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on the original form. 

Project Name MjlwmJkee P•1hljc Market location MjlwaJJkee, Wisconsin 

Owner Historic Third Ward Association 501Ccl3: Milwaukee Public Market.lnc. manager 

Project Use(s) Indoor year rmmd food market for 11p to 25 independent food vendm-s demonstration kitchen fanners' market 

Project Size 37.000 sg.ft. market hall Total Development Cost $10.9 million 

Annual Operating Budget (if appropriate) $850 000 (2007) 

Date Initiated Planning 1997: construction start- August 2004 Percent Completed by December 1. 2006 100% 

Project Completion Date (if appropriate) Building completed October 2005: Operational development continues 

Attach, if you wish, a list of relevant project dates Future-operational break-even by 2009 

Application submitted by: 

Name Richard Wright Title President 

Organization Milwaukee Public Market Inc a not-for-profit community organization managing the Market 

Address 400 N Water Street City/State/Zip Mjlwaukee WI 53202 

Telephone ( 414 )336-1111 Fax ( 414 ) 289-3108 

E-mail office@milwaukeepublicmarket.org Weekend Contact Number (for notification): same 

Key Participants (Attach an additional sheet if needed) 

Organization Key Participant Telephone/e-mail 

Public Agencies City ofMilwa,Jkee Rocky Marcoux 414-286-5800 I rocky marcoux@mkedcd mg 

Architect/Designer Kubala Washatko Architects 

Develo er 

Professional Consultant Hugh Boyd. Architects 

WWBJC 
Community Group Greater Milwaukee Foundation 

Other 

AJien Washatko 

Hugh Boyd 

Wendy Baumann 
Jim Marks 

262-377-6039 I awashlko@tkwa com 

973-783-2878 I hughboyd.architect@verizon.net 

414-263-5450 I wendy.baumann@wwbic.com 
414-272-5805 I jmarks@greatermkefdn.org 

Please indicate how you learned of the Rudy Bruner Award for Urban Excellence. (Check all that apply). 
_Direct Mailing _Magazine Advertisement Previous RBA entrant 

Professional Online Notice Previous Selection Committee member 
Organization _ Bruner/Loeb Forum _Other (please specify) ---------------------

The undersigned grants the Bruner Foundation permission to use, reproduce, or make available for reproduction or use by others, and to 
post on the Bruner Foundation web sites, the materials ~ubmitted. The applicant warrants that the applicant has full power and authority to 
submit the application and ched materi sand to gr nd permissions. 
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ABSTRACT 

Please answer questions in space provided. Applicants should feel free to use photocopies of the application forms if needed. If possible, 
answers to all questions should be typed or written directly on the forms. If the forms are not used and answers are typed on a separate page, 
each answer must be preceded by the question to which it responds, and the length of each answer should be limited to the area provided 
on the original form. 

Project Name Milwaukee Public Market 

Address 400 N. Water Street City/State/ZIP Milwaukee. WI 53202 

1. Give a brief overview of the project, including major project goals. 

Planning for the Milwaukee Public Market was initiated in 1997 by a group of concerned citizens. The 
final decision to begin the process of establishing an indoor year round food market in downtown 
Milwaukee for up to 25 independent vendors was reached in late 1999. A site was ultimately selected in 
the city's Historic Third Ward area. A donated capital budget of$10 million was established to cover the 
cost of land, building and a period of development to a break even point three years after opening. Major 
project goals included the following: 

• To enhance Downtown Milwaukee as an attractive place to live, work, and visit by creating a 
unique source of high quality fresh foods and by creating a special place that welcomes all 
segments of the community. 

• To provide affordable retailing opportunities to independent owner-operated businesses, 
incubate start-ups, and create jobs. 

• To create urban economic opportunities for Wisconsin farmers and food producers. 
• To enhance The Historic Third Ward area's longstanding retail activity and help to create a 

more vibrant district that incorporates existing and new uses in its historic structures. 

2. Why does the project merit the Rudy Bruner Award for Urban Excellence? (You may wish to consider such factors as: effect on the 
urban environment; innovative or unique approaches to any aspect of project development; new and creative approach1~ to urban 
issues; design quality.) 

The Milwaukee Public Market contributes to urban excellence in three major ways: the exemplary design 
of its structure, its location as a connection between two parts of downtown separated by the barrier of an 
elevated freeway, and the role of the Market in the economic/social fabric of Downtown Milwaukee. The 
building itself was conceived to be visible and accessible in a crowded urban landscape, a facility of style 
and presence that would excite from the outside and inside and a functionally unique and meaningfitl place 
that enhances the shopping experience. In addition to these factors the building incorporates an area for 
eating and gathering for the community on a daily and special event basis and a demonstration kitchen for 
cooking classes and other food related events. After the experience of one year of operation the community 
is telling us that these goals are being realized at a high level. 
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PROJECT DESCRIPTION 
Please answer questions in space provided. Applicants should feel free to use photocopies of the application forms if needed. If possible, 
answers to all questions should be typed or written directly on the forms. If the forms are not used and answers are typed on a separate page, 
each answer must be preceded by the question to which it responds, and the length of each answer should be limited to the area provided 
on the original form. 

1. Describe the underlying values of the project. What, if any, significant trade-offs were required to implement the project? 

The underlying values of the project are essentially supportive ones that enhance the urban environment in 
a number of ways including general economic development (e.g. job creation), the growth of small 
independent businesses, and the architectural landscape. 

Action plans for the project were established in late 1999 with fundraising goal of$10 million. Due to 
various factors (acceptance of a new concept i.e. "what is a public market?", development offundraising 
leadership for business corporations, etc.) the solicitation of donations took longer than expected while 
additional requirements and inflation ultimately raised the cost to $10.8 million. Construction was begun in 
April2004 when $9 million in donations had been obtained with the balance of needed funds to be 
obtained from a bank line of credit. While no significant trade-offs have occurred to date, tight budgets 
have limited flexibility in dealing with development of the Market during its first years of subsidized 
operations. 

2. How has the project impacted the local community? Please include relevant information on urban context. 

After one year of operation the Market has begun to impact the community in the ways that we had been 
hoping for. Here are some important measures of that impact: 

• With 95% of the space now leased retail sales are approximately $5million in 2006. The 2008 
goal is $9 million. 

• Creation of75 new jobs covering 18 new businesses. 
• Estimated customer count of 650,000. 1,000,000 is the goal. 
• A total of 41 cooking classes were held in the demonstration kitchen with a total of I ,000 

participants. In addition three major guest chef events brought an additional 200 people into 
closer contact with the Market and downtown Milwaukee. 

• Numerous public and private events have been held using a combination of the mezzanine 
eating area and the demonstration kitchen facility. In particular, we sought to accommodate 
events that are meaningful to the social or economic goals of the Milwaukee community at a 
minimum expense to the sponsoring organization. 



PROJECT DESCRIPTION (coNro) 

J . Descnbe tne ke' <'lcmenb ot the development pro e~' mcludtng commumt) parttctpatton ,,here c~pproprr.t't: 

As a privately sponsored project community participation at the outset was limited to high level public officials and 
potential private sponsors or donors. A major feasibility study was completed by Market Ventures, Inc. in August 
1999 which defined the parameters of the project and the factors necessary for success. In November 1'>99 the Greater 
Milwaukee Comm ittee (major business leaders in Milwaukee) lent its support with a task force report. Fundraising 
and building development plans were launched in earnest at that time. 
Approximately 4 \IS years later in April 2004 a necessary minimum of$9 million in funds had been obtained and 
build ing construction and tenanting were begun. Amazingly perhaps the Milwaukee Public Market opened for 
business on October 15,2005, with 75% of the retail space occupied. A three year development or subsidy plan 
extending through 2008 is now in full swing. At the end of that time we hope a major Milwaukee institution has been 
estab I ished. 

