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Study Team 
 
This market analysis is a cooperative effort sponsored by the Village of Little Chute, Wisconsin 
and Advance Little Chute, Incorporated.  A study team including representatives from these 
sponsors worked together to determine the objectives of the study, assisted in carrying out the 
research, and developed interim conclusions and recommendations.  This study team included 
Bobbie Beckman, Dave Botz, Tracie Buchinger, Jaime Burskey, Peggy Edmonds, Chuck Kell, 
Bart Landsverk, and Heidi Nowak.  Community Development Educator Jim Resick, of 
Outagamie County University of Wisconsin-Extension, conducted study coordination and 
primary writing of this report. 
 
Neil Dixon performed GIS mapping and data organization for the trade area characteristic 
section.  Amy Seeboth performed data entry, tabulation, and graphic summaries for the 
business owner survey.  Both Neil and Amy are University of Wisconsin-Madison graduate 
students who worked for the University of Wisconsin-Extension Center for Community Economic 
Development under the direction of Bill Ryan, an educator specializing in downtown economic 
revitalization.  This work was performed specifically for the Little Chute study team, under 
contract with the Advance Little Chute, Inc. and the Village of Little Chute. 
 



 

1.  Introduction 
 
 
This study was conducted to better understand market conditions and consumers in the Little Chute trade 
area.  Market data was collected and analyzed to develop recommendations for downtown and 
commercial district economic revitalization efforts.  The research presented in this report is intended to 
assist existing businesses, prospective entrepreneurs, governmental officials, realtors, property owners, 
developers, educators, business counselors, and others in the community. 
 
 
About Little Chute, Wisconsin 
 
Little Chute (pop. 10,476) is located in the Fox River Valley of Northeast Wisconsin. The following map 
illustrates the location of Little Chute, within this region rich with paper manufacturing, paper converting 
and value-added agricultural processing.  It is referred to as one of the Fox Cities – a group of small-to-
medium sized cities and villages along the Fox River north of Lake Winnebago – that collectively 
comprise a Metropolitan Statistical Area of over 200,000 people. 
 

 
Three relatively distinct retail/service districts comprise the bulk of Little Chute’s commercial (non-
manufacturing) base – a small downtown straddling Main Street for approximately three blocks, a 
modest-sized East Main Street shopping center (Midway Center), and the Highway 41/County N 
interchange area dubbed “Gateway District” by the study committee.  Collectively and individually, they 
face intense competition from the numerous, mostly larger retail/service centers of the Fox Cities. 
 
Over the last several years, Little Chute has engaged in intense private/public planning and 
implementation of commercial projects, with the goal of spurring business and community economic 
development.  Substantial streetscape renovation has been completed downtown.  A new motel and 
restaurants have sprung up in the Gateway District.  And, community leaders have mounted a concerted 
effort to design, fundraise, and build an authentic Dutch windmill to serve as a community cultural center 
and visitor attraction.  Despite these stellar efforts, downtown building vacancies exist and business 
owners in all three districts are challenged to take advantage of both the existing customer base and 
emerging market opportunities. 
 
 

Objectives 
 
This research is intended to strengthen existing businesses with marketing and operating ideas.  In 
addition, the research is intended to identify potential business expansion opportunities, community 
marketing and niche development ideas, and business recruitment prospects.  The study committee 
identified the following specific objectives for this and subsequent research: 

 
• Understand the trade area’s resident market, including changing demographics and lifestyles. 
• Provide analysis and information that helps existing businesses improve sales and profitability. 
• Identify compatible new business types for start-up or relocation within the village. 
• Expand consumer choices to improve village quality of life. 
• Assess commercial real estate market development opportunities, in support of community 

development plans. 
• Identify strategies to attract regional visitors and distant tourists to the village, and strategies to 

meet their retail/service needs. 
• Based on what is learned above, develop market-driven recommendations to support business 

expansion and recruitment efforts 
 



Project Framework 
 
To begin work on these objectives, this market study includes an analysis of the geographic trade area, 
demographics, lifestyles and spending potential of residents of the trade area.  The business owner 
survey is the central component of this study.  These analyses were based in part on the Downtown and 
Business District Market Analysis toolbox, an on-line resource for downtown market analysis in small 
cities.  http://www.uwex.edu/ces/cced/dma/. 
 
