
taxwis

  Vol. 80, Number 5  |  May 2012

T     ourism in Wisconsin takes many 
forms—a vacation “up north” at 

the family cabin, a weekend at one 
of many state parks, snowmobiling 
in Eagle River, a golf trip to Kohler, 
or a visit to Milwaukee museums.
 Tourism is important for Wiscon-
sin’s economy.  In 2011, tourists here 
spent nearly $10 billion, resulting in 
thousands of jobs and more than $3 
billion in income.  
 Because of tourism’s importance 
to the state economy, public and 
private entities have partnered to 
promote the state as a desirable place 
to visit, vacation, and live.  Not only 
does tourism support local jobs and 
businesses, but it also generates tax 
revenues for government coffers.     

THE ECONOMICS OF 
TOURISM

Measuring the economic impact 
of tourism is difficult.  Unlike manu-
facturing, construction, professional 
services, and so on, tourism is not a 
defined industry.  As such, federal 
and state statistics do not address its 
economic impact.  Instead, we must 
turn to various surveys of travelers 
to gauge the impact tourism has on 
the Wisconsin economy.

National Comparisons
Tourism varies widely by state.  

The natural attractions Wisconsin 
claims are different from those of 
Arizona or South Dakota or other 
states.  The Badger State does not 
have the gambling attractions of Las 
Vegas, but instead has family-friend-

ly attractions such as the Wisconsin 
Dells, college sports, and the Green 
Bay Packers.

One measure of the impact of 
tourism on the state economy is 
travel spending.  The U.S. Travel 
Association estimates spending by 
travelers making overnight and day 
trips of 50 miles or more.  They 
estimate that, in 2009, travelers 
spent $8.7 billion in Wisconsin, or 
23rd most nationally.  States where 
travelers spent the most money were 
California, Florida, Texas, New 
York, and neighboring Illinois.

Tourism is important to the Wisconsin economy.  Not only do the billions spent by visitors annually support eco-
nomic growth and jobs, but they also result in tax revenues for state and local governments.  In 2011, tourists 
here spent an estimated $9.9 billion, directly or indirectly supporting 152,000 jobs and more than $1 billion in 
state-local tax collections.  Because of tourism’s impact on the state economy, state and local governments have 
partnered with private organizations to attract visitors through joint-promotion efforts.    
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Clearly, travelers tended to spend the most in large 
states.  One way to account for differences in state 
size is to compare travel spending to total personal 
income, one measure of the size of a state’s economy.  
In 2009, travel spending here was 4.2% of personal 
income, 40th highest nationally.  The U.S. average 
was 5.1% of income.

States where traveler spending claimed the high-
est share of income were Nevada, Hawaii, Wyoming, 
Montana, and New Mexico.  States where it claimed 
the least were Ohio, Pennsylvania, Rhode Island, 
Washington, and Massachusetts.

Wisconsin Detail
While the national survey allows state-to-state 

comparisons, a more detailed look at tourism and 
traveler spending in Wisconsin comes from the state 
Department of Tourism (DOT).  Since 1989, the state 
has contracted with private firms to estimate the eco-
nomic impact of tourism here (see gray box, below).      

 Spending Detail.  Although travelers spend 
money on a wide variety of goods and services, 
those expenditures can be grouped into five areas:  
transportation, lodging, food, retail, and recreation 
(see Figure 1).

 � Transportation.  Almost by definition, travel-
ers have to spend money on transportation.  In 2011, 
they spent about $1.4 billion, or about 15% of the $9.9 
billion total, on gas and other transportation expenses.

 � Lodging.  Not all travel is overnight.  Howev-
er, travelers spent $2.6 billion (26% of total spending) 
on lodging, including hotels, motels, bed and break-
fasts, campgrounds, and so forth.  Lodging spending 
rose in 2011 due to increases in both overnight stays 
and room rates.  

