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Executive Summary 

Although the City of Cuba City is located on the border of Grant 
and Lafayette Counties, the labor shed and retail trade areas are 
most closely associated with areas to the southwest, with 83 percent 
of the City’s workforce commuting from this direction, and 90 
percent of residents traveling south and west for work.  

Cuba City performs well on nearly all economic indicators when 
compared to Grant County as a whole. Table 0.1 illustrates the City’s 
share of activity within a number of demographic and economic 
segments. As shown in the table, Cuba City has a larger share of 
older residents and relatively fewer youth as a percentage of the 
local population. This is related to the sluggish home building activity, 
which produced only 19 new homes from 2004 through 2012 – not 
enough to attract substantial numbers of new residents while 
allowing existing residents to stay in their homes. Unlike the County, 
where multifamily construction has comprised more than forty 
percent of residential construction, Cuba City has not added any 
new multifamily units from 2004-2012.  

The City’s population declined by 70 residents between 2000 and 
2010, according to the Census. Although 2013 estimates show about 
the same population as 2010, State population projections 
anticipate a slight decline from 2010-2040. For the City to maintain or 
grow its population it will be important to provide space for older 
residents to relocate to senior apartments or assisted living 
arrangements in the City to open up housing for younger families.  
This will, in turn, support the local school district and retain the City’s 
reputation as a family-friendly community. 

  

Table 0.1: Cuba City Market Share 

Economic 
Segment 

Cuba City 
Measure 

Grant County 
Measure 

Cuba City 
Market Share 

Total 
Population* 2,086 51,208 4.1% 

Population 
Under Age 18* 482 10,886 4.4% 

Population 
65+* 457 7,974 5.7% 

2010-2020 
Population 
Growth 
Projection^ 

4 1,212 <1% 

Daytime 
Workforce*** 502 16,086 3.1% 

Number of 
Companies*** 121 2,288 5.3% 

2012 Retail 
Sales5 $30.8 million $569.9 million 5.4% 

Total Property 
Value~ $102.6 million $2.8 billion 3.7% 

Single Family 
Home Building 
2004-2012 

19 846 2.2% 

Median 
Household 
Income* 

$46,853 $46,138 - 

Average Single 
Family Home 
Value** 

$120,700 $128,400 - 

*Census 2010 
**American Community Survey 2012  
^WI DOA 
*** Economic Census 2011 
5 ESRI 2013 
~WI DOR 
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Chapter 1: Project History and Overview 

The Cuba City Economic Development Strategic Plan is the result of 
a four month initiative completed during the winter of 2013-2014. The 
Plan was developed through a three-step process as illustrated in 
the graphic below.  The process incorporated both quantitative and 
qualitative elements to create a comprehensive picture of Cuba 
City’s local economy, position, and reputation within the region. 
Each stage of the process incorporated public engagement in order 
to verify findings, test assumptions and uncover additional 
opportunities or challenges to be addressed in the final Plan.  

The City hired Vierbicher to create the plan following a number of 
previous initiatives which created the foundation for expanded 
economic development activity. These initiatives include:  

 2009 Comprehensive Plan Completion 
 2012 Tax Increment District Creation & Amendments 
 2013 Hiring of Economic Development 

Director 
 2013 Business Retention Survey 

In addition to representing a significant amount of 
activity within a relatively short time period, these 
initiatives also resulted in a number of achievements, 
including the expansion of Gro Alliance Seeds and 
the attraction of EMS-USA to the business park. 

The City has responded by proactively acquiring and 
marketing additional land to provide for a range of 
available lots within the community.  

The four-month planning process incorporated a 
number of opportunities for public input, including 
the following:  

 Public Survey: A survey was developed to solicit feedback 
from Cuba City residents and stakeholders on the future 
vision for the community and to help identify community 
development priorities. 41 individuals responded to this 
survey.  

 Stakeholder Outreach: More than 10 individuals were 
contacted as part of the project, either through one on one 
interviews or small group discussions. These interviews were 
used to solicit additional qualitative input, test and confirm 
market findings and identify additional opportunities or 
challenges.  

 Public Open House: Two public meetings were held as part 
of this process. The first meeting, held on January 8, 2014, 
presented information on the local market and incorporated 
a number of focused stations to solicit input on areas of 
preservation and opportunity, economic opportunities and 
challenges, and major destinations and missing links. A final 
public meeting was held on March 24, 2014, to present the 

Planning Process 

 

•Market Analysis
•Trade Area, 
Competitive 
Position

•Public Meeting

Step 1

•Real Estate
•Financing
•Opportunities & 
Challenges

•Developer 
Outreach

Step 2
•Implementation 
Planning

•Redevelopment 
Planning

•Strategies & Tools
•Public Kickoff

Step 3
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final plan recommendations and kick off implementation of 
the plan.  

Oversight of the planning process and additional marketing and 
outreach were provided by City staff and members of the 
Community Development Corporation, which served as the steering 
committee for the planning project.  
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Chapter 2: Economic and Market Analysis 

A market analysis was conducted to explore current market 
conditions and trends associated with demographic and economic 
variables influencing residential, retail and employment market 
conditions for Cuba City. The size, composition and relationship 
between local residential markets, retail trade areas and labor shed 
dynamics create a picture of the Cuba City economy.  

Location & Access 
The location of a community relative to larger population centers 
and major transportation hubs in part determines the type of 
businesses that will locate and thrive there. Although Grant County is 
officially considered to be part of the Platteville Micropolitan Area 
by the US Census, the County is also included as part of the 
Dubuque Regional Area by regional economic development 
groups. In practice, Cuba City is economically connected with 
Dubuque to a much greater degree than Platteville. Fully 23.3 
percent of employed persons in Cuba City commute to Dubuque 
daily, versus only 12.1 percent traveling to Platteville.  The map on 
the following page shows Cuba City within its regional context.  

Cuba City’s businesses rely on Highways 80 and 11 for transportation 
and distribution needs. Although both are two-lane roads, 
connections to four-lane and divided highways are available 12 
miles south in Galena (US Highway 20), and nine miles north in 
Platteville (US Highway 151).  Cuba City is equidistant between 
general aviation airports, with Platteville Municipal Airport to the 
north, Schullsburg Airport to the east and Ringdon Private Airport to 
the west. Aside from Dubuque, which has limited regional 
connections, the nearest passenger airports are in Rockford, IL, and 
Madison, WI.   

Cuba City’s downtown is located along both sides of Highway 80 in 
the center of the community, while the bulk of industrial and 

manufacturing activity occurs in the business park on the southern 
edge of the City. Residential neighborhoods are fairly evenly 
distributed among the four quadrants of the community, although 
newer development has largely occurred on the western side of the 
City, as a result of lower mill rates in Grant County as well as the 
primary commuting patterns of most working residents. A map of 
Cuba City and its immediate surroundings is on page 6.   

Demographics & Housing 
Cuba City’s 2,086 residents are on par with the state average for 
educational attainment, with 24 percent of residents holding a 
bachelor’s degree or greater.  

Residents enjoy a fairly low cost of living, with average home prices 
at $120,000. However, a relatively stagnant long term population has 
resulted in strictly replacement levels of new home building, adding 
only 2.5 percent of the County’s new single family homes within City 
limits. Similarly, Cuba City has experienced none of the multifamily 
housing growth that has occurred statewide and elsewhere in Grant 
County. Multifamily growth (including apartments and senior housing 
projects) has contributed 342 new units to Grant County’s housing 
stock (40% of all new units).  
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Approximately 15 platted lots remain undeveloped in the existing 
residential subdivisions west of the City, with additional septic-served 
lots on and adjacent to the golf course to the east. Approximately 
90 acres west of town have been identified as appropriate for future 
residential growth.  

A survey of for-sale residential properties in the City identified 21 
homes for sale as of December 2013. Prices for these homes ranged 
from $70,000 to $250,000, with the newest homes built in 2005. The 
average home for sale had been on the market 79 days. One 
positive sign for Cuba City’s housing market is the lack of significant 
rural home development. In many rural communities, a majority of 
new home building activity in the past decade has occurred in 
large lot rural subdivisions, limiting demand for existing City homes 
and eliminating potential additional tax revenue for the 
municipality. 

Many individuals identified a lack of quality rental housing as a 
limiting factor for local workers and residents looking to live within the 
community. Interviews with owners and managers of existing rental 
units identified strong demand for units, with multiple calls for any 
newly listed unit, which is supported by the 3.8 percent vacancy 
identified in the 2010 census. However, property managers could 
identify no individual demographic which represents the bulk of this 
demand, making it difficult to specifically quantify the size and type 
of units demanded. Additionally, low lease rates in some existing 
units create some uncertainty about the market’s ability to support 
rental rates required by new construction.  