 

Using the Results 
 
The study team presents conclusions and recommendations at the end of this market analysis as a 
staring point to offer economic revitalization ideas based on the market data.  They are provided to help 
the users of this report draw their own conclusions and recommendations. 
 
It is important that this market analysis not be used by itself in making business investment decisions.  
The study’s data is not sufficient in itself to predict the demand for goods or services or to justify a 
business decision.  Further, this study does not address many of the business planning and feasibility 
study components that are necessary for business expansion or development decisions. 
 
The study team hopes that this analysis stimulates creative and entrepreneurial thinking about the 
economic future of Little Chute.  By combining the information in this study with local insight and 
knowledge, Little Chute can become a more economically vibrant and attractive commercial center. 

 
 



 

2.  Trade Area Characteristics 
 
This section defines the Little Chute trade area and provides demographic, lifestyle and spending data on 
this area. Trends in the data are important as they have a direct impact on the potential sales of retail 
goods and services.  Data here was obtained from ESRI Business Information Solutions. 
 

 
Geographic Trade Area 
 
A trade area is the geographic region that generates (or could generate) the majority of customers for a 
business. While different business types have different trade areas, a market analysis for a business 
district must assume an approximate market area that represents customer origins for a variety of 
business categories.  For sake of beginning analysis and discussion, we focus here on convenience 
goods – those that are driven by basic needs and that usually do not lead customers to travel long 
distances for their purchase.*  
 
The projected trade area map below illustrates the location of Little Chute and other commercial 
competitors in the region, including Appleton, Kaukauna, Kimberly and Freedom.  The Fox River forms a 
natural barrier on the south to travel for convenience goods.  The study team initially considered including 
the northern third of Kimberly in the Little Chute trade area, but decided against it because of the sheer 
size and concentration of convenience goods at Washington Junction shopping center (located 
immediately across the bridge to Kimberly). 
 
North Appleton business concentrations to the west of Little Chute, including Northland Mall and Route 
96/Wisconsin Avenue, limit potential convenience good shopping in Little Chute, as well.  The study team 
feels that a significant portion of northwest Kaukauna residents shop in Little Chute, given their proximity 
to Midway Center and their relatively high elective enrollment in Little Chute School District.  Freedom to 
the north has a slow-developing commercial center, but the drive time to Little Chute argues against 
including much of the town in the Little Chute trade area.  Generally, a drive time of 10 minutes to the 
Gateway District was used to define the trade area on its northwest and northeast sides. 

 
The demographic, lifestyle, and spending potential data and estimates that follow in the next section will 
provide information on the Little Chute trade area. The business survey research presented later in this 
report examines attitudes and opinions of retail/service business owners in Little Chute.   
 
* Additional, more scientific methods for more precisely determining the trade area (such as customer analysis using 
GIS) were not included in this market analysis.  Individual merchants are invited and encouraged to use Trade Area 
Analyst LT software, available free from UW-Extension, to define the unique trade area for particular businesses. 
 
 

 



 
Population Trends 
 
Population is the basis for quantifying the current market size and growth trends, both of which are 
necessary to determine consumer demand. Population is defined here as all persons living in a 
geographic area. Growth in population may indicate future opportunities for business. 
 
Population Trends   

   

 Trade Area Wisconsin 

2000 Total Population 12,286 5,363,675 

2004 Total Population 12,709 5,553,428 

2009 Total Population 13,444 5,793,397 

2004-09 Annual Growth Rate 1.13% 0.85% 
Source:  ESRI Business Information Solutions 

 
 
The table indicates that the 2004 estimated trade area population of 12,709 is 18 percent larger than the 
Village of Little Chute (2004 pop. = 10,775).  The trade area is expected to grow at a modest rate, 
somewhat ahead of Wisconsin’s rate, but somewhat behind the village annual growth of 1.38% during the 
decade 1990-2000. 
 
 



Population by Age Group - 2004 
 
Expenditures and consumer preferences change with age group.  Accordingly, retail, service and 
restaurants often target certain age segments.  The following table presents age distribution data. 
 