 � Food.  About 25% ($2.4 billion) of traveler 
spending was for food and beverages.  Often, this is 
money spent at restaurants, but it can also be food 
purchased at a grocery store to be consumed during 

the trip.  Food was the second-largest expenditure in 
2011, behind lodging.

 � Retail.  Retail spending totaled $2.2 billion 
in 2011, or 22% of the total.  When combined with 

Figure 1:  
Detailing Traveler Spending in Wisconsin 

Spending by Sector, 2011 (Total: $9.9 Billion)

Food, $2.4

Lodging, $2.6

Trans., 
$1.4

Recreation, $1.2

Retail, $2.2

During 1989-2010, the state contracted with Davidson-
Peterson Associates (DPA) to annually estimate traveler 
spending and its economic impact in Wisconsin.  For 2011, 
the state contracted with Tourism Economics for the report.  
Because of differing methodologies, figures from the reports 
are not comparable.  For the purposes of this study, the 2011 
report is used for 2011 figures.  Findings from the DPA 
reports are used to analyze historical trends.  

ECONOMIC IMPACT REPORTS

Source:  Tourism Economics
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Tourism spending in Wisconsin peaks during the 
summer.  In 2010, almost 40% of traveler spend-
ing occurred during June, July, and August.  

food and beverages, almost half of all visitor spending 
occurred in the food and retail sectors.  

 � Recreation.  Finally, travelers spent $1.2 bil-
lion (12%) on recreation.  This includes most tourism 
activities, such as event fees, sightseeing, tickets for 
cultural or historic places, among others.

Trends.  From 2000 through 2010, traveler spend-
ing rose 11.4%, or an average of 1.1% per year (see 
Figure 2).  During that period, spending rose every 
year except 2007, when it fell less than a half percent, 
and recession-plagued 2009, when it was down 7.8%.  
The largest jump in traveler spending over the 10 years 
was 7.3% in 2006.

As might be expected, tourism spending in Wis-
consin peaks during the summer.  Travelers spent 
almost 40% of the 2010 total during June, July, and 
August.  The winter months of December through 
February accounted for only 17% of spending. 

Impact on Jobs, Income, Taxes
The main reason tourism is important for the 

state is that it creates or supports businesses and 
jobs.  Tourism generates demand for hotels, bed and 
breakfasts, restaurants, and other businesses and the 
jobs associated with those businesses.    

According to DOT, the billions spent by travelers 
in 2011 directly or indirectly supported 152,266 jobs 
and generated $3.3 billion in tourism labor income 
(compensation).  

Traveler spending also provides revenue for state 
and local governments, both directly and indirectly.  
Some of the goods and services purchased by tour-
ists are subject to the sales tax (state and county).  
Gasoline purchased by travelers is subject to the 
state’s gas tax.

Income generated by traveler spending generates 
state income taxes.  And, to the extent that money is 
spent, it also generates sales taxes, property taxes, 
excise taxes, and other state and local government 
revenues.  DOT estimates that 2011 traveler spend-
ing was responsible for $1.3 billion in state-local tax 
revenue.  That accounted for about 5% of total taxes 
and fees collected at the state and local levels in 2011.   

TOURISM BY COUNTY
Just as states differ in how tourism affects their 

economies, counties also differ.  All Wisconsin coun-
ties have attractions, but some attract more tourists 
than do others.  Thus, tourism’s economic impact is 
greater in some counties.  Here, we use two measures 
of tourism to examine its impact on counties.

Tourism “Industries.”  As mentioned, tourism is 
not a defined industry, but rather encompasses several 
industries.  The “leisure and hospitality” industry 
group includes employment in the arts, entertain-
ment, recreation, accommodations, and food service 
industries.  Tourism is generally a little broader than 
these industries, and these industries also cater to local 
residents.  However, the leisure and hospitality indus-
try group provides a reasonable snapshot of tourism 
jobs in each of the state’s 72 counties.

Figure 3 (page four) shows this industry group as 
a share of total county employment.  In the darker-
shaded counties, leisure and hospitality is a relatively 
large share of total employment; in the white ones, 
a small share.   