4 De~cnbe the fin.mcmg ol the prowct Please rncludc all tundm~: sources and ,quare root ceq, ,,here applrcable 

5 1~ .r~ 

The project has an estimated final development cost of$ 1 0.8 million through 2008. The funds pledged and paid 10 

date (except for approximately $125,000) are as follows: 

Private 
Major gifts (3) 
Individuals 
Foundations 
Business Corporations 

Public 
Federal 
State of Wisconsin 

TOTAL 
GOAL 

$3,000,000 
$1,600,300 
$1 ,267,200 
$ 162.500 
$6,030,000 

$2,800,000 
$1.250.000 
$4,050,000 

$10,080,000 
$10,800,000 

To finance receivable pledges and costs until the fundraising is completed, a $1.5 million line of credit was obtained at 
a local bank on the strength of the personal guarantees of important contributors. The building totaling 37,000 sq.ft. 
was constructed at a cost of$7,490,000 or approximately $200 per sq. ft. 

r· r _, , .. Jn, "" . .... .!ptab!e to othu urban senmgs1 

The Milwaukee Public Market project addresses the significant broad urban issues of economic development, support 
of independent owner-operated businesses, jobs, a community gathering place and architectural excellence or 
leadership (all project goals). Public markets are unique animals that can help address many aspects of urban li fe. but 
they are not easy to implement because of the need for significant donated capital funds, the difficulty of establishing 
any "new business" in today's competitive economy, and the need for private control to help ensure effective non
political management. The model is definitely applicable to other urban settings if the circumstances are right. 
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COMMUNITY REPRESENTATIVE PERSPECTIVE 

Please answer questions in space provided. Applicants should feel free to use photocopies of the application forms if needed. If possible, 
answers to all questions should be typed or written directly on the forms. If the forms are not used and answers are typed on a separate 
page, each answer must be preceded by the question to which it responds, and the length of each answer should be limited to the area pro
vided on the original form. 

This sheet is to be filled out by someone who was involved, or represents an organization that was involved, in helping the project respond 
to neighborhood issues. 

Name Wendy K. Baumann Title President 

Organization WWBIC Telephone ( 414)263-5450 

Address2745 N Dr Martin Luther King Drive City/State/ZIP Milwaukee';" WI 53212 

Fax ( 414) 263-5456 E·mailwendy.baumann@wwbic.com 
The undersigned grants the Bruner Foundation permission to use, reproduce, or make available for reproduction or use by others, for 
any purpose whatsoever, the materials submitted. The applicant warrants that the applicant has full power and authority to submit the 
application and all att ed materials a d to grant these rights and permissions. 

Si nature 

1. How did you, or the organization you represent, becqme involved in this project? What role did you play? 

I became involved in the creation and the development of the Milwaukee Public Market (MPM} since its inception with an early morning job through 
Pike's Place Market in Seattle, Washington about 9 years ago. The idea of creating a Pike's Place Market in Milwaukee at first seemed a bit of a 
dream- but as we began down this long path- we clearly saw an interest, an attraction, a genuine intrigue in the idea from many ... individuals, the 
public and private sectors, philanthropic concerns and future vendors and customers. 
While my main role was that of a personal civic involvement from volunteer dedication, I also utilized my profession role through The Wisconsin 
Women's Business Initiative Corporation (\NWBIC) to play a supportive role in advancing the idea of building MPM. WWBIC is a statewide economic 
development corporation providing quality business, financial awareness education and access to capital, targeting women, people of color and low
wealth individuals. So the support of a public market comprising twenty-some individual businesses under one roof was a narural initiative to fully 
support. 
Throughout the development of the MPM, I played a role as Co-leader serving on the MPM Steering Committee, Development and Fund Raising 
Committee and later Public Relations and Marketing Committee. Within the 6 plus years of active research, fund development, construction and 
vendoring, I probably made over 75 presentations on the Market. A major role involved fund raising for the $11 million development. 

2. From the community's point of view, what were the major issues concerning this project? 

Almost from the very beginning when the Milwaukee Public Market became aware to the gerieral public, there was great interest and support. There 
was a true sense of...build it and WE WILL COME. The media has and continues to find the market a great source of interef,t and news. This 
helped the Market in its development stages and certainly for the large grand opening, just a year ago. 
The community could be divided into a few groups of interests: 

Local Historic Third Ward residents (those living just blocks around the Market) 
Downtown workers and residents 
Suburbanites with interest in the city, sharing time on weekends and evenings 
Foodies and culinary experts looking for top quality products 
Health conscious individuals- with interests in organic and sustainable agriculture 
Old Milwaukee ... remembering when markets were the way of life 
Young Mi1waukee ... with a strong sense of quality personal time 
Diverse Milwaukee craving markets, unique foods, selection of ethnic products 
Agricultural interests from local and regional farmers and coops 
Tourists and visitors to Milwaukee and Wisconsin -wanting to gain a sense of what and who Milwaukee is ... 

And we saw throughout the years these different communities became informed and focused on different aspects of the MPM. And as we have seen 
o•er this firs! short year, the MPM.has become not iustanoth~r sp~ce. but a place in community. 
3. Wtiat trade-otts and compromises were requm~d during the development ot the project? How did your organization participate in 
making them? · 

Initially there was a challenge of getting a few strong supporters to see the vision of what the market could be in and for Milwaukee. After our initial 
studies and researched share that- YES- there is interest and the ~need" for a market, we had the makings of a plan and the makings of a large 
fund raising goal. .. $1 0 plus million. 

It was also during this same time that Milwaukee was raising over $100 million for the large expansion of the Milwaukee Art Museum and the 
Catatrava wing. This did not help our overall campaign comprised solely of volunteers with no paid staff to assist nor a funding base of donors. In 
addition, the Milwaukee Public Market had numerous goals or agendas ... 

creation of a public place with the mixing of people 
job creation 
availability and accessibility of healthy food and education about foods and products 

So many prospective funders found it difficult to support not only this NEW idea (and sometimes NEW and Milwaukee DO NOT FIT in the same 
sentence) but also an initiative with multiple agendas. 
We handled this through consistent and constant outreach and marketing and sharing of information on what the Milwaukee Public Market can and 
would be- how this project would provide a strong sense of community, the creation of jobs and the celebration and education of healthy foods and 
eating. 
In addition, we worked hard at finding unique individuals and donors who could see how a public market would benefit Milwaukee. 



COMMUNITY REPRESENTATIVE PERSPECTIVE <co ·rD) 

4 Ha~ lhas prOJPCI m.1dc the commu'lll) J I><'Uer pl1 c t vP or work1 11 ,o how> 

YES - already in this past year The Milwaukee Public Market has received numerous awards and recognitions both through formal 
award recognitions and via votes from the community. 

To name a few-
Milwaukee Area Neighborhood Development Initiative (MANDl) finalist 
Mayor's Excellence Award for new architectural and design 
Business Journals Architect Award Finalist for large project 

But recognitions aside, each day one can see who the large neon signs of Milwaukee Public Market have now changed the 
landscape of Milwaukee. WE HAVE A PUBLIC MARKET now ... so many individuals share as they frequent the market during the 
work day, on weekends with families, for an occasional cooking class and with guests from out of town during holidays. 

The twenty-two some family-owned vendors have become a family - the owners, managers and their staffs share a great deal of time 
at the Market and are creating a true community. 

l 'A'ouJd you ch(lngfl.Hl\ th1ng about fhJs pro1ect or the developn)P.OI proce\' you wr nt through' 

We did our research and strategic planning right, we estimated the costs and got the building and the construction nght, we have 
begun with many strong vendors and a strong opening and first year. I think we got a great deal right! 

But hind sight is always easy, and I would comment on the following: 

Perhaps having a well known Champion for Fund Raising would have made it easier and we possibly would have been able to 
open the market earlier. 

Perhaps we could have hired our Market Manager earlier to have had even a longer time vendoring the market While we 
opened with 80% of the market full at grand opening, it would have been better to have been 100% leased. 

While we worked hard at positioning what a public market is - maybe we still could have spent more time with vendors and the 
general public on really what a market is and how it operates and how it is different from a grocery store or mall. 

Thank you again for the opportunity to share a community perspective here. I thank you in advance for the consideration of this very 
worthy project for such an honor. 
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COMMUNITY REPRESENTATIVE PERSPECTIVE 

Please answer questions in space provided. Applicants should feel free to use photocopies of the application forms if needed. If possible, 
answers to all questions should be typed or written directly on the forms. If the forms are not used and answers are typed on a separate 
page, each answer must be preceded by the question to which it responds, and the length of each answer should be limited to the area pro
vided on the original form. 

This sheet is to be filled.out by someone who was involved, or represents an organization that was involved, in helping the project respond 
to neighborhood issues. 