2004 Population by Age  

   

  Trade Area     Wisconsin 

Total Persons 12,709 5,553,428 

0 - 4 7.5% 6.4% 

5 - 9 7.2% 6.5% 

10 - 14 7.8% 7.1% 

15 - 24 15.0% 15.0% 

25 - 34 14.1% 12.3% 

35 - 44 16.1% 15.2% 

45 - 54 13.6% 14.7% 

55 - 64 8.5% 9.8% 

65 - 74 5.1% 6.5% 

75 - 84 3.8% 4.6% 

85+ 1.5% 1.9% 
Source:  ESRI Business Information Solutions 
 

Compared to Wisconsin, trade area age distribution indicates that residents are more likely to stay in the 
community after high school and through their “entrepreneurial” years (25-44).  However, there are 
relatively fewer 55+ residents in the community.  The more mature segments of a community are often 
good customers for traditional downtown districts.  Aging of the population both in the nation and trade 
area will create an increasingly larger proportion of older residents over the coming decades. 
 

 
Housing Supply & Demand - 2004 
 
Housing data provides the number of owner-occupied and renter-occupied housing units.  Vacant 
housing is an indicator of seasonal housing units in many areas of Wisconsin, but more likely indicates 
normal turnover of units (vacancies created by lag time between households moving in and out) in the 
Little Chute trade area.  These statistics are valuable in analyzing the potential for a variety of different 
products and services.  For instance, home ownership correlates well with expenditures for home 
furnishings and “do it yourself” equipment.   
 

2004 Housing Units   

   Trade Area    Wisconsin 

Total Housing Units 5,021 2,462,582 

Owner Occupied Housing Units 69.9% 62.3% 

Renter Occupied Housing Units 27.9% 27.5% 

Vacant Housing Units 2.2% 10.2% 
Source:  ESRI Business Information Solutions.   

 
Compared to Wisconsin, there is a higher percentage of homeownership in the trade area.  There were 
few vacant housing units in 2004, suggesting a tight housing market in the trade area. 
 
 



Per Capita Income Trends 
 
Per capita income (total income divided by the total population) is a good indicator of the spending power 
of residents, as it positively correlates with many retail expenditure categories.  The following table 
presents per capita income data trends. 
 

Per Capita Income  

   

 Trade Area   Wisconsin 

2000 $21,007 $21,271 

2004 $25,129 $25,041 

2009 $31,335 $30,844 
Source:  ESRI Business Information Solutions 

 
Per capita income in the trade area was essentially even with that of Wisconsin in 2000.   The model 
used by ESRI suggests that per capita income will rise faster in the trade area than in Wisconsin, in the 
coming years.  However, any change in regional employment and wages can yield significant up or down 
differences in per capita income trends relative to the state; the estimates are therefore best used as a 
rough estimate of growth in purchasing power. 
 
 
Gender - 2005 
 
The trade area is similar to Wisconsin in the ratio of males to females, as presented below.  There are 
significant shopping preferences between male and female genders. 
 

2004 Population by Sex 
   

    Trade Area    Wisconsin 

Males 49.4% 49.5% 

Females 50.6% 50.5% 
Source:  ESRI Business Information Solutions 
 
Household Income - 2004 
 
Retailers are often interested in the average household income in a trade area or seek a minimum 
number of households within a certain income range. One common practice is to analyze the distribution 
of household incomes as presented in the following table. 
 

2004 Household by Income   

   Trade Area    Wisconsin 

   

Household Income Base 4,910 2,212,350 

<$15,000 6.8% 11.2% 

$15,000 - $24,999 9.4% 11.0% 

$25,000 - $34,999 12.0% 11.7% 

$35,000 - $49,999 18.6% 17.1% 

$50,000 - $74,999 24.8% 22.3% 

$75,000 - $99,999 14.7% 12.8% 

$100,000 - $149,999 10.1% 9.6% 

$150,000 - $199,999 1.8% 2.1% 

$200,000 + 1.8% 2.2% 

Average Household Income $65,213 $62,002 
Source:  ESRI Business Information Solutions 

The average household income in the 
trade area is an estimated 5-percent 
higher than that of Wisconsin.  
Approximately 16% of trade area 
households have less than $25,000 in 
income (compared to 22% in Wisconsin).   
At the upper end, the trade area has 
28.4% of its households with more that 
$75,000 in income (compared to 26.7% 
in Wisconsin).  These distributions may 
reflect the relatively sound regional 
economy and high proportion of working 
age households in the trade area. 
 



