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In Today’s G
lobally C
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petitive Econom

y,  
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O
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Milwaukee’s economic foundation was built on heavy industry. The city grew as a major port, a 
manufacturing leader and a beer production capital. Today, the region is a vibrant center for commerce with 
a unied commitment to economic growth.

In the past few decades, as the global economy has experienced – and continues to undergo – a 
fundamental shift toward more knowledge-intensive products, services and processes, the Milwaukee 
region has experienced signicant challenges, including low growth rates, long-term job losses and rising 
poverty.

The Milwaukee region has begun to make the transition toward a vibrant, new-economy environment. 
owever, looking toward the future, the region’s economy is at a critical in

ection point. 
eliberate, 

collaborative action to leverage strategic assets and address key challenges is needed to put the region on 
a path to inclusive new-economy prosperity.

Now is the time to leverage existing activities and energy and align the region’s efforts through a 
comprehensive, mutually reinforcing set of strategies and implementing enterprises. 

The  Milwaukee  
egional Economic 

evelopment 
artnership convened ve cross-sector working 

groups to provide expert advice and insight into specic aspects of the economy. Numerous other local 
experts were engaged one-on-one to supplement quantitative analyses and other market research. 

Over the past 18 months, approximately 150 stakeholders from across the seven-county Milwaukee region 
have engaged in brainstorming, analysis, vetting of strategic alternatives and identication of promising 
initiatives to grow the regional economy. The results of these activities have culminated in the Milwaukee 
7 Framework for Economic Growth, a metropolitan business plan that features a detailed analysis of the 
levers that drive the region’s growth and an integrated set of strategies tailored to our unique assets and 
opportunities.

Executing this plan requires signicant continued stakeholder commitment, accountability and coordination 
across strategies and initiatives. W

e need all hands on deck to move this plan’s strategies forward and 
implement the initiatives that will lead our region successfully through the headwinds of the next economy. 
Through our combined leadership, we can create a star that aligns the region’s activities to create a 
prosperous future for all of our citizens.
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The M
ilw

aukee Region: 
A

n Econom
y in Transition

In the past few decades, as the global economy has experienced – and continues to undergo – a 
fundamental shift toward more knowledge-intensive products, services and processes, the Milwaukee 
region, like many others in the 

ust 
elt, has experienced signicant challenges. 

usiness models, supply chains and connections among rms and institutions are shifting dramatically, 
causing rms and entire industries to reexamine their strategic positioning and seek out new markets, 
partners and ways of doing business to be competitive in the next economy. New centers of gravity are 
beginning to form, but emerging opportunities are still being de

ned, and the constellation of stakeholders 
and resources necessary to realize them is not yet fully aligned. 

The many legacies – industry mix, workforce, built environment and institutions – of the Milwaukee region’s 
rich industrial history provide the foundations to forge and traverse a path toward a prosperous, inclusive 
and competitive place in the next economy. The region needs to deliberately capitalize on and connect 
the opportunities arising from its competitive assets: one of the nation’s leading advanced manufacturing 
sectors with high-potential industry clusters, emerging innovation ecosystem, above-average educated 
workforce, and strong network of universities and technical colleges.
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Regional Econom
ic Perform

ance
Today, the Milwaukee regional economy is large and diverse. The region’s approximately 950,000 workers 
– employed in 52,000 rms – generated 8

 billion of real gross regional product G
 in 2011. The 

four-county Milwaukee metro area is the 
th largest in the 

S, and if it were a country, its size would rank 
it just behind Morocco and Slovakia. 

At the same time, regional employment experienced a more dramatic decline and a more modest post-
recession rebound than the 

S as a whole, and currently 2012
 stands at nearly 

 below 2000 levels. 
G

 similarly has grown more slowly than the nation 2001-2012
, at a compound annual rate of 0.9

 vs. 
the 

S rate of 1.5
. 

Modest G
 growth – despite employment losses – 

has been possible because of an 18
 rise in regional 

productivity since 2001. W
hile recent productivity growth 

has outpaced the 
S, the region remains nearly 4

 less 
productive than the 

S 2011
. 

espite rising productivity, 
wages have remained stagnant in the region 

0.1
 

compound annual growth since 2000
, and the gap 

between the average regional wage and the average 
S 

wage has widened to more than 
. 

The 7-county unemployment rate has historically tracked 
the national rate, though it has come down slightly more 
quickly since the recession to 7.

 in 2012 vs. 8.1
 for 

the 
S

. 

The 7-county region’s poverty rate has risen by more than 
half since 2000, but declined slightly in 2011 to a level of 
15.0

, slightly below the 
S rate of 15.9

.

Looking toward the future, the Milwaukee region’s 
economy is at a critical in

ection point. Its performance 
is uneven as rms, workers and a range of public and 
private institutions are working to adapt to the new-economy environment. 

eliberate, collaborative action 
to leverage strategic assets and address key challenges is needed to put the region on a path to inclusive 
new-economy prosperity.
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Key Econom
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C
reating an A

ction Plan
To identify its place on the path to transformation and articulate a set of integrated growth strategies, 
Milwaukee 7 engaged a broad array of regional stakeholders in the process of Metropolitan Business 

lanning: a proactive, fact-based, action-oriented approach to targeting, aligning and leveraging regional 
assets for inclusive growth in the next economy.

Brookings Institution’s Metropolitan Business 
lanning establishes a new approach to regional economic 

development, geared toward redeploying and aligning assets to establish a region’s most competitive 
position in the new economy. It adapts the discipline of private-sector business planning to the task of 
catalyzing regional economic growth, providing a framework through which regional business, civic and 
government stakeholders can objectively analyze the assets, challenges and competitive position of 
their region, identify mutually reinforcing strategies that build from and create synergies between shifting 
traditional and emerging economic activities, and launch transformative enterprises to implement the 
strategies, changing the region’s economic trajectory.

Metropolitan economies grow, by de
nition, by increasing the total value of goods and services produced 

by local rms. In the new global economy, ve market levers account for the efciency and productivity of 
regional economies. 

The ve market levers that interact to de
ne the characteristics,  

opportunities and performance of a regional economy: 

 Enhance industry clusters and concentrations
 

evelop and deploy human capital aligned with jobs 
 Foster innovation and entrepreneurship 
 Improve infrastructure and the efciency of the built environment
 Create effective public and civic institutions

The Metropolitan Business 
lan produces a shared roadmap for the region, aligning existing and new 

initiatives around a common vision. It represents an ongoing enterprise, geared toward action, that creates 
an integrated set of growth strategies and begins to identify a portfolio of potential new initiatives to build 
upon and leverage existing efforts.

Coordinated execution of identied strategies and implementation of targeted initiatives will achieve 
synergies and magnify growth across all parts of the Milwaukee region’s economy.
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The global economy is undergoing a dramatic transformation that favors metropolitan regions, where 
assets concentrate and their dynamic interactions enable greater efciency and productivity. A region that 
identies its path to participate successfully in that transformation – intentionally building on its unique 
assets – will forge ahead.

