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WHO WE AREWHO WE ARE

NWRPC is a multi-county regional planning commission
serving 10 counties, five tribal nations, and 230 units of
local government across Northwest Wisconsin.

The Development Association champions business
growth, creation, recruitment, and retention, in the City
of Superior and Douglas County, Wisconsin.

THE DEVELOPMENT ASSOCIATION &
 NORTHWEST REGIONAL PLANNING COMMISSION 
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Approximately 33,000 daily trips currently occur between Wisconsin and
Minnesota with Nearly 9,500 daily commuters impacted

Significant implications for:
Small businesses
Workforce movement
Consumer behavior
Tourism and hospitality
Retail spending patterns

A GENERATIONAL 
INFRASTRUCTURE DISRUPTION
A GENERATIONAL 
INFRASTRUCTURE DISRUPTION

2025-26
Planning

2027
Closure

~2032
Reopening
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HOW WE GOT STARTEDHOW WE GOT STARTED

WEDC $50,000 grant
Created Steering Committee    
Launched Bridge to Progress Program 

How will this impact businesses?
What are the potential implications? 
Where are the opportunities? 
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STEERING COMMITTEE ROLESTEERING COMMITTEE ROLE

Survey development and analysis
Identify key issues 
Data-informed planning support
Focus on preparation before
disruption occurs

SUPPORTING DATA DRIVEN PLANNING
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Area Represented Business/Organization Member Title

Business Community The Development Association Jim Caesar Executive Director

Business Community The Development Association Jenice Meyer** Assistant Executive Director

Business Community Chamber of Commerce Taylor Pedersen** President & CEO

Business Representative Earth Rider & Cedar Lounge Tim Nelson Owner

Business Representative Keyport Liquor Mark Casper Owner

Business Representative Mix Cosmetiques Lanae Rhoads Owner

Business Representative The Spirit Room Lindsey Graskey Owner

City of Superior Economic Development Jason Serck Director of Ports & Planning

Business Improvement District SBID Kelly Peterson Executive Director

Northwest Region NWRPC Sheldon Johnson Executive Director

Northwest Region Visions Northwest Crystal Rohde** Administrator

State of Wisconsin Dept of Workforce Development Thomas Michels** Labor Market Economist

State of Wisconsin Dept of Transportation Stephanie King** NW Region, Engineer

State of Wisconsin Dept of Transportation Marc Bowker** NW Region, Engineer

** Data Subcommittee

STEERING COMMITTEESTEERING COMMITTEE
BROAD CROSS-SECTION OF PERSPECTIVES
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BUSINESS SURVEY SECTIONSBUSINESS SURVEY SECTIONS

CUSTOMER & REVENUE IMPACT

WORKFORCE & OPERATIONS

ADAPTATION & SUPPORT
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BUSINESS SURVEY DEMOGRAPHICSBUSINESS SURVEY DEMOGRAPHICS
LOCATION OF SURVEY RESPONDENTS

126 business responses collected
Broad representation across industries
Strong participation from small businesses
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BUSINESS SURVEY DEMOGRAPHICSBUSINESS SURVEY DEMOGRAPHICS
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BUSINESS SURVEY DEMOGRAPHICSBUSINESS SURVEY DEMOGRAPHICS
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BUSINESS SURVEY DEMOGRAPHICSBUSINESS SURVEY DEMOGRAPHICS
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CUSTOMER & REVENUE IMPACTCUSTOMER & REVENUE IMPACT
CURRENT REVENUE FROM MINNESOTA
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CUSTOMER & REVENUE IMPACTCUSTOMER & REVENUE IMPACT
ANTICIPATION OF CHANGE IN REVENUE
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CUSTOMER & REVENUE IMPACTCUSTOMER & REVENUE IMPACT
THEMES OF ANTICIPATED CHANGE IN REVENUE

Businesses expressed concerned about: 

Reduced customer traffic
Longer travel times and congestion
Loss of spontaneous or convenience-based trips
Increased congestion discouraging visits to Superior
Consumers permanently change shopping habits
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CUSTOMER & REVENUE IMPACTCUSTOMER & REVENUE IMPACT
PERCENTAGE OF CUSTOMERS CURRENTLY FROM MN
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CUSTOMER & REVENUE IMPACTCUSTOMER & REVENUE IMPACT
ANTICIPATED CHANGE IN CUSTOMERS
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WORKFORCE & OPERATIONSWORKFORCE & OPERATIONS
PERCENTAGE OF EMPLOYEES WHO COMMUTE FROM MN
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WORKFORCE & OPERATIONSWORKFORCE & OPERATIONS
CONCERNED ABOUT RETAINING OR RECRUITING EMPLOYEES
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ADAPTATION & SUPPORTADAPTATION & SUPPORT

NOT AT ALL CONFIDENT VERY CONFIDENT
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ADAPTATION & SUPPORTADAPTATION & SUPPORT
EMERGING THEMES
Top 4 Needs Identified by Survey Respondents

