Insurance
Owners and Renters Insurance
Vehicle Insurance
Life/Other Insurance
Health Insurance
Personal Care Products (18)
School Books and Supplies (19)
Smoking Products
Transportation
Payments on Vehicles excluding Leases
Gasoline and Motor Oil
Vehicle Maintenance and Repairs
Travel
Airline Fares
Lodging on Trips
Auto/Truck Rental on Trips
Food and Drink on Trips

Spending Potential
Index

Average Amount
Spent

104
100
104
112
107

$7,758.53
$26,270.03
$1,171.57
$2,736.16
$610.79

$133,795,901

103
99
103

$127.64
$416.49
$92.26

$2,201,141
$7,182,403
$1,591,096

111
105
105
105

$9,508.86
$1,840.50
$380.74
$5,116.95

$163,980,247
$31,739,372
$6,565,831
$88,241,855

108
112
108
107
111
107
113
112

$93.87
$549.97
$26.30
$303.61
$92.69
$50.28
$10.44
$79.59

$1,618,785
$9,484,221
$453,629
$5,235,684
$1,598,384
$867,125
$179,967
$1,372,596

121
102
110
107

$511.48
$414.05
$70.04
$749.89

$8,820,462
$7,140,234
$1,207,873
$12,931,818

102
107
103
104
109
112
97

$474.23
$1,202.63
$426.34
$3,527.74
$474.35
$183.39
$397.23

$8,178,128
$20,739,403
$7,352,309
$60,835,939
$8,180,155
$3,162,574
$6,850,271

111
108
107

$2,301.56
$3,310.40
$1,109.23

$39,690,377
$57,087,837
$19,128,599

110
108
110
108

$501.71
$500.95
$26.44
$475.37

$8,651,924
$8,638,800
$455,958
$8,197,774

Total

$453,026,673
$20,203,727
$47,185,141
$10,533,083

SOURCE: ESRI

*Spending Potential Index (SPI) is household-based, and represents the amount spent
for a product or service relative to a national average of 100.
Market Analysis Central Main Street Corridor Redevelopment Plan | 43

Table 4.4: Product and Consumer Behavior
Product/Consumer Behavior
Went to family restaurant/steak house in last 6 mo
Went to family restaurant/steak house 4+ times/mo

Percent
79.6%
30.2%
6.0%

MPI
107
110

4,383
6,361

7.8%
16.2%
13.2%
6.8%
9.5%
13.9%
20.2%

95
108
110
126
129
111
107

17,079
699

54.2%
2.2%

117
117

36.1%
47.4%
26.4%

119
115
112

Fam rest/steak hse/6 months: Bob Evans Farms
Fam rest/steak hse/6 months: Buffalo Wild Wings
Fam rest/steak hse/6 months: California Pizza Kitchen

11,366
14,934
8,309
1,065
3,510
1,014

3.4%
11.1%
3.2%

92
131
96

Fam rest/steak hse/6 months: Carrabba`s Italian Grill
Fam rest/steak hse/6 months: The Cheesecake Factory
Fam rest/steak hse/6 months: Chili`s Grill & Bar
Fam rest/steak hse/6 months: CiCi`s Pizza
Fam rest/steak hse/6 months: Cracker Barrel

1,266
2,385
5,157
1,371
3,794

4.0%
7.6%
16.4%
4.4%
12.0%

129
116
135
112
120

Fam rest/steak hse/6 months: Denny`s
Fam rest/steak hse/6 months: Golden Corral
Fam rest/steak hse/6 months: IHOP
Fam rest/steak hse/6 months: Logan`s Roadhouse
Fam rest/steak hse/6 months: LongHorn Steakhouse

3,043
2,683
4,126
1,178
2,109

9.7%
8.5%
13.1%
3.7%
6.7%

Fam rest/steak hse/6 months: Old Country Buffet
Fam rest/steak hse/6 months: Olive Garden
Fam rest/steak hse/6 months: Outback Steakhouse
Fam rest/steak hse/6 months: Red Lobster