Re
ecting the assets, challenges and opportunities revealed in the market analysis and business planning 

process, an integrated set of nine strategies are proposed for moving the Milwaukee region forward on the 
path to new-economy growth. 

Each strategy is designed to increase the productivity of local rms by leveraging the region’s unique 
strengths, taking advantage of its emerging opportunities and addressing its most critical challenges. 
These strategies are deliberately crafted to cut across market levers and be mutually reinforcing: through 
coordinated implementation, their impact will be enhanced. Together they build upon current assets and 
momentum to enable the Milwaukee region to realize its potential to become a leading place to do business 
in the next economy, and a thriving, prosperous and dynamic region.  

N
IN

E STRATEG
IES SET A

 N
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O

U
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R REG
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L PRO
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Three trends are anticipated to create future growth opportunities in the energy, power and controls cluster:

The resurgence in 
S manufacturing will likely lead to greater demand for industrial automation  

 
and controls equipment and systems in domestic facilities. 
Expanding investments in electrical power infrastructure averaged 

.9 billion per year between  
 

2001 and 2010. 
The building energy efciency industry is projected to grow more than 50

 over the 2011 to  
 

2017 period, increasing expenditures to nearly 104 billion annually worldwide. 

The region’s energy, power and controls cluster is large, highly concentrated and export-intensive. It is 
comprised of three industry segments: electrical equipment; instruments & controls; and other electrical 
equipment. The regional cluster includes more than 200 establishments and nearly 19,000 employees. 

The Milwaukee region is well positioned to grow its energy, power and controls cluster given its array of 
global leaders in critical segments of the cluster, including Rockwell Automation and Eaton industrial and 
automation controls; Cooper 

ower and W
aukesha Electric power infrastructure

; and Johnson Controls 
energy storage, building energy efciency.  

A collaborative network of companies and academic institutions has 
formed the Mid-W

est Energy Research Consortium M-W
ERC, a 

recent expansion of the W
isconsin Energy Research Consortium

,  
and one-on-one university-industry partnerships such as the 

niversity 
of W

isconsin-MilwaukeeJohnson Controls 
artnership in Energy  

Research are similarly creating more capacity and innovation in the cluster.

Strategy 1: Becom
e a leading innovator,  

producer and exporter of products and services 
related to EN

ERG
Y, PO

W
ER &

 C
O

N
TRO

LS
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The water technology industry is a large and growing market, both domestically and internationally. The 
S 

market for water and wastewater services and products is estimated at 1
9 billion in 2012, up .8

 from 
the prior year, while the global market is nearly 500 billion.   

The Milwaukee region’s access to the Great Lakes – 21
 of the world’s surface fresh water – provides 

several economic advantages. The region has a competitive edge in attracting and growing water-related 
industries, which bene

t from close proximity to this plentiful resource. Between 1
0 and 150 water-related 

companies are located in the Milwaukee region, including ve of the 11 largest water rms in the world. 
Similar to other industries in the “green” space, the water technology industry includes a broad spectrum 
of products and services, with industry strengths in pumps, meters, boilers and valves, which in aggregate 
employ ,00 workers.  

The Milwaukee region is also home to world-class research institutions, making it a world hub of water 
technology, research and policy. The 

niversity of W
isconsin-Milwaukee School of Freshwater Sciences 

is the only graduate school in the nation dedicated solely to the study of freshwater. 
W

M’s Great Lakes 
W

ATER Institute is the largest academic freshwater research facility on the Great Lakes.
 The 100

 corporate members of The W
ater Council continue to build on these 

competitive advantages to establish the region as a global hub for water-related 
research and development, company formation and human capital development. 
The Council has several initiatives underway, including the Global W

ater Center, 
focused on water research and business acceleration; the Global Freshwater 
Seed Accelerator; the Industry

niversity Cooperative Research Center, which brings together two 
universities in partnership with six regional rms; and creation of a water-relevant curriculum for ve 
campuses in the 

niversity of W
isconsin system.

Strategy 2: Becom
e a global hub  

for innovation and start-up  
activity in W

ATER TEC
H

N
O

LO
G

Y
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Strategy 3: Leverage the region’s 
geographic, supply chain and hum

an 
capital advantages to grow

 the  
FO

O
D

 &
 BEV

ERAG
E C

LU
STER

The Milwaukee region’s food and beverage cluster is large, concentrated and growing in export activity. 
The core of the cluster – food manufacturers, processors and artisans – is comprised of more than 00 
rms and employs approximately 14,000 people, creating one of the strongest concentrations among major 
S markets. The region is also home to nearly ,800 workers in industry segments that support the core, 

including food products machinery manufacturing and food and beverage distribution. 

Nationally, food and beverage manufacturing growth is projected to be strong over the 2010 to 2020 
period in both employment and output, based on demand for functional, organic and locally grown foods. 
The Milwaukee region’s food and beverage manufacturing assets align well with expanding domestic and 
international markets.

The Milwaukee region exhibits supply-chain advantages in growing a competitive food and beverage 
cluster, given its natural symbiosis with the vast quantities of crop-based, dairy and animal products 
generated throughout W

isconsin. These agricultural outputs continue to drive a regional strength 
in ingredient manufacturing ranging from seasonings to enzymes. The state of W

isconsin’s food 
manufacturers exported 1.7 billion in 2012, an increase of 15

 since 2005.   

This cluster also has the advantage of a formal cluster organization: the Food and 
Beverage Milwaukee FaB

 network, composed of more than 50 rms working 
together to enhance cluster growth by focusing on the areas of talent, innovation 
and business development. Initiatives underway or being planned by FaB include 
a pilot career awareness program at a public high school, tailored technical college 
curricula, a career resource center, industry directory and a small business accelerator program.
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Given that the majority of the world’s purchasing power is outside the 
S, and a disproportionate share of 

global economic growth over the next decade will occur beyond 
S borders, increasing export activity is 

imperative to the economic future of the Milwaukee region.  

The opportunity to engage more of the region’s companies in the international marketplace is signicant 
– the region does not export at a level commensurate with the size of its manufacturing economy, and 
the bulk of export activity is occurring within a very small number of large rms. The region has all of 
the necessary components already in place to support the development of a broader export base, and  
sizable opportunities exist to expand and strengthen exporting by the region’s manufacturers and service 
providers, especially small- and mid-sized rms that are either new to exporting or lack the capacity to 
expand their current export programs.

Components of this strategy include: 

Improving alignment of regional resources around exporting 
Supporting small- and mid-sized rms in developing export strategies and plans
Leveraging large rms as catalysts to mentor smaller companies in exporting
Exploring opportunities for expanding service exports – establish a baseline model
Advocating for export policy as a critical success factor in regional development

Strategy 4: Enhance the EXPO
RT C

A
PAC

ITY 
A

N
D

 C
A

PA
BILITY of the region’s 

rm
s, focusing 

on sm
all- and m

edium
-sized enterprises
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erhaps the most critical factor for increasing the productivity – and therefore overall growth prospects – 
of the region’s clusters is to upgrade and better align the skills of the workforce with the occupations that 
are and will be demanded by employers. Increasing the number and type of “on-ramps” to labor force 
participation and articulating paths to upward mobility, particularly for the region’s core city and minority 
populations, will also enhance economic growth by more effectively deploying the region’s full spectrum of 
human capital assets.