Financial Assistance (Grants/Forgivable Loans)
Customer Outreach & Marketing
Community "Shop Local" Campaigns
Business Networking & Shared Resources

Supporting Needs
Transportation Solutions
Supply Chain Support
Technical Assistance & Training
Clear Construction Communication 20



BUSINESS SURVEYBUSINESS SURVEY
KEY PRELIMINARY TAKEAWAYS

A large % of our revenue & customers are from MN
However, closure will likely not impact all businesses equally 
Smaller businesses are more concerned about the closure
Concern that increased congestion will discourage visits and
result in less planned, spontaneous, or trips of convenience
Not an increased concern about workforce  
Opportunity for long-term habit changes and focus for our
collective efforts
Seek funding in priority areas of what businesses identified as
most helpful and needed 
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BUSINESS SURVEYBUSINESS SURVEY

QUESTIONS?
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CONSUMER SURVEY SNAPSHOTCONSUMER SURVEY SNAPSHOT
Purpose: 

Understand current travel and shopping patterns
Identify likely behavior changes during the closure
Explore what may help retain local spending in Superior
and Douglas County

Key focus areas:
Cross-bridge travel frequency
Shopping and dining patterns
Long-term habit changes
Consumer perceptions and barriers
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CONSUMER SURVEY SECTIONSCONSUMER SURVEY SECTIONS

AWARENESS & TRAVEL PLANS

SHOPPING & SPENDING PATTERNS

LOCAL SHOPPING CONSIDERATION

ANTICIPATED CHANGES DUE TO BRIDGE CLOSURE

COMMUNITY INFORMATION & ENGAGEMENT
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CONSUMER SURVEY DEMOGRAPHICSCONSUMER SURVEY DEMOGRAPHICS

25



CONSUMER SURVEY DEMOGRAPHICSCONSUMER SURVEY DEMOGRAPHICS
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CONSUMER SURVEY DEMOGRAPHICSCONSUMER SURVEY DEMOGRAPHICS
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CONSUMER SURVEY DEMOGRAPHICSCONSUMER SURVEY DEMOGRAPHICS
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CONSUMER SURVEY DEMOGRAPHICSCONSUMER SURVEY DEMOGRAPHICS
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CONSUMER SURVEY OVERVIEWCONSUMER SURVEY OVERVIEW
AWARENESS OF BLATNIK BRIDGE CLOSURE
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CONSUMER SURVEY OVERVIEWCONSUMER SURVEY OVERVIEW
AWARENESS OF FIVE YEAR BRIDGE CLOSURE
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AWARENESS & TRAVEL PATTERNSAWARENESS & TRAVEL PATTERNS
ROUND TRIPS IN A TYPICAL WEEK OVER BRIDGES
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AWARENESS & TRAVEL PATTERNSAWARENESS & TRAVEL PATTERNS
PRIMARY REASONS FOR TRAVELING

0 100 200 300 400

SHOPPING/ERRANDS

MEDICAL APPTS

RECREATION/ENTERTAINMENT

DINING

VISITING FRIENDS OR FAMILY

COMMUTE TO MINNESOTA

PERSONAL APPTS (HAIR, ETC)

COMMUTE TO WISCONSIN

SCHOOL/CLASSES
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AWARENESS & TRAVEL PATTERNSAWARENESS & TRAVEL PATTERNS
HOW BRIDGE CLOSURE WILL AFFECT TRAVEL 
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AWARENESS & TRAVEL PATTERNSAWARENESS & TRAVEL PATTERNS
WHICH DIRECTION OF TRAVEL WOULD BE MOST EFFECTED
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SHOPPING AND SPENDING PATTERNSSHOPPING AND SPENDING PATTERNS
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MAJORITY OF GROCERY SHOPPING



SHOPPING AND SPENDING PATTERNSSHOPPING AND SPENDING PATTERNS
MAJORITY OF CLOTHING AND ACCESSORIES SHOPPING
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SHOPPING AND SPENDING PATTERNSSHOPPING AND SPENDING PATTERNS
MAJORITY OF HOUSEHOLD GOODS SHOPPING
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SHOPPING AND SPENDING PATTERNSSHOPPING AND SPENDING PATTERNS
TYPES OF BUSINESS USUALLY SHOP AT IN AREA

39



LOCAL SHOPPING CONSIDERATIONSLOCAL SHOPPING CONSIDERATIONS
SHOPPING, DINING, AND SUPPORTING LOCAL
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LOCAL SHOPPING CONSIDERATIONSLOCAL SHOPPING CONSIDERATIONS
WHEN PURCHASING GIFTS AND SHOPPING LOCAL
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LOCAL SHOPPING CONSIDERATIONSLOCAL SHOPPING CONSIDERATIONS
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FACTORS MOST INFLUENTIAL TO SHOPPING LOCAL