Statewide in 2010, the leisure and hospitality 
industries accounted for 9.5% of total employment.  
At the county level, it ranged from 5.5% in Taylor 
County to 24.7% in Adams.

In many northern counties, leisure and hospitality 
is very important.  In Florence, Vilas, and Bayfield 
counties, it accounted for more than 20% of all jobs.  
Leisure and hospitality accounted for more than 20% 
of jobs in Adams, Door, and Sauk counties as well.

In other counties, leisure and hospitality industries 
are a small share of total employment.  These indus-

Figure 2:  
Tourism Spending Generally Rising 

Traveler Spending, 2000-10 ($ Billions)

Food, $2.4

Lodging, $2.6

Trans., 
$1.4

Recreation, $1.2

Retail, $2.2

Source:  Davidson-Peterson Associates
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tries comprised less than 6% of all jobs in Clark, Rusk, 
Taylor, Trempealeau, and Wood counties.  

Traveler Spending.  A second way to look at 
tourism by county is traveler spending.  Again, this 
is not a perfect measure of tourism, but it can provide 
insights into where tourists and other travelers spend 
their money.

More than one-third of traveler spending was in 
four of Wisconsin’s largest counties—$3.6 billion 
spent in Milwaukee, Dane, Waukesha, and Brown 
counties.  Smaller Sauk County ranked third in total 
spending, due largely to the Wisconsin Dells (see 
Table 1).

However, a better measure of tourism’s impact 
on a county is traveler spending as a percentage of 
personal income (a broad measure of the size of the 
local economy).  By that measure, traveler spending 
had the biggest impact in Sauk (36.2% of income), 
Adams (26.4%), Vilas (24.4%), and Door (23.5%) 
counties.  Table 1 reinforces the impact tourism has 
on northern counties, as traveler spending was 8% of 
personal income or more in Vilas, Oneida, Sawyer, 
Marinette, and Iron counties.  

Ten-Year Changes.  Wisconsin’s tourism industry 
is ever-changing.  Ten-year changes in traveler spend-
ing are instructive.  

While 2010 traveler spending statewide was 
11.4% higher than in 2000, in 13 counties, 2010 
spending was less.  Among those 13 counties, tourism 
spending declined most in Jackson (-28.7%), Door 
(-18.3%), Kewaunee (-17.2%), Jefferson (-16.4%), 
and Richland (-8.6%).

Several counties had large increases in traveler 
spending.  In LaFayette County, 2010 spending was 
63.8% higher than in 2000.  Much of the increase 
came between 2005 and 2007, when traveler spend-
ing was up 38%.  Spending in Adams County was up 
nearly 60% from 2000.  Much of the increase there 
was in 2007 and appears to be due to the opening 
of the Chula Vista Theme Resort and Northern Bay 
Golf Resort and Marina.  Traveler spending in For-
est and Sauk counties rose more than 40% between 
2000 and 2010.

STATE TOURISM PROMOTION
 There is little debate over the importance of tourism 
to the Wisconsin economy.  While some areas of the 
state are more dependent on tourism than others, all 
areas benefit by attracting visitors.  
 As mentioned, Wisconsin is nationally recognized 
for many features, including the state’s dairy industry, 
its natural resources, and, of course, the Green Bay 
Packers.  The state’s abundance of artistic, cultural, 
and historic attractions have allowed state-local gov-
ernments here to capitalize on those assets by promot-
ing tourism.  

Figure 3:
 Tourism-Related Employment Varies by County
Leisure and Hospitality Employment as % of Total, 2010

Table 1:  
Tourism Particularly Impacts Northern Counties 

Spending as % of Personal Income, 2011 ($ Millions)

0% - 8.4%

8.5% - 9.6%

9.7% - 11.9%

12.0% - 24.7%

County Amt. % of Inc. County Amt. % of Inc.