Key elements of this strategy include: 

Augment the quantity and quality of information – including real-time data – available to the  
education and training system to improve regional intelligence regarding the demand for and  
supply of particular skill sets across the spectrum of low-, middle- and high-skilled occupations  
in the region’s priority clusters
Strengthen the feedback loop between employers and workforce development providers to  
enable better alignment of training curricula with workplace needs – building, for example, off of  
efforts such as FaB’s employer engagement and curriculum development
Articulate cluster-specic career pathways and create certication and credentialing programs  
to enable more robust rm-worker matching and upward career mobility for low- and  

 
middle-skill workers
Identify the need for and develop rapid up-skilling programs to assist workers in upgrading and  

 
redeploying their skills into emerging occupational opportunities – building, for example, off of  

 
the technical colleges’ sector-specic “boot camp” programs
Leverage limited state and federal resources by promoting coordinated application for and use  

 
of available funding by system providers

Strategy 5: A
lign W

O
RKFO

RC
E D

EV
ELO

PM
EN

T
w

ith grow
th opportunities in targeted, 

high-potential industry clusters
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The Milwaukee region has gained impressive momentum in creating an innovation and entrepreneurship 
ecosystem. There is signicant activity among private, public and institutional actors that must be 
deliberately leveraged to boost rates of new rm creation and build the competitive advantage of existing 
rms.

The region’s high-priority clusters present ample opportunities for innovation and entrepreneurship, 
including new processes and products to further accelerate already-strong clusters’ growth trajectories, 
opportunities for legacy clusters to redeploy their resources into new products and markets, and creation of 
entirely new products and services in emerging clusters. 

Key elements of this strategy – all of which are mutually reinforcing – include: 

Strengthen industry-academic partnerships to better align institutional R&
 agendas with  

 
industry needs
Stimulate university technology transfer to bring more institutional R&

 to market through  
 

commercialization in existing rms and spin-off of new companies 
Enrich the array of technical support, funding and other resources e.g., incubation facilities  

 
available to emerging innovators and entrepreneurs in the region’s high-potential clusters
Increase sharply the capital resources available to regional entrepreneurs, focusing on early- 

 
stage ventures as well as those in the fast-growth, scale-up stage of development
Accelerate adoption of new technologies in more mature industries, facilitating their transition  

 
toward the next economy

romote creation of dense, mixed-use, well-connected districts – centered around particular  
 

technologies, innovation- and entrepreneurship-enabling facilities andor high-potential clusters
Enhance the visibility of entrepreneurial activity, encourage creative problem-solving and elevate  

 
risk-taking as a cultural norm through competitions, hack-a-thons and other contests
Cultivate a densely networked, integrated and dynamic ecosystem of regional actors driving  

 
innovation and entrepreneurship 

Strategy 6: Foster a dynam
ic, richly  

netw
orked IN

N
O

VATIO
N

 and  
EN

TREPREN
EU

RSH
IP EC

O
SYSTEM
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The physical development pattern in the Milwaukee region re
ects its old-economy history and needs to 

be reshaped to align with the drivers of growth in the more dynamic, knowledge-intensive next economy. 
The region must streamline the movement of goods, people and ideas throughout the region; reconnect its 
underutilized human capital assets to economic opportunities; and better leverage its strategically located 
land assets to foster growth in the new economic environment.  

The shift in regional development patterns has begun to take place through, for example, the Menomonee 
alley, 

leasant 
rairie, 

abst Farms and the 
W

-Milwaukee Innovation 
ark. Catalyzing additional 

development that follows the next-economy principles of density, mixed uses and strong physical and 
virtual connections between residential and commercial activity will further accelerate the region’s growth.

Key elements of this strategy include:

Enhance physical e.g., transit and virtual e.g., broadband
 connections between nodes of  

 
economic activity throughout the region, including between workers and rms and across supply  

 
chains, and particularly focused on currently under-served geographies in the region’s core cities  

 
and outlying counties

 Create policies, programs and incentives that promote evolution of the region’s built environment  
 

toward a constellation of well-connected, dense, mixed-use communities – e.g., foster in
ll  

 
development, walkability, transit access, etc.

 
romote strengthening and creation of dense, mixed-use, well-connected districts – focused  

 
around particular technologies,  innovation- and entrepreneurship-enabling facilities e.g.,  

 
incubators, co-working spaces, etc. andor high-potential clusters 

Strategy 7: C
atalyze “EC

O
N

O
M

IC
 PLAC

E-M
A

KIN
G

” 
in the region’s core cities and  
strategic locations throughout the region
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High-quality infrastructure, including a mix of transportation, broadband and reliable energy, contributes 
to the region’s economic growth by enabling enhanced productivity of private-sector rms. The role of 
transportation infrastructure – facilitating the efcient movement of people and goods into, out of and within 
the region – is particularly critical. Strategic investments to improve the existing transportation network will 
better connect workers to employers, suppliers to customers and headquarters to their facilities in other 
regions and nations. By lowering rms’ costs of doing business and enhancing the ability of workers to 
access well-matched jobs, the region will become a more competitive location for doing business. W

hile 
transportation infrastructure is the current emphasis of this strategy, other types of strategic infrastructure 
investments e.g., broadband upgrades, green infrastructure, etc. should be pursued as needs arise. 

The primary elements of this strategy are: 

pgrade and strategically expand public transit to provide more direct and timely access   
 

between residential and job centers. 
reserve, improve and strategically expand service based  

 
on current and projected growth patterns for both housing and employment and evaluation of  

 
which locations could most bene

t from service improvements.
Rebuild the aging freeway system

 to reduce congestion, improve safety and address  
 

design de
ciencies.