A survey of currently available units in late 2013 identified multiple 
properties listed at $300 to $400 per month, with the highest asking 
rental rate of $800 for a 2-bedroom single family home. The 2010 
census identified a median gross rental rate for the City of $604 per 
month, with only 15 percent of units charging more than $750 per 
month. In some rural communities, tax credits (such as WHEDA’s 
Section 42) program can help close the gap between rental rates 

and new construction costs by subsidizing construction. However, 
Cuba City does not currently fall into one of the identified priority 
areas for this program, making it highly unlikely that projects in Cuba 
City would qualify for funding. However, alternate programs such as 
the USDA rural rental housing and the HOME program by the 
Department of Housing and Urban Development (HUD) can provide 
low interest loans or, in some cases, grants to create rural rental 
housing. However, fewer developers are familiar with these 
programs as compared to the Section 42 program, and the City 
would need to play a more active role in securing these funding 
streams.  

Based on population growth and changing demographics, an 
additional 60 new housing units will be needed to retain existing 
population and employment share. This figure includes relocating 
employees (60 percent of whom rent) to fill new jobs, and increased 
demand due to natural population growth and an aging population 
base. For example, in Cuba City, 40 percent of individuals aged 75 
and older rent, versus 24 percent of the entire population, and only 5 
percent of individuals aged 55-64. The breakdown of this future 
demand is illustrated in Table 2.0, and should be seen as a baseline 
level of growth. It is possible for Cuba City to grow more rapidly than 
this, especially if this plan is successful in attracting additional 
businesses and jobs to the community and enhancing Cuba City’s 
reputation as a desirable residential destination.  
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Table 2.0: Housing Unit Demand Projections 

Demand Driver 
2010 

Population 
2020 

Projection 
Units Supported 

(Rented/Owned) 
Natural 
Population 
Growth 

2,086 2,090 2 
(1/1) 

Workforce 
Growth  
(7% live in 
Cuba City) 

501 581 5 
(3/2) 

Demographic 
Change 
(Household 
Own/Rent by 
Cohort) 

- 

28% increase 
in HH < age 34 

 
115% increase 
in HH > age 65 

36  
(33/3) 

 

Retail Supply & Demand 
A majority of Cuba City’s existing retailers are clustered within the 42 
downtown storefronts. Additional local retail and business attractions 
include Weber Meats, located on the north edge of town, Cole 
Acres Golf Course to the west, and numerous local supper club 
establishments in surrounding towns.  

Despite an overall perception of decline in downtown, only four 
storefronts were vacant during a survey in late 2013. This represents 
less than 1 percent of the total inventory. This is the result of strong 
recent absorption, with 26,000 square feet of downtown space 
purchased or leased in the past year. However, an additional five 
storefronts are occupied by residential uses, which do not contribute 
to local foot traffic and detract from the appearance of 
commercial activity downtown. Occupied storefronts include a mix 
of service and retail uses, with more than half attracting customer 
activity. This ratio is slightly higher than for most communities, where 
a ratio of 45 percent customer-oriented and 55 percent service or 
professional use is more common.  

  

Because of its location as an employment and economic hub for a 
fairly large rural geographic area, Cuba City attracts a significant 
amount of spending from outside of the municipal boundaries. 
According to 2012 retail supply and demand gap information from 
ESRI, 83 percent of total retail sales within the City come from non-
residents. Most of this spending is attributable to specific strong 
businesses sectors, most notably gas stations, grocery and specialty 
food, and bars and restaurants. This outside spending comes from 
surrounding rural residents, local employees, through traffic on 
Highway 80, and destination visitors attracted to the local antiques 
and specialty foods clusters. Because a significant amount of sales 
from Weber Meats and Gile Cheese occur on a business to business 
or wholesale basis, the full impact of these businesses on drawing 
traffic to Cuba City cannot be determined.  

Overall, Cuba City businesses retain just over one quarter (26%) of 
spending from local residents, or approximately $5,400 per 
household per year. Although this is a relatively low percentage of 
overall spending, spending capture in categories where Cuba City 
has strong businesses is significantly higher. A majority of outside 

7.1%

9.5%

4.8%

21.4%

11.9%

9.5%

26.2%

0.9%

Chart 2.1: Cuba City Storefront Occupancy
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spending is in categories where there are few or no local businesses, 
such as automotive sales, clothing and general merchandise.  

Sustainable new retail and service businesses must meet one or 
more of the following criteria:  

 The total amount of local customer demand for particular 
goods and services is more than twice the annual revenue of 
the average business in that category (i.e., a business can 
survive locally without needing to attract business from all 
households in town).  

 There is strong local demand for the product, and it is also in 
a category which has unmet demand within the larger 
regional trade area (i.e., the businesses has a good chance 
of drawing customers from the surrounding area).  

 There is moderate local and regional demand for a product 
that builds on an existing strength in the community, thereby 
creating an expanded customer base.  

For Cuba City, there are only two business categories which meet 
the first set of criteria and can be supported locally. These businesses 
and local customer demand are included in the following table.  

 
Table 2.0: Retail Demand Gap 

Retail Sector 
Cuba City  

Unmet Demand 
5-Mile Unmet 

Demand 

Average 
National Per 

Store 
Earnings 

Health & 
Personal Care $1.05 million $2.9 million $168,000* 

General 
Merchandise $1.9 million $5.8 million $2.4 million 

*Represents State average for personal care services. The average independent 
pharmacy has revenues of $2.5 million. 
Source: ESRI, US Census, Industry Groups 

Although the planned opening of a Hometown Pharmacy in the 
former dental office space will absorb a significant amount of 
demand in the health and personal care category, the large 
demand gap coupled with the potential to target existing customers 
of antiques and specialty food stores is likely to create sufficient 
demand to support an additional business in this sector, especially if 
the business also has an online sales component.  

For other sectors with strong local demand but insufficient revenue 
to support an additional business, existing businesses may be able to 
expand product offerings to meet this demand, boosting overall 
sales. One example for Cuba City is automotive parts and supplies, 
which has an unmet demand within the City of $213,000 and a 5-
mile demand of $505,000. Although the average chain automotive 
supply store generates an average of $1.5 million in annual sales, a 
local repair shop or hardware store could stock additional 
automotive supplies and capture a percentage of this local market. 
Building supply also has a small local gap ($400,000), and can cater 
to the significant number of area construction trade workers while 
also complementing existing clusters. 

Other business categories which fall into the second and third 
categories of business opportunity include sporting goods and 
hobby supply ($630,000 locally and $1.1 million in unmet regional 
demand). Quilting and other hobby related businesses are a 
complement to existing clusters and often rely on regional and 
national sales for a significant portion of income. Similarly, furnishings 
and home goods have an additional $632,000 locally and $1.4 
million regionally. Although it is unlikely that Cuba City can support a 
traditional furniture store, a business featuring locally made goods 
and services would complement existing local clusters and also 
coordinate with regional tourism and a burgeoning second home 
market in the area.  

In addition to traditional retailers, professional and personal service 
providers occupy more than half of downtown storefronts in most 



 Cuba City Economic Development Strategic Plan 2014                                                                                                                                 10 | P a g e  
 

communities. These businesses typically serve similar or slightly larger 
trade areas than traditional retailers, and select locations based on 
local demand and the presence of competitors. Although the 
potential to support an additional business cannot be identified 
based on existing supply and demand data, a ratio between the 
trade area population in specific demographic groups and the 
number of competitors, coupled with survey data, can point to 
potential service sector opportunities.  

Cuba City employers identified a shortage of local Information 
Technology (IT) and accounting services. Other specialty medical 
services such as optometry are also not available locally. As both 
technology and medical services are growing industry sectors, they 
may represent a recruitment target for the community. Although 
there are individuals located in and around Cuba City that provide 
these services, they do not occupy a storefront locally (several are 
associated with businesses located in Platteville or elsewhere, and 
are not readily visible in the community).  

Employment & Workforce 
According to the 2011 economic census, Cuba City is home to 121 
business establishments employing a total of 502 workers (this total 
includes all businesses registered with a Cuba City address, including 
businesses in adjacent towns). This is slightly less than the 696 total 
employees identified in the retention survey, although survey data 
include both full and part-time positions. The largest sector is 
education and government. The 300+ private sector employees 
include retail and service sector (14% combined), health care (25%), 
and primary goods-producing businesses (13%) – see Chart 2.2. The 
City’s business park is home to several manufacturing businesses with 
finished goods ranging from wood products to injection molding 
and fiber composites. Professional services and finance, insurance 
and real estate fields represent a small but growing local 
employment sector. 

 
 Source: Economic Census 2011  

As identified in the 2013 Business Retention Survey, nearly half of 
these businesses have been in their present location for 20 years or 
more, while 23 percent have been in their current location for 5 
years or less. Although most firms felt sales were stable or increasing, 
21 percent were concerned about the direction of business sales.  

The City has seen the number of daytime workers increase by 8.7 
percent since 2007, despite the economic recession. Data from 
Economic Modeling Systems International (EMSI) indicates a stable 
employment base year after year, similar to the surrounding region. 
All of Cuba City’s strong primary employers are included within 
strong statewide industry clusters.  