Name James A. Marks Title Vice President 

Organization Greater Milwaukee Foundation Telephone ( 414 ) 272-5805 

Address 1020 N. Broadway City/State/ZIP Milwaukee, WI 53202 

Fax ( 414 272-6235 E-mail jmarks@greatermkefdn.org 
The undersigned grants the Bruner Foundation permission to use, reproduce, or make available for reproduction or use by others, for 
any purpose whatsoever, the materials submitted. The applicant warrants that the applicant has full power and authority to submit the 
application and all ched materials and to gran th e righ nd permissions. 

How did you, or the organization you represent, become involved in the project? What role did you 
play? 

The Greater Milwaukee Foundation is the community foundation for the greater Milwaukee area. 
The Foundation is composed of more than 950 permanent endowment funds that have been 
created by individuals and families from throughout the community to carry out their charitable 
intentions in perpetuity. We distribute approximately $25 million in grants annually for programs 
that benefit the community including the arts, historic preservation, health, education, social 
services, the environment and community development. We first became involved with the Public 
Market in 1998 with a grant from our Nonprofit Management Fund for a feasibility study. In 
1999 we made a $15,000 grant for a business plan and market development study. This study 
provided the basis for subsequent efforts to develop the market in the third ward. In 2002, we 
approved a grant of $200,000 for the actual development of the market. In addition to these 
grants, several of our advised fund donors made grants from their funds or personal resources, 
indicating a broad range of community support for the effort. 

2. From the community's point of view, what were the major issues concerning this project? 

From the community's perspective;the major issues concerning this project were: cost and the 
ability to raise the funds necessary to carry it out; location; and long tenn sustainability. Through 
a creative combination of public and private financing, sufficient funds were raised to make the 
project a reality. The third ward proved to be an ideal location, given the proximity to downtown 
Milwaukee and the extensive residential, retail and commerqial development that has continued 
to occur there. The feasibility study and business plan addressed the issue of sustainability to the 
community's satisfaction. There was sufficient evidence of both demand for the Market's 
products and services as well as the capacity of fanners and vendors to provide a rich variety of 
fresh produce and other foods. 

3. What trade-offs and compromises were required during the development of the project? How 
did your organization participate in making them? 

Since our organization's role was primarily that offunder, we were not involved in any of the 
trade-offs and compromises required during the development of the project. 

~'·~.- . 



COMMUNITY REPRESENTATIVE PERSPECTIVE ccoNro) 

4. Has this project macfe the community a better place to live or work? If so, how? 

The project has made a significant contribution to our community in several respects. The 
building itself is a source of local pride. It is very upscale and its open layout helps create a sense 
of excitement about the richness and variety of the products that are available. It provides a great 
venue for promotion of Wisconsin food and agriculture. For example, it has enabled the Michael 
Field's Agricultural Institute, located in East Troy, to establish a presence in Milwaukee and to 
begin translating their broader environmental expertise to address urban issues. It has provided 
city residents with access to fresh produce and organic food that will contribute to better nutrition 
and ultimately to better health. It has also offered smaller retailers an additional market for their 
products. 

5. Would you change anything about this project or the development process you went through? 

I cannot think of anything about the project or the development process that I would change at 
this time. It took a long time to raise sufficient funds to initiate the project but that is not 
uncommon wiih initiatives of this scale. . 
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PUBLIC AGENCY PERSPECTIVE 

Please answer questions in space provided. Applicants should feel free to use photocopies of the application forms if needed. If poss1ble, 
answers to all questions should be typed or written directly on the forms. If the forms are not used and answers are typed on a separate 
page, each answer must be preceded by the question to which it responds, and the length of each answer should be limited to the area 
provided on the original form. 

This sheet is to be fi lled out by staff representative(s) of public agency(ies) who were directly involved in the financmg. design rev1ew, or 
public approva ls that affected this project. 

Name Rocky Marcoux Title Commissioner, Dept. of City Development 

Organization City of Milwaukee Telephone ( 414 ) 286-5800 

Address 809 N. Broadway City/State/ZIP Milwaukee, Wl53202-3617 

Fax ( 414 ) 286-5467 E-mail rocky.marcoux@mkedcd.org 

The undersigned grants the Bruner Foundation permission to use, reproduce, or make available for reproduction or use by others, for 
any purpose whatsoever the materials submitted. The appl icant warrants that the applicant has full power and authority to subm1t the 
application and all che terials and to grant these rights and permissions. 

Si nature 

1. What role did your agen play in the development of this project? Descnbe any requirements made of this project by your agency 
(e.g., zoning, public participation, public benefits, impact statements). 

The Department of City Development's (DCD's) role in the development of the Milwaukee Public Market has been one of review, consent, 
facilitation, and advocacy. 
• The Public Market was identified as a "catalytic project" more than 5 years ago in the Downtown Master Plan. By virtue of 1ts location in an 

urban renewal district, design, uses, and infrastructure needs were subject to review by RACM and Planning staff. The Markers location in 
the Historic Third Ward, a locally designated historic district, made its design subject to review by the Third Ward Architectural Review 
Board. 

• Upon these reviews and subsequent iterations, administrative approval was given to move forward. The quality of the design and the use 
pattern of the facili ty derived largely from a rigorous yet intuitive understanding of city requirements, project goals, and public needs. Once 
an appropriate setting was agreed upon, DCD secured $285,000 from the City's Development Fund for streetscape improvements. 

• DCD further facilitated the process by holding a Pre-Development Conference (PDC) for the project. The PDC brought together city staff 
from Plan Examination, Planning, and the Department of Public Works (DPW) to provide the developer with a thorough, early 
understanding of the permit process and the concerns and requirements of any and all relevant city departments 

Ultimately, DCD acted on the Mayor's behalf as an advocate for the project. By demonstrating that the project was a part of the Downtown 
Master Plan, DCD was able to prevail upon SEWRPC to recognize the Public Market as part of the Regional Econom c Strategy, and as such, 
of surpassing public benefit. This in turn enabled the developers to secure significant federal funding. 

2. How was thas project intended to benefit your city? What trade-offs and compromises were required to implement the project? How 
did your agency participate in making them? 

Major goals intended to benefit the city include: 
• To promote economic vitality within the market district and the City of Milwaukee. 
• To support small businesses that offer unique products and expertise. 
• To support local farmers by providing a unique direct marketing opportunity. 
• To attract urbanites, suburbanites, tourists, and people of all backgrounds, races and creeds to a public gathering place. 
• To create employment opportunities through new business formation. 
• To expand food choices for consumers that reflect Milwaukee's vibrant international heritage. 
• To enhance knowledge of food sources and nutrition. 
• To engage the public in a multiplicity of ways. 
The principal trade-offs and compromises were physical in nature. The site itself is circumscribed by the city's street grid and 1ts location 
beneath a freeway spur. In addition, its location within an urban renewal district and an historic district added restrictions and guidelines that 
required a shared vision and an openness to compromise between the developer and the city in order to achieve a plan both practical and 
meaningful. It was then imperative for the developer and city staff to be deeply invested in that vision in order to produce an urban place of 
startling significance and unsurpassing interest. 



PUBLIC AGENCY PERSPECTIVE (co ro, 

1 De~cnbc thl' proJect~ 101pc1 1 on vour cnv Pll'~'t' he •1'- ~IX'CIIIC ,tc; po~s bl 

The Public Markefs impacts have been many and varied. Among the most significant: 
• It has created a signature destination for residents and visitors alike. 
• It has energized a hitherto moribund and unproductive space beneath a freeway, creating life and commerce where there was none. 
• It has provided an intellectual proving ground where the balance between form and use, opportunity and cost, and preservation and 

change could be explored, articulated, and realized. 
• It has demonstrated the efficacy of the Downtown Master Plan. 
• It has provided a physical link between the Historic Third Ward and Downtown, encouraging pedestrian traffic and public interaction. 
• It has shown that the most basic and ancient of urban features, the agora, is timeless in its meaning and importa'lce 

This project reinforced the importance of public/private partnerships. It has been the Milwaukee experience that no project of public significance 
advances without partnerships. The Milwaukee Public Market has demonstrated the primacy of that dictum. In this case, the partners were 
many and various: 
• Historic Third Ward Association 
• Business Improvement District #2 
• The City of Milwaukee Mayor's Office, DCD, DPW, Health Department, Neighborhood Services, Common Council, and others 
• Third Ward Architectural Review Board 
• Milwaukee County 
• Wisconsin DOT 
• U.S. Department of Commerce 
• Kubala Washatko Architects 
• C. G. Schmidt Construction 
• And others. 
It is not proposed that this is a new model, but that it is the appropriate one for this project. We would say that the lesson to be learned for 
others is that the one thing all great projects have in common is that they are all different, and that each will require a singular, not to be 
replicated partnership if it is to find success. For us, the key has been indusion. We would say that this is both appropriate and mevitable 1f 
true placemaking is the goal. 