486
6,553
3,662
3,962

1.5%
20.8%
11.6%
12.6%

105
106
117
109
140
89
120
123
105

2,610
1,970
3,245
2,620
1,925
29,124
13,520
1,152
1,893
3,616
2,267
5,671
4,003
4,770

8.3%
6.3%
10.3%
8.3%
6.1%
92.5%
42.9%
3.7%
6.0%
11.5%
7.2%
18.0%
12.7%
15.1%

136
103
136
110
116
103
109
85
81
97
95
108
106
125

Spent at family rest/steak hse last 6 months: <$31
Spent at family rest/steak hse last 6 months: $31-50
Spent at family rest/steak hse last 6 months: $51-100
Spent at family rest/steak hse last 6 months: $101-200
Spent at family rest/steak hse last 6 months: $201-300
Spent at family rest/steak hse last 6 months: $301+
Family restaurant/steak house last 6 months: breakfast
Family restaurant/steak house last 6 months: lunch
Family restaurant/steak house last 6 months: dinner
Family restaurant/steak house last 6 months: snack
Family restaurant/steak house last 6 months: weekday
Family restaurant/steak house last 6 months: weekend
Fam rest/steak hse/6 months: Applebee`s

SOURCE: ESRI

Expected Number of
Adults
25,085
9,518
1,875

Fam rest/steak hse/6 months: Red Robin
Fam rest/steak hse/6 months: Ruby Tuesday
Fam rest/steak hse/6 months: Texas Roadhouse
Fam rest/steak hse/6 months: T.G.I. Friday`s
Fam rest/steak hse/6 months: Waffle House
Went to fast food/drive-in restaurant in last 6 mo
Went to fast food/drive-in restaurant 9+ times/mo
Spent at fast food/drive-in last 6 months: <$11
Spent at fast food/drive-in last 6 months: $11-$20
Spent at fast food/drive-in last 6 months: $21-$40
Spent at fast food/drive-in last 6 months: $41-$50
Spent at fast food/drive-in last 6 months: $51-$100
Spent at fast food/drive-in last 6 months: $101-$200
Spent at fast food/drive-in last 6 months: $201+

2,467
5,112
4,145
2,153
2,981

84

*MPI (Market Potential Index) measures the relative likelihood of the adults or households
in the specified trade area to exhibit certain consumer behavior or purchasing patterns
compared to the U.S. An MPI of 100 represents the U.S. average.
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Expected Number of
Product/Consumer Behavior

Adults

Percent

MPI

Fast food/drive-in last 6 months: eat in
Fast food/drive-in last 6 months: home delivery

12,289
2,775

39.0%
8.8%

107
115

Fast food/drive-in last 6 months: take-out/drive-thru

16,446

52.2%

113

Fast food/drive-in last 6 months: take-out/walk-in
Fast food/drive-in last 6 months: breakfast

7,060
11,085

22.4%
35.2%

115
109

Fast food/drive-in last 6 months: lunch

17,740

56.3%

113

Fast food/drive-in last 6 months: dinner

15,604

49.5%

112

Fast food/drive-in last 6 months: snack

4,221

13.4%

111

Fast food/drive-in last 6 months: weekday

20,020

63.6%

109

Fast food/drive-in last 6 months: weekend
Fast food/drive-in last 6 months: A & W

15,833
821

50.3%
2.6%

110
94

Fast food/drive-in last 6 months: Arby`s
Fast food/drive-in last 6 months: Baskin-Robbins

5,168
975

16.4%
3.1%

103
94

Fast food/drive-in last 6 months: Boston Market

1,171

3.7%

109

Fast food/drive-in last 6 months: Burger King
Fast food/drive-in last 6 months: Captain D`s

9,788
926

31.1%
2.9%

102
86

Fast food/drive-in last 6 months: Carl`s Jr.

