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Executive Summary 

 
The Curbside Chronicle is a street paper based out of Oklahoma City. They exist 

as a nonprofit whose primary goal is to offer flexible employment to individuals 
experiencing homelessness who may otherwise be unable to earn an income. The 
magazines--produced inhouse by a small team of full time staff as well as freelancers—
is sold at a cost of $0.75 to trained salespeople. Initial training goes over safety tips, 
expectations will working as a member of Curbside Chronicle’s many salespeople, the 
obtaining of a dark green vest, which serves both as a way to hold magazines and as 
distinct marker of the brand. Because many individuals experiencing homelessness 
may not have government issues ID, The Curbside Chronicle requires minimal to no 
documentation to begin as a salesperson. The primary consequence for problematic 
behavior is a halt in sales of magazines to that person—resulting in a loss of what is for 
many, their primary ability to earn money.  

The Curbside Chronicle was developed as a way to shift the conversation around 
the homeless population in Oklahoma City after one of the co-founders attended college 
in Nashville—where there is a noticeably different attitude. Nashville’s street paper, the 
Contributor, seemed to have something to do with this. The goal was to increase 
interaction between housed and unhoused people—and they did this using magazine 
sales. Rather than passing these people by, they were able to help in a concrete way 
that felt productive and safe. It also meant that, for some for the first time in years, they 
were having conversations with individuals who were looking at them in the eye as a 
person capable of contributing. Now, in OKC, the Curbside Chronicle helps provide the 
same dignity to people experiencing homelessness by offering a way to improve their 
situation, receive access to case worker services, and begin saving. By participating in 
the vendor program, people have re-entered housing, improved their state of life, and 
found more full-time employment. 
 One of the difficulties that the Curbside Chronicle faces is an accurate count of 
sales per month. Because they are not the direct distributor (so as to say, they do not 
sell to the public) their counts rely on what is reported back by vendors. These log 
sheets are often impacted by the outdoor conditions, lost, or just unreliable in general 
due to the state of mind of the respondent. 
 
 
 
 
 
 
 
 
 
 
 
 
 



Research Problem:  
What are the general attitudes and emotions surrounding Curbside Chronicle? What are 
some standard behaviors of Curbside Chronicle readers?  
 
Unfamiliar Terms:  
CC – Curbside Chronicle 
THA – The Homeless Alliance 
 
Why is this Information Beneficial? 
As a nonprofit seeking to improve relationships and attitudes surrounding the population 
of individuals experiencing homelessness, it’s important to ensure that the goals and 
intent of the organization is appropriately reaching the intended target: the reader. 
Additionally, the Curbside Chronicle sought out a consumer behavior report on their 
readers in order to leverage for additional advertising revenue, a key supporting part of 
the success of their agency model. Through my survey, I was able to identify the 
general sentiment regarding current recommended sale price for the magazines, 
common purchasing habits, predicted life experiences over the next year, and general 
demographic information. In order to provide accurate results, the wording of the survey 
questions is vital for the Curbside Chronicle. It is also important to ensure multiple ways 
to access the survey, including a QR code, a link, and a mailed in version. Considering 
the onset of the COVD-19 pandemic and subsequent shut down within the month of 
March, when our survey was live, this was particularly helpful. However, it complicated 
further the ability to track sales of magazines. Upon the last day of the survey, I began 
with entering mailed information into the system as well as sectioning relevant material 
in order to best present it to Curbside Chronicle. 
 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

Method 

Descriptive Research/Census Sampling  
In order to collect the necessary data, I conducted descriptive research in the 

form of a forty-one question survey for our sampling frame (the readers of the Curbside 
Chronicle magazine). This survey allowed for us to understand choices being made 
around the Curbside Chronicle relevant to their perception of the brand as well as 
awareness of the brand, and behavior not relevant to Curbside Chronicle including 
relevant media consumption, future purchases, etc. We also included a general 
demographic section, as per the admittance of Curbside Chronicle, it is difficult to collect 
information on who makes up their user base. Our survey population is difficult to 
pinpoint, as our distributions were made through magazines—a format in which 
purchases vary month by month due to weather, content, holidays, and other factors. 
Modest estimates for the month of march, when this survey was conducted, range 
between six & eight thousand. With a total record count of 353, this puts our response 
rate in the 4% range, assuming our highest estimate of 8,000 magazines were 
distributed and received by individuals. This record total does not include incomplete 
surveys or test surveys, which were removed prior to analysis. 

These questions were broken into four key categories: 1) Brand awareness & 
sentiment, 2) Consumer Behavior, and 3) Demographics. Each section seeks to fulfill an 
expectation of the client as to the purpose of the research. 

As Curbside Chronicle’s highest value laid within understanding the makeup of 
their consumers, I have used the following frequency graphs to portray the breakdown 
of the responses across respondents. I have also included some sentiment analysis for 
those short answer questions in order to display a quick understanding of the relevant 
answers. 
 

 

 

 
 
 
 



Results 
 
Brand Awareness & Sentiment: Understanding the level of understanding for the 
processes and purposes of the Curbside Chronicle, as well as the general sentiment 
towards the organization. 

