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INTRODUCTION & PURPOSE
BID #19 BOUNDARIES
The Villard Avenue Community Visioning project was focused
within the BID #19 boundaries. Established in 1997, the Villard
Avenue BID (BID 19) includes properties along Villard Avenue
from N 29th Street to N 42nd Street. The boundaries also
include buildings on key side streets that intersect with Villard
Avenue between 29th and 42nd Streets. This is a first ring or
primary retail trade area that is approximately 2 square miles
in size and includes the Villard Avenue BID, as well as the
neighborhood immediately adjacent to the commercial
corridor. The baseline neighborhood data being used in this
report can be found in the City of Milwaukee’s Villard Avenue
Revitalization Plan from 2007.
Intent

The goal of this report is to assemble the data uncovered via
the community visioning sessions held in May of 2019. These
visioning sessions facilitated by staff from Havenwoods
Economic Development Corporation were designed to solicit
feedback from stakeholders which included residents, business
owners, investors and partners.
The visioning sessions served to better inform BID 19 and its
community partner; Havenwoods
Economic Development
Corporation as they plan a range of program options to further
strengthen the corridor, as well as identify development ideas
for properties that are currently vacant or vulnerable to
change. The goal was to build on existing revitalization plans
and create an up to date strategy for the revitalization of
Villard Avenue.

Villard Avenue Business Improvement District (BID 19), Boundary (Source:
Villard Avenue Revitalization Plan, 2007)

Villard Avenue Business Improvement District (BID 19), Boundary (Source:
Villard Avenue Revitalization Plan, 2007)
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EXISTING CONDITIONS
Neighborhood Profile

The neighborhood surrounding Villard Avenue consists of
census tracts 2000, 2100, 2400, and 2500. (1.42 square
miles) It should be noted that all socio-economic data
used in this report is sourced through American Fact
Finder and the Census Bureau.

Villard Avenue Neighborhood Profile Boundary,
Census Tracts 2000, 2100, 2400, 2500 (Source:
Villard Avenue Revitalization Plan, 2007)

The total population of the Villard Avenue neighborhood
in 2010 was 8,470. That is a decrease from 10,037 as
stated in the City of
Milwaukee’s Villard Avenue
revitalization study completed in 2007. The estimated
projected total population for 2017 is 9,124 with a margin
of error averaging +/-300. African American residents
represent nearly 80% of the total population and 85% of
the population is comprised of a minority population.
As it pertains to population age, nine percent (9%) of the
neighborhood’s population is under the age of 10.
Nineteen percent (19%) is between 10 and 19. Twenty –
three (23%) is between 20 and 34.
Thirty-Five percent (35%) is between 34 and 59. Fourteen
(14%) of the population is over 60. These are projected
estimates from the Census Bureau for 2017.

Source: US Census Bureau, 2010
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Household Income
The median income for the Villard Avenue neighborhood is
$30,000. The City of Milwaukee’s median household income
as of 2008 was $37,331. The Villard Avenue neighborhood is
experiencing extreme poverty. In 2017 it was estimated that
35% of the population is living below the poverty level.

Income by Percentage

Homeownership
The owner occupied rate in Census Tracts
2000,2100,2200,2400 and 2500 combined is 41%.

% of Homeowners by Tract
Source: US Census Bureau, 2010
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Source: US Census Bureau, 2010
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Public Involvement
An integral piece in the development of the Villard Avenue
Revitalization Plan is the participation and input provided by various
stakeholders of Villard Avenue. Community input was gathered in a
variety of ways.
In May of 2019, two visioning sessions were held to solicit feedback
from stakeholders regarding the future of Villard Avenue. To
accommodate a variety of schedules, the first visioning session was
held on a Saturday morning from 10am-1pm. The second visioning
session was held on a weekday evening from 5p-8p. Each session had
55-60 attendees. During the course of both visioning planning sessions,
participants were asked to provide input about the following:
•
•
•
•
•
•
•

