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CHAPTER I 

I NTRODUCTION 

In studying the present shopping habits of Stillwater consumers, as com

pared to their habits of 1939, a number of questions are of utmost importance. 

(1) Why are Stillwater business men losing some trade to other cities? (2) 

Where do they go when they shop out o:f town? (.3) How much trade goes out of 

town? (4) What do people buy out of town? (5) Which classes of residents 

do most of the out-of-town shopping? (6) What can Stillwater business men do 

to retain their trade? 

These are all matters of practical interest to local merchants. This study 

was prepared to answer these questions with a minimum of bias. Cooperating in 

the study were the Stillwater Chamber of Commerce and the Market Research class 

of the School of Commerce at the Oklahoma Agricultural and Mechanical College. 

Little scientific research has been used by organizations of business men 

in the study of consumer buying habits. This report will attempt to show the 

merchant o" and to whom he is losing his trade . Throughout t his study many 

refere ces are made to the "Consumers Shopping Habits by Income and Occupation

al Grnup::i by Perham C. Nahl and a comparison of results of the two surveys . 

i s made . (It was my purpose to see if there has been a change in buying habits 

in the past nine years.) 

Stillwater, Oklahoma, with a population of about 18,oool (1940 census 

10,097, is the county seat of Payne county and the home of Oklahoma Agricultural 

and Mechanical College . It is situated in the north central part of the state 

near the metropolitan centers of Tulsa and Oklahoma City. 

Stillwater is served by State Highways No . 40, and No . 51 and is approximately 

1 This figure was checked with the Chamber of Commerce and with realtors who 
gaged the increase of building and multiplied it by the average family unit . 



75 m.iles south of the 01:lnbxIJ.a .. Kansas border and ar,proxiraately 160 m:1.lcs north 

of the Oklahoma-'l'e:xa.s horcl,t3·I'• Oklahoma, City (esM.mated population, 300 9 000) is 

about 67 miles so1.1.i:.lmest., and ~rulsa ( nstimated population, 169,780) u; approx-

imately 72 miles east of St,illwater. 

The Directory of' Manufacturors and Wholesalers in Stillwater, Oklahoma, 

shows 7'6 firns ,tlth an employment, of 726 persons ;:1hich have an annual payroll 

of ,t,1,256,800. The annual payroll of the Oklahoma Agr:i.cultural and Ifachanical 

College is ~~3,000,000. Indtu;itries located in Stillwater include flour milling, 

feed and seeds, floor fv.rr1aces, a cotton gin, and small 7.\Jholesalers. There 

are more than 300 bu.s:tness firms of all kinds located in Stillwater for t.he con-

venience of shoppers from a vdde area. 

Stillwater is served by one railroad, the Santa Fe, and tvm bus lines, the 

Turner Bus Con:pany th("l \\!J • I{. & O • •r he rail:mad is mainly a freight lim;, 

and the tvro bus line,::; run shuttle buses betweon Perkins Corner end Bills Corner. 

~~h.e only d:trecti co?1nectioo between Tul~a a1:1d OklalK)fila City is tvtl·ce a day by 

rest of the connections are hourly by the shuttle buses. In 

case of private hire it hJ possible to go by air because Stillw2ter ovms a modern 

airport located just t,,10 miles not-t,h of the city. 

'l:he city of Stilhmtor operates its orm light a:nd water plants. These 

operatJ:ng revenues to support the general government. The Municipal Hospital 

and Io!unicipal LibrHry provide Stillwater wlth civic facilities. These buildings 

were f':inanced by t,he electric and v,rate:r:· revenues. The post office receipts 

This increase is due :irl, part, no doubt, to the il1cret1se in the Oklahoma Agri-

cult'lwal Hechanical College enrollment,. 

The city of Stillwater ht:s four gra.de schools!! one junior high, one senior 

high, a p:i·ogress1.ve sepe,rate school for negroes. Presemtly 't,he city is 
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planning to build more schools. There are about 2,200 students in the Still• 

water public schools. Stillwater main·tains five parks equipped with playground 

facilities. It also has five theaters withi!1 the city limit,s, with a drive-in-

tbeater to be built south of the KSPI-AM and radio station. There is a 

Ca.tholi.c church wrich maintains a parochial school through the first six grades. 

In the Stillwater area there are two banks, a building and loan company, 

and several investment companies to offer banking and investment facilitie.s. 

The approximate wt,nber of stores selling each of the com.11odities analyzed in 

this report is shovm. in Table 15.A .. 