Maintain and improve commercial air service at General Mitchell International Airport GMIA
  

 
to serve the needs of regional businesses, including particularly the headquarters and business  

 
services cluster, which tends to be among the most travel-intensive. Expand and upgrade airport  

 
facilities as needed to address the changing demands of airlines and passengers.  
Enhance the cost-efcient movement of freight by improving water travel through the 

ort of  
 

Milwaukee as well as freight rail travel through projects such as the Muskego Yard bypass or a  
 

regional intermodal facility.
Enhance the connection of the Milwaukee region to Northeastern Illinois

Strategy 8: M
odernize REG

IO
N

A
L IN

FRA
STRU

C
TU

RE 
to enhance ef

ciency, cost-effectiveness and connectivity
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Government fragmentation and disjointed approaches to economic development activities hamper growth 
potential in the Milwaukee region. These conditions create a complicated and costly environment in which 
to do business, and foster intra-regional competition that results in sub-optimal outcomes for the region.
To reduce these institutional barriers to economic growth, this strategy includes three primary components: 

Eliminate duplication and achieve more cost-effective, efcient and streamlined provision  
 

of government services. Government efciency fosters economic growth by improving  
 

 
the tax-value proposition for rms i.e., they reap more value for their tax dollars. The  

 
 

Intergovernmental Cooperation Council of Milwaukee County and others have identied and  
 

begun to execute shared services initiatives across the region. These efforts should be bolstered  
 

to identify further opportunities to better coordinate public services and align policies in ways that  
 

reduce costs.
Identify and leverage economic growth opportunities and connections across  

 
 

 
jurisdictions. Regional leadership should proactively seek out opportunities to pursue  

 
 

collaborative economic growth projects that cross jurisdictional boundaries and bene
t the  

 
broader seven-county region. 
Create cross-sector institutional infrastructure to manage the regional economy. The next- 

 
economy environment requires collaboration among actors from across the public, private and  

 
civic sectors – often with one of the latter two in the lead – to develop strategies and initiatives,  

 
manage implementation and monitor performance of the regional economy. Continued emphasis  

 
should be placed on strengthening civic engagement and creating the extensive, nimble   

 
networks that can adapt as necessary to address economic challenges and capture  

 
 

opportunities.

Strategy 9: Enhance IN
TER-JU

RISD
IC

TIO
N

A
L  

C
O

O
PERATIO

N
 and C

O
LLA

BO
RATIO

N
 

for econom
ic grow

th
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IM
PLEM

EN
TATIO

N
 A

N
D

 N
EXT STEPS

This plan is a living document that supports an ongoing approach to understanding and managing the 
region’s economy. The primary goal of the planning process is not the plan itself, but rather the portfolio 
of strategies that are developed to shape the region’s economic trajectory and particularly the concrete 
projects and enterprises that are executed to implement the strategies.

The next set of work proceeds along two closely related, often overlapping, tracks:

ONGOING INSTIT
TIONAL CA

ACITY

“Socialize” the plan with stakeholders to gather input and  
 

gain buy-in
Create institutional infrastructure to carry the plan forward  

 
leadershipsteering committees, strategy-specic working  

 
groups, etc.

e
ne roles, responsibilities and a process framework for  

 
implementation, including to: identifyexecute initiatives,  

 
monitor progressperformance of implementation efforts,  

 
revisitrefresh analysis and strategies over the long term, etc.

E
ELO

MENT AN
 E

EC
TION OF INITIATI

ES 

Identify existing initiatives that best support implementation  
 

of the plan’s strategies and identify a
 resources to scale  

 
them up, and b

 other initiatives with which to coordinate 
 

integrate efforts
evelop concepts for new initiatives that supplement and  

 
build upon existing activities 

etermine accountabilityownership for initiatives, undertake  
 

detailed business planning and begin implementation

CALL TO ACTION
 The Milwaukee 7 Framework for Economic Growth is the rst step on 
the path to accelerating the Milwaukee region’s economy. 

Implementing this plan to reach our vision of being globally competitive 
in today’s innovation economy will require the involvement of many 
stakeholders from around the region. W

e invite you to join us and get 
involved!
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M
IS

S
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T
A
T
E
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E
N

T
V

ISIT M
ilwaukee’s m

ission is to m
arket the greater M

ilwaukee 

area as the destination of choice for conventions, events, and  

leisure travel, thereby increasing the econom
ic im

pact of tourism
. 

V
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IO
N
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T
A
T
E
M

E
N

T
V

ISIT M
ilwaukee is recognized as the chief im

age and tourism
 

m
arketing organization of the greater M

ilw
aukee area, and 

continues to be recognized as a m
ajor contributor to a thriving 

tourism
 econom

y that supports job creation and the growth of 

our convention and tourism
 infrastructure.
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In M
ilwaukee County, total tourism

 business sales grew 4.0
 percent to over 

$3 billion. Total tourism
 em

ploym
ent grew to 30

,375 full-tim
e positions with 

m
ore than $1 billion in labor incom

e. 

H
otel revenues showed strong growth in 20

13, up 7.3 percent in M
ilwaukee 

County and 11.5 percent in the C
ity of M

ilwaukee. A record convention season, 

along with increased business and leisure travel, resulted in record occupancy 

and room
 rates for the downtown M

ilwaukee hotels.

The record year for conventions was highlighted by two large events that 

started and ended a busy sum
m

er season: M
oose International over the 

M
em

orial D
ay weekend and the H

arley-D
avidson 110

th A
nniversary cele-

bration over Labor D
ay w

eekend. In betw
een, the N

ational G
overnors 

A
ssociation, the U

SA Triathlon and our im
portant annual events, the B

ead 

and B
utton Show and N

orthwestern M
utual’s A

nnual M
eeting, added to  

a very busy sum
m

er.
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Y
E
A
R
 IN

 R
E
V
IE

W

Convention room
 nights for 20

14 are estim
ated to be higher than average with the convention booking pace 

entering 20
14 at 115 percent of our norm

al booking pace. The first half of our convention year is particularly 

strong w
ith a new event, P

heasants Forever, and the return of the N
C

A
A

 M
en’s B

asketball C
ham

pionship. 

W
ith the anticipated short-term

 dem
and, w

e also expect to exceed our historical dem
and in the second half 

of the year. Spending estim
ates for the convention groups booked for 20

14 are also very good with a strong 

revenue year budgeted for the W
isconsin Center. 

Travel experts and consum
ers are reporting m

ore vacation and short leisure trips in 20
14. Value destinations 

and travel for events w
ill continue to see increased dem

and, w
hich w

ill position M
ilwaukee well for 20

14. 

To insure we capture our fair share of the leisure m
arket, we w

ill continue to increase our m
arketing spend 

and im
prove our targeting in the drive-to m

arket w
ith an even greater focus on N

orthern Illinois. P
ublic 

R
elations w

ill also continue to focus heavily on this im
portant m

arket as well as looking for every opportunity 

to gain earned m
edia regionally, nationally and internationally. 

H
otel supply in the M

ilwaukee m
arket will continue to grow in 20

14 with the opening of Potawatom
i’s new 

hotel in late sum
m

er. The hotel supply added the past few years has all been focused on the leisure and 

business traveler w
ith negligible im

pact on our ability to attract conventions. In 20
14, we w

ill continue  

to work w
ith the W

C
D

 to advocate for the expansion of the W
isconsin C

enter. The study com
pleted by 

H
V

S supports such an expansion, estim
ating substantial growth in events and room

 nights would result. 

In the m
eantim

e, increasing our m
arketing im

pact in the leisure segm
ent to grow overall dem

and and m
itigate 

the supply growth is im
portant. W

ith our lim
ited dollars, we will continue to carefully balance our convention 

m
arketing and sales spending w

ith our leisure m
arketing spending. A

 healthy tourism
 econom

y long-term
 

depends on M
ilwaukee continuing to grow both leisure and convention spending. 