Strengths
Weaknesses
Opportunities
Threats
Economic structuring preferences
Perceptions of Villard Avenue
Image Preference Survey
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Visioning Discussion Themes
Strengths Identified
There were three themes that emerged amongst all of the
small group discussions as it relates to the existing strengths of
Villard Avenue.
1. Public amenities such as the library, parks, social services,
and schools were the most frequently identified as strengths
on Villard Avenue.
2. Participants identified the people in the neighborhood as
an asset to the community in terms of homeowners, the high
traffic count of how many cars flow through the corridor
daily, and the legacy of a working community.
3. The third theme that emerged was the diversity and
convenience of the existing businesses. Stakeholders
identified key businesses that currently meet their needs
which include CVS, Tony’s BBQ, McDonalds, Cousins, Oasis,
BP gas station, Citgo gas station, US bank Fiyahside
Jamaican Restaurant, JJ’s Fish, Food Town, barbershops, and
convenience stores. It is worth noting that all of the
mentioned businesses are those of convenience and often
vehicular oriented regarding drive thru, large parking lots,
and fast food.
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Weaknesses: Solutions Needed
The prominent themes of the weaknesses identified on
Villard Avenue were crime and blight. As it relates to crime,
complaints of loitering, speeding, panhandling, drug
activity, and prostitution were voiced by participants.
Regarding blight, participants were uniformly dissatisfied
with the amount and condition of vacant and blighted
buildings. Other weaknesses identified were: lack of
African American owned businesses, lack of access to
capital, and homelessness.
1. Crime
Crime and safety represent a major concern as expressed
by stakeholders that participated in the visioning process.
When compared to the City of Milwaukee as a whole, the
crime statistics for the neighborhood surrounding Villard
Avenue show a crime rate above the city average. Based
on data presented by the Wisconsin Bureau of Incident
Reports, the City of Milwaukee has a crime per capita of
56.8 per 1000 residents in 2018. The Villard Avenue
neighborhood experienced 132 offenses per 1000 residents
in 2018. That is a decrease from 160 per 1000 residents as
documented in the Villard Avenue Revitalization study
completed in 2007.
https://data.milwaukee.gov/dataset/e5feaad3-ee73-418cb65d-ef810c199390/resource/87843297-a6fa-46d4-ba5dcb342fb2d3bb/download/wibr.csv.
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Solutions Needed (continued)
2. Vacant and Blighted Commercial Buildings
Villard Avenue has historically been the neighborhood retail
destination for the Old North Milwaukee community and
continues to be home to many independently owned and
operated retail businesses. However, there are 32 vacancies on
this corridor that present both a threat to revitalization and an
opportunity to economically restructure this commercial
corridor.
Citing a need for more responsible building owners, participants
indicated that the lack of collaboration between City of
Milwaukee departments and Villard Avenue stakeholders
(businesses, residents, building owners) are contributing to the
deterioration of the Villard Avenue commercial corridor.
Apathy among stakeholders in reporting incidents and building
code violations to the City of Milwaukee was also cited as a
weakness on Villard Avenue. 33
3. Socio-economics and Buying Power
The median income for the Villard Avenue neighborhood is
$30,000. The City of Milwaukee’s median household income as
of 2008 was $37,331. The Villard Avenue neighborhood is
experiencing extreme poverty. In 2017 it was estimated that
35% of the population is living below the poverty level.
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Opportunities for Revitalization Efforts
Stakeholders identified opportunities that can be organized into
four categories: Financial Resources, Public Amenities,
Infrastructure and Workforce Development.
1. Financial Resources/Incentives
Our City of Milwaukee partners, such as the Department of City
Development staff participated in the visioning sessions and
encouraged further use of incentives such as white box and
façade grants, the Retail Investment Fund, and exploring Tax
Incremental Financing. Stakeholders also indicated a need to
uncover and utilize neighborhood talents.
2. Public Amenities
Stakeholders expressed the need for more public amenities for
increased resident engagement to curb crime, increase
customer traffic, and improve the physical aesthetics of the
neighborhood. Ideas provided include establishing a Farmer’s
Market, incorporating public art into the corridor and activating
green spaces.
3. Infrastructure
The most frequently mentioned infrastructure improvement
centered around was bike and pedestrian safety. Better traffic
control, a bike lane, and repairing railroad crossings and painting
railroad bridges were suggested. Suggestions for improvement
include incorporating curb bump outs, better identifying cross
walks, and ensuring properly functioning traffic lights.
4. Workforce Development
Stakeholders suggested the need for more education and
training opportunities for future employment candidates.
Specific suggestions included working with the Obama High
School Trades Program to work in the industrial businesses in the
BID and collaborating with existing adult workforce training
programs.
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External Threats to Revitalization
The primary theme that emerged regarding threats to
revitalization is the perceived lack of investment in Villard Avenue
by the City of Milwaukee. Stakeholders expressed thoughts of
Villard not receiving a fair share of city resources, an unwillingness
by the City to rebuild the corridor, policies that exclude Villard
Avenue from economic opportunity and a basic lack of public
and private investment into Villard Avenue. Other threats shared
were lack of mental health services, homelessness, gentrification
and crime.
Economic Structuring
When asked what businesses stakeholders would patronize on
Villard Avenue, there was an expressed desire for local businesses
to locate on Villard Avenue. There was discussion on how to
build the capacity of new entrepreneurs utilizing the cooperative
sometimes referred to as the collective model of retail
development to build the capacity of new entrepreneurs.
1. Cooperatives
Makers space (small business incubator)
Retail business incubator (like Sherman phoenix)
Collectives (shared retail space)
Art Collectives
2. Fashion and Beauty
Thrift/Resale Store
Clothing Store
Spa/nail shop
Hair salon
3. Grocery
Full service, quality grocery store, butcher, organic options.
Organic shops/stores (Outpost etc.)