') \\, ~ --. . ... ' 

All great cities are places of commerce and public interaction. The Milwaukee Public Market was conceived as an urban place reflecting and 
embodying those attributes. It is eminently successful in those terms, bringing together people of every stripe and strata to share a truly urban, 
truly human experience. The complex process of creating this place reflects in every aspect the dignity and exhilaration present 1n this most 
human endeavor, placemaking. 

The least successful aspects of the project would lie in what are always the most mundane but ever-present facts of such undertakings: the 
limitations of budget and geography. The Public Market was constrained on the one hand by its place in the built env ronment. On the other, 
difficult choices were made, and wonderful ideas set to the side, because of financial considerations. 

Such is the nature of placemaking. We work with the palette and canvas we're given. In the case of the Milwaukee Public Market, we feel our 
tools produced a work of art. 

- 2-
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PROFESSIONAL CONSULTANT PERSPECTIVE 

Please answer questions in space provided. Applicants should feel free to use photocopies of the application forms if needed. If possible, 
answers to all questions should be typed or written directly on the forms. If the forms are not used and answers are typed on a separate 
page, each answer must be preceded by the question to which it responds, and the length of each answer should be limited to the area pro
vided on the original form. 

This sheet is to be filled out by a professional who worked as a consultant on the project, providing des1gn, planning. legal, or other ser
vices. Copies may be given to other professionals if desired. 

Name Hugh A. Boyd Title Principal of Hugh A. Boyd, Architect 

Organization Hugh A. Boyd, Architects Telephone ( 973 ) 783-2878 

Address 27 1 Grove Street City/State/ZIP Monclair, NJ 07042 

Fax ( 973 ) 783-1418 E-mail hughboyd.architect@verizon.net 
The undersigned grants the Bruner Foundation permission to use, reproduce, or make available for reproduction or use by others, for 
any purpose whatsoever, the materials subm1tted. The applicant warrants that the applicant has full power and authonty to subm1t the 
application and at chenarls and tO grant these rights and permiSSIOnS. 

1. What role did you or our organization play in the development of this project? 

When the Historic Third Ward was considering creating a public market in the spring of 1998, I was pan of the 
consulting team that conducted the feasibility analysis and concept development. Three years later. when the 
decision was made to conduct a design competition for the selection of a local design and construction 
management team for the Public Market, I assisted in the creation of the competition's program requirements. 
These requirements would be used by the four competing tenants in the creation of their designs. I then had the 
opportunity to review these designs along with their construction estimates and advise the selection committee. 
Once the design and construction team was selected, I communicated constantly with the team, providing the 
initial vendor layout and vendor requirements for incorporation into their design. I continued to assist the 
Milwaukee Public Market with advice on vendor needs as the vendor mix has been further refined. 

3. Describe the project's impact on its community. Please be as specific as possible. 

The Milwaukee Public Market contributes to the community on many different levels. Whether simpl) providing 
a wonderful gathering place for the surrounding residents of the Third Ward, to showcasing and marketing 
Wisconsin grown and produced products. First and foremost , however, the market assists in the preservation and 
creation of small family run food businesses. Typically, these start-up businesses locate in isolated, low rent, low 
traffic areas. Due to this most quickly fail or become marginal, at best. The Milwaukee Public Market strives to 
bring these small farmers and merchants under one roof, creating a nucleus that provides a greater opportun ity for 
their success. The Market also lends financial assistance, training and consultation on operational and marketing 
approaches for these small businesses. 
In the first year of the Public Market' s operation, there appears to be a number of successes. While some 
businesses inevitably will fail , I believe that the business incubator model, that the Public Market has created, will 
lead to a much higher success rate for small food vendors than most models in today's marketplace. 



PROFESSIONAL CONSULTANT PERSPECTIVE <coNr'o) 

-1. HO\\ mrght thr> prOJeCt he n~tructrve to other~ m vour profes.;,on? 

I believe that one of the more instructive lessons to be learned from this project came from the deliberate and 
sober approach the local community group took in creating the Milwaukee Public Market. During the nine years, 
from conception to the 2006 opening, the local community group conducted numerous reevaluations of the 
market's business model. Public markets, by their inherent nature, are "feel good projects" with enormous appeal 
to the public. Yet, as a whole, they are very difficult to make self-sustaining. A number of communities, in the 
past, have built market halls with the simple premise that, "If we build it, they shall come." This has proven to be 
unrealistic in today's highly competitive marketplace, especially in the food industry. The local group beh ind the 
Milwaukee Public Market has always realized that the success of the market was totally dependent upon the 
quality and success of the individual market vendors. The Public Market staff, from day one, has worked 
diligently to create the best business environment by providing many levels of assistance in order to give these 
small vendors an opportunity to thrive. 

4 'Nhat do }OU consrder to be the mo't c1nd fecht u<.C«c'')fuf a<:>ects 01 thr~ pro1t>ct~ 

One of the most successfu l aspects of the Milwaukee Public Market is the infrastructure and the physical 
amenities provided to the individual vendors to meet their operational needs. In a tight, urban site, the del ivery. 
storage, food preparation and selling spaces appear to be working extremely well. Vendor spaces have been 
designed to be highly efficient in their layout and operation in order to minimize the vendor's costs and increase 
their potential for profitability. The market's interior also provides for a wonderful environment where a variety 
of social activities take place along with the shopping experience. 
To date, the least successful aspect of the project has been the volume of vendor sales on certain weekdays. These 
limited sales may be due to the relative "newness" of the market as shopping patterns do take time to develop. 
Also, until recently, residential housing in the immediate area was limited but th is is now changing. Ultimately. 
better sales need to be generated during every weekday for the market to become highly successful. 
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ARCHITECT OR DESIGNER PERSPECTIVE 

Please answer questions in space provided. Applicants should feel free to use photocopies of the application forms if needed. If possible, 
answers to all questions should be typed or written directly on the forms. If the forms are not used and answers are typed on a separate 
page, each answer must be preceded by the question to which it responds, and the length of each answer should be limited to the area pro
vided on the original form. 

This sheet is to be filled out by a design professional who worked as a consultant on the project, providing design, planning, or other ser
vices. Copies may be given to other design professionals if desired. 

Name A JJen ~'ashatko Title Principal 

Organization K,,bala Washatko Architects lnc Telephone ( 262) 377-6039 

Address W61 N617 Mequon Aye City/State!ZIP Cedarburg, WI 53012 

Fax ( 262 377-2954 E-mail awashatko@tkwa.com 

The undersigned grants the Bruner Foundation permission to use, reproduce, or make available for reproduction or use by others, for 
any purpose whatsoever, the materials submitted. The applicant warrants that the applicant has full power and authority to submit the 
application and all attached materials and to grant these rights and permissions. 

Signature ~/.(l~ 
1. Describe the design concept of this project, including urban design considerations, choice of materials, scale, etc. 

When the Historic Third Ward was considering creating a public market in the spring of 1998, l was part of the 
consulting team that conducted the feasibility analysis and concept development. Three years later, when the 
decision was made to conduct a design competition for the selection of a local design and construction 
management team for the Public Market, l assisted in the creation of the competition's program requirements. 
These requirements would be used by the four competing tenants in the creation of their designs. l then had the 
opportunity to review these designs along with their construction estimates and advise the selection committee. 
Once the design and construction team was selected, l communicated constantly with the team, providing the 
initial vendor layout and vendor requirements for incorporation into their design. l continued to assist the 
Milwaukee Public Market with advice on vendor needs as the vendor mix has been further refined. 

2. Describe the most important social and programmatic functions of the design. 

The Milwaukee Public Market contributes to the community on many different levels. Whether simply providing 
a wonderful gathering place for the surrounding residents of the Third Ward, to showcasing and marketing 
Wisconsin grown and produced products. First and foremost, however, the market assists in the preservation and 
creation of small family run food businesses. Typically, these start-up businesses locate in isolated, low rent, low 
traffic areas. Due to this most quickly fail or become marginal, at best. The Milwaukee Public Market strives to 
bring these small farmers and merchants under one roof, creating a nucleus that provides a greater opportunity for 
their success. The Market also lends financial assistance, training and consultation on operational and marketing 
approaches for these small businesses. 
In the first year of the Public Market's operation, there appears to be a number of successes. While some 
businesses inevitably will fail, l believe that the· business incubator model, that the Public Market has created, will 
lead to a much higher success rate for small food vendors than most models in to day's marketplace. 