In the future, EMSI projects that Cuba City’s growth will mirror that of 
the larger Grant and Lafayette County environment, with consistent 
1% growth on an annual basis. The Dubuque MSA is expected to 
grow at a slightly faster pace, while Iowa County is expected to see 
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declining employment. These trends are illustrated in Table 2.1. EMSI 
projects are based on models of industry growth, company growth, 
company size, and company characteristics. Significant variation 
can exist at the individual business level. For Cuba City, the results of 
the business retention survey project employment growth of 2.7 
percent annually for the next three years, with particular growth in 
the manufacturing and healthcare sectors.  

Table 2.1: Employment Growth Projections 

Geography 2013 Jobs 

% Employment 
Growth Through 

2020 
Cuba City 1,590 8% 
Grant County 20,616 5% 
Lafayette County 4,905 12% 
Dubuque MSA 62,277 12% 
Source: EMSI, 2012 

EMSI also provides information on the average wage across 
industries. Because Cuba City primarily competes with the Dubuque 
MSA for workforce talent, the average wage for Cuba City and 
Dubuque MSA workers in various industry sectors is shown in Chart 
2.3. This data shows that Cuba City businesses in manufacturing, 
services and mining offer highly competitive wages regionally. In 
addition, factoring in the lower cost of living in Cuba City, a number 
of other sectors offer comparable wages, including many 
professional sectors such as information, real estate and health care.  

Although workers employed by Cuba City businesses enjoy a 
competitive wage, numerous businesses report difficulty in 
identifying and recruiting workers to fill open positions. Perhaps as a 
result of this challenge, Cuba City workers are significantly older than 
either the local population or the regional average. In Cuba City, 
33.5 percent of all employees are aged 55 and over. Regionally, the 
average is closer to one-quarter of all workers. The disproportionate 
share of older workers is also notable because this percentage has 

Chart 2.3: Occupational Wage Comparison: Cuba City & Dubuque 
Metro 

 

Source: EMSI 2012 

 

been increasing more quickly than can be attributed solely to the 
aging of the existing workforce. As might be expected, a significant 
number of these older workers represent some of the highest paid 
workers at local businesses, and comprise half of all local workers 
with college or advanced degrees. These older workers are not 
concentrated in any individual sector, but can be found across the 
manufacturing, service and retail sectors. Working with local 
businesses to facilitate ownership transfer, workforce training, and 
employee recruitment over the next decade will be critical to the 
ongoing success of local businesses.  
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Comparing commuting and labor market patterns for local residents 
to the local employee base, there is a significant difference in 
geographic area. While Cuba City residents commute to several 
regional population centers for employment, most notably Dubuque 
(23%), Platteville (12%) and Madison (5%), Cuba City businesses 
attract workers from a much smaller labor shed. A majority of 
workers traveling to Cuba City commute less than 10 miles (52%), 
and primarily travel from the north and west where there are fewer 
employment opportunities.  

This discrepancy presents some opportunity to replace retiring local 
workers with residents skilled in related industries. Similarly, there are a 
number of industry sectors where significant numbers of skilled local 
workers may present an opportunity to recruit additional employers 
or satellite offices. Chart 2.4 indicates the relative number of skilled 
local residents and daytime workers employed within individual 
industry sectors. There are significantly more residents skilled in Retail 
and Manufacturing than there are locally available jobs.  

Although a certain number of residents will always choose to 
commute elsewhere for higher wages or professional opportunity, a 
recent study indicated that workers who can walk or bike to work 
will accept 40 percent less pay than those who commute one hour 
or more for their job.  

An additional factor for consideration is the number of residents who 
work from home. Nationally, this trend has grown exponentially with 
the rise of higher speed broadband connections. Additionally, many 
firms are using limited-basis remote work options as an employee 
retention tool to accommodate worker needs. The 2010 census 
results indicate that only 30 individuals in Cuba City, or 3 percent of 
the local workforce, work from home. This is lower than the 3.5 
percent regionally and does not represent a large number of 
individuals to support focused economic development efforts. 
However, there is some evidence that Cuba City residents are 

 

Source: Economic Census 2011 

increasingly pursuing home-based businesses as a side career, 
and/or working from home on a limited basis, as evidenced by the 
3,200 non-employer firms identified in Grant County in 2012 by the 
Bureau of Labor Statistics. Facilitating networking among these 
residents (including adjacent towns) can encourage a sense of 
community and facilitate a future entrepreneurship strategy.  

Rural communities frequently have a wealth of entrepreneurs with 
second businesses, hobbyists, and home-based businesses which are 
not officially classified as businesses, but which can have a tangible 
economic impact. In Grant County, there are more than 3,200 such 
entrepreneurial enterprises operating, including more than 500 
individuals working in construction and skilled trades (i.e., 
carpenters), 400 in retail trade (i.e., artisans or home sales such as 
Mary Kay), 440 in real estate, and 250 in professional services 
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Chart 2.4: Resident vs. Workforce Employment Gap
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(including photography, accounting, etc). A Facebook search of 
Cuba City businesses identified several of these businesses in or 
adjacent to the City, including graphic designers, photographers, 
and artisans. Leveraging these individuals can create a future 
source of storefront tenants.  
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Chapter 3: Stakeholder Outreach Summary 

A number of opportunities were provided for Cuba City residents, 
businesses, property owners, and stakeholders to provide input and 
feedback on this plan. Economic development must balance both 
economic realities and the local vision for the future to be supported 
by Cuba City stakeholders and have the greatest chance of 
success.  

Business Retention and Expansion Survey 
The City completed a business retention survey in December of 
2013. Forty-four businesses responded, representing a wide variety of 
industries and business types. The survey explored a number of 
topics, and also asked businesses to identify major issues which 
could present a challenge to future growth in Cuba City. The top 
three issues identified by this survey were:  

1. Workforce recruitment, retention and training 
2. Housing availability and affordability 
3. Need for technical assistance 

Businesses have a generally favorable perception of City 
government and municipal services - nearly all City services were 
ranked as moderately high or high in quality. Out of the 19 services, 
only three (land use/zoning, housing/redevelopment, and cable 
television services) were ranked as at or below average by 
respondents. Administration of the City’s zoning code was a 
frequent complaint by those who chose to provide written 
comments.   

Other highlights of the survey include:  

 86 percent survey of respondents had interacted with City 
staff at least once in the past two years, and these 
interactions were unanimously viewed as positive.  

 Business’ primary market were overwhelmingly local (63 
percent) or regional (26 percent).   

 79 percent of businesses said that sales were either stable or 
increasing, but 98 percent said that employment was either 
stable or increasing.   

 26 percent of respondents planned to expand in the next 
three years, estimating a total of over $3 million in additional 
investment and 40 more jobs.   

The most common objectives expressed were overall economic 
growth and increased coordination and participation. With few 
exceptions, growth was viewed as a positive, with business growth, 
customer growth and residential growth supported by most 
stakeholders. Vacant storefronts and industrial facilities were seen as 
pressing issues facing the community.  

Increased coordination was also identified as a high priority. Many 
point to past initiatives such as the downtown streetscape and ‘City 
of Presidents’ brand as evidence of past community engagement. 
However, many individuals associated with these past successes are 
aging, and there is no established system for encouraging 
participation and input from newer residents and younger 
generations. 

The full report is available through the City’s website: 
http://www.cubacity.org/ecomonic.php  

 Economic Realities  +   Local Vision   =   Attainable 
  of Cuba City        for the future     Market-   
                                           Based        
                                          Vision 
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Developer Interviews 
Five developers were contacted to learn about perceived 
challenges and opportunities for real estate investment in Cuba City. 
Three successful interviews were completed.  

Developer A indicated they would need tax credits to be interested 
in Cuba City as a place for investment. He determined that Cuba 
City was not on WHEDA’s list of priority communities for housing tax 
credits. This doesn’t rule out their investment in the community, but 
with the small market it would make it difficult. If TIF was available, it 
could help overcome the problems of investing in a small market. 
The minimum size residential development this developer would 
consider is 16 units. 

Developer B was familiar with Cuba City because of their basketball 
team. This developer felt a particular challenge were the relatively 
low rents in the community. He felt that an investment could only be 
viable if his development costs were brought down to a point where 
those costs could be covered by relatively low rents. This could be 
done in a number of ways including below market land costs, TIF, or 
tax credits.  Alternatively he could look at the market for a project 
that charged higher than market rents, but he would need to 
understand the local employment base, particularly for the larger 
employers. This would require demonstrated support from those 
employers for a project. The minimum project size for this developer 
would be 24 units. This developer was interested enough in the 
opportunity to ask for follow-up information. 

Developer C was already very familiar with Cuba City and already 
owned a single property in the community. He viewed Cuba City as 
being in transition between being a sleepy bedroom community 
and becoming more vibrant. He saw a number of positive aspects 
to the community including being a safe comfortable community, 
local businesses growing and investing, the community’s investment 
in the industrial park, the hiring of the economic development 

director, the new homes that have been constructed recently and 
the great workforce. On the negative side he saw much of the 
leadership as being reluctant to consider doing things differently or 
involving other people, there is not a lot of expansion on Main Street. 
He saw some opportunities in providing housing for younger retirees 
such as nicer apartments or condos – he thought Cuba City is a 
good market for this demographic, particularly drawing from farmers 
in the surrounding area who are retiring.  All-in-all though he did not 
think he would invest in Cuba City because he sees it as a tough 
market to be successful. 