Race & Ethnicity – 2004 
 
Approximately 3.5% of the trade area’s population is of a race other than White, compared to 12% for 
Wisconsin.  Hispanics (an ethnic rather than racial group) make up an additional 2% of the trade area 
population, compared to Wisconsin’s 4% Hispanic population.  The following table presents data on the 
ethnic diversity of the community. 
 

2004 Population by Race/Ethnicity  

   

 Trade Area     Wisconsin 

Total 12,709 5,553,428 

White Alone 96.5% 88.0% 

Black Alone 0.1% 6.0% 

American Indian Alone 0.6% 0.9% 

Asian or Pacific Islander Alone 1.0% 2.0% 

Some Other Race Alone 0.9% 1.8% 

Two or More Races 0.9% 1.3% 

Hispanic Origin 1.9% 4.0% 

Diversity Index 10.4 28.2 
 Source:  ESRI Business Information Solutions 

 
Growing Hispanic and Asian populations in the Fox Valley and surrounding areas may provide unique 
market opportunities for some businesses located in Little Chute.  There may also be opportunities to 
capitalize on the “old world” design theme by incorporating the strong Dutch heritage of the Little Chute 
area into retail/service offerings.  
 

 
Educational Attainment (Population 25+) – 2000 
 
Educational attainment is another way to determine the socio-economic status of an area. Because 
income typically (but not always) increases with advancing educational attainment, many retailers focus 
on income levels rather than education levels within their market.  
 

2000 Population 25+ by Educational Attainment 
   
 Trade Area    Wisconsin 

Total 7,683 3,475,878 

Less than 9th Grade 5.3% 5.4% 

9th - 12th Grade, No Diploma 5.9% 9.6% 

High School Graduate 46.0% 34.6% 

Some College, No Degree 19.2% 20.6% 

Associate Degree 8.1% 7.5% 

Bachelor's Degree 12.5% 15.3% 

Master's/Prof/Doctorate Degree 3.0% 7.2% 
Source:  ESRI Business Information Solutions 

 
The trade area has fewer residents with college degrees.  Approximately 24-percent of trade area 
residents have a college degree (associates or beyond) compared to 30-percent in Wisconsin. 
 
 



Employment Occupations (Population 16+) – 2004 
 
The type of employment in a community is sometimes related to market demand for certain products and 
services.     
 

2004 Employed Population 16+ by Occupation 
     

   
  Trade 
Area   Wisconsin 

Total   6,744 2,982,449 

White Collar  54.20% 58.30% 

Management/Business/Financial 8.50% 13.00% 

Professional  18.60% 20.50% 

Sales   10.10% 11.30% 

Administrative Support 17.00% 13.4% 

Services   11.80% 14.50% 

Blue Collar  34.00% 27.20% 

Farming/Forestry/Fishing 0.40% 1.00% 

Construction/Extraction 5.70% 4.20% 

Installation/Maintenance/Repair 4.40% 3.70% 

Production  17.70% 12.10% 

Transportation/Material Moving 5.80% 6.20% 
Source:  ESRI Business Information Solutions 

 

Worker Commuting – 2000 
 
Workers may shop for convenience goods in the place where they reside, or they may shop in the vicinity of 
their place of employment (on their way to or from work).  The map below shows where Little Chute village 
residents work, the darker shaded areas indicating higher employment concentrations. 

 
 
 
 
 
 
Likewise, the following map shows the place of 
residence for workers employed within Little Chute.  
The darker shaded areas indicate greater 
concentrations of in-commuters who work in the 
village. 
 

 
 
 
 
 
 
 
 
 
 
 
Source:  UW-Extension Center for Community Economic 
Development and ESRI Business Information Solutions 

Compared to Wisconsin, the Little Chute 
trade area has a lower percent of residents 
in white collar occupations (such as 
professional and administrative positions) 
and in services.  However, a much higher 
proportion of trade area residents are 
employed in blue collar occupations, 
particularly in production occupations.  This 
is in part because of the concentration of 
manufacturing in the Fox Valley. 