ARCHITECT OR DESIGNER PERSPECTIVE ccoNro> 

3. D~cnh~ the mJJOr chalkngcs ot des1gnmg th ~ prOJ<!Ct and an} dcs1gn trade-oils or comp:o-n es requ ·£.-d to (Omp etc the pro ect 

I believe that one of the more instructive lessons to be learned from this project came from the deliberate and 
sober approach the local community group took in creating the Milwaukee Public Market. During the nine years. 
from conception to the 2006 opening, the local community group conducted numerous reevaluations of the 
market 's business model. Public markets, by their inherent nature, are "feel good projects"" with enormous appeal 
to the public. Yet, as a whole, they are very difficult to make self-sustaining. A number of communities, in the 
past, have built market halls with the simple premise that, "If we build it, they shall come." This has proven to be 
unrealistic in today's highly competitive marketplace, especially in the food industry. The local group behind the 
Mi lwaukee Public Market has always realized that the success of the market was totally dependent upon the 
quality and success of the individual market vendors. The Public Market staff, from day one, has worked 
diligently to create the best business environment by providing many levels of assistance in order to give these 
small vendors an opportunity to thrive. 

4 Ot·,cn!Je tht \\.JY' 111 "h h the prOjt•<1 relate' to 1•s urbc1n context 

One of the most successful aspects of the Milwaukee Public Market is the infrastructure and the physical 
amenities provided to the individual vendors to meet their operational needs. In a tight, urban site, the delivery. 
storage, food preparation and selling spaces appear to be working extremely well. Vendor spaces have been 
designed to be highly efficient in their layout and operation in order to minimize the vendor's costs and increase 
their potential for profitability. The market 's interior also provides for a wonderful environment where a variety 
of social activities take place along with the shopping experience. 
To date, the least successful aspect of the project has been the volume of vendor sales on certain weekday!>. These 
limited sales may be due to the relative "newness" of the market as shopping patterns do take time to develop. 
Also. until recently, res idential housing in the immediate area was limited but this is now changing. Ultimately, 
better sales need to be generated during every weekday for the market to become highly successful. 
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SPACES Public market's beauty is no facade 
WHITNEY GOULD Staff Milwaukee Journal Sentinel 

Page I of2 

Let's face it. You're not going down to the new Milwaukee Public Market to admire the bowstring trusses or glass 
curtain walls, are you? You're there for the salmon sushi, mushroom soup, bok choy, artisanal breads, strawberry 
smoothies and assorted other foodstuffs. · 

Savor it all. But while you~re elbowing your way up to the soup counter, take in the building itself. It's a rough-cut jewel 
of industrial design. Three cheers to The Kubala Washatko Architects of Cedarburg for showing that tight budgets and 
excellent design can go hand in hand. 

The $10.5 million market, which went through a difficult, eight-year gestation, has what would seem an unprepossessing 
setting-· in the shadow of the I-794 freeway. But instead of trying to blot out that noisy, overbearing neighbor, the 
architects made a virtue out of necessity. On the roof, visible from the freeway, big red letters shout "MILWAUKEE 
PUBLIC MARKET." The otherwise wasted space underneath the road is a I 00-car surface parking lot (you enter off 
Water St.), with I 9 sidewalk stalls for seasonal food vendors. 

The building itself, with its faint echoes of the late, lamented Les Hailes Centrales in Paris, is essentially a two-story box 
stretching along E. St. Paul Ave. from N. Water St. toN. Broadway. Louvered steel canopies attached to poured-in-place 
concrete posts not only help break up the surface mass into a rhythmic grid but also filter light pouring in through the 
expansive windows. The materials mix of brick, concrete, steel and glass reflects the Third Ward's gritty roots as a 
warehouse and factory zone, just as the facades acknowledge the proportions of vintage buildings nearby without 
trafficking in historicist cliches. 

Built-in wooden benches suspended from the St. Paul side of the building are a street-friendly gesture that should look 
even more welcoming once outdoor tables are added next spring. 

The interior is bold and bright and spatially easy to read, with counters for meats, fish and specialty foods encircling 
produce and flower stalls on the main floor; a spacious balcony above, with a demonstration kitchen, offices, and tables 
and chairs for takeaway food, affords sweeping views of the Third Ward. 

Unlike too many architects whose exterior designs are at odds with what's inside, Tom Kubala, Allen Washatko, Paul 
Rushing and their colleagues have seamlessly married the edgy, industrial feel of the exterior to the innards, with its 
polished concrete floors, subway-tile walls, exposed ductwork, boilerplate stair treads, polycarbonate canopies and a 
corrugated metal ceiling. (Check out those lovely bowstring trusses.) An earthy palette (russet, ocher, red and black) 
warms things up. 

The one discordant note is the elevator. Maybe it's just my claustrophobia kicking in, but with its dark walls and black 
rubber floor, this space feels like a sealed tomb. A splash of color and brighter lights would have helped; encasing the 
elevator in glass instead of concrete would have been even better. 

This is a minor quibble in a building as inviting as any that have come on the Milwaukee scene in recent years. It revives 
the old-fashioned ritual of "going to market," with all of its neighborly associations and festive atmosphere. 

The market's design also is a heartening sign that environmentally sensitive "green" architecture may finally be moving 
beyond a sterile checklist of resource-saving features. 

Yes, this project abounds in eco-friendly gestures, from its extensive use of daylight and its heat-reflecting roof to a 
heating system that uses waste steam generated by the city and an energy-efficient cooling system. But the market differs 
from some other green buildings (Johnson Controls' Brengel Technology Center on Michigan St., for example) in that it 

http://nl.newsbank.com/nl-search!we/ Archives?p_action=print&p_docid= 1 OD747DE 1 F 1 C5718 12/4/2006 
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doesn't hide its assets beneath a carapace of nostalgic architecture. Instead, its design is as proudly forward-looking as 
the cutting-edge technology that infonns it. 

In that sense, the Milwaukee Public Market may be the ultimate green building- one that we are going to want to have 
around for a long time to come. 

Autumn lures: Forget for awhile all the depressing news about the financial problems of the Milwaukee County_parks. 
Beleaguered as they are, the parks are at the peak of their autumnal glory these days, as I discovered last week on a 
leisurely drive along the southern lakefront through South Shore, Bay View, Sheridan, Warnimont and Grant parks. 

As it snakes along sun-dappled corridors of scarlet, ·amber and gold, the main road through Grant Park is as breathtaking 
as any scene in Door County- or Vennont, for that matter. 

If you want take in some leafy brilliance without incurring the cost of a trip up north, you can put together your own little 
fall color tour of our parks. For a map, click on www.countyparks.com or call the Parks Department at (414) 257-6100. 

E-mail to wgould@journalsentinel.com or call (414) 224-2358. 

Copyright 2005, Journal Sentinel Inc. All rights reserved. (Note: This notice does.not apply to those news items already 
copyrighted and received through wire services or other media.) 

Copyright. All Rights Reserved. 
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7 GOOD EATING SECTION 
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Scenes from Milwaukee's Public Market include produce and products from 20 vendors. The City of Chicago is considering just such a market here. 

As Chicago 
ponders 

re-establishing 

a year-round 

pubiL 

Milwaukee 

forges ahead 

A NEW SEASON: 
For the area 's most complete 

list of farmers markets, 
turn to the centerspread. 

e 

a market 
By Robin Mather Jenkins i Tribune staff reporter 

Tribune photos by Bob Fila I Tribune staff photographer 

A
unchtime on a Friday, the Milwaukee Public 

arket buzzes with activity. People queue politely 

or panini at Ceriello, the stall that sells Italian 

delicacies, or get in line for gumbo at the St. 

Paul Fish Company, the seafood stall. There are plenty of 

other choices too. Some shoppers drift upstairs with their 

lunches to the sunny, palm-lined atriwn to find a place to 

eat. The a ir hwns with conversation as the tables fill. 

The market is a pretty place, and pretty busy, too, consider· 
ing that it opened just last October, when 15,000 visited on its 
frrst day. 

"Friday is the busiest day of the weekdays," says Wendy Bau
mann, a driving force behind the market. "But Saturday is the 
busiest day. The weekends draw people in from the suburbs." 