Sauk $809.6 36.2% Milwaukee $1,573.9 4.4%

Adams 177.5 26.4% Dane 893.7 4.1%

Vilas 177.2 24.4% Sauk 809.6 36.2%

Door 271.2 23.5% Waukesha 617.5 3.1%

Oneida 176.0 13.1% Brown 536.9 5.7%

Sawyer 71.7 12.8% Walworth 409.7 11.9%

Walworth 409.7 11.9% Outagamie 283.3 4.3%

Marinette 123.6 8.5% Door 271.2 23.5%

Waushara 59.8 8.4% Racine 203.7 2.8%

Iron 17.2 8.3% Winnebago 201.7 3.4%

   State 9,898.0 4.5%    State 9,898.0 4.5%
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Marketing the State  
Marketing has been a cornerstone of the state’s 

tourism promotion effort for decades.  According to 
the Legislative Fiscal Bureau (LFB), nearly $10 mil-
lion was budgeted for marketing in 2011, 13% more 
than in the prior year.  A major component of tourism 
marketing is advertising.   

The Department of Tourism’s advertising efforts 
include electronic and print media, as well as social 
networking sites.  According to department officials, 
advertising is targeted toward large population centers 
including Chicago, Minneapolis-St. Paul, Milwaukee, 
Madison, and the Fox Cities.  

Due to the recent recession, DOT has also directed 
much of its marketing efforts at regional and in-state 
travelers.  When the economy affects vacationers, 
cheap, remain-at-home “staycations” are promoted 
as alternatives to cross-country trips.  

The state also uses a co-op advertising program to 
promote state tourism and attractions.  The program 
involves the state purchasing a banner heading in a 
newspaper or magazine.  Tourism-related businesses 
and industries then advertise their local business or 
attraction under the heading.  The public-private part-
nership allows for multiple attractions to be advertised 
under the same heading.  It also allows the state to 
purchase bulk advertising at low prices.  

Heritage Tourism.  In 1990, Wisconsin created 
the Heritage Tourism Program to assist local areas 
in promoting and marketing their historic resources.  
Although the program was eliminated in 2002, Tour-
ism continues to promote the state’s 12 heritage tour-
ism areas and historic attractions with the help of the 
Wisconsin Historical Society.  

Grants  
DOT also partners with nonprofit organizations 

through grant programs.  These programs are intended 
to help fund and publicize tourism-related events and 
attractions.  

JEM.  The Joint Effort Marketing (JEM) grant 
program is the primary source of state tourism grants.  
The program provides funds to nonprofit organiza-
tions to promote tourism and maintain a strong tour-
ism industry.  Under the DOT program, applicants 
provide matching dollars and in-kind donations.  The 
grant awarded may not exceed 50% of project costs.

Generally, the program pays for 75% of the total 
promotional budget for a one-time or first-year proj-

ect, 50% for the second year of a project, and 25% 
for the third year.  Expenses incurred are paid by the 
grant recipient and reimbursed by the agency.  

In 2011, tourism organizations received over $1 
million in JEM grants.  These funds went to various 
organizations, including local chambers of commerce 
and convention and visitors bureaus.  Recent JEM 
grant recipients also included the Wausau Invitational 
Hockey Tournament, the Eau Claire Jazz Festival, and 
the Midwest Folklife Festival.  

Many of the same organizations that received 
JEM grants in 2011 were also recipients of room tax 
distributions (see page seven for room tax detail).  
In some cases, room taxes may have provided the 
required matching funds to obtain these grants.  

Ready, Set, Go!.  Tourism also offers the Ready, 
Set, Go! grant program to assist communities in at-
tracting competition-related events.  The program 
is intended to provide the start-up capital for events 
expected to generate economic activity for a com-
munity.  

The matching grants are capped at $20,000 and 
fund up to 50% of program costs relating to up-
front fees or financing needed to host the event.  If a 
profit is made from the event, the state is repaid the 
lesser of 50% of the grant or 50% of the profit.  Over 
$96,000 in Ready, Set, Go! grants were distributed in 
2011.  Recipients included the USA Hockey National 
Championships (Green Bay) and the U.S. Bowling 
Congress Youth Bowling Championship (Fox Cities 
and Greater Green Bay).  