Public Open House 
An open house to gather public input was held on January 8, 2014 
at the Cuba City Fire Department building.  Approximately 60 
people attended the meeting.  The meeting began with an 
overview presentation of the results of a market analysis, which was 
followed by the attendees breaking into groups to discuss three 
issues: 

1. Areas of Preservation & Opportunity 
2. Economic Opportunities & Challenges 
3. Major Destinations & Missing Links 

Attendees rotated through each station.  Feedback received at 
each of the stations is summarized below. 
 
Areas of Preservation & Opportunity 
This station used Lego blocks to identify areas in and around 
downtown Cuba City that should be preserved, enhanced, or 
redeveloped.  Results from the three stations were compared and 
consolidated to generate one overall map summarizing the results 
of the three groups.  Differences between the maps were reviewed 
and analyzed in the context of the surrounding land uses before 
deciding how to approach the consolidation of feedback into one 
map. 
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Economic Opportunities & Challenges 
The opportunities and challenges station discussed four major issues: 

Cuba City’s Strongest Assets 

A number of strengths were identified in multiple groups: 
education/schools, good food/grocery stores (Thompson’s IGA, 
Weber Meats, Gile Cheese), a strong park system, a variety of 
taverns, the industrial park, a good selection of elderly housing, and 
responsive fire/EMS departments.  Various other business-related 
assets were mentioned in the three group discussions, such as a 
good manufacturing base, agricultural businesses, and antique 
stores.  All of these items can be marketed and boosted even further 
to continue to raise the quality of life for Cuba City residents and 
businesses.   

Major Challenges 

The aging population and the need to attract/retain young families 
were recurring themes among the three groups.  A related 
challenge was a lack of new housing options 
– no assisted living, no 
condominiums/apartments for households 
that may want to downsize, and few new 
residential lots.  These issues are linked 
together – if long-term residents who want to 
stay in the community have limited 
condominium or senior housing options, they 
will tend to stay in their homes longer, which 
reduces the options for young families who 
may want to move into the community.  
Similarly, a lack of apartment choices can 
leave young people who may want to live 
and work in Cuba City with little option but to 
live elsewhere and commute.   

The potentially conflicting desires of better street/sidewalk 
maintenance and lower property taxes were brought up across 
multiple groups.  Economic development challenges included trying 
to encourage more people to buy local, attracting more businesses 
to the industrial park, retailers that tend to emulate local success 
rather than take on new products, and a lack of continuing 
education opportunities in the community. 

Areas of Improvement or Decline  

Attendees were asked about things they have noticed have 
improved or declined over the past 10 years.  All three groups 
mentioned excellent improvement in the City’s parks.  The loss of 
some businesses and the desire to better retain industrial businesses 
were also mentioned.  People have noticed an improved Main  
Street appearance and better focus on boosting housing 
maintenance.  A lack of coordination, and sometimes even 
competition, between community groups was seen as a drawback 
– the perception was that some community groups are more 

   

Three groups participated in determining areas of preservation and opportunity.   
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focused on their own group successes, rather than working together 
to improve the broader community.   

Creation of Opportunities 

Each of the three groups provided feedback on what the City and 
surrounding area could be doing better to create opportunities for 
residents and businesses.  Consistent with feedback in the previous 
three questions, people stated that Cuba City and various 
community groups could: 

 Publicize grants available to businesses and provide 
assistance with grant applications. 

 Do a better job of advertising business opportunities and 
community events.  

 Boost the downtown through a façade improvement 
program and through encouraging people to buy local. 

 Have better coordination between governments, educators, 
and the community, including potential satellite classes from 
UW Platteville and/or Southwest Wisconsin Technical College. 

Major Destinations & Missing Links 
Participants were asked to map their destinations within Cuba City 
and provide feedback on where they think new housing, businesses, 
or public amenities should be located.  The downtown was 

confirmed as the biggest overall community destination, with 
particular focus on the grocery store, the two gas stations to the 
north of the grocery store, and City Hall.   

Popular destinations outside of the downtown included the High 
School, St. Rose of Lima Church, Weber Meats, and various City 
parks.   

A variety of ideas for new development and amenities were 
provided throughout Cuba City.  Bike/walking trails were 
overwhelmingly popular, especially provision of a bike link to 
Platteville.  New housing – including assisted living, multifamily, and 
single-family – were also common suggestions.  New business 
additions to downtown, such as restaurants, office space, an 
optometrist, a veterinarian, and a coffee shop were desired.  
Increased green space downtown was also encouraged.  Some 
highway-oriented businesses, such as a car wash and truck stop, 
were desired along Route 80 coming into town from the north.   

 

Public Survey 
A public survey was performed as part of the Strategic Economic 
Development Plan.  The survey was publicized to residents through 
the City website, at the Open House, and through various other 
local media.  41 people responded to the survey.  Respondents 
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were largely long-term residents – over half have lived in Cuba City 
for more than 25 years.  27 of the 41 respondents were age 46 or 
older.  Nine primary questions were asked – answers are summarized 
below. 

What activities do you conduct/participate in locally in Cuba City?  
11 possible responses were given, which are ranked below: 

1. Dining (90%) 
2. Personal services – bank, salon, etc. (90%) 
3. Shopping (85%) 
4. Religious (73%) 
5. Education (68%) 
6. Recreation (66%) 
7. Library (54%) 
8. Work (51%) 
9. Special Events (51%) 
10. Entertainment/Nightlife (46%) 
11. Government Business (46%) 

 
Approximately how often do you patronize Cuba City businesses?  

 3 or more times per week: 70% 
 1-2 times per week: 18% 
 A few times per month: 8% 
 About 4 times per year: 3% 
 Rarely/never: 3% 

 
Which three destinations do you visit most often?  
The five most popular destinations were:  

1. IGA Grocery 
2. Kwik Trip 
3. Nick’s Café 
4. St. Rose Church 
5. Munyon’s Auto Service 

 

What are three things you like most about Cuba City? 
The five most popular things were:  

1. Clean, well-maintained properties 
2. Friendly people 
3. Schools 
4. Small-town lifestyle 
5. Proximity to Platteville/Dubuque 

 
What is the biggest challenge Cuba City faces? 
Rising property taxes and attracting/keeping businesses were the 
most often cited challenges.  Other challenges that were 
mentioned more than once (in no particular order) were:  

1. Demographic issues – aging population/attracting younger 
residents   

2. Keeping an open mind to change 
3. Growing the community 
4. City leadership/people in government. 
5. Street maintenance 
6. Getting people to shop locally 
7. Lack of quality rental housing  

 
What stores/businesses do you feel are missing or that would be 
successful in Cuba City? 
A fast food restaurant was by far the most popular answer to this 
question.  Other business types that were mentioned more than 
once were:  

 Ice cream shop  
 Clothing store 
 Sit-down restaurants  
 A community center  
 Strip mall. 

 
Other specific store types that were mentioned include a coffee 
shop, bakery, gift shop, variety store, grocery store, vet clinic, barber 
shop, liquor store, and sporting goods store.  The need for additional 
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housing options was mentioned multiple times, though additional 
housing is not really a store or business.  
 
What three words describe your vision for Cuba City in 20 years?   
What should the City look like?  What things, activities, or uses should 
be located here in the future?  
The five items that tended to be repeated throughout were:  

1. Growth (for both Main Street and the Industrial Park) 
2. Construction of a new Community Center 
3. Increase in rental housing options 
4. A beautified Main Street 
5. Attraction of young families  

 
In the next five years, which improvements are important to 
enhancing Cuba City? 
11 possible improvements were listed, and respondents were given a 
scale of one (least important) to four (most important).  The overall 
ranking of improvements, from highest priority to lowest, is shown 
below: 

1. More jobs and businesses (3.60 average) 
2. Better marketing of Cuba City’s residential and business 

opportunities (3.48) 
3. More restored/renovated buildings/storefronts (3.18) 
4. Cleaner and more beautiful downtown environment (3.18) 
5. Increased educational opportunities from preschool through 

continuing education (3.13) 
6. More pedestrian and bicycle friendly community (2.83) 
7. More residential options (2.83) 
8. More shopping choices (2.65) 
9. More restaurants (2.55) 
10. More festivals and events (2.50) 
11. More parks and active greenspaces (1.83) 

 
 

Which one of these items is the most important to address in the next 
five years? 
Of the items listed, the following were the most popular:  

1. More jobs and businesses (7 votes) 
2. Cleaner and more beautiful downtown (6) 
3. Improved education options (2) 
4. Marketing/support of businesses (2) 
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Chapter 4: Cuba City Competitive Position 

Although Cuba City has a number of unique assets and a generally 
positive reputation as a business-friendly and proactive community, 
it does not exist in a vacuum and will compete regionally to attract 
new residents, jobs and businesses. In some cases, Cuba City is an 
attractive candidate for future investment, due to its low business 
and living costs. However, other communities in the area offer more 
housing diversity and better transportation connections, which 
create compelling reasons for locating elsewhere. Although the 
examples provided above are market based factors, general 
perceptions of a community can be equally important in influencing 
decisions about where to expand or locate a business. 