1,893

6.0%

108

Fast food/drive-in last 6 months: Checkers

892

2.8%

99

Fast food/drive-in last 6 months: Chick-fil-A

7,901

25.1%

140

Fast food/drive-in last 6 months: Chipotle Mex. Grill

4,117

13.1%

126

Fast food/drive-in last 6 months: Chuck E. Cheese`s

1,245

4.0%

118

Fast food/drive-in last 6 months: Church`s Fr. Chicken

945

3.0%

91

Fast food/drive-in last 6 months: Cold Stone Creamery

1,106

3.5%

116

Fast food/drive-in last 6 months: Dairy Queen

4,744

15.1%

107

Fast food/drive-in last 6 months: Del Taco

1,356

4.3%

119

Fast food/drive-in last 6 months: Domino`s Pizza

3,818

12.1%

102

Fast food/drive-in last 6 months: Dunkin` Donuts

3,819

12.1%

102

Fast food/drive-in last 6 months: Hardee`s
Fast food/drive-in last 6 months: Jack in the Box

1,436
3,446

4.6%
10.9%

79
132

Fast food/drive-in last 6 months: KFC

6,651
1,531

21.1%
4.9%

100

4,290

13.6%

Fast food/drive-in last 6 months: Krispy Kreme
Fast food/drive-in last 6 months: Little Caesars
Fast food/drive-in last 6 months: Long John Silver`s

105
120

1,239

3.9%

77

Fast food/drive-in last 6 months: McDonald`s
Went to Panda Express in last 6 months

17,923
2,995

56.9%
9.5%

103
124

Fast food/drive-in last 6 months: Panera Bread

4,865

15.4%

136

Fast food/drive-in last 6 months: Papa John`s

3,713

11.8%

132

Fast food/drive-in last 6 months: Papa Murphy`s

2,069

6.6%

155

Fast food/drive-in last 6 months: Pizza Hut

6,022

19.1%

95

Fast food/drive-in last 6 months: Popeyes Chicken

2,702

8.6%

110

Fast food/drive-in last 6 months: Quiznos

1,204

3.8%

119

Fast food/drive-in last 6 months: Sonic Drive-In

3,760

11.9%

116

Fast food/drive-in last 6 months: Starbucks

5,834

18.5%

126

Fast food/drive-in last 6 months: Steak `n Shake

1,940

6.2%

122

Fast food/drive-in last 6 months: Subway

11,757

37.3%

115

Fast food/drive-in last 6 months: Taco Bell

11,021

35.0%

113

Fast food/drive-in last 6 months: Wendy`s

9,356

29.7%

107

Fast food/drive-in last 6 months: Whataburger

1,630

5.2%

123

Fast food/drive-in last 6 months: White Castle

837

2.7%

92

*MPI (Market Potential Index) measures the relative likelihood of the adults or
households in the specified trade area to exhibit certain consumer behavior or
purchasing patterns compared to the U.S. An MPI of 100 represents the U.S. average.

SOURCE: ESRI
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4.6: Real Estate Analysis
The availability of suitable land and
real estate has a significant impact on
the ability of businesses to grow and
expand in a community. Sun Prairie
currently has a supply of available land
for redevelopment, which can be used
to add newer or refurbished commercial
space.

Many businesses opt for a location along
commercial corridors due to increased
visibility of space. However, there are
only one industrial property and two
commercial properties listed for sale
on commercial listing sites including
LoopNet and Locate In Wisconsin, so
providing reasonable estimates of rents
is difficult. As such, Sun Prairie can
consider providing TIF assistance and
incentives based on the scope and
economic impact of any proposed
developments. Figures 4.4 through 4.7
illustrate data for the State, County, and
the Metro area which is the Madison
area. The data only drills down to the
Metro level.

Table 4.5: Commercial Sectors Requiring Office Space
In contrast to the industrial and retail
(SIC)
Sector (SIC)

Businesses

Employees

Banks, Savings & Lending Institutions

93

500

Securities Brokers

26

203

Insurance Carriers & Agents

263

8166

Real Estate, Holding, Other Investment Offices

100

1498

Health Services

91

1788

Legal Services

15

94

Other Services
Government

431
33

4970
987

1,052

18,206

Total
SOURCE: ESRI

Table 4.6: Commercial Sectors Requiring Office
Space (NAICS)
Sector (NAICS)

Businesses

Employees

29

640

94

501

26

203

63

8166

Information
Central Bank/Credit Intermediation & Related
Activities
Securities, Commodity Contracts & Other
Financial Investments
Insurance Carriers & Related Activities; Funds,
Trusts
Real Estate, Rental & Leasing