 
Source:  UW-Extension Center for Community Economic Development and ESRI Business Information Solutions 
 

Employment commuting may help local retail/service trade if the community imports more workers from 
the surrounding region than it exports to worksites outside the trade area.  In 2000, Little Chute showed a 
net outflow 1,295 workers [4,393 out-commuters minus 3,098 in-commuters].  There are 1,047 Little 
Chute residents who work within the village limits.  Village retail/service businesses may consider 
marketing to in-commuters, out-commuters, and resident-workers with some success. 
 
 

Lifestyles 
 
Trade area resident lifestyles can also be studied using lifestyle segmentation information.  Lifestyle 
segmentation systems examine the buying habits and preferences of consumers in a trade area.  One 
lifestyle segmentation system is Tapestry™, by ESRI Business Information Solutions.  Consumers are 
classified into 65 demographic and behaviorally distinct segments. The segments are based on type of 
neighborhood (urban, suburban, rural); the residents’ socio-economic status (age, income, occupation, 
type and value of residence); and their buying behaviors.  
 
A summary for the Little Chute trade area is shown in the following graph. The predominant customer 
classification is Rustbelt Traditions making up 32-percent of households in the trade area.  This segment 
plus Mainstreet, USA, Aspiring Young Families, and Green Acres 



comprise over four-fifths (82%) of trade area households.  
 

Trade Area Tapestry Segments
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Source:  ESRI Business Information Solutions 
 
Brief snapshots of the lifestyle preferences of these national segments are described by ESRI below.  
 

• Rustbelt Traditions: 1,574 households / 32.1% of the Little Chute trade area.  Rustbelt Traditions 
neighborhoods are the backbone of older, industrial cities in states bordering the Great Lakes. 
The majority of employed residents work in the service, manufacturing, and retail trade industries. 
Most residents live in modest single-family homes they own, with a median value of $97,000. 
Households are primarily a mix of married-couple families, single-parent families, and singles, 
living alone. The median age is 35.9 years and the median household income is $45,300. 
Residents prefer to use a credit union and invest in certificates of deposit. They use coupons 
regularly, especially at Sam's Club, work on home remodeling or improvement projects, and buy 
domestic vehicles. Favorite leisure activities include hunting, bowling, fishing, and attending auto 
races, country music shows, and ice hockey games (in addition to listening to games on the 
radio).  

 

• Main Street, USA:  1,010 households, 20.6% of Little Chute trade area.  Main Street, USA 
neighborhoods are a mix of single-family homes and multiunit dwellings, found in the suburbs of 
smaller metropolitan cities, mainly in the Northeast, West, and Midwest. This market is similar to 
the U.S. when comparing household type, age, race, educational attainment, housing type, 
occupation, industry, and household income type distributions. The median age of 36.3 years 
matches the U.S. median. The median household income is a comfortable $51,200. Home 
homeownership is at 66 percent and the median home value is $190,200. Active members of the 
community, residents participate in local civic issues and work as volunteers. They take care of 
their lawns and gardens, and work on small home projects. They enjoy going to the beach and 
visiting theme parks, as well as playing chess, going bowling or ice skating, and participating in 
aerobics. 

 

• Aspiring Young Families:  786 households / 16.0% of Little Chute trade area Aspiring Young 
Families neighborhoods are located in large, growing metropolitan areas in the South and West, 
with the highest concentrations in California, Florida, and Texas. Mainly comprised of young, 
married-couple families or single parents with children, the median age for this segment is 30.4 



years. Half of the households are owner-occupied single-family dwellings or townhomes, and half 
are occupied by renters, many living in newer multiunit buildings. Residents spend much of their 
discretionary income on baby and children's products and toys, as well as home furniture. Recent 
electronic purchases include cameras and video game systems. Leisure activities include dining 
out, dancing, going to the movies, attending pro football games, fishing, weight lifting, and playing 
basketball. Vacations are likely to include visits to theme parks. Internet usage mainly involves 
chat room visits.  