The market's building is brand new but it fits perfectly into 
Milwaukee's trendy, rehabbed Third Ward neighborhood just 
south of downtown. Open every day but Monday, the market 
has 20 vendors who offer everything Everyman might need to 
feed himself: organic and conventionally raised produce: meat, 
poultry and seafood; ethnic items; spices; dairy products from 
nearby and afar; bread and pastries; even wine and spirits. 

In warmer months, the market hosts a farmers market in its 
parking lot giving shoppers more access to ultra-fresh , locally 
grown produce. 

With a population of nearly 600,000 in the city and nearly 1.5 
million in the surrounding four counties (according to the 2004 
census). Milwaukee seems big enough to support a year-round 
public market. So, what about Chicago? 

Some cities have old public markets: Boston's Quincy 
Market opened in 1826; Baltimore's Hollins Market began in 

PLEASE SEE PUBLIC ON PAGE 2 

WEDNESDAY 
MAY 3 , 2006 

Milwaukee's 
Public Market, 
opened in 
October, is 
located in the 
trendy Third Ward 
neighborhood, 
south of the 
downtown area. 
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AP photo by Ted S. Warren 

Open since 1907, Seattle's Pike Place market has narrowly escaped several attempts to close it. 

PUBLIC: 

Chicago 
considers 
its own 
market 
CONTINUED FROM PAGE 1 

1835; Cincinnati's Findlay Mar
ket is Ohio's oldest, opening in 
1852; Philadelphia's Reading 
Terminal Market opened in 
1892. Seattle's Pike Place market 
opened in 1907, and has narrow
ly escaped a number of attempts 
to close it. 

Other cities have opened pub
lic markets recently or are con
sidering the idea . .San Francis
co's Ferry Market opened in 
1992; Hyde Park, N.Y, is con
ducting studies of the idea. 

Now, Chicago joins the list of 
cities considering a public mar
ket. 

Shouldn't Chicago, with a 
population of nearly 2.9 million 
and another 5.3 million in Cook 
County; be able to do the same Tribune photo by Bob Fila 

thing? Fresh produce is sold year-
A lot of people, apparently; round at the Milwaukee Public 

think so. Market. 
"The city is consider~g a , 

year-roundpublicmarket,"said has worked on several public 
Kalhleen Dickhut, acting depu- market projects across the 
ty commissioner of planning country. "Everyone makes 
and development. "We've been choices about where they spend 
looking at the idea of farmers their money. Public markets say 
markets in general and at a that people value food." 
year-round public market." Valuing locally grown food is 

Once a fixture in large cities exactly why Jim Slama, the 
and small ones, public markets founder of FamilyFarmed.org 
provide a place for growers to who sits on the city's public 
sell their products to the people market advisory board, thinks 
who'll eat them. Unlike farmers the city needs a year-round pub
markets, which are usually sea- lie market. 
sonal and often operate in open "A public market, done right, 
air, public markets are open will create a vibrant place to 
year-round and are housed in connect locally grown food with 
sheds or buildings. local people," Slama said. It 

The city's first public market would provide marketing help 
opened in 1839, "when the city to smaller organic and sustain
council'i•granted Joseph Blan- · able growers, he said. 
chard the right to construct" it, "A public market will contin
as The Encyclopedia of Chicago ue to. build awareness," he said. 
reports. Blanchard rented space "With Mayor Daley's commit
to butchers, grocers and pro- ment to green [environmental 
duce vendors, and the city pro- awareness], we could build a 
hibited anyone from selling "re- showplace that's gorgeous in a 
tail portions of meat, eggs, poul- high-profile place, and educate 
try and vegetables anywhere millions of people about how 
else in the city during market cool this [locally grown food] 
hours." is." 

"The evidence says that pub- Slama said the city hasn't set-
lie markets serve all [social] tied on a site yet, but he has 
strata," said Ted Spitzer, a con- some ideas. 
sultant with Market Ventures "The original South Water 
Inc. in Portland, Maine, which Market was east of Michigan 

Avenue and south of Wacker 
Drive," he said. "That was the 
original [public] market in Chi
cago." 

"The key to diversity in a pub
lic market is having access to 
transit as well as access to a 
large variety ofproducts, partic
ularly fresh fruits and vegeta
bles," he said. "Pike Place Mar
ket, the Ferry Terminal market 
in San Francisco, and other ma
jor public markets have made it 
clear that these types of markets 
are destinations, both for tour
ists and locals. People love 
them." 

Abby Mandel, founder and 
president of Chicago's Green 
City Market, a sustainable 
farmers market, said the city is 
def"mitely ready for a public 
market-but that the city's 
ideas may not be the only possi
bility. 

"I think we've educated Chi
cagoans about the importance 
of knowing the source of your 
food," she said. "Farmers are 
learning more and more about 
growing in hoops [so produce is 
available for more of the year], 
and in adding value-added prod
ucts from their farms." 

Mandel said the Green City 
Market has taken nearly a dec
ade to grow to a point where 
they are now looking for year
round quarters. 

"Our goal is to increase the 
number of growers who quali
fy" for the market, she said. "It's 
part of the learning curve that 
people appreciate that sustaina
ble food is great, and certified 
organic food is the epitome." 

As for the city's plans, Dick
hut said "it's far too premature 
to say 'yes, this will happen.' 
There are many questions to an
swer. But we've hired consul
tants and we're in the very; very 
early stages" of discussing a 
public market. 

"What we know is that we
need a space that's affordable 
for growers. We're excited about 
this, but we really need to do our 
homework." 

That could take some time 
-and money; said Spitzer, who 
helped plan the Portland, 
Maine, public market. 

"My experience is that it's 
usually a five- to seven-year pro
ject," he said. "The economics 
are not easy; in general. The cost 
of operating can be fairly high. 
You've got a beautiful big build
ing that's expensive to operate, 
and a staff that needs to be paid. 
The model for most communi
ties has been that it needs phil
anthropic or public funding to 
get going." 

rjenkins@tribune.com 
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WEEKEND 

RAVEL 
Saturda~Feb.25,2006 

Fred Granger I Correspondent 

Top: Cheese in fun shapes of cows, pigs, barns, beer mugs and Wis
consin itself is available in the Market. Above: Ready-to-eat shrimp 
kabobs are offered at the St. Paul Fish Company. Right: Despite frigid 
weather outside, flowers bloom profusely at Blumen' Markt . 

•• 
• 

• • 
Milwaukee Public Market offers a unique experience 

MILWAUKEE- Smell. Tbuch. Taste. 
Repeat. 

So reads the colorful Milwaukee Pub
lic Market brochure meant to tempt. 

caught on, and last October the Market 
opened its doors. 

Family is big here. Several of the indi
vidual businesses are husband/wife com

Never mind that the ther
mometer outside is in the 
minus range. Things are 
hot, hot, hot inside. 

REFLECTIONS 
bos; at least one is 
father/sons . "Milwau
kee really embraces 
family," said Ellen 
Nowak, director of 
marketing and public 
relations for the Mar
ket. 

This newest of Milwau
kee's culinary jewels is a 
veritable feast for the 
senses. The bright, pri
mary colors of fruits, veg
etables and flowers play 
off the golds of freshly
baked baguettes and deep 
browns of rich, dark choco- ELIZABETH GRANGER 

So far there are 20 
businesses under the 
roof of the new build
ing that, not too long 
ago, was a parking lot. 
Some are very new -late. The smell of fresh cof

fee intermingles with the aroma of bread 
just out of the oven and the familiar 
spices of Wisconsin-made sausages. The 
friendly exchange between customer 
and vendor begs eavesdropping. 

Who can resist those cookies and 
cakes reminiscent of Grandma's favorite 
recipes? 

A visit to Milwaukee's Historic Third 
Ward makes it all possible. 

While the idea of a public market is 
hardly new, the interest in such busi
nesses had waned in the past century. 
Recently, with "fresh" and "local" the 
driving forces, the idea has enjoyed a 
resurgence throughout the country. 
Reflecting the natural and cultural stars 
of their regions, the markets focus on 
their local products - flowers, produce, 
baked goods, candies - and those who 
produce them. The Milwaukee Public 
Market is the city's newest claim to this 
old-fashioned idea with modern flourish
es. 

It was eight years in the making. 
It was in 1997 when Wendy Bauman 

came upon Pike's Place Market in Seat
tle. As president of the Wisconsin 
Women's Business Initiative Corp., she 
was attuned to business possibilities she 
could take home to Milwaukee. Her idea 

Sheridan's Finest Wines & Generous 
Spirits moved in this month, Kehr's 
Candies just last Saturday. More are 
expected. 