This chapter explores real and perceived competitive opportunities 
and challenges which may impact Cuba City’s ability to compete 
regionally for new investment and economic activity.  This plan 
works towards identifying opportunities associated with existing 
areas of strength and addressing challenges which pose obstacles 
to growth. This plan recognizes that Cuba City is not competitive in 
all areas, and will focus on strategies that work to retain and recruit 
individuals and companies that are best suited to survive and thrive 
in the community.  

Real Estate & Infrastructure Assessment 
The real estate assets present in a community will influence the near-
term potential for residential and business expansion. The presence 
of existing available structures or appropriately zoned and entitled 
land significantly reduces the risk associated with expanding or 
locating within a community. The time and expense associated with 
purchasing, rezoning and developing land requires significant 
investment from the initial investor. In a smaller market where the 
returns on investment are smaller and local processes are unknown 
or unpredictable, it will be more difficult to attract individuals without 
existing ties to the community.  

Currently, Cuba City has three commercial and three industrial 
properties marketed for sale or lease within the community. 
However, all of the spaces differ significantly in size, creating limited 
opportunities for a business interested in the community to find 
suitable existing space. Additionally, many properties are not listed 
online and/or do not have a posted sale or lease rate, making it less 
likely that prospects unfamiliar with the community will identify them 
as viable options.  

The City’s two municipally-owned lots in the business park include a 
parcel with 3 buildable acres and a large (nearly 20-acre) parcel 
which can be subdivided. Both lots are priced competitively within 
the region with a pricing formula based on jobs and investment in 
the community. The City markets these lots, as well as other 
available space, on its website and also on Dubuque’s regional 
economic development site.  

In addition to real estate and transportation, discussed in Chapter 2, 
the availability and expense of infrastructure can be a significant 
cost factor for certain types of businesses. Cuba City ranks favorably 
for both electric and water rates, and has adequate existing 
capacity to accommodate new users with its present day facilities. 
Charts 4.0 and 4.1 illustrate the relative cost of electricity and water 
for large industrial users in southwestern Wisconsin. Cuba City’s utility 
costs are below average in both instances.  

While traditional utility infrastructure still represents the largest cost 
item for many manufacturers, access to broadband connectivity is 
the fastest growing utility demand. Businesses of all types are 
becoming increasingly reliant on global connectivity, and require 
greater data bandwidth and higher speed connections to conduct 
business. In Cuba City’s retention survey, 35 percent of businesses 
identified an anticipated need for increased data usage in the next 
two years. Although Cuba City has several broadband providers, 
the most commonly offered speed is 10 Mbps download, which is 
sufficient for most basic business applications, but does not support 
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most videoconferencing, VOIP or server backups, which are 
becoming increasingly commonplace. (NTIA) 

 

Source: Grant County EDC, 2012 

 

Source: Wisconsin PSC, 2012 

Development Constraints 
In addition to competitive opportunities or challenges at the 
community level, individual sites may pose unique challenges to 
conversion or redevelopment. The most common limitations are 
associated with environmental corridors, brownfield or 
contaminated sites, and the presence of historic structures.  

Environmental Corridors 
A significant amount of wetland area surrounds Cuba City. In 
addition to a generally high water table which precludes certain 
types of development, wetlands exist in areas surrounding the 
business park and to the north and east of the City limits. 
Development in these areas may require larger parcel sizes to 
create adequate buildable sites.  

Brownfields and Contaminated Sites 
There are four sites with open cases of reported contamination 
within the City.  Three of the sites are associated with leaking 
underground storage tanks, and one is a former drycleaner. All are 
well underway with the cleanup process, although some would 
require additional remediation for full redevelopment to occur.  

These sites include: 

 DT Liquor and Convenience store at 3019 STH 80 
 Cuba City Station at 123 N Main Street 
 Kessler Cleaners at 204 S Main Street 
 Phillips 66 at 302 S Main Street 

Historically Significant Properties 
Although a 1976 architectural survey resulted in 79 of Cuba City’s 
historic properties being included in the State’s register of historic 
places, neither the downtown nor any of the individual buildings are 
certified as historic.  This precludes properties from receiving any 
federal tax dollars for restoration, although State tax credits are 
available for historic restoration of properties in existence since prior 
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to 1937. Cuba City’s downtown has several distinctive structures 
which are cherished by the community and should be preserved. 
Other historic properties which have not been adequately 
maintained or are not historically important may be incorporated 
into redevelopment sites.  

An active brownfield site exists at the former Cuba City Station.  
 
 

 
Although some downtown buildings retain their historic facades, many 
others have been altered or covered during previous renovations.  
 

Opportunities & Challenges 
Based on market information and stakeholder input, a set of key 
opportunities and potential challenges was identified. These factors 
represent elements of the local economy and business climate 
which may demonstrate a competitive advantage in attracting 
growth in certain sectors, or introduce hurdles to recruitment in other 
areas.  

Key Opportunities 

 Strong community pride and appealing 
neighborhoods 

 Substantial and prosperous business 
community 

 Positive reputation of City and School 
District 

 Ample development-ready land for 
industrial and residential use 

 Existing clusters: antiques, agriculture & 
specialty foods 

Potential Challenges 

 Older employee base 
 Stagnant residential growth 
 Limited historically significant or 2-story 

structures on Main Street.  
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Recommendations within the strategic plan will provide a framework 
for effectively marketing opportunities and assets to target 
audiences while simultaneously addressing or mitigating 
shortcomings to create longer-term success.  
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Chapter 5: Economic Development Strategies 
and Implementation Work Plan 

Combining the result of market analysis and stakeholder input, the 
Community Development Corporation approved a formal 
economic development vision for the community. This vision is  

Cuba City will become an economic development leader amongst 
Wisconsin’s rural communities by encouraging redevelopment, 
increasing the number of well-paying jobs through growth in new 
and existing businesses, and enhancing the City’s quality of life 
through strategic investments in community infrastructure.   

In order for Cuba City to achieve this vision, it must maximize areas 
of competitive advantage and address several challenges which 
impact the City’s ability to be competitive in certain sectors. 

Recommended Strategies 
Based on the results of the market analysis and stakeholder input, a 
set of economic development strategies are recommended for 
Cuba City. These strategies are grouped into five major categories:  

1. Organization & Funding 
2. Business Retention/Expansion/Recruitment 
3. Events & Marketing 
4. Redevelopment 
5. Infrastructure Improvements 

There are 24 total strategies summarized in the chart at the end of 
this chapter.  Some strategies apply to more than one category.   

Business Recruitment Targets 
Although 80 percent of new investment and job growth is likely to 
come as a result of existing business expansion, Cuba City has the 
potential to recruit new businesses both to downtown and the 

business park. This section identifies recruitment targets for the City, 
which will enable staff to tailor marketing and outreach to businesses 
that have the greatest chance of success in the community, and 
which will leverage the unique assets in the community and 
potentially spur additional growth. Although the City will continue to 
work with all prospective businesses, a more proactive approach to 
outreach can increase effectiveness of these efforts given limited 
staffing and funds for these initiatives.  

Professional & Industrial 

Recruitment targets for professional and industrial employers rely on 
the presence of the following factors to identify an optimal 
relocation: 

1. Existing workforce  
2. Existing supplier/vendor companies 
3. Existing facilities or suitable land with adequate infrastructure 

Additionally, Cuba City should focus most of its recruitment efforts on 
industries with strong growth prospects. In addition to being the most 
likely to have near term expansion needs, they also provide a 
positive outlook for future growth. Chart 5.0 illustrates industries with a 
high location quotient in Grant County according to their long-term 
growth prospects.  

Location quotient is a measure of the relative concentration of an 
industry in an area, indicating that a cluster exists, and/or that there 
are unique assets which make that industry competitive in an area. 
Location quotients can only be calculated at the County level. 
However, as most stakeholders identified other Grant County 
communities and Dubuque as primary competitors for business 
prospects, it is safe to assume that a business locating in Cuba City 
can take advantage of a County-wide network of suppliers and 
vendors.  
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As illustrated in the chart, Beverage Manufacturing and Waste 
Management (including biodigesters) represent the most positive 
sectors. Other industry clusters, such as textile, apparel and 
agricultural support, have a strong presence in the County, but more 
limited industry-wide growth prospects. Marketing to businesses 
within this sector should be targeted based on existing 
vendor/supplier networks within the County, or focused on sub-
sectors or companies investing in expanding products or services.  