 

• Green Acres:  648 households / 13.2% of Little Chute trade area.  A little bit country, Green Acres 
residents live in pastoral settings of developing suburban fringe areas, mainly in the Midwest and 
South. The median age is 39.9 years. Married couples, with and without children, comprise the 
majority of households, primarily single-family dwellings. This upscale market has a median 
household income of $62,300 and a median home value of $179,700. These do-it-yourselfers 
maintain and remodel their homes, whether painting, installing carpet, or adding a deck, and own 
all the necessary tools to accomplish their tasks. They also take care of their lawn and gardens, 
again with the right tools. Vehicles of choice are motorcycles and full size pickup trucks. For 
exercise, residents ride their bikes and go water skiing, canoeing, and kayaking. Other activities 
include birdwatching, power boating, target shooting, hunting, and attending auto races.  

For more information on these lifestyle categories, a database describing detailed consumer 
purchasing patterns for each segment is available from the UW-Extension office.  These patterns are 
expressed using a purchase potential index (PPI).  The PPI examines a wide range of retail, service, 
entertainment and psychographic categories to determine a household’s propensity for purchasing 
specific products or participating in activities.  Given the value of this information, it is suggested that 
this PPI information be made readily available to existing and prospective businesses in Little Chute.  

 

 
Consumer Spending Potential of Residents 
 
Consumer spending potential data for 2004 for the Little Chute trade area is presented in the following 
table.  Displayed are the expected amounts spent on a variety of goods and services by households that 
reside in the trade area.  Expenditures are shown by broad budget categories that are not mutually 
exclusive.  Spending by visitors and nonresidents is not included in these figures.   

 
 
         Trade Area         Wisconsin 

Apparel & Services: Total $ $14,948,166 $6,403,088,893 

Average Spent $3,044 $2,894.24 

Spending Potential Index 110 104 

Computers & Accessories: Total $ $1,396,979 $589,775,164 

Average Spent $285 $266.58 

Spending Potential Index 92 86 

Education: Total $ $4,456,296 $1,958,732,133 

Average Spent $908 $885.36 

Spending Potential Index 90 88 

Entertainment/Recreation: Total $ $14,635,968 $6,278,968,445 

Average Spent $2,981 $2,838.13 

Spending Potential Index 97 93 

Food at Home: Total $ $25,667,119 $11,199,119,160 

Average Spent $5,228 $5,062.07 

Spending Potential Index 112 108 

Food Away from Home: Total $ $16,863,426 $7,264,353,335 



Average Spent $3,435 $3,283.53 

Spending Potential Index 111 106 

Health Care: Total $ $14,727,068 $6,547,067,403 

Average Spent $2,999 $2,959.32 

Spending Potential Index 92 91 

HH Furnishings & Equip: Total $ $10,467,450 $4,400,452,253 

Average Spent $2,132 $1,989.03 

Spending Potential Index 100 94 

Investments: Total $ $40,120,143 $16,644,753,260 

Average Spent $8,171 $7,523.53 

Spending Potential Index 93 85 

Retail Goods: Total $ $119,472,909 $51,656,827,834 

Average Spent $24,333 $23,349.21 

Spending Potential Index 101 97 

Shelter: Total $ $58,992,080 $24,918,603,287 

Average Spent $12,015 $11,263.36 

Spending Potential Index 91 85 

TV/Video/Sound Equipment:Total $ $4,409,169 $1,918,179,748 

Average Spent $898 $867.03 

Spending Potential Index 90 87 

Travel: Total $ $8,156,801 $3,468,852,005 

Average Spent $1,661 $1,567.94 

Spending Potential Index 92 86 

Vehicle Maintenance & Repairs: Total $ $4,673,640 $1,997,355,391 

Average Spent $952 $902.82 

Spending Potential Index 93 88 
 
Source:  ESRI Business Information Solutions.  Expenditure data are derived from the 2000, 2001, and 2002 Consumer 
Expenditure Surveys, Bureau of Labor Statistics.  The Spending Potential Index represents the amount spent in the area 
relative to a national average of 100. 



 

3. Business Survey Results 
 

 
A survey of Little Chute businesses was conducted in January/February of 2007.  Over 200 businesses of 
all types were mailed or hand-delivered surveys as part of the Village business retention & expansion 
program.  The Village worked with Advance Little Chute, Incorporated to develop a special addendum to 
the survey, covering retail/service business needs and opportunities.   
 