LOCAL SHOPPING CONSIDERATIONSLOCAL SHOPPING CONSIDERATIONS
MAIN REASONS TO RARELY OR NEVER SHOP LOCALLY

0 50 100 150 200

LIMITED SELECTION

HOURS OF OPERATION

PRICE

PARKING OR TRANSPORTATION

LOCATION

PREFER ONLINE

SALES TAX

NOT AWARE OF LOCAL OPTIONS 43



LOCAL SHOPPING CONSIDERATIONSLOCAL SHOPPING CONSIDERATIONS
WHAT TYPES OF BUSINESSES DO YOU ALREADY SUPPORT

0 100 200 300 400 500 600

RESTAURANTS OR CAFES

GROCERY OR SPECIALTY FOOD STOPS

RETAIL OR GIFT SHOPS

BARS OR BREWERIES

PERSONAL SERVICES

ENTERTAINMENT OR EVENTS
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LOCAL SHOPPING CONSIDERATIONSLOCAL SHOPPING CONSIDERATIONS
WHAT WOULD MAKE IT EASIER TO SHOP SUPERIOR/DC

0 50 100 150 200 250 300

CLEAR INFO & ROUTES

SPECIAL PROMOS OR INCENTIVES

EASIER PARKING OR ACCESS

EXTENDED/FLEXIBLE HOURS

COMMUNICATION ON SUPPORTING LOCAL

NOTHING WILL CHANGE MY BEHAVIOR

EVENTS OR COORDINATED EXPERIENCES
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ANTICIPATED CHANGESANTICIPATED CHANGES
WHAT CHANGES YOU’LL MAKE DURING THE BRIDGE CLOSURE

0 50 100 150 200 250 300 350

COMBINE TRIPS OR LESS TRAVEL

SHOP CLOSER TO HOME MORE OFTEN

CHANGE WHERE I DINE OR SOCALIZE

CHANGE WORK OR COMMUTE PATTERNS

SHIFT TO MORE ONLINE OPTIONS

CHANGE WHERE SHOP (CERTAIN CATEG.)

NO SIGNIFICANT CHANGES EXPECTED 46



ANTICIPATED CHANGESANTICIPATED CHANGES
WHICH CATEGORIES MOST LIKELY TO CHANGE
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COMMUNITY INFORMATION COMMUNITY INFORMATION 
PREFERENCE FOR INFO ON LOCAL NEWS, EVENTS & UPDATES

0 100 200 300 400
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YOU TUBE
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OTHER SOCIAL MEDIA 48



WHAT WE ARE HEARING FROM CONSUMERSWHAT WE ARE HEARING FROM CONSUMERS
WHAT MATTERS MOST DURING THE CLOSURE?

🚧 Clear Communication & Navigation - routes/detours/travel times
💰 Incentives & Promotions - sales, discounts, loyalty programs - “shop local”
🕒 Convenience & Accessibility - extended business hours - easy parking
📦 Flexible Shopping Options - Online ordering with local pickup - delivery
🎉 Events & Community Engagement - Coordinated shopping events
❤️ Community Support Messaging - Communication and awareness campaigns

Consumers are looking for convenience, clear communication, and promotions - not just during
construction, but as part of an overall strategy to maintain shopping activity throughout and
beyond the closure.
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A disruption of this duration changes routines, not just routes

Consumers may:
Consolidate trips
Shift spending closer to home
Increase online purchasing
Develop new long-term habits

Economic impacts may continue even after bridge reopening. 
Behavior may permanently shift, including opportunities to keep
consumers shopping local.

CONSUMER SURVEYCONSUMER SURVEY
KEY TAKEAWAYS

UP TO FIVE-YEAR 
DISRUPTION

LONG-TERM
BEHAVIOR CHANGES
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THE BRIDGE TO PROGRESS PROGRAMTHE BRIDGE TO PROGRESS PROGRAM
PREPARING BUSINESSES & COMMUNITIES
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Trainings Themes Identified

Partnership Development & Connection

Cash Flow Planning

Financial Opportunities and Grants

E-Commerce

Marketing & Communication

THE BRIDGE TO PROGRESS PROGRAMTHE BRIDGE TO PROGRESS PROGRAM
SMALL BUSINESS TRAINING SERIES

Date: Monday, October 26, 2026

Time: 9 AM - 12 PM

Location: 1401 Tower Ave.

     Ballroom

RSVP: LIZ@WEGROWBIZ.ORG

Kick-Off Training Event

BRUNCH WILL BE PROVIDED



Continued stakeholder engagement
Coordinated messaging and wayfinding
Consumer awareness campaigns
Local business promotion initiatives
Event-based destination programming
Transportation and mobility planning
Business continuity support
Data-driven policy advocacy

OPPORTUNITIES FOR COLLABORATION OPPORTUNITIES FOR COLLABORATION 
CONTINUING THE WORK & NEXT STEPS
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CONTACT USCONTACT US
Crystal Rohde
Northwest Regional Planning Commission
Business Development Specialist
crohde@nwrpc.com | 715-520-8160

Jenice Meyer
The Development Association
Assistant Executive Director
jenice@wegrowbiz.org | 715-319-495
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