20
14 will be another busy tourism

 year. W
orking with all of our com

m
unity partners, we will look to m

axim
ize 

tourism
 visits and spending. B

y collaborating with com
m

unity leaders on key issues, such as a new sports and 

entertainm
ent arena, an expanded convention center and strong cultural and recreational institutions, we hope 

to insure a healthy tourism
 econom

y well into the future.  

PA
U

L U
P

C
H

U
R

C
H
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U
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C
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V
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V

ISIT M
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The sales team
 booked 198,0

59 convention room
 nights for 20

13 and 

future years, 10
2 percent of the goal. The team

 generated 714,70
6 lead  

tentative room
 nights, 110

 percent of the goal.

A
n aggressive approach to pursuing short-term

 bookings resulted in  

34,754 convention room
 nights booked in 20

13 for 20
13 - a 9 percent 

increase over 20
12.

In 20
13, the departm

ent achieved 231,0
64 actualized group room

 nights, 

representing $121 m
illion in econom

ic im
pact.

The sales team
 continued to build on its core convention sales strategy  

of bringing m
eeting planners to experience the destination, as studies have 

shown that the likelihood of securing business significantly im
proves when 

planners visit M
ilwaukee. The team

 conducted 95 individual site tours and 

one m
ajor fam

iliarization tour. 

C
O

N
V
E
N

T
IO

N
 SA

LE
S

TH
E

 C
O

N
FE

R
E

N
C

E  

FA
C

ILITIES A
R

E TER
R

IFIC
,  

A
S A

R
E

 TH
E

 H
O

TE
L 

A
C

C
O

M
M

O
D

ATIO
N

S. 

E
V

E
R

YO
N

E
 IS FR

IE
N

D
LY 

A
N

D
 SE

R
V

IC
E

 IS G
R

E
AT.”

 - M
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H
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H
ighEdW

eb  
P
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C
O
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N

T
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N
 SA

LE
S

In A
ugust 20

13, the departm
ent hosted Connect M

arketplace, w
hich drew m

ore than 50
0

 m
eeting planners 

to M
ilwaukee. The conference was an extraordinary opportunity to showcase the city as a m

eeting destina-

tion and has resulted in three definite bookings (Estim
ated Econom

ic Im
pact: $3.9 m

illion), eight tentative 

bookings ($7m
) and 32 prospects ($26.8m

) to date. This convention w
ill continue to pay dividends in the 

form
 of future bookings for years to com

e. 

W
hen m

eeting planners weren’t able to visit M
ilwaukee, the sales staff brought M

ilwaukee to the m
eeting 

planner, participating in m
ore than 21 trade shows, 16 industry events and 12 sales events throughout the 

U
nited States.

The convention sales departm
ent expanded on strategic partnerships w

ith key third parties, producing 

11,0
0

0
 room

 nights and $1.5 m
illion in room

-night revenue from
 Conference D

irect, and 9,60
0

 room
 nights 

and $1.3 m
illion in room

-night revenue from
 H

elm
s B

riscoe.

A
 focus on key tertiary m

arkets continues to produce positive results w
ith the sports m

arket, delivering  

m
ore than 32,0

0
0

 room
 nights. M

ajor strides were m
ade w

ith national governing bodies (N
G

A
s) w

ithin 

the U
SA

 O
lym

pics. Events like U
SA Fencing and U

SA Triathlon all brought participants and spectators  

from
 across the country to M

ilwaukee. 

These results contributed to both M
ilwaukee C

ounty and the C
ity of M

ilwaukee experiencing a 5 percent  

occupancy grow
th, and M

ilw
aukee D

ow
ntow

n achieving a record 65.7 percent annual occupancy. D
em

and 

grew by 8.5 percent, outpacing a supply grow
th, w

hich ended the year up 8 percent. Lastly, the M
ilwaukee 

M
SA R

evPar ended at $59.12, up 9.3 percent and second in our nine-city com
petitive set.  
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.” -JIM

 LA
V

O
LD

N
orthw

estern M
utual

The Convention Services D
epartm

ent assisted 582,70
1 attendees at 288 

events, m
eetings and conventions.

In 20
13, 96 percent of m

eeting planners w
ho held events in M

ilwaukee  

rated the C
onvention Services staff as “Excellent” or “Very G

ood” on 

post-event surveys.

For the 12th year, the Services D
epartm

ent was awarded the 20
13 P

innacle 

A
ward by Successful M

eetings M
agazine for “setting the standard for others 

to follow.”

For the seventh consecutive year, the Convention Services departm
ent was 

awarded the M
eetings and Conventions G

old Service award, presented to 

C
V

B
s that are “dedicated to m

eeting professionals”.

V
isitor Inform

ation assisted m
ore than 33,0

0
0

 visitors.

Successful recruitm
ent strategies increased the num

ber of active volunteers 

to m
ore than 20

0
 to assist with events in 20

13, especially H
arley-D

avidson’s 

110
th A

nniversary and U
SA Triathlon. 

C
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Convention Services welcom
ed several large, national conventions and events to M

ilwaukee in 20
13, including:

• A
m

erican A
ssociation of B

ovine Practitioners

• A
m

erican P
hilatelic Society

• Lutheran Education A
ssociation

• Connect M
arketplace

• M
oose International 

• N
ational G

overnors A
ssociation

• U
nited States Institute for Theatre Technology

Convention Services team
 m

axim
ized relationships with event planners of annual m

eetings to ensure their 

continued success in M
ilwaukee and their return for future years, including: 

• W
isconsin A

ssociation of School B
oards

• W
isconsin Em

ergency M
edical Services A

ssociation

• W
isconsin State R

eading A
ssociation

• Fidelity N
ational Inform

ation Services FIS

• Kalm
bach Publishing B

ead and B
utton Show

• Kohl’s

• W
isconsin R

estaurant A
ssociation

• N
orthwestern M

utual’s A
nnual M

eeting of N
etwork Professionals

C
O

N
V
E
N

T
IO
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S
E
R
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E
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The Public R
elations D

epartm
ent told M

ilwaukee’s story in regional, national 

and international m
edia outlets, exceeding the departm

ent’s goal and result-

ing in alm
ost $20

 m
illion in public relations advertising value. For a city with 

a m
arketing budget that is lower than its peer cities, this is a great way to 

com
pete and get the M

ilwaukee story out. 

P
R

 outreach to leisure travelers resulted in nearly 20
0

 stories - 28 appearing 

in the W
isconsin m

arket and 17 in the secondary m
arket of N

orthern Illinois and 

the Chicagoland area, totaling m
ore than 162 m

illion im
pressions.

The departm
ent successfully targeted publications including The N

ew York 

Tim
es, Los A

ngeles Tim
es, U

SA Today, H
uffington Post, C

hicago Tribune and 

C
hicago Sun-Tim

es. 