A total of 73 businesses responded by completing Part I of the survey, for a 35.3% response rate.  Of 
these, approximately four-fifths were retail or service type businesses that were asked to complete Part II 
as well.  For all data reported below, the “missing” response category includes manufacturing and other 
businesses that were instructed to complete only Part I of the survey.  In other words, the percentage 
responses were calculated using a base number comprised of the total number of Part I survey 
respondents, and therefore understates the percentages. 
 
Responses to a question asking businesses to rate the challenge of various business factors yielded the 
following results (see eight tables below).  Obvious concerns include in-town & out-of-town competition, 
labor recruitment, and employee compensation.  The perception of restrictive business regulations, lack 
of worker skills, parking, and transportation costs are significant but lesser concerns among Little Chute 
businesses. 
 

 
 

      
 

     
 

     
 
 



When asked how useful various services would be, businesses had the most favorable responses to 
being offered signage/façade grants & loans, and marketing of the village as a shopping destination.  
They also expressed strong interest in being provided analysis of retail/service market trends and having 
website resources for marketing their businesses. 

Usefulness of Proposed Services

0 10 20 30 40 50 60

Building design assistance

Marketing of village - shopping

Website resources

Cooperative buying program

Signage/façade grants & loans

Market trend analysis

Weighted Total Responses

 
As for the usefulness of existing services, respondents rated the following highly:  business directories, 
brochures and maps; group health insurance; information sharing; and, energy efficiency grants and 
credits. 

 
 
 

Usefulness of Existing Services

0 10 20 30 40 50 60

State/fed business loans

Business counseling

Group training

Cooperative advertising

Village low-interest loans

Information sharing

Directories, brochures & maps

Continuing education grants

Event coordination

Group health insurance

Energy efficiency grants/credits

Weighted Total Responses



The majority of respondents strongly agreed or agreed with these statements: 
- I feel safe in my business district, even at night. 
- I always try to buy products and services locally 
- I direct my customers to other village businesses 
- I look to cross-market with complementary businesses 
- The existing business district mix helps my business 
- The look and feel of my district helps my business 
- Businesses are open when customers want to shop 
- Business employees show great customer service 

 
While the majority of respondents agreed with the above statements, there was a significant amount of 
disagreement with:  

- The existing business district mix helps my business 
- The look and feel of my district helps my business 

 
A significant number of respondents agreed that they would likely use information or assistance with: 

- Advertising or Marketing.   
- Financial Management 
- Employee Hiring or Training 
- Customer Service or Hospitality 
- Business Market Analysis 
- Internet or E-Commerce 
- Transfer of Ownership/Selling a Business 
- Business Planning 

 
When asked about space needs versus space availability, 26% of respondents state that they have 
unmet space needs, while 11% said they have surplus space that they are likely willing to lease or rent to 
other businesses. 
 
 
Market and Marketing Data 
The purpose of this portion of the survey is to collect data regarding store hours, busiest shopping times, 
sources of advertising, complementary and competitive businesses, and target markets. By analyzing this 
information, we can determine what changes are possible in the planning of business district activities 
and economic development to improve foot traffic, success among businesses, and to increase the 
overall economic vitality of the downtown area. 
 
Surveyed business owners said the three busiest times of the week are: 

1. Monday Morning (38%) 
2. Wednesday Morning (23%) 
3. Friday Afternoon (23%)… 

 
…while the three busiest months of the year are: 

1. April (27%) 
2. June (25%) 
3. December (23%) 

 
63% of respondents feel that they are open all hours they need to be, but 19% said they would be open 
more hours if they were sure of more sales.  No one cited the condition that they would be open more 
hours if other businesses in their district were open as well. 
 
66% of respondents said they target the average price-range for their trade, while 10% target the high-
end of the price-range. 
 
Respondents felt that certain Village events increased their business foot traffic or sales volume.  
Cheese Fest garnered the most responses, while Sidewalk Sales came in a close second. 

 



The most frequently used media for advertising is: 
- Newspapers (42%) 
- Website or email (36%) 
- Direct mail/catalogs (30%) 

 
With complimentary traffic in mind, respondents would most like to see the following business types 
increased in the Village: 

- Retail (33%) 
- Office complex or building (29%) 
- Residential opportunities (23%) 
- Restaurants (21%) 

 
 
 
 