 
This question sought to determine an outline on length of brand awareness. As we can 
see, the answers here show a skew towards a higher number of years. I believe this 
skew is most likely a representation of the likelihood for more loyal consumers to 
participate in reader surveys. 

 
Here we are able to see a quick view into an average interaction with vendors. As one 
of the most important aspects of the Curbside Chronicle’s goals, increasing positive 
interactions with those experiencing homelessness is something they are constantly 
monitoring. The overwhelming majority lie within the upper ranges of 4+5, but the lower 



values of 1&3 are concerning, and the responses of these individuals have been 
forwarded for review to the Curbside Chronicle team. 
Q.7 part 2 (Form Box)  
 

 
Here we can see a snapshot into the form response for question 7, average vendor 
interaction. Positive words such as friendly, great, nice, and better stand out—but so do 
areas for work, such as traffic and locations.  

 
As Curbside Chronicle uses minimal marketing outside of social media, it’s important to 
know how individuals are learning about them. One of the most interesting takeaways 
from this survey’s results are that so many individuals came to know about Curbside 
Chronicle from seeing a vendor. This means that, for those interactions, Curbside 
Chronicle worked exactly as intended: first sparking curiosity, and then initiating 
conversation with an individual who otherwise may have never interacted with said 
vendor. 
 



 
One key takeaway here is the important mention that, while an option was presented for 
a negative change in opinion, no respondents chose it. 

 
While this is much more evenly distributed compared to question 18, it is still valuable to 
consider that 201 respondents said they had done more research on a topic mentioned 
within Curbside Chronicle. This means that one of the secondary tenants of the 
Curbside Chronicle is succeeding—to educate on the realities of homelessness. 



 
This actually was a surprise for both me and the Curbside Chronicle team. While efforts 
are always made to educate readers on the purpose of the paper, this represents that 
many of the readers are fairly aware of the services provided besides the opportunity to 
make sales. It is worth mentioning, however, that this question may be skewed for two 
reasons. 1) the phrasing of the question may lead to more people saying yes, and 2) 
more loyal readers may be more likely to have done research on the Curbside 
Chronicle. 

 
The distribution here is to be somewhat expected. While the flower shop has been 
actively advertised, it previously was only a part of special events such as Valentine’s, 
or mother’s day events. This question also served to promote readers to investigate 
more. Alongside new marketing efforts post survey, these results may very well have 
changed. 



 
The results here seem fairly expected, with a slight skew towards better understanding. 
This may again be the result of two things: to answer higher than you would honestly 
(even if only done subconsciously) and the more loyal consumers having a higher 
understanding. 
 

 
It’s clear from this word cloud that readers would like to know more about how the 
Curbside Chronicle pays or helps vendors make income, as well as how the Curbside 
Chronicle assists in housing. Other relevant words to note include employment, flower 
(likely referring to flower shop), and averages. 



 
This word cloud simply serves as an important takeaway for the Curbside team—to see 
that overwhelmingly, those who took the survey want their final words to be one of 
thanks, of love, and of the acknowledgement of work well done. 
 
Consumer Behavior: Outlining the general behavior for the Curbside Chronicle, 
including media preferences, purchase tendencies, etc. Information relevant for 
advertising purposes within the magazine. 

 
This distribution is in line with what we expected, particularly given that we are making 
the assumption that more loyal donors are more likely to have participated in this 
survey. 



 
This distribution actually serves somewhat as a surprise to me—though was one of the 
original intentions for vendors. As a way to reduce panhandling, vendors are 
encouraged to sell at the same interactions they once asked for funds. I did expect 
more individuals to purchase while walking on the sidewalk. 

 
This question was a main point of interest for my contact, Kinsey Crocker. As 
determining total sales that reach consumers is difficult with an unreliable distribution 
source, there was some expectation that consumers may be purchasing multiple copies 
of the magazine. While the majority seem to only purchase one copy, it seems that 
there is a sufficient subset (roughly 17%) which purchase multiple copies. 



 
This distribution fits with expectations—with most purchases being happenstance, while 
35% seek out either any vendor, or a specific vendor. This may also suggest that 
individuals are likely to purchase a second or third magazine if they run into a different 
vendor sometime later in the month—another challenge in determining total purchases. 

 
This, in conjunction with question 10, may lead Curbside Chronicle to consider 
increasing recommended sales prices for papers. While the $2 request is often 
exceeded, it does appear that the market would be willing to pay more—as roughly 68% 
of consumers currently spend over $2/magazine. 
 
 



 
See commentary above. 

 
With a total number of interested respondents being 161, this may be a move for 
Curbside Chronicle to consider. 



 
Original predictions actually expected those who bought just to support a vendor to be 
higher. Once again we must assume some skew due to the nature of the respondents, 
but this does seem to suggest that many do take in the content within the paper—
supporting CC’s goal to educate. 

 
This is another question whose distributions surprised me. I would be interested to 
follow up in future surveys on just how individuals recycle their papers—be it in public 
spaces, with friends, or somewhere else. 
 