To better facilitate V
ISIT M

ilwaukee partner m
entions in these articles, the 

departm
ent designed itineraries for and hosted 42 travel journalists and 

attended four m
edia tradeshows. 

P
U
B
LIC

 R
E
LA

T
IO

N
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Convention and m
eeting planners learned why M

ilwaukee m
akes a prem

ier destination through 24 stories 

in trade publications including Convene, M
eetings &

 Conventions, Connect, Successful M
eetings, M

eetings 

Focus M
idam

erica, U
SA

E and B
lack M

eetings and Tourism
.

In its second year, D
earM

K
E launched new film

s to critical acclaim
 and proceeded to grow its social m

edia 

presence on Facebook and Twitter. D
earM

KE continues to penetrate the M
ilwaukee m

arketplace and flourish 

through local events, such as the joint fundraiser with H
unger Task Force that raised over 60

0
 pounds of food 

and a substantial cash donation. 

Finally, in 20
13, the public relations departm

ent rolled out a G
eoTour, “D

iscover M
ilwaukee’s N

eighborhoods.” 

The tour took local, national and international geocachers on a high-tech treasure hunt around M
ilwaukee to 

15 different locations, which have seen great success. O
ne of the V

ISIT M
ilwaukee “travel bugs” even m

ade it 

to Poland! The departm
ent is looking to add new locations in 20

14.  

FO
LLO

W
ER

S  

 57%
FA

N
S  

 61%

TH
E V

ISIT M
ILW

A
U

K
EE SO

C
IA

L M
ED

IA
 P

R
ESEN

C
E H

A
S CO

N
TIN

U
ED

  
TO

 G
R

O
W

 IN
 20

13

The team
 launched  

four quarterly prom
otions 

that received roughly 

28,0
0

0
 entries. 

P
U
B
LIC

 R
E
LA

T
IO

N
S

*
 =

10
0

 entries
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In 20
13, V

ISIT M
ilwaukee reviewed and hired a new advertising agency,  

Jigsaw LLC. The m
arketing departm

ent produced a com
pletely new advertising 

cam
paign that positioned M

ilwaukee as “fun” and “easy”, w
hich coincides 

w
ith the State D

epartm
ent of Tourism

’s cam
paign. To m

easure the success 

of the cam
paign, Jigsaw used research conducted by P

robe both pre- and 

post-cam
paign. 

M
arketing generated m

ore than 62.6 m
illion im

pressions targeted at the 

leisure m
arket. The departm

ent reached m
eeting planners w

ith a strategic 

cam
paign that generated 9 m

illion im
pressions. B

oth were well above goals.

To coincide with the 20
13 advertising cam

paign, the m
arketing departm

ent 

worked with Jigsaw to produce four videos, including three leisure videos (on 

things to do in the city, dining experiences and M
ilwaukee’s “walkability”) and 

one video m
arketing the city as a convention destination to m

eeting planners. 

Finally, V
ISIT M

ilwaukee com
pleted 10

 in-house produced videos of conven-

tions hosted in M
ilwaukee for prom

otional purposes and as an added benefit 

to m
eeting planners. 

W
ith Jigsaw’s newly developed look and feel, the m

arketing team
 successfully 

com
pleted four new m

icrosites for the C
ity of W

auw
atosa, the R

iverW
alk, 

H
arley D

avidson 110
th A

nniversary and M
ilwaukee’s m

ulticultural roots. 

M
A
R
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A
long with producing m

icrosites, the m
arketing team

 helped 

to support events such as Indy Fest, the A
ir &

 W
ater Show 

and the H
arley D

avidson 110
th A

nniversary. W
ith V

ISIT 

M
ilwaukee’s help, the A

ir &
 W

ater Show drew over 10
0

,0
0

0
 

visitors per day, and Indy Fest drew over 28,0
0

0
 and was  

televised to a live audience of 640
,0

0
0

 people. The m
arket-

ing team
 supported the H

arley-D
avidson 110

th A
nniversary 

by producing and distributing 160
,0

0
0

 O
fficial B

iker G
uides. 

A
 m

icrosite w
as developed to support ongoing m

arketing 

efforts and proved invaluable as a place to help anniversary 

attendees find accom
m

odations.

Since the launch of M
ilwaukee365.com

 in 20
12, the local 

event calendar has received over 225,0
0

0
 page views and 

prom
oted over 6,50

0
 events from

 over 920
 organizations. 

V
ISIT M

ilwaukee’s website (V
ISITM

ilwaukee.org) received  

nearly 726,0
0

0
 page visits, up 23 percent over 20

12, and total 

page view
s were up 14 percent at 3.2 m

illion. In Septem
ber 

20
13, V

ISITM
ilwaukee.org reached 28 consecutive m

onths  

of year-over-year traffic growth.

Finally, the m
arketing team

 executed 15 targeted leisure 

newsletters to prom
ote M

ilwaukee to a m
ailing list of over 

10
0

,0
0

0
 people. O

ne such newsletter in the fourth quarter 

featured the G
reen B

ay Packers. The “Pack for M
ilwaukee” 

contest was sent to 163,0
0

0
 em

ail addresses generating 

70
,776 page views.  

M
A
R
K
E
T
IN

G

A
ir &

 W
ater Show “B

lue A
ngels”

H
arley D

avidson 110
th A

nniversary
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In prom
oting the G

reater M
ilwaukee area to the G

roup Tour, Leisure  

and International m
arkets, V

ISIT M
ilwaukee attended m

ore than 17 travel  

industry conferences, including events like:

• A
m

erican B
us A

ssociation

• N
ational Tour A

ssociation

• O
ntario M

otorcoach A
ssociation

Attending these conferences generated 2,817 G
roup Tour prospects for our 

hotels and attractions.

G
roup Tour m

arketing efforts generated 5,647 group-lead room
 nights. M

ore 

than 84 group leaders visited M
ilwaukee on fam

iliarization tours, including tour 

operators from
 Illinois, M

innesota, O
hio, M

ichigan, M
issouri and O

ntario, Canada. 

D
irect results include M

ilwaukee participation in five “Circle Lake M
ichigan” tours 

in 20
13 and m

ulti-day tours to the G
reater M

ilwaukee area in 20
14. 

G
roup Tour hosted seven “Explore M

ilwaukee’s B
est” (EM

B
) m

eetings w
ith 

an average of 41 partners attending each m
eeting.

G
roup Tour achieved 849,810

 advertising m
edia im

pressions in  

industry publications.  

• G
LA

M
ER

• B
ank Travel 

• IP
W

 (PowW
ow) G

R
O

U
P
 T

O
U
R
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20
13 P

artner  
Satisfaction Survey

In 20
13, close to 90

 M
ilwaukee businesses becam

e new partners of V
ISIT 

M
ilwaukee. The Partnership D

epartm
ent conducted an in-depth analysis of 

its partner data and partner relations to continue to prom
ote its traditional 

areas of strength and identify places that require im
provem

ent.