Kehr's owner Paul Martinka gave 
voice to the prevailing theme of the mar
ket vendors as he reached into his candy 
cases offering both light and dark ver
sions of everything he makes. "It's my 
life," the chocolatier said as he extended 
his arm in a swooping motion to include 
his wide variety of sweets. "It's who I 
am." 

The businesses are varied but have a 
common theme of hands-on production 
with many of the owners doing it all 
from growing or purchasing their raw 
materials to creating their specialties to 
being on hand to discuss specifics with 
the customers. 

Some items are pure Wisconsin, begin
ning with cheeses in the West Allis 
Cheese & Sausage Shoppe. Some come 
"dressed" as dairy cows, pigs, barns and 
mugs of beer. Brats and other typical 
Badger-state sausages lie next to aged 
beef and pasta at New York's Ceriello's, 
the only non-Wisconsin shop in the Mar
ket. Breads by the dozen keep the folks 

SEE TRAVEL, PAGE 89 

D"YOVGO: 
Milwaukee Public Market 
in the city's Historic Third Ward 
400 N. Water St. 
Milwaukee, WI 53202 
(414)336-1111 
• 10 a.m.-7 p.m. Tuesday-Friday 
• 8 a.m.-5 p.m . Saturday 
• 8 a.m.-4 p.m . Sunday 
• Closed Monday 
• Seasonal outdoor farmers' market: 
8 a.m.-1 p.m. Saturday, Sunday 

Left: 
Brightly
colored 
produce 
beckons at 
El Rey 
Productos. 

Fred Granger I Correspondent 
Above: Fresh fish are lined up, ready for the taking, at the St. Paul Fish 
Company. Left: Sausages that "speak Wisconsin" are among the more 
popular items at the Milwaukee Public Market. 
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at Piacentine's Artisan Bread 
busy. It's common, said Nowak, to 
find Piacentine's son "in the back, 
all covered with flour." At C. 
Adam's Bakery, owned and oper
ated by Lisa Crum, humongous 
cookies fill the bakery cases. No. 1 
is the Wisconsin cookie, made 
with homemade granola, cranber
ries and walnuts. 

And the posies at Blumen' 
Markt make the entire building 
fresher than springtime. 

But no insular thinking here; 
the Market is most defmitely cos
mopolitan. Falafel wraps, yalan
jee, milkshakes called mengo 
lassi and other "tastes of the 
East" are at Aladdin. Mexico's 
guacamole, tortillas and tamales 
are at El Rey Productos; Hawai
ian big plate lunches, pulled pork 
and other tastes of the Far East 
are at Sushi-A-Go-Go; Italian 
favorites that include sausages, 
antipasto and pastas are at 
Ceriello Fine Foods. 

"I need to go to the gym because 
I'm always eating cookies and 
pasta," said Nowak. 

And when warm weather 
comes, the outdoors will serve as 
an adjunct open-air market 
where customers will smell, 
touch, taste - and repeat in the 
seasonal farm stalls. "It's the old 
way of doing things," said Nowak. 

That "old way" is further repre
sented in the cooking school, 
already boasting of sold-out semi
nars. 

Madame Kuony's Demonstra
tion Kitchen, named after one of 
the state's food legends, is on the 
second floor of the Market. For
mer students of Madame Liane 
Kuony, who taught culinary arts 
in her home in Fond duLac, Wis. , 
raised more than a quarter of a 
million dollars for the demonstra
tion kitchen which will feature 
Wisconsin's best foods in cooking 
classes. 

Kuony died last April at 90, 
before the Market opened. But 
she was involved in planning the 
special feature which would bear 
her name. 

TRAVEL 
"Winter Comfort" cooking class

es will continue through March; a 
new series will begin in April. 
Most classes are on weeknights, 
but March 25 offers the chefs 
market tour and cooking class. A 
chef will conduct a tour of the 
Market to choose ingredients for 
a meal and then prepare a dinner 
in Madame Kuony's Kitchen with 
the ingredients. 

The Market is in Milwaukee's 
Historic Third Ward, on the 
National Register of Historic 
Places as the city's oldest ware
house and manufacturing dis
trict. Much of it was destroyed by 
an 1892 fire; it was quickly 
rebuilt, however, and today is 
home to more than 400 business
es that include upscale specialty 
shops, art galleries, theaters and 
restaurants. The Summerfest 
grounds, home to several large 
ethnic celebrations, are in the 
neighborhood. 

Elizaheth Granger is a Hamilton 
County resident. She can be 
reached at news@noblesvilledaily· 
times. com. 



The 21,500 square-foot Milwaukee Public Market is expected to bring in more than a million visitors every year. 

European-inspired market proves fresh is best in Milwaukee 

W
T endy Baumann stands at the edge of the balcony of the up

per level of the Milwaukee Public Market and looks down 
at her dream. The lunchtime crowd bustles in; a constant 

stream of bodies rolling gently through, their bags and briefcases 
filled with just-made crabcake sandwiches, Sid Carr's cocoa cardona 
cheese and other good things. 

The waft of freshly baked baguettes from Piacentine's Artisan Bread 
mingles with the scent of roses from Blumen Market, but these deli
cate smells float away when the roaster at Cedarburg Coffee begins 
toasting his fresh Kenyan beans. 

A little boy - who couldn't have been more than five - slips 
away from his parents, who are eating sandwiches and Hawaiian lunch 
plates. He dances and twirls himself in crazy, happy circles and then, 
like a sprite, encircles Baumann before being called back to the table. 
Baumann smiles, but hardly notices the tot- so intense is her gaze 
and her purpose. Her dream has just come to life, and she still has a 
few minor things to work out before she can relax, if she ever relaxes 
at all. 

Though the market is Baumann's brainchild, and she is considered 
its project leader, her full-time job is running the Wisconsin Women's 
Business Initiative Corp; the market is her labor of love. "It's wonder-

Text by JEANETTE HURT 

ful," Baumann says, her eyes sparkling almost as much as the amethyst 
pendant that hangs around her neck. "It's really exceeded our expec
tations. I am just so happy Milwaukee has embraced and accepted the 
market as it has." 

Taking in the size of the crowd, Baumann points out that lunchtime 
is one of the busies1: periods of the day, followed by the after-work 
shopping crowd and the weekends. Though, admittedly, the week
ends are a bit less hectic than they were on the market's Oct. I 5 
grand opening, when vendors sold out of almost everything; Piacen
tine sold out of bread three times before I p.m. "We told them to 
expect 20,000 that weekend, but we didn't expect all 20,000 to come 
on the first day," Baumann notes. 

Bringing in more people - especially during the slower times - is 
one of Baumann's goals. There are plans to tap into the retiree popu
lation and bring in tour groups. In the meantime, there is still much 
to be done. Baumann and others are still working to put the finishing 
touches on the market - things like better waste receptacles in the 
seating area and a more permanent donor's wall on the elevator. They 
are also still looking to find a spice vendor and a chocolatier/confec
tioner. "This is an eX1:remely complicated building in an extremely 
excellent, but complicated, location," Baumann says. "And we're not 
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"When you're talking about a public market, it's like you're showing 

people a many-faceted diamond, and everybody sees a different slice of it, 

a different reflection of what it could be." 
interested in settling (on vendors). We are only interested in what we 
think would be the best, would be unique, would be Wisconsin-like, 
and be individual, owner-operated businesses." 

Lining up enough appropriate vendors, along with regular con
struction delays, pushed the market's opening back to the fall. "We 
thought that our critical number was 17 vendors, and they had to be 
the right 17," says Brian O'Malley, market manager. "We still have a 
ways to go." 

But not much - the market has all but two of its 23 space.s filled, 
and it has come a long way from nine years ago when Baumann first 
began championing the fresh food cause with Einer Tangen, attorney 
and chairman of Business Improvement District #2. and Dick Wright, 

The market's design was inspired by Les Hailes, a legendary 
Parisian market until the early 1970s. 