111

592

Professional, Scientific & Tech Services

160

1837

Management of Companies & Enterprises

2

878

Administrative & Support

64

726

Health Care & Social Assistance
Other Services (except Public Administration &
Vehicle Repair)
Public Administration

146

2919

220

1572

33

987

Total

948

19,021

sectors, there are no specific industry
classifications which correspond to the
need for professional office space, but
rather a number of classifications which
may hint at potential needs for office
space. As consumer needs have shifted
from a downtown-centered model to
a more regional trade area, downtown
storefront use has shifted; professional
service tenants have found that first
floor storefront spaces provide greater
visibility, marketing and customer
convenience.
Tables 4.5 and 4.6 illustrate the number
of businesses and employees in 2015
in the trade area (10 minute drive time
from the Central Main Street Corridor)
in those business sectors suggesting
the need for commercial office space.
Data is provided using two separate
industry classification systems to best
capture the total commercial office
space needs, as the ways businesses
are counted and reported vary from
system to system However, using both
classification systems allows us to
determine with some certainty that
there are likely between 948 and 1,052
businesses employing between 18,000
and 19,000 employees in the study area
that require commercial office space.

SOURCE: ESRI
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Figure 4.4: Retail Property Asking Rent - Lease Trends

Figure 4.5: Retail Property Asking Price Index- Sale Trends

Figure 4.6: Office Property Asking Rent - Lease Trends

Figure 4.7: Office Property Asking Price Index- Sale Trends

SOURCE: Loopnet
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4.7: Housing Analysis
A housing market analysis provides an
overview of local demographic, income
and social factors which contribute to the
demand for housing in the study area. The
analysis examines the impact of household
size, income, age and ownership status of
Sun Prairie’s population. By studying the
relationship and changes in these factors
over time, we can identify current and
future gaps in supply based on household
need. Categories which are projected to
have potential needs are divided based
upon the type of housing which is most
commonly demanded by these groups.
For instance, the need for rental housing
and affordable housing, as well as active
senior and retirement communities are
frequently areas of future need in our
aging society. As with the retail trade area,
housing demand comes from a broader
geographic area than just the study area.
This larger pool includes employees who
currently work in or near the Central Main
Street Corridor and would prefer to live
closer to their place of employment, newly
forming households as a result of children
exiting their parents’ household, and senior
migration from rural areas to be closer to
accessible services and medical care.

Table 4.7: Housing Units by Date Built
Date Range
2010 or later
2000 to 2009
1990 to 1999
1980 to 1989
1970 to 1979
1960 to 1969
1950 to 1959
1940 to 1949
1939 or earlier

Trade Area
Sun Prairie
Number
Number
Percent
Percent
of Units
of Units
182
1.08%
225
1.73%
5,559
33.10%
4,302
33.13%
3,423
20.38%
2,587
19.92%
1,445
8.60%
1,181
9.10%
2,778
16.54%
1,839
14.16%
1,630
9.70%
1,283
9.88%
732
4.36%
662
5.10%
311
1.85%
277
2.13%
736
4.38%
628
4.84%

SOURCE: 2015 American Community Survey

Sun Prairie experienced a housing
boom in the 1990s and 2000s and is still
experiencing strong single-family housing
growth. Housing construction peaked
in the 2000-2009 decade when 5,559
housing units were built in the Corridor
trade area (Table 4.7). The ESRI data
projects the number of households in
the Corridor trade area to increase from
approximately 17,245 in 2016 to 18,657
in 2021. Sun Prairie should therefore
prepare to add 280 units per year based
on these estimates in the Corridor trade
area.
The Corridor trade area currently has a
larger owner-occupied housing market
than rental market. It is very likely that
based on national and state trends,
there is considerable pent-up demand
for residential rental units. Age and
family status are the most influential
factors for households considering
renting versus owning. More than threequarters of the households headed by
individuals under 30 opt to rent, and
nearly half of households headed by
individuals 30-44 now rent. Adults aged
75 and over have seen steady increases
in the percentage of households renting.
In contrast to home owners, renters have
greater choice in housing types. Within
the renter pool, there are differences in
the type of units preferred. A majority of
younger renters (under 30) live in larger
apartment buildings of five or more units,
while middle-aged renters prefer singlefamily homes or buildings with less than
4 units. Older renters are split between
smaller buildings and larger senior
housing apartment buildings. Larger
properties typically offer a combination
of amenities, limited upkeep and social
opportunities which are attractive to
both younger and older age groups.
These are the types of developments,
along with a mix of smaller building
types, such as townhouses, that are
most appropriate for inclusion within or
near the Central Main Street Corridor in
an effort to create a “live-in” market for
corridor businesses.