The departm
ent began a benchm

arking study of hospitality businesses in the 

greater M
ilwaukee area. The results of the study will tell the story of how well 

the team
 penetrates the potential m

arket of partners and how well it is able 

engage with the hospitality com
m

unity.

V
ISIT M

ilwaukee shifted its data to a stronger C
R

M
 platform

, Sim
pleview, 

which allows partnership to create helpful com
m

unications and store data 

regarding past, present and prospective partners.

The Partnership D
epartm

ent’s 89 percent retention rate shows that the 

m
ajority of its partners are pleased with the service provided at all levels of 

the organization. The team
 continues to strengthen its partner relations, as 

well as relations with other M
ilwaukee leaders, through its leadership of the 

M
ilwaukee A

rea B
usiness A

ssociation Leaders group.

P
A
R
T
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S
H
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V
ISIT M

ilwaukee helped strengthen its partners’ m
arketing skills through innovative, interactive educational 

sessions on relevant topics such as “H
ow to B

e Yourself on C
am

era,” “M
arketing to the M

eeting P
lanner”  

and “W
riting for Social M

edia.” O
ver 170

 partners took advantage of these learning opportunities. 

In addition to educational sessions, the departm
ent hosted a partner showcase to expose local partner  

businesses and, along with G
reater H

otel and Lodging A
ssociation, a golf outing that helped raise $15,0

0
0

 

for G
M

H
LA Scholarships and V

ISIT M
ilwaukee’s educational fund.  

P
A
R
T
N

E
R
S
H

IP

G
rand G

eneva R
esort - The H

ighlands
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M
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V
ISIT M

ilwaukee, a private, non-profit corporation, was incorporated in 1967 

as a 50
1(c)6 tax exem

pt organization. G
overned by an independent board of 

directors, the President/C
EO

 leads a full-tim
e staff of thirty-four, as well as 

additional part-tim
e and seasonal staff m

em
bers.

V
ISIT M

ilwaukee is a D
estination M

arketing O
rganization (D

M
O

). The role 

of a D
M

O
 is to m

arket and sell the destination’s convention facilities, hotels, 

attractions and other hospitality industry businesses to m
eeting planners and 

leisure visitors. In addition, V
ISIT M

ilwaukee works to enhance the im
age of 

the G
reater M

ilwaukee area on a national level.

To accom
plish this m

ission, V
ISIT M

ilwaukee’s m
ain funding source is the 

occupancy tax, also known as “room
 tax” or “bed tax”, an industry-im

posed 

tax paid by overnight visitors. Currently, V
ISIT M

ilwaukee receives a portion 

of occupancy taxes from
 the C

ity of M
ilwaukee (through a contract with the 

W
isconsin Center D

istrict) and the C
ity of W

auwatosa. 

O
P
E
R
A
T
IO

N
S
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Convention Sales &
 

D
estination M

arketing

78%

H
otel O

ccupancy Taxes &
 

Public Funding

82%

Convention Services

10%

State of W
I D

ept  
of Tourism

 G
rants

2%

A
dm

inistration D
ept.

5%

Partner D
ues  

&
 Program

s

6%

Partnership Program
s

7%

M
arketing Sponsors  

&
 A

d Sales 

7%
Program

 &
  

Services R
evenue

3%

V
ISIT M

ilwaukee had annual budgeted revenues of $8 m
illion 

in 20
13, of which 82 percent was derived from

 the occupancy 

tax and other public funding. In 20
13, total C

ity of M
ilwaukee 

occupancy taxes were $11,395,90
6. V

ISIT M
ilwaukee receives 

approxim
ately 46.5 percent of the total city taxes collected.  

The balance of the occupancy taxes are retained by the 

W
isconsin Center D

istrict in order to pay the bond debt on 

convention facilities. 

The balance of our funding com
es from

 additional public  

support and tourism
 grants, m

arketing sponsorships, adver-

tising sales, partner dues and program
s, and other program

 

and services revenue.

V
ISIT M

ilw
aukee’s financial operations are review

ed by  

a seven m
em

ber A
udit/Finance C

om
m

ittee of the B
oard  

of D
irectors, led by the Secretary/Treasurer. In addition,  

V
ISIT M

ilw
aukee retains an independent audit firm

, R
itz 

H
olm

an C
PA

s, to conduct an annual financial audit of the 

organization’s financial operations and internal controls.  

O
P
E
R
A
T
IO

N
S

%
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D
estination M

arketing A
ssociation International D

ESTIN
ATIO

N
 M

A
R

K
ETIN

G
 A

CC
R

ED
ITATIO

N

V
ISIT M

ilwaukee achieved its seventh year of accreditation through the D
estination M

arketing A
ccreditation 

Program
, sponsored by D

estination M
arketing A

ssociation International.

Successful M
eetings – P

IN
N

A
C

LE AW
A

R
D

V
ISIT M

ilwaukee celebrates its standing as an 11-tim
e winner for unparalleled superiority in levels of service 

and the quality of its facilities.

M
eetings &

 Conventions – G
O

LD
 SER

V
IC

ES AW
A

R
D

 

The prestigious G
old Service A

ward by readers of M
eetings &

 Conventions m
agazine recognizes m

eeting 

properties, catering departm
ents and C

V
B

s that excel in their dedication and service to m
eeting professionals. 

Sm
art M

eetings – P
LATIN

U
M

 C
H

O
IC

E AW
A

R
D

P
latinum

 C
hoice A

ward winners are chosen based on a broad range of excellence in industry standards. 

SportsEvents - D
ESTIN

ATIO
N

S TO
 W

ATC
H

SportsEvents readers nam
ed M

ilwaukee am
ong destinations they consider to be one of its  

“A
nnual P

lanners &
 P

laces to W
atch.” 

State D
epartm

ent of Tourism
 G

rants

C
ategory: Joint Effort M

arketing

 
IndyFest, June 14-15, 20

13: $39,550
,  

 
D

earM
KE Im

age Project for 20
13: $39,550

C
ategory: R

eady, Set, G
o!

 
U

SA Triathlon A
ge G

roup C
ham

pionship, A
ugust 10

-11, 20
13: $15,0

0
0

C
ategory: M

eetings M
eans B

usiness

 
Connect M

arketplace, A
ugust 22-25, 20

13: $20
,0

0
0

,  

 
Int’l Society on Throm

bosis and H
aem

ostasis, June 23-26, 20
14: $20

,0
0

0

C
ategory: Tourist Inform

ation Center (TIC)

 
V

ISIT M
ilwaukee V

isitors Inform
ation Center, January 20

13: $4,0
0

0
, July 20

13: $3,0
0

0

A
dditional G

rant:  G
oogle A

d W
ords G

rant, $10
,0

0
0

 a m
onth, totaling $120

,0
0

0
 per year

A
W

A
R
D

S
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PA
R

TN
ER

 A
CCO

LA
D

ES: 

• M
ilwaukee’s G

eneral M
itchell International A

irport ranked in the top 10
 on Travel + Leisure’s list of “A

m
erica’s B

est A
irports.”  