From a recruitment perspective, Cuba City has adequate and 
affordably priced infrastructure to support a majority of the industries 
represented by the higher growth sectors, which share a common 
demand for high volume water and wastewater service. With the 

exception of facilities which are focused on high volume 
distribution, companies in any of these sectors would be 
appropriate targets for Cuba City’s business park.  

New Development and Infill Opportunities 
An opportunity exists to introduce market-supported uses 
at key infill sites in Cuba City. The map on the following 
page identifies key redevelopment sites, as well as areas 
to preserve or enhance.   

Chapter 5 introduced a number of recommendations for 
furthering Cuba City’s economic development efforts, 
working toward achieving the City’s vision of an 
economically prosperous community with a strong 
quality of life. However, Cuba City, due to its small size, 
has a limited budget and staffing for implementation 
efforts. This requires the City to maximize its ability to 
leverage local and regional partners, and to attract 
outside investment to the community. This chapter 
provides a 5-year work plan which breaks down 
individual recommendations into smaller elements, 
creating a sequential series of initiatives which will help 
the City remain on track for achieving its vision.  

5-Year Work Plan 
The following pages include a 5-year work plan for economic 
development initiatives within Cuba City. This work plan identifies 
individual economic development strategies, tactics to implement 
the strategies, priority levels, timing, implementation partners, 
potential costs/funding sources, benchmarks, and the benefits of 
carrying out the strategies and tactics.   

  

Source: BLS, DWD  
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1 ♦ ♦
Provide sites with 
public services for 
businesses wanting to 
locate in and grow in 
Cuba City.

Prepare a one-page marketing 
flyer for the Business Park; 

continue to use Cuba City's two 
industrial TIDs as a tool to 
maintain an inventory of 

industrial sites with public services 
and to provide incentives to 

companies interested in locating 
or growing in Cuba City; work 

with regional broadband 
providers to increase broadband 

speed and capacity.

High Continuous
Econ. Dev. Staff; 

CDC; City 
Council

Nominal for 
marketing 
material & 

coordination with 
telecoms; TIF 

incentives 
dependent upon 

project.

Number of 
businesses 
opened.

TIF is one of the most powerful economic development tools available to local 
governments in Wisconsin. It provides municipalities with the financial capacity to 
implement projects that will support growth in both the tax base and the jobs base. On-
going and wise use of TIF is critical to success in economic development.

2 ♦ ♦
Redevelop/ 
rehabilitate blighted 
structures.

Perform blight determination to 
quantify the extent of the 

problem; implement façade 
improvement program for 

buildings to be preserved; work 
with local lenders to create a 

low-interest loan fund for 
downtown building renovations; 
recognize outstanding properties 
& carry successful design themes 

through to other businesses.

High Continuous

High ($5,000-
$10,000 per 
building for 

façade program; 
additional for 

redevelopment)

Blight 
determination.

Like many small Wisconsin communities with a traditional downtown, Cuba City has 
some buildings that have either suffered from lack of maintenance or been 
remodeled without regard to the building's historic architecture.  Some newer buildings 
have been constructed without regard to the downtown context.  An analysis of 
building conditions in and around the downtown is needed to quantify the extent of 
the problem and set the stage for solutions via a potential tax increment district and 
facade improvement program.  Outside grant funds can sometimes also be used to 
address blight, if an analysis has been performed to quantify the number and extent of 
dilapidated structures.  While the term "blight" can result in controversy, a property 
condition analysis is actually the first step that leads to City reinvestment in the area's 
building stock. 

3 ♦ Develop/redevelop 
underutilized sites.

Produce profiles of target sites on 
page 24; contact property 

owners to determine interest in 
participating in marketing for 

potential redevelopment and/or 
selling properties; create TID & 

redevelopment district to assist in 
redevelopment projects.

High Continuous Econ. Dev. Staff

Nominal (for 
profiles); High (for 

potential 
redevelopment 

assistance)

Redevelopment 
projects.

Sites to target for potential redevelopment were identified as part of this economic 
development plan.  The City will need to work with property owners to facilitate 
redevelopment into land uses targeted as part of this study.

4 ♦
Establish 
redevelopment-
focused 
organizational 
capacity.

Training of Redevelopment 
Authority (RDA) or Plan 
Commission; clarify City 
committee and allied 
organizations' roles for 

implementation.

High Short Term
City Council, 

Plan Commission, 
CDC

Establish RDA ~ 
$2,500; Plan 

Commission or 
RDA Training 

~$750

RDA formed or 
use Plan 

Commission; 
training sessions 

held.

Plan commissions oftentimes meet only as needed to review development proposals, 
and do not meet to proactively address a community's redevelopment goals.  
Sometimes a Commission doesn't have development expertise and/or becomes 
bogged down in political considerations related to development.  Establishing a RDA, 
with members who have experience in development and related fields (real estate, 
engineering, etc.), to focus on carrying out redevelopment goals can lead to better 
results.  Similarly, empowering the Plan Commission, through training and a broader 
mission - encouraging and implementing redevelopment - can yield similar results.
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5 ♦ ♦ ♦ ♦
Create a dedicated 
local funding source 
for downtown 
improvements.

Create Downtown TID. High Short Term
City Council, 

Plan Commission, 
CDC

$15,000-$20,000 TID Creation

While grant funding can be an important part of revitalizing any community, there will 
inevitably be grant matching costs and/or projects that are not eligible for grant 
funding.  A dedicated local source of funding with minimal impact on the tax levy is 
critical to implementing plan goals.  Communities around the state have successfully 
used TIDs in their downtowns to implement revitalization programs.  

6 ♦ ♦ Increase workforce 
multifamily housing.

Promote sites to developers, 
including redevelopment sites 
close to downtown; establish 

land bank & incentives for 
multifamily development; 

approach local 
lenders/investors/HUD/USDA to 
establish a favorable financing 
package; explore the potential 

of pre-leasing units.

High Short Term Econ. Dev. Staff, 
CDC, RDA

$500 for 
promotional fliers; 
$5,000 - $500,000 
to either acquire 
or secure options 
to purchase on 

key 
redevelopment 

sites

Dwelling Units 
(DU) constructed.

Growing jobs within a community is only one part of a broader economic 
development initiative.  If employees have no place to live within the community, the 
local economy does not acquire the full benefits of job creation - employees will 
spend a significant amount of money close to their home and become more 
engaged in their home community.  Similarly, it can be difficult to attract new 
businesses or retain expanding businesses if the local housing stock does not provide a 
sufficient number of options for employees.  Community acquisition of sites to land 
bank and market to developers and/or facilitating redevelopment between 
developers and willing sellers can go a long way to close the gap between employee 
desire for local housing options and the market's ability to respond to demand.

7 ♦ ♦ Increase multifamily 
housing for seniors.

Promote sites to developers, 
including redevelopment sites 
close to downtown; establish 

land bank & incentives for 
multifamily development.

Medium Short Term Econ. Dev. Staff, 
CDC, RDA

$500 for 
promotional fliers; 
$5,000 - $500,000 
to either acquire 
or secure options 
to purchase on 

key 
redevelopment 

sites

DU constructed.

Senior housing can be a forgotten part of the economic development equation.  
However, not only does senior housing grow jobs by keeping purchasing power within 
the community and creating medical/service jobs, it also frees up housing for new 
families by giving seniors low-maintenance options to move out of their single-family 
homes while still maintaining the community connections they enjoy.  

8 ♦ Increase professional 
services options.

Prepare market profile sheet; 
recruit IT/accounting businesses 

to City; connect potential IT 
firms/accountants with local 

businesses.

Low Short Term Econ. Dev. Staff; 
Chamber Nominal

Number of 
businesses 
opened.

Local options for business services such as information technology and accounting are 
lacking in Cuba City.  Many businesses have to use outside firms for common 
tasks/services.  Sufficient demand may exist to support more local services in certain 
sectors if area businesses commit to buying local.

9 ♦ ♦ Increase restaurant 
options. Prepare market profile sheet. Medium Short Term Econ. Dev. Staff; 

Chamber Nominal
Number of 
businesses 
opened.

While most small Wisconsin communities have a variety of bar/tavern choices, the 
selection of full- and limited-service restaurants can sometimes be lacking.  Restaurants 
are an important part of establishing a complete community - they can retain dollars 
brought in to the community by commuting employees, provide a place for businesses 
to entertain clients, and create positive spillover impacts on surrounding commercial 
properties.  While it is difficult to start a new restaurant, the community can get a head 
start on encouraging new activity by compiling market statistics illustrating what parts 
of the restaurant sector have unfulfilled demand in and around Cuba City.
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10 ♦ ♦
Increase general 
merchandise retail 
choices.

Prepare market profile sheet. Medium Short Term Econ. Dev. Staff; 
Chamber Nominal

Number of 
businesses 
opened.