Tourist Information Center.  Prior to 2009, the 
state used eight Wisconsin Welcome Centers to 
provide tourism information targeting out-of-state 
visitors.  After closing them in 2009, the state worked 
with local chambers of commerce and visitors bureaus 
to create local tourist information centers.  

Today, DOT operates the Tourist Information Cen-
ter grant program to support local tourism promotion 
entities.  According to DOT, $160,000 was distributed 
to 23 centers in 2011.  These centers provide travel 
information to 900,000 people annually.

The Wisconsin Department of Tourism offers 
multiple grant programs to promote the state 
and attract visitors.  
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Meetings Mean Business!  Tourism’s newest 
grant program is the Meetings Mean Business! grant.  
According to the department, the grant provides “fi-
nancial assistance for facility costs or host destination 
expenses as they bid for regional and national meet-
ings or conventions.”  Four grants were awarded in 
2011.

Budgets Compared
Wisconsin state government is not alone in fund-

ing tourism promotion.  In fact, the state’s tourism 
budget was third largest in the region in 2010 (see 
Table 2).  Wisconsin spent a total of $13.1 million 
on tourism that year.  Illinois ($48.9 million) and 
Michigan ($17.0 million) spent more, while Iowa 
($3.9 million), Minnesota ($8.9 million), and Ohio 
($5.1 million) all spent less.  

Per person, Wisconsin spent $2.30 in 2010, which 
exceeded the $1.87 regional average.  Only Illinois 
spent more per person than Wisconsin that year;  Ohio 
($0.44) spent the least.  

From 2001 through 2010, tourism spending de-
clined in all midwest states, except Michigan.  While 
spending dropped nearly 19% in Wisconsin during 
that time, the decline was smaller than in Ohio, Iowa, 
Minnesota, and Illinois.  Shrinking tourism budgets 
partly reflected state budget deficits resulting from 
the recent national recession.  

LOCAL PROMOTION
In addition to tourism promotion efforts at the 

state level, local governments, businesses, and orga-
nizations also play a major role in attracting visitors 
to Wisconsin.  

Investment
Governments promote tourism through advertis-

ing, grants, and other means.  Businesses also attract 

DATA SOURCES:
Bureau of Economic Analysis;  U.S. Travel Association;  Wisconsin 
Department of Tourism; Wisconsin Legislative Fiscal Bureau; 
WISTAX calculations. 

Total Per Cap. Total Per Cap. Total Per Cap.

Illinois $62.2 $5.13 $48.9 $3.81 -21.4% -25.7%

Iowa 5.3 1.85 3.9 1.28 -26.4% -30.8%

Michigan 15.9 1.61 17.0 1.72 6.9% 6.8%

Minnesota 11.4 2.39 8.9 1.68 -21.9% -29.7%

Ohio 7.9 0.71 5.1 0.44 -35.4% -38.0%

Wisconsin 16.1 3.07 13.1 2.30 -18.6% -25.1%

2000-01 2009-10 Percent Chg.

Table 2:  
Comparing Midwest Tourism Budgets 

20001-2010 (Totals in $ Millions)

Source:  Legislative Fiscal Bureau.

visitors through local investment.  An often noted 
example is the Kohler Company located in Kohler, 
Wisconsin.  The company invested in a nationally rec-
ognized golf course, a five-star resort, and a premier 
shopping center.  The city now attracts visitors from 
throughout the country.  

The Wisconsin Dells is also one of the state’s 
major tourist attractions due to local investment.  The 
city’s waterparks and other water-related attractions 
generate millions in economic activity and significant 
tourism interest.  

As mentioned earlier, only about 17% of traveler 
spending here occurs from December through Febru-
ary.  In recognizing the importance of tourism to local 
economies, Wisconsin tourist areas and businesses 
have been working to attract visitors during nonpeak 
times.  Many hotels have added indoor waterparks 
to allow for year-round activities.  Other businesses 
have offered discounted travel packages during winter 
months.