 
The airport also m

ade Forbes list of “10
 B

est A
irports.”

• In N
ov. 20

13, Colectivo Coffee m
ade Fodor’s list of “A

m
erica’s 15 B

est Indie Coffee Shops.” 

• Festa Italiana was nam
ed one of the “B

est Italian Festivals in A
m

erica” by 10
B

est.com
, a division of U

SA Today Travel. 

• For the third straight year, the readers of Conde N
ast Traveler nam

ed the Iron H
orse H

otel one of the “B
est H

otels in the M
idwest.”  

 
A

nother recent accolade also earned it a spot on the list of M
en’s H

ealth M
agazine’s “20

 M
anliest H

otels in A
m

erica.”

• The C
aptain Frederick Pabst M

ansion m
ade Com

plex M
agazine’s list of “20

 M
ust-V

isit A
m

erican H
om

es.” 

• D
raft M

agazine featured Palm
 Tavern, R

om
an’s Pub and Sugar M

aple in its “A
m

erica’s 10
0

 B
est B

eer B
ars: 20

13” list. 

• M
ilwaukee’s PrideFest earned the city a spot on TravelN

erd’s “Top 10
 D

estinations for G
ay Travelers.” 

• Lakefront B
rewery brewed its way to the top of the “10

 B
est Farm

-to-P
int B

reweries in A
m

erica” by Farm
Flavor.com

C
ITY A

CCO
LA

D
ES: 

• A study released by CreditD
onkey included M

ilwaukee am
ong the “Top 10

 B
est C

ities for M
oney-Savvy College G

rads.” 

• In M
ay 20

13, M
ovoto B

log created criteria that determ
ined which U

.S. cities have the m
ost zest for a full life, landing M

ilwaukee  

 
in the #

7 spot on its “The 10
 M

ost Exciting C
ities in A

m
erica” list. 

• M
ilwaukee was listed on O

penTable’s “M
ost R

om
antic C

ities” in Feb. 20
13. 

• Techie.com
 put M

ilwaukee on its list of “10
 M

ost U
nexpected C

ities for H
igh-Tech Innovation.” 

• M
ilwaukee was nam

ed am
ong the “Top 10

 B
est C

ities for U
rban Forests” by A

m
erican Forests, the oldest national  

 
nonprofit conservation organization in the country. 

• M
SN

.com
 calls M

ilwaukee one of the “10
 Coolest C

ities in the M
idwest.” A nod to M

ilwaukee’s Sum
m

erfest – the world’s largest  

 
m

usic festival – is also listed as “W
hat’s Cool” about M

ilwaukee. 

• A
rtP

lace, a coalition of m
ajor foundations and the N

ational Endowm
ent for the A

rts listed M
ilwaukee on its  

 
“Top 12 A

rtP
laces in A

m
erica” list. 

• A
way.com

’s listing of “30
 Things to do B

efore You’re 30
” included, “Eat an iconic city m

eal.” H
aving “a beer in M

ilwaukee” joins  

 
experiences such as enjoying P

hilly’s cheesesteak, B
oston’s clam

 chowder and M
em

phis’s B
B

Q
. 

R
A
N

K
IN

G
S
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R
afael A

cevedo 
G

reater M
ilwaukee Foundation 

Tyler B
arnes 

M
ilwaukee B

rewers

Joe B
artolotta 

B
artolotta R

estaurant G
roup

B
ill D

avidson 
H

arley-D
avidson M

useum

M
ary D

ow
ell * 

Johnson Controls, Inc 

M
ayor K

athy Ehley* 
C

ity of W
auwatosa

Paulette Enders 
C

ity of W
auwatosa

R
ick Frenette 

W
isconsin State Fair

Jerem
y Fojut 

C
lever/A

R
T M

ilwaukee

Cecilia G
ilbert 

C
ity of M

ilwaukee D
P

W

A
lderm

an W
illie L. H

ines, Jr. * 
C

ity of M
ilwaukee

D
ana Jones * 

V
ISIT M

ilwaukee 

D
an K

eegan 
M

ilwaukee A
rt M

useum

Lynda K
ohler * 

SH
A

R
P Literacy, Inc.

A
ldo M

adrigrano * 
B

eer C
apitol D

istributing

Steve M
agnuson * 

M
arcus H

otels &
 R

esorts

Paul M
athew

s * 
M

arcus Center for the Perform
ing A

rts

H
arold M

ester 
M

ilwaukee County/G
eneral M

itchell International A
irport

R
ose M

urack 
R

adisson H
otel M

ilwaukee-W
est

D
avid M

urphy 
M

arquette U
niversity

R
on O

lstad * 
H

yatt R
egency M

ilwaukee

A
lderm

an B
obby Pantuso 

C
ity of W

auwatosa

Laurette Pettibone 
Potawatom

i B
ingo C

asino

O
m

ar Shaikh * 
SU

R
G

 R
estaurant G

roup

D
on Sm

iley 
M

ilwaukee W
orld Festivals, Inc.

K
aren Spahn

M
ilwaukee Public M

useum

John Steinm
iller *

M
ilwaukee B

ucks

Paul U
pchurch * 

V
ISIT M

ilwaukee

Teig W
haley-Sm

ith * 
M

ilwaukee County

R
ick W

iegand 
A

m
bassador H

otel

C
huck W

ikenhauser 
M

ilwaukee County Zoo 

A
lderm

an Terry W
itkow

ski 
C

ity of M
ilwaukee

* denotes Executive Com
m

ittee 

B
O

A
R
D

 O
F
 

D
IR

E
C
T
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P
R

EM
IER

E

C
ity of W

auwatosa

Potawatom
i B

ingo Casino

Spirit of M
ilwaukee

W
isconsin Center D

istrict

P
A
R
T
N

E
R
S

CO
R

P
O

R
ATE PA

R
TN

ER
S

A
m

erican Society for Q
uality

A
urora H

ealth C
are

B
eer C

apitol D
istributing Com

pany, Inc.

B
M

O
 H

arris B
ank

Cousins Subs

D
elta A

ir Lines

H
arley-D

avidson M
otor Com

pany

Johnson Controls, Inc.

Kohl’s D
epartm

ent Stores

Levy R
estaurants at the  

H
arley-D

avidson M
useum

Levy R
estaurants at the  

W
isconsin Center D

istrict

M
arcus H

otels &
 R

esorts

M
arquette U

niversity

M
illerCoors

M
ilwaukee B

rewers B
aseball C

lub

M
ilwaukee B

ucks

N
orthwestern M

utual

Palerm
o’s P

izza

R
ockwell A

utom
ation

Sum
m

erfest

U
niversity of W

isconsin - M
ilwaukee

W
e Energies



For m
ore inform

ation,  

call 1.80
0

.554.1448 or go to V
ISITM

ilwaukee.org


