Economic Structuring (continued)
4. Wellness Industry
Fitness center to include yoga studio, meditation
center
Physician’s Office
Urgent Care Center
Elderly senior center
Community Center
Youth Services
5. Entertainment and Restaurants
Performing Arts Center
Refurbished Movie Theater (Villa Theater)
Family entertainment
Live music
Dine-in restaurants
Local diner
Coffee shops with free WIFI
All you can eat buffet (Golden Corral)
Corporate Chain Restaurant (Sonic, Chick-Fil –A,
Culver’s)
Bakery
6. Miscellaneous Retail
Hardware store
Bookstore
CBD store
Credit union
Discount/dollar store
Floral shop
Shoe repair
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Current Perceptions of Villard Avenue and the Future
Each visioning session was closed out with the question posed to the participants regarding their current feelings and
perceptions of Villard Avenue. The main sentiment shared was that of a depressed area suffering from disinvestment.
Expressions such as under estimated, under-utilized and unsafe were used to describe Villard Avenue as it is now. However,
when asked about the future of Villard Avenue, participants expressed hope and potential for the corridor. The Villard Avenue
imagined in the future is “welcoming, bright, clean, vibrant and progressive.
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Quantitative Online Surveys: Summary of
Results
The results from the online surveys do not diverge
significantly than the results of the visioning sessions.
Respondents in the online survey identified crime, empty
storefronts and blight as significant hindrances to
revitalization. Strengths identified were the existing
businesses, historic architecture, the community as a whole
and the history of Villard Avenue.

3. Community Events and Attractions on Villard Avenue:
100% of the respondents indicated a level of interest in
community beautification events/efforts. When asked
about arts and outdoor entertainment 71.43% responded
with a high level of interest. A potential Farmers Market
received 42.86% level of interest.

Open Ended Questions

When asked about economic restructuring and new
business recruitment the businesses listed included a sit
down restaurant, coffee shop, and arts and entertainment.
Below is a summary of the results of each survey.

4. Respondents were asked the open ended question
about the strengths of Villard Avenue. The common themes
that emerged on the survey were the businesses on the
corridor, the community and the historic main street feel to
the corridor.

Quantitative Online Survey Results from
Business Owners/Employees

5. Respondents were asked the open ended question about
the weaknesses of Villard Avenue. The common themes
were the blighted buildings and lack of attractive
streetscape.

1. Quality of Life Priorities
Respondents chose public safety, cleanliness and
neighborhood pride as their top 3 priorities
2. Economic Structuring: The majority of the respondents
identified preserving Villard’s history was a priority.

6. Respondents were asked the open ended question about
opportunities that Villard Avenue should capitalize on. The
common themes were incorporating public art on the
corridor, hosting community clean ups and branding the
corridor.
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Quantitative Online Survey Results from Residents
Summary of Results
Do you shop on Villard Avenue?
•
Of the 34 respondents to this survey, 50% indicated that
they were residents of the neighborhood and could walk
to Villard Avenue in less than 10 minutes. 41% of those
surveyed indicated that they were less than 10 minutes
away by vehicle. That being said only 12% of the
respondents shop on Villard daily and 48% of the
respondents indicated that they hardly ever shop on
Villard. Weekly shoppers were 24% and the remaining
respondents had never shopped on Villard Avenue.
What do you value in your shopping experience on Villard?
•
When asked to rank what characteristics were important
for shopping on Villard; safety and aesthetics consistently
ranked the highest. 97% of the respondents indicated
that preserving the historic nature of Villard Avenue is
important to the aesthetic of the corridor.
How do you want the public space on Villard to be
activated?
•
Respondents were asked what activities on Villard Avenue
that they would participate in with the highest ranking
being a Farmer’s Market and activities promoting arts and
culture.

Strengths and Challenges
A series of open ended questions were asked of the respondents
to uncover emerging themes in strengths and challenges on
Villard as perceived by residents. Similarly to the results of the
visioning sessions three themes emerged when asked about the
strengths of Villard Avenue. The strengths lied in the people and
the current businesses. A third strength expressed was the history
of the corridor.
The challenges identified through the online surveys also fell in
line with the visioning workshops as crime, blight and vacant
buildings.
Neighborhood Branding
Survey respondents were asked to rank each branding concept.
Historic and Cultural branding were ranked the highest.
Economic Restructuring
When asked what they wanted to see on Villard Avenue a sit
down Restaurant, Coffee Shop, and hardware store ranked the
highest. It should also be noted that 90% of the respondents
wanted to maintain existing industrial uses in the Villard Avenue
BID.
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Tree Box Preference: Historic

Branding and Image Preference Survey

Planter Preference: Contemporary.
(With Historic being a close second
choice)

Participants weighed in on the physical appearance of
Villard Avenue to include streetscape elements,
architectural styles. Within the conversation of identifying
opportunities of physical improvements was the
incorporation of marketing and branding the district.
Participants were asked to identify the type of business
corridor they most closely relate. Images of benches,
planters, and other streetscape improvements were
presented to the attendees of the session to gauge their
preferences in branding. Images to the right were ranked
highest by session participants as being the most desirable
for the commercial corridor and potentially part of the
branding campaign as a historic retail corridor.

Public Benches: Civic

Cross Walk Treatment: Stamped
Concrete (however since this survey
was completed, BID 19 has been
advised that stamped concrete
crosswalks are prohibited)
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