 



 
We can see a clear skew here towards vendor content—which makes sense. It offers a 
view into vendors lives that can be difficult to achieve otherwise, and I do believe offers 
much of the best education on the topic possible by providing a personable and 
empathetic perspective on how homelessness affects individuals in our community. 

 
The overwhelming yes here speaks to a success of Curbside. With an ultimate goal of 
ending homelessness altogether—so much of the work that must be done is shifting 
public view. With 340 individuals saying they discussed the material elsewhere after 
reading, this is a significant success. 

 
This question serves to show which media sources readers spent the most time with—
primarily for advertising purposes. 



 
This distribution is actually more surprising in the amount of respondents who answered 
yes. It is expected that many more individuals who purchase and read the CC never 
donate directly to the organization. This is once again likely affected by the skew of 
respondents. 

 
This question served to outline consumer behavior for advertising purposes. We can 
see a clear preference for locally-owned businesses, though this may be a question 



impacted by a skew for individuals to answer ‘correctly.’ Many consider eating local to 
be the best option—so this may not be completely accurate. 

 
This question serves mainly as information for advertising purposes, with the distribution 
of answers about where we expected. 

 
This question’s primary goal was to outline what major purchases may occur in the next 
year, again for advertising purposes. We can see that vacations, furniture, and 
remodeling are key opportunities. 



Overall Demographics: Determining who makes up the consumers of the Curbside 
Chronicle. 

 
I, personally, am rather surprised by the amount of 65 and above respondents here. 
While all other distributions seem in line with my general expectations, I was unaware 
that there was such a strong consumer base in that age group. 
 

 

This is in line with our expectations, with a significant skew towards female readers.  



 

This is also in line with expectations, with a significant skew towards Caucasian 
readers. 



 

The purpose of this question was to determine where individuals encountered vendors 
by determining whether their home and work were zip codes within the OKC metro 
area. We also wanted to determine if we could outline who was likely purchasing due to 
a work commute vs. travel not associated with work—something seen due to the shift in 
zip codes between home and work. 



 

See above. 

 

I do not believe that we had initial predictions for this demographic question, although 
this fits with the age responses we received. It also fits with our income question later 
on in the survey. 



 

 

This distribution is in line with our expectations, as there does seem to be a skew 
towards higher education among consumers of the Curbside Chronicle. 

 

This distribution seems to hold in line with our expectations as well—with a significant 
amount of respondents being in the middle class to upper middle class range for 
Oklahoma.  



 

I do not believe we had initial expectations for the distribution from this question, though 
it seems in line with our age distribution previously seen. 

 



This distribution seems to match with our other questions well, and represent general 
averages for the Oklahoma City area. 

 

While the amount of retired and self employed is somewhat surprising to me, the 
distribution is clearly skewed towards fulltime workers—something that fits in with our 
previous income questions. 

 

I am somewhat surprised at the number of respondents indicated their job type as 
nonprofit here—although this skew is likely explained once more by the loyal consumer 
assumption. Beyond that, medical and government are close followers. 
 
 



Conclusions and Recommendations 
The Curbside Chronicle set out to ascertain a few key things with the use of this survey. 
They hoped to determine: 

1. The Curbside Chronicle purchasing habits of readers 
2. The consumer behavior of readers relevant to advertising 
3. The general understanding and awareness of the Curbside Chronicle mission 

with readers 
4. The general demographics of their reader base 
For 1, it was important to determine not only how readers were purchasing the 

magazine, but also the average price. While the current recommended price is $2, it has 
long been reported by vendors that many individuals tip more as well. My findings 
suggest that the market would bear an increase in price—though it should also come 
with a prudent attempt to educate readers on the functions of Curbside relevant to 
employment, fund accumulation, and costs to develop and sell the papers. 

Looking to question 2, we can see a clear preference for locally owned businesses, 
as well as an indication that many individuals were considering a vacation or remodeling 
at the time of answering. However, it is worth noting that due to the onset of the COVID-
19 pandemic, this information may be difficult to rely on. 

With question 3, we had some good news. It is apparent that, of those who 
responded to the survey, many have a good grasp on how and why Curbside Chronicle 
functions. It also appears that many consumers are also readers—and take in the 
content of the magazines rather than simply purchase them to help a vendor. As one of 
the key tenants of the Curbside Chronicle is to provide education on the difficulties of 
Homelessness, this is great to hear. 

Considering question 4, it’s important to note some trends that stood out from 
expectations: namely the large group of 65+, retired individuals reading Curbside. This 
may be particularly relevant for advertising purposes down the road. This survey also 
found many more individuals in the middle to upper middle class income range, as well 
as a significant skew towards female readers. 

 

Assumptions 
 Overall, I believe this survey has been accurate with a few key caveats. It is 
important to note that many locations shut down partway through March—when our 
survey was in distribution. While this could have affected sampling rate, it also could 
have impacted questions regarding consumer behavior. It is difficult to predict how this 
event will have impacted the overall results, so additional surveys may be necessary. 
Additionally, as the respondents for this survey are most likely to be of the most loyal 
group of consumers, it is safest to assume that both awareness and purchasing 
frequency trend highly for our respondents.  
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