Grocery stores and general merchandise stores tend to be the most frequent retail trips 
for most households, which often combine other errands with these trips.  If people are 
traveling outside the community for general merchandise wares, the community can 
lose more than just general merchandise sales.  Such stores can also serve as a 
magnet to the surrounding countryside, attracting some trips from nearby residents 
that may currently be making the longer drive to Platteville or Dubuque instead of 
making purchases in  close by Cuba City.  Small and medium-sized general 
merchandise retailers have been expanding throughout smaller cities and villages in 
the Midwest.  Illustrating market demand is the first step to attracting such retailers. 

11 ♦
Expand service 
offerings of existing 
businesses.

Reach out to local businesses to 
publicize spending gaps shown 

in the market analysis.
Medium Short Term Econ. Dev. Staff; 

Chamber Nominal Increased local 
sales.

Communities often focus on landing big new businesses when trying to address 
shortcomings in the business mix.  However, incremental addition of product lines to 
existing businesses can be just as effective as luring new businesses, while also being 
less risky.  Right now, the two biggest unmet retail spending gaps in Cuba City are in 
the Health and Personal Care category (cosmetics, eye glasses, health supplement 
stores, pharmacies), and General Merchandise (department stores, dollar stores, stores 
like Wal-Mart/Target).  Other sectors with strong local demand include auto parts, 
building supplies, sporting goods, hobby supplies, and furniture.  Existing businesses in 
Cuba City may be able to building upon their success by adding product lines to meet 
demand that is currently leaving the City.

12 ♦ ♦
Move home-based 
businesses into 
Downtown or 
Industrial Park, as 
appropriate.

Survey home-based businesses 
to determine demand and 

needs; work with home-based 
entrepreneurs and building 

owners to match businesses with 
available space; determine 

whether/how much assistance 
may be needed and best way 

to provide assistance.

Medium Short Term

RDA/Plan 
Commission; 

Econ. Dev. Staff; 
Chamber

Nominal

Occupied 
storefronts 

(downtown); new 
buildings or 
remodels 

(industrial park)

Assisting willing businesses in taking the step from home business to commercial 
businesses is a way to build off of current local successes.  The transition from startup 
into dedicated commercial/industrial space is a difficult one that can be made easier 
with local facilitation between home businesses looking to grow and property owners 
who have space.  Depending on the situation, businesses may need funding 
assistance to move operations.

13 ♦ ♦ Create more special 
events.

Use Cuba City's "City of 
Presidents" theme to plan future 

events.
High Short Term Chamber TBD Events held.

Not only do special events build community pride, they also help establish recognition 
within the region and attract visitors who spend money at area shops and restaurants.  
While Cuba City already has a built in "City of Presidents" brand, the opportunity exists 
to further boost the brand with presidential-related special events.  Presidents' Day 
(aka "Washington's Birthday"), which is observed on the third Monday in February, is the 
most obvious day for related special events.  Aside from the more widely observed 
Memorial Day and Independence Day holidays, community events could also be held 
on Flag Day (June 14th).  
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14 ♦ Enhance downtown 
aesthetics.

Facilitate opportunity for 
businesses to meet with experts 

on marketing via storefront 
displays; participate in UW 

Extension's "First Impressions" 
program.

High Short Term Econ. Dev. Staff; 
Chamber; UWEX Nominal Storefront displays 

enhanced.

Opportunities exist to boost the downtown business climate through more engaging 
displays along Main Street.  The City can facilitate such an improvement by working to 
bring in a marketing expert to meet with businesses to work on display techniques to 
increase sales.  Coupled with a facade improvement program (see #16 below), such 
an effort could have a significant impact on the vitality of the downtown.

15 ♦ ♦
Improve design and 
aesthetics of parking 
areas.

Improve selected parking areas 
(such as the area by Presidential 

Courtyard park).
High Short Term

Parks 
Department; 
Public Works

High ($20,000-
$100,000+, 

depending on 
design/ 

amenities)

Reconstruction of 
parking areas.

While the downtown generally has a sufficient supply of public and private parking 
within easy walking distance of businesses, the aesthetics and layout of off-street 
parking areas, especially the area adjacent to the Presidential Courtyard park, could 
be improved with a redesign.  Attractive and well-designed parking can make a good 
first impression with visitors.  In the instance of the Presidential Courtyard area, the 
design could be combined with an expansion of the park to enhance its presence 
along Main Street.  It is also important to provide some level of off-street parking for 
longer-term visitors so on street stalls can be reserved for convenience stops directly in 
front of businesses. 

16 ♦ ♦ Better utilize existing 
buildings.

Zoning ordinance enforcement; 
prohibit first floor residential in 

downtown core.
High Short Term City Staff Nominal Active storefronts/ 

parcels.

Contrary to original design and current zoning, many buildings in and around 
downtown Cuba City are used for storage/ warehousing.  Such buildings are often 
bought up for use as cheap storage by people/companies with businesses in larger 
cities, such as Dubuque.  This conversion of space from active retail/service/residential 
uses to storage uses has a detrimental impact on the vitality of the downtown.  
Properties must be converted back to active use via strict enforcement of existing 
zoning regulations.  Similarly, it is important for commercial businesses to have a 
continuous commercial frontage - breaks in storefronts by warehouse or residential 
uses can be detrimental to the entire downtown.

17 ♦ ♦ ♦
Leverage grant 
opportunities to 
implement identified 
strategies.

Match specific public and 
private grant funding programs 

to action plan.
High Mid-Term

Economic 
Development 
Director, CDC, 

Public & Private 
Funders

$5,000 - $10,000

Report matching 
specific projects 

with grant 
opportunities.

Cuba City will not be able to implement all strategies within this plan purely with local 
funding.  There are a variety of public and private grants that are available for various 
economic development activities - such programs should be studied in detail to 
match funding opportunities with desired outcomes, as outlined in this chart. Cost is an 
estimate of level of staff effort to prepare grant applications.
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18 ♦ ♦
Workforce 
development & 
training.

Link employers/employees with 
training opportunities available 

through SW WI Technical College 
and UW Platteville; work with SW 

Tech and UWP to bring high-
demand training opportunities to 

Cuba City; work with the 
Wisconsin Women's Business 

Initiative Corporation (WWBIC) to 
provide business resources and 

training.

High Mid-Term Econ. Dev. Staff; 
CDC; SWTC; UWP

Nominal for 
distributing 

information about 
training 

opportunities; 
$500 - $3,000 to 
underwrite the 
cost of bringing 

programs to 
Cuba City

# training 
opportunities 
distributed to 
employers; # 

training 
opportunities 

provided in Cuba 
City

Numerous Cuba City businesses reported difficulty in recruiting qualified workers to fill 
open positions in the City.  Part of the difficulty may be attributable to a lack of local 
continuing education opportunities.  However, opening a local technical college 
branch offering a variety of educational opportunities is unlikely.  Economic 
development organizations should work with employers, potential employees, and 
educators to identify the most pressing needs and coordinate training opportunities to 
match job-seekers with educational opportunities that pay off with immediate 
employment upon completion.  

19 ♦ ♦ Improve downtown 
pedestrian safety.

Improve sidewalks/terraces, 
implement traffic calming 

measures. 
High Mid-Term

City Staff; Public 
Works; City 

Council

High (cost 
depends on 

measures to be 
implemented)

New 
infrastructure.

Improving storefronts is only part of the equation when enhancing a downtown.  No 
matter how attractive the storefronts are, people won't visit the stores if they don’t feel 
comfortable walking around.  Narrow terraces, a lack of pedestrian amenities, 
sidewalk obstructions, and dangerous street crossings are all impediments to a thriving 
downtown business district.  Slowing traffic not only increases pedestrian safety, but 
also enables drivers to be more aware of their surroundings and makes them more 
likely to stop at a business.  Implementing curb bumpouts, widening/enhancing 
terraces, and installing raised crosswalks are all examples of methods to improve the 
downtown pedestrian experience.  

20 ♦ ♦
Increase purchases of 
local goods and 
services.

Establish a "buy local" campaign; 
determine feasibility of an indoor 

winter location for the 
Community Market; expand 

upon the success of community 
market days by encouraging 

expanded business hours.

High Mid-Term City Staff; CDC; 
Chamber

$500 - $1,000 "buy 
local" campaign; 

nominal for 
understanding 

feasibility of 
indoor market 

location & 
encouraging 
longer hours.

% of local 
merchants 
reporting 

increased sales.

The American Independent Business Alliance has estimated that that each dollar spent 
at a local business returns three times more money to the local economy than one 
spent at a chain.  Buying local builds community, support the unique community 
character, increases choices, and creates jobs.  

21 ♦ ♦
Boost awareness of 
job openings in Cuba 
City for local & 
regional employees.

Work with employers to establish 
a resource to advertise positions 
within Cuba City; communicate 

with Cuba City alumni to 
promote Cuba City job and 

investment opportunities.

Medium Mid-Term City Staff; CDC; 
Chamber

Nominal for 
coordination & 
communication

Increase in 
available Cuba 
City jobs posted 

on internet.