Though not historically recognized as a premier 
golf destination, Wisconsin has had recent success 
in attracting top-tier golf tournaments.  This is due, 
in part, to local promotion of Wisconsin’s top-rated 
golf courses.  

The Badger State will host the 2012 U.S. Women’s 
Open, the 2015 PGA Championship, the 2017 U.S. 
Open, and the 2020 Ryder Cup.  Not only do these 
events draw national and international interest in 
Wisconsin, but they also  generate economic activity.  
One economic impact study found that the 2004 PGA 
Championship attracted more than 300,000 fans to the 
state and $76 million for the Badger State economy. 
National Recognition

Wisconsin communities also attract visitors when 
a locality or an attraction receives national recogni-
tion.  Examples include Milwaukee being named to 
the 2011 list of best hiking cities, the Wollersheim 
Winery in Prairie du Sac being named the San Diego 
International Wine Competition’s 2012 Winery of the 
Year, and Waukesha being named a “GuitarTown” by 
Gibson Guitar.  These honors garner the attention of 
nonresidents looking for vacation destination as well 
as Wisconsinites planning a weekend getaway.   o  
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Funding Tourism Promotion:  Wisconsin Room Taxes

Wisconsin municipalities have collected room 
taxes for over four decades.  In 2010, 267 cities, 

villages, and towns reported room tax receipts ap-
proaching $70 million.  While revenues are generally 
intended to promote tourism, wide variation exists in 
how and where communities spend these tax dollars.  

OVERVIEW  
Wisconsin communities have been authorized 

by state law to impose a public accommodations 
(room) tax since 1967.  The tax is generally applied 
to charges for rooms or lodging provided for fewer 
than 30 consecutive days by hotels, motels, rooming 
houses, bed-and-breakfasts, cottages, cabins, and 
summer camps.  

The room tax is applied only to gross receipts 
from furnishing sleeping accommodations.  Good 
and beverage services provided by the establishment 
are not subject to the tax.  The room tax is imposed 
in addition to any state and county sales taxes that 
apply to room charges.  

Participants
As mentioned, 267 of Wisconsin’s 1,851 munici-

palities had a room tax in 2010.  That was 194 more 
than in 1987 and 94 more than in 2000 (see Table 1).  
Between 2000 and 2010, an average of about nine 
new communities imposed room taxes each year.  
The highest number of communities added the tax 
in 2007 (21).  
Limits

Prior to June 1994, state law did not limit the 
rate municipalities could impose, nor the use of col-
lections.  However, 1993 Wisconsin Act 467 estab-
lished a maximum tax rate of 8.0%, with exceptions 
allowed for the financing of convention centers.  It 
also required that at least 70% of any new room tax 
collections be used for tourism promotion and de-
velopment.  For room taxes enacted prior to 1994, a 
municipality was prohibited from retaining a greater 
percentage of room tax revenues than it retained prior 
to May 13, 1994.  

Rates.  Based on a February 2012 WISTAX sur-
vey completed by 185 communities, room tax rates 
ranged from 0.5% to 10.0%.  Thirty-five municipali-
ties had a 5.0% rate.  Other common rates were 6.0% 
and 8.0%.  Most communities had rates between 3.0% 
and 8.0%.   Only two communities—Madison and 

Table 1:
Wisconsin Room Tax Collections

2000-10 ($ Millions)

Note:  Amounts include room tax collections by the Wisconsin 
Center District.

WANT MORE ROOM TAX DETAIL?
How much did individual communities receive 

in room tax revenues?  How did municipalities spend 
tax revenues to promote tourism?  How were the 
remaining funds used?  WISTAX has just released 
its new e-publication, Room Taxes and Tourism 
Development.  The study lists participating munici-
palities and five years of revenues.  It also provides 
detail on receipts and allocations for more than 180 
Wisconsin municipalities.  Order your copy today 
for $18.95 plus tax at www.wistax.org. 