Riverwalk project coordinator and retired CEO of Northwestern 
Mutual. Although Baumann first fell in love with markets when she 
lived in Paris for a year, her interest was renewed when she attended 
a conference in Seattle in 1996. "I had heard about Pike's Place (Se
attle's public market), and so I put on running shoes to check it out," 
Baumann says. "It was just breathtaking. I was there really early be
fore the shoppers were even there, when the ice gets put down, and 
the trucks pull up with produce, and the bread is being baked. I didn't 
think they had markets like this in the United States, and as I'm run· 
ning through it, there's a gentleman carrying this big basket of crabs. 
This one crab falls out, and I have to jump around him. That crab said 
to me- you've got to build a public market in Milwaukee." 

When Baumann returned to Milwaukee, she spoke with then-May
or john Norquist, who endorsed the idea, and she spent the next 
year talking up the market idea to anyone who would listen to her. 
Tangen and Wright listened to her and joined forces with her, and 
funding came through for an initial feasibility study. Things started to 
roll - slowly- from there . 

Tangen initially went to a meeting about the market because he 
thought Betty Quadracci, a local magazine publisher, had endorsed 
the idea. In reality, a Third Ward business developer, Joanne Ander
son (who Is now deceased) had asked Quadracci to use her offices for 
a meeting. "After the meeting, thinking this is something Betty was 
personally interested in, I said ' I' ll go back to the board and see if we 
can get some sort of study going,"' Tangen recalls. "After the meeting, 
I stayed behind talking to Betty, and I asked her what she thought. She 
said 'I never heard of it. I was bamboozled.' Still, I thought the presen
tation itself was interesting, and that was the start of it ." 

Today, the market has raised more than $9.7 million of the $10 mil
lion organizers say is necessary to keep it running for the first three 
years , which will be the time they estimate to have the market running 
self-sufficiently. Funding for the market- along with the land needed 
to make it a reality on the corner of Water St. and St. Paul Ave., right 
underneath the expressway - came from private donors, as well as 
state, federal and city funding. The market is owned by the Historic 
Third Ward District and operated by Milwaukee Public Market Inc., a 
non-profit corporation. 

Located near where the old Commission Row area housed several 
public markets in the earlier part of the 20th century, the market is 
expected to bring in more than a million visitors every year - who 
will spend $10.5 million. The 21,500-square-foot market is projected 
to create 120 full-time jobs, plus an additional 45 to 65 seasonal em
ployees when it is completely filled . There are also more than 100 
free parking spaces in the market's lot, making it easily accessible. 

"From the beginning, we quickly learned that when you 're talk
ing about a public market, it's like you 're showing people a many
faceted diamond, and everybody sees a different slice of it, a dif
ferent reflection of what it could be," Tangen says. "For some 
people, it is a place to promote organic produce. For others, 
it's a community gathering place. Others see it as a small busi
ness incubator, and others see it as a way to provide farmers with 
an outlet to allow them to be sustainable. The fact is, it's all of 
those things.'' 

In any case, the market is a haven for food lovers of all ages and all 
backgrounds. "There are plenty of UFOs - unidentifiable food ob-

jects," Baumann points out to a writer, tailing after her as she briskly 
walks through her paradise. Starfish fruits and edible cactuses line the 
produce at El Rey foods . Cheese-stuffed artichoke hearts and at least 
half a dozen olive varieties are marinating in the deli case at Ceriello 
Fine Foods. Date paste and tahini - along with lots and lots of differ
ent rices , legumes and grains - are sold at Osl<ri Organics. And case 
after case of some of the freshest seafood in the Midwest glistens at 
St. Paul Seafood. 

Though the market's offerings seem like they could be sections of a 
grocery store, the market is not a grocer - there is no toilet paper 
on sale in aisle II, no soda in aisle 23, and there aren't any little old 
ladies giving away free samples of heavily prepared, processed and 
preservative-ridden offerings. 

There are free samples - but of a different sort. Old-fashioned 
chocolate chip cookies baked by Lisa Crum in her C. Adams Bakery, 
creamy pea soup with dumplings by Dave Jurena at The Soup Market, 
or fresh , seasonal strawberries at Fields Best produce. "In a grocery 
store, even a high -end one, fish , meat or produce is not their sole 
focus ," Jurena says. " Here , at the market, each individual business is 
owned by the person running it. There's a whole lot more pride in 
running it, and if all we're doing is soup, then we're really going to con
centrate on doing the best ones we can . We make stock for people to 
take home and maybe some croutons and dips , but that is it. There is 
a d ifferent level of seriousness to what you're selling." 

This seriousness - especially the samples and tastes at the market 
- encourages spontaneous purchases, Tangen explains. 'This is not 
a grocery or a place to stop once a week and pick up a few aspirin, 
six pounds of hamburger and some frozen food," Tangen says. "Public 
markets are really about impulse purchases. You tasted some incred
ible Italian sausage so you head to the market, but then, you see some 
tomatoes or taste some cheese and say, 'Gosh, this is really incredible 
cheese, and it's made by a local farmer so give me a pound of that .' 
That's what happens ." 

Not only are goods produced by local farmers, but at Fields Best 
produce, customers will often find local farmers manning the stall. 
" Instead of growing things for people who are anonymous, the farm
ers get to know their consumers," says Ronald Doetch, executive 
director of Fields Best, which not only sells produce, but also assists 
far·mers with their growing practices. "And the consumers will get to 
know the farmers, who we consider to be our celebrities." 

And while you can pick up sushi and soup to go, it's not the heat
and-serve, packaged offerings of a grocery store, nor the fast-food 
mentality dished out at mall food courts, even though there is seat
ing for about I 00 people in the upstairs balcony. "This is not for the 
chains, this is not a food court," Baumann says. "Eighty-five percent 
of everything bought at the market is to go home to make at home. 
Grab that coffee, grab that sweet roll , make a sandwich- but this is 
not a food court." 

The design of the market is also anything but a typical food court. It 
hails its inspiration from the fabled Parisian market, Les Hailes, which 
was torn down in the early 1970s to make room for the Georges 
Pompidou Center for Art and Culture. "The major issue for us was 
that it truly was an urban site with all of the rough edges and tough
ness that you find in an urban site, one in the shadow of the express
way, bounded by four busy streets," says Paul Rushing, an architect 
with Kubala Washatko Architects of Cedarburg, who designed the 
Milwaukee Public Market. 

The building itself boasts a delicate wrought-iron-and-glass frame
work, featuring a lot of natural light and reflecting the Third Ward's 
heritage of warehouses and even previous markets. But it doesn't 
mimic any existing buildings, nor does it stand out awkwardly. "There 
was a lot of attention given to continuing the character of the his
toric Third Ward, and we aligned with certain courses and rhythms in 
which the structure expressed itself that are reminiscent of things," 
Rushing says. "But it's not a replica of anything, and it's a very contem-

"There are plenty of UFO's- unidentifiable food objects," 
project leader Wendy Baumann says. 

porary expression of an old idea.'' 
That idea also includes a demonstration kitchen with 55 seats for 

students where free demonstrations and paying classes will be held. 
"The demonstrations and the cooking classes bring in everything 
from the haute-cuisine type of classes to the basic sauce, or how-to
chop-up-a-chicken classes," Baumann says. Already popular are $10 
traffic jam classes held right after work during the week. This demon
stration kitchen is named in honor of Madame Kuony, a former Fond 
du Lac-based cooking instructor and Milwaukee restaurateur, who 
espoused using the freshest and best ingredients possible. 

This emphasis on freshness is something Milwaukee and, frankly, 
the upper Midwest, has never seen- despite the fact that Wisconsin 
is one of the nation's biggest producers of organic products. "Almost 
everything organic goes to the Twin Cities or the Chicago area," says 
Tangen, who used to own the old Cafe Marche in the Third Ward. 
"It used to be really frustrating to me to live in the largest city in 
this organic-producing state, and to have producers say they wouldn't 
come to Milwaukee." 

But now, not only producers are coming to Milwaukee, so are the 
consumers. "I just love this," Baumann says, gesturing with her hands 
expansively. "Yesterday, I picked up some mussels and made a seafood 
stew. I don't know what I'll make tonight." II 

Mrlwaukcc Publ rc f'1a r·ket is locared ar 400 N Water St 
(at the corner· of Water Street and St . Paul Avenue) in 
Milwaukee . The rn;1 rkct is opc11 Tu cs-Fri 10 am-7 pm. 
Sat 8 am-5 pm. Sun 8 am -4 pm . (The Cedarburg Coffee 
Roastcry h:1s its own hour·s on weekdays.) 

For more ir1forrnation . please call 414 -336 -1111 or visit 
www.mi lwaukecpublicrnar·kct.o rg. 