Currently only 33% of area businesses list job openings on the internet.  This greatly limits 
the ability of Cuba City to attract new residents and causes local labor shortages for 
skilled positions.  
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22 ♦ ♦
Improve capacity to 
assist local businesses 
with ownership 
transfer

Partner with SBDC, SWTC, UW 
Extension and regional attorneys 
and accountants to conduct a 

series of workshops on ownership 
transition.

Medium Mid-to-
Long-Term

Econ. Dev. Staff; 
CDC; SBDC; UW-
Extension; SWTC; 

Accountants, 
Attorneys

Nominal Workshop 
attendance.

Many small rural communities lose businesses through attrition - there is no one to take 
over the business when the owner is ready to retire, so the business just closes. 
Encouraging local businesses to consider and plan for ownership transition could help 
retain a number of businesses that might otherwise close over the long-term.  This can 
also provide business opportunities for other community residents.

23 ♦
Improve the existing 
housing stock in the 
City.

Establish a locally-funded 
housing stock improvement 

program funded by TIF.
High Mid-to-

Long-Term

City Council, 
RDA or Plan 
Commission, 

CDC

$250,000 Homes improved.

One of the issues holding Cuba City back is the relative poor quality of the housing 
stock. As older residents age and senior housing options become available, more 
single-family homes will come on the market. Many of these homes will need work to 
bring them up to modern standards demanded by today's young families. A housing 
stock improvement program can provide an incentive to both attract young families 
to Cuba City and help to improve the housing stock.

24 ♦
Establish agriculture-
related business 
cluster.

Locate new agriculture 
businesses in proximity to existing 

agriculture businesses.
Low Long Term Plan Commission Nominal

# Ag businesses; 
mean distance 

from Gro Alliance

Cuba City supports the continued strong agricultural tradition of the surrounding 
countryside.  To build off of this tradition, the City should, over the long term, plan for 
an area to be set aside to attract agriculture-related businesses.  

25 ♦ ♦
Embrace Cuba City's 
growth as a bedroom 
community.

Provide a variety of residential 
housing options to serve local 

and regional employees.
Medium Long Term Plan Commission Nominal DU constructed.

Given Cuba City's proximity to Dubuque (20 minute drive) and Platteville (<10 minute 
drive), the potential exists to attract employees who work in those communities to live 
in Cuba City.  People are generally most involved in their home (not work) community - 
the City would see benefits in business growth to serve such workers.  The City may 
need to facilitate development of mixed-income residential neighborhoods via 
Comprehensive Planning and working with developers to implement planned 
outcomes. 

26 ♦
Develop a trail 
network to connect 
residents to local and 
regional destinations.

Investigate DNR/DOT grant 
opportunities for trail planning. Medium Long Term City Staff

~$2,000-$6,000 for 
grant application 

assistance

Inclusion of trails 
in Comprehensive 

Plan.

Resident participation in the development of this plan identified a desire for 
recreational trail connections to local and regional destinations.  The City should 
pursue grant opportunities for trail planning through the DNR and DOT; Stewardship 
grants and Transportation Enhancement grants are the most likely candidates.  The 
City should pursue partnerships with other governmental entities, such as Grant County 
and the City of Platteville, depending upon the potential scope of regional trail 
planning efforts.  The results of any trail planning should be integrated into the City's 
Comprehensive Plan.

Timing: Short Term <2 years; mid-term 2-4 years; long term >4 years.
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Appendix: Business & Community Resource 
Guide and Retail Supply & Demand Analysis  
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Business & Community Resource Guide 

There are multiple organizations and resources available to Cuba 
City as it moves forward with implementing this plan. Some resources 
which may be particularly useful are provided below, grouped 
according to purpose and focus. Of course, many resources are 
also available locally within the community and should be utilized 
whenever possible.  
 
Startups and Small Businesses  
• SCORE (Service Corp of Retired Executives) provides regular 

workshops and individual business counseling and mentoring 
services. Services are free, and businesses are matched with 
executives with similar industry experience. Run through Small 
Business Development Center (below).  

• Small Business Development Center. www.sbdc.wisc.edu Free 
business counseling for start-up and existing businesses. The 
program also hosts numerous workshops on business planning, 
financial management and small business finance.   

• Early Planning Grant (EPG) program  The EPG program allows 
applicants working within certain industry clusters to hire an 
independent third party to help them prepare a comprehensive 
business plan. 

 
Downtown, Community Marketing and Local Arts & Retail 
• Wisconsin Main Street Assistance for program communities for 

manager training, best practices, marketing, business 
recruitment, volunteer development, design consultation and 
more. Communities of under 5,000 must hire part time director 
and demonstrate financial commitment to be eligible.  

• 3/50 Buy Local Program www.the350project.net – Available 
assistance for buy local campaigns including media releases, 
posters, best practices and other information on supporting local 
retail.  

• Downtown Merchandising Assistance: Carolyn Fredericks – 
interior design and merchandising consultant. 
carolynfredericks@charter.net, 920-210-3359 

• Grant County Economic Development Corporation – 
http://www.grantcounty.org/ – local organization to assist 
communities in marketing and economic development.  

• Destination Bootcamp – managed by Jon Schallert, the program 
is akin to a local retail conference dedicated to individual 
communities. www.destinationbootcamp.com 
 

Education, Training and Workforce Development  
• Business Employees' Skills Training (BEST) Program BEST was 

established to help small businesses in industries that are facing 
severe labor shortages upgrade the skills of their workforce. The 
BEST program provides applicants with a tuition reimbursement 
grant to help cover a portion of the costs associated with 
training employees. 

 
Business Finance & Grants  
• Regional Revolving Loan Fund. Funds available for retention or 

creation of jobs and fixed asset investment. Ron Brisbois, Grant 
County Economic Development Executive Director at 
gcedc@grantcounty.org 

• Qualified New Business Venture Early-stage businesses engaged 
in developing innovative products or services related to 
proprietary technology may be designated as Qualified New 
Business Ventures. This designation is designed to assist businesses 
in their efforts to attract investors by making state tax credits 
available to individuals and groups investing in these businesses. 

• Technology Assistance Grants (TAG)  TAG aids small, high-
technology businesses in their efforts to obtain seed, early-stage 
or research and development funding. 

• Rural Economic Development (RED) Program The Rural 
Economic Development  program is designed to provide 
working capital or fixed asset financing for businesses. 
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• Blight Elimination and Brownfields Redevelopment (BEBR) Grants   
The BEBR program is designed to assist communities with 
assessing or remediating the environmental contamination of an 
abandoned, idle or underused industrial or commercial facility or 
site in a blighted area, or that qualifies as blighted. 

• Economic Diversification Loan (EDL) Program The goal of the 
Economic Diversification Loan (EDL) program is to diversify a 
local community's economy. The EDL program is designed to 
help businesses establish and expand operations. The EDL 
program is a low interest loan program that may be able to 
finance a portion of the costs of these improvements. 

• USDA Rural Development Grants Low interest loans and grants 
for community facilities and infrastructure projects. Funding 
based on area income, utility rates and borrowing capacity of 
applicant community.  

 
Property Listings  
• www.costar.com – free service for property owners to list 

properties. City may submit listings, but must be confirmed by 
property owner at followup call.  

• www.loopnet.com – free service for City or property owners to list 
properties. Account can be setup online. Tracking information to 
view number of property hits and downloads.  

• www.locateinwisconsin.com – free service for City or property 
owners to list properties.  

• www.propertydrive.com and www.xceligent.com – fee-based 
listing services for property listings commonly used by brokers.  

 
Useful Internet Guides for Business Information and Assistance  
• SBA Guide to Wisconsin Resources  A PDF document covering 

“Getting Started in Wisconsin,” “Financing Your Business,” and 
“Ideas for Growing Businesses.”  

• State of Wisconsin Business Services  Links to state agencies, 
resources, programs and information helpful to people interested 
in doing business in Wisconsin.  

• Wisconsin Business AnswerLine  A free service of the Wisconsin 
Small Business Development Center. AnswerLine counselors have 
real-world business management experience. They’re available 
to give free answers to your business start-up or management 
questions. 

• Wisconsin Business Wizard  Determine licensing, permitting and 
regulatory requirements, obtain necessary application forms, 
identify available state resources, and access other valuable 
business-related information. 

 
Community Development Funding Resources 
 The USDA offers a variety of programs for assisting in community 

development, housing, and community facilities.   
 The CDBG program offers assistance for a variety of community 

development activities, such as construction of public facilities 
(CDBG-PF), planning efforts (CDBG-PLNG), and housing 
development (CDBG-Housing). 

 The Wisconsin Department of Tourism offers assistance for event 
planning and associated marketing. 

 The DNR offers funding assistance for a variety of environmental 
initiatives from park and trail acquisition to water quality to 
cleanup of environmentally contaminated “brownfield” sites.  

 The DOT has programs for major street reconstruction projects 
and trail projects.   

 The Wisconsin Economic Development Corporation (WEDA) 
manages a number of community development programs; their 
website also offers a directory of various grant programs 
managed by other state agencies (including those mentioned 
above).   
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