Oshkosh—imposed rates that exceeded the state’s 
8% maximum.  

Room tax rates have increased over time.  In 1994, 
just over 25% of municipalities had a room tax rate 
greater than 5.0%.  That increased to 40% in 2003 and 
48% in 2008.  In 2012, about half of all communities 
reported rates exceeding 5.0%.  

Distribution.  It is common for a municipality to 
retain a portion of room tax collections in its general 
fund, whether to cover administrative costs, fund 
tourism-related projects, or devote to general mu-
nicipal expenses.  Of the municipalities completing 
a 2012 survey, 156 reported placing some dollars in 
the general fund.  

It was also common to disburse a portion of room 
tax collections to the local convention and visitors 
bureau (CVB) or chamber of commerce.  More than 
half of all municipalities surveyed provided funds to 
a local chamber or CVB.  o

Year Amt. Chg. % Chg. No. Chg.

2000 $48.7 $2.8 6.0% 173 4

2001 46.6 -2.1 -4.3% 180 7

2002 50.9 4.3 9.3% 191 11

2003 52.3 1.4 2.8% 197 6

2004 55.1 2.8 5.4% 206 9

2005 58.6 3.5 6.4% 218 12

2006 63.5 4.9 8.4% 227 9

2007 67.9 4.4 6.9% 248 21

2008 72.0 4.1 6.0% 259 11

2009 62.5 -9.5 -13.2% 261 2

2010 68.4 5.9 9.4% 267 6

Collections Municipalities
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WISTAX NOTES

 Property Values Decline.  As property assessments are 
now completed throughout Wisconsin, reassessment figures 
from the state’s two largest cities suggest a continually weak 
housing market.  
 In the City of Milwaukee, property values declined by 
8.9%, the largest decline in at least three decades.  Residen-
tial values fell even more sharply, as condominium values 
were down 9.4%, while other residential property lost 
13.9% of its value.  Commercial properties fell less than 1% 
during 2011, considerably less than other property classes.  
The drop in Milwaukee property values is due, in part, to 
the large number of recent foreclosures.  
 Property values in the City of Madison also declined, 
dropping 1.6%.  This marks the third consecutive year that 

city property values have dropped.  Residential values were 
down 2.7%, while commercial values increased slightly.  
 While property values in other areas of the state are not 
directly impacted by changes in Milwaukee and Madison, 
the declines do affect statewide totals.  Last year, Milwau-
kee and Madison accounted for more than 10% of total 
statewide property value. 
 To find out if your property assessment has changed, 
contact your municipal clerk or attend your community’s 
“open book” period. o  

 ■ Composting the state income tax (#4-12)
 ■ Après la guerre:  Considering recall elections (#3-12)

In FOCUS . . . recently in our biweekly newsletter

	The Wisconsin economy is the driving force behind the state’s fiscal health and competitive po-
sition. As with any successful venture, it is important to monitor its performance carefully.  That’s 
why, for the 14th consecutive year, WISTAX has partnered with Competitive Wisconsin, Inc.—a 
consortium of state leaders in agriculture, business, education, and labor—to provide the state’s 
only annual report card on the state of Wisconsin’s economy.  The report fulfills a past gubernato-
rial commission’s charge to identify the state’s current condition, providing information relevant 
to short- and long-term planning efforts. The report card measures the state based on its own past 
performance and neighboring states.  
 The latest edition of Measuring Success: Benchmarks for a Competitive Wisconsin provides a 
snapshot of the state as it continues to emerge from the recent recession. That said, some of the 34 
benchmarks showed signs of improvement, while others did not.  To obtain a copy of this one-of-
a-kind project, contact WISTAX today.  Benchmarks is only $3.95 plus tax, and quantity discounts 
are available.  To order, call WISTAX at 608.241.9789, email wistax@wistax.org, or visit our 
website at www.wistax.org.  

WISCONSIN’S ANNUAL REPORT CARD NOW AVAILABLE 
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