48 |Central Main Street Corridor Redevelopment Plan Market Analysis

Given the family-friendly and quasi-small
town character of Sun Prairie, there is
significant potential to attract additional
older households moving to apartments
and senior housing facilities, which are
typically located in hub communities
where adequate medical care and
amenities are available, drawing from
the surrounding region for their resident
base.
These households are most likely to
rent and to make changes in living
arrangements based on life changes
(i.e., death of spouse, injury, physical
ability). It is necessary that Sun Prairie
ensures that a suitable supply of dwelling
units for these households, as larger
nearby trade areas will likely be able to
outcompete the Corridor in terms of the
number of units offered.
The current trend in senior housing is
to create continuum of care projects
located near existing commercial
environments to provide access to
amenities. Desirable nearby amenities
include pharmacy, medical, restaurant,
and park space. These elements are
among those that could be proposed
for the redevelopment sites within
the corridor, making senior and
workforce housing two of the strategies
in developing the corridor and the
surrounding neighborhoods. Facilities
providing a continuum of care, including
independent living arrangements,
as well as mixed use facilities with
ground floor retail also provide a larger
consumer base for corridor businesses,
including both the residents and their
visitors.

Table 4.8: Gross Rent
Renter Occupied
Less than $200
$200 to $299
$300 to $499
$500 to $749
$750 to $999
$1,000 to $1,499
$1,500 and more
Median

Trade Area
Sun Prairie
Number Percent Number Percent
29
0.48%
9
0.17%
62
1.04%
47
0.91%
243
4.06%
151
2.91%
1,440 24.06%
1311 25.27%
2,146 35.86%
2060 39.71%
1,721 28.76%
1386 26.72%
343
5.73%
224
4.32%
894
$871

SOURCE: 2015 American Community Survey
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Household income is a critical factor
impacting housing demand. The ability
of local households to afford existing
housing stock influences the decision
to purchase or rent. A general rule
of thumb for housing expenditures is
that housing costs should not be more
than 30% of a household’s income.
Figure 4.8 shows that nearly one-fifth
of households that own their homes
but hold a mortgage are burdened by
their housing costs. Approximately the
same proportions of renters are similarly
burdened.

Table 4.9 indicates the income limits
for fair market rents in the Madison
Metropolitan Statistical Area in 2016,
as set by the federal Department of
Housing and Urban Development.
Fortunately for Sun Prairie, there are
a number of redevelopment sites
available in the corridor that can be
developed without further regulatory
action.

Figure 4.8: Monthly Housing Costs as a Percentage of Household Income in Sun Prairie
<10% of Income
3%
10-14.9% of
Income
8%

Gross Rent % Inc Not
Computed
2%
50+% of Income
19%

15-19.9% of
Income
15%

40-49.9% of
Income
8%
35-39.9% of
Income
5%

20-24.9% of
Income
17%

30-34.9% of
Income
11%

25-29.9% of
Income
12%

Table 4.9: Dane County Low Income Limits for Fair Market Rents
Persons in Family
2016 Income Limit Category % of Median

1

2

3

4

5

6

7

8+

Extremely Low Income

30%

17,650

20,150

22,650

25,150

28,440

32,580

36,730

40,890

Very Low Income

50%

29,400

33,600

37,800

41,950

45,350

48,700

52,050

55,400

Low Income

80%

46,000

52,600

59,150

65,700

71,000

76,250

81,500

86,750

SOURCE: 2015 American Community Survey
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