Exhibit 1 
Stillwater Trading Area (Ink Shaded) 

~ 



Table 15A 

Number .Qt Stillwater Stores SeJHpg 
Commodities Analyzed in Ib!I Survey 

Commodity Humber or Stores 
19.39* 

Autanobiles (new) 8 
Automobile tires and parts ( including service 

stations) 37 
Children's clothing 15 
Drugs and toilet articles (including cometics) 9 
Dry goods (piece goods, notions, "white goods•) 15 
Electric items; large (refrigerators, radios, 

stoves) 19 
Electric items; small (fans, toasters, irons, 

lamps) 16 
Furniture (including second ... hand) 21 
Groceries and meats 32 
•ronN 9 
lewelry and silverware 5 
Ian's clothing (coats, suits, hats) 7 
llen's furnishings (socks, shirts,. ties, 

miderwear) 9 
llen' s shoes S 
Rugs,. draperies 10 
Women's accessories (hosier:,, lingerie, gloves) 12 
Women's apparel (coats, suits, dresses, hats) 11 
tromen ' s shoes 8 

Total Stores 251 

Number Providing 
Service--19J<)lt 

Chiropractors, osteopathic physicians 
and surgeons 

Physicians and surgeons*** 
Total lledioal Service 

Dancing, Swimming 
Golf, bicycle stations, riding academy 
Pool halls, bowling, skating rink 
Theaters 

Total amuse ents 

3 
ll 

14 
5 
7 
6 

-2 
23 

Number or Stores 
1948** 

12 

40 
7 

11 
14 

21 

17 
14 
.38 
9 
5 
9 

11 
9 

11 
11 
10 
10 

256 

Number Providing 
Service--1948 

6 
12 

21 
5 
8 
6 

-2 
24 

Source: *Perham C. Nahl, "Consumer Shopping Habits by Income and Occupational 
Groups," Sept., 1939. 

5 

**A. N. Harrison, "Inventory of Stillwater Retail Businesses," Oct., 1948. 
***College start not included• 

' 



CHAPTER II 

SUMMARY OF FINDINGS 

The survey made by Perham C. Nahl of the Stillwater out-of-town shoppers 

in 1939 showed that 56% of the people at that time shopped in other cities. 

In this survey there were 51.9% of the residents who indicated that they shop 

out-of-town. This may be accollllted for to a large extent by the decrease over 

the nine year span in out-of-town shopping done by men, the women taking their 

place. For further information refer to the Analyses of Survey, part V, page 

23. 

6 

An interesting phase of this study concerns Mail Order house buying. The 

average family of Payne collllty is .3t persons to the family. Using this method 

to detennine the approximate number of family llllits, Stillwater has 5,143 units. 

The ,300 questionnaires showed that approximately 52.1' of those interviewed 

bought from mail order firms, while in 19.39 there was only 44.f:d, that bought 

through this media . This increase can partly be accounted for by the improve

ment of mail order catalogues and availability of a local mail order office. 

In this survey, as compared to the Nahl Survey, a new question was added 

to the questionnaire endeavoring to derive a reliable estimate of the minimum 

yearly amount of out-of-town buying rrom Mail Order houses. For the 157 families 

who buy by mail, the dollar volume amounted to $10,299. Projected to the total 

5,143 family tmits, the yearly out-of-town mail order purchases from Stillwater 

would be estimated at an absolute minimum as $175,01,. rhis me.ans that the 

merchants of Stillwater are losing some sales to 'people who normally buy locally. 

Various remarks of those interviewed indicated that it would represent a 

decided gain if the local merchants were to promote a local modern department 

store. This would not only increase the local merchants• volume; but would 

also help to increase the size . of the trading area. Adequate variety, as point-



,ed out in this study, is not round in the local stores as they are now operat

ing. 

7 
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CITY OF STILLWATER 
OKLAHOMA 

EXHIBIT 2 
RENTAL DISTRICTS 

BASED ON RENTALS OF FIVE-ROOM UNFURNISHED 
HOMES IN 1939 

LEGEND 

D A-t'1ed1.;n renf 1S0 00 

D [!-l?ed,an renf 140 00 

D C-Med,.;n rent l3zso 

D o -l'led,:an renf #z7.,o 

D F-Med1an renf 1 ;7 , 0 

D G-/'fed,;m rent 6;5 oo 

If 
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CHAPTER III 

PLANNING AD EXECUTING THE SURVEY 

The background material for this survey was provided by such recognized 

texts as Lyndon O. Brown I s Market Research and Ana,lyf!is, How to Conduct Con-

~§£Opinion Research by Albert B~: Blankenship and Marketing Handbo9k by 

P. H. Nystrom. 

Interviews were made in 300 homes of the Stillwater area . In all 300 

homes , the housewife or an adult female was asked questions on the entire 

family's purchasing habits. 

Classification of residents into occupational groupin s necessitated a 

I 

preliminary reading of baokgro'W.1d material from similar surveys and in several 

texts.2 After determining the classification of income groupings, the problem 

arose as t.o how the occupations of Stillwater residents may be grouped .3 

' As a result of these investigations, a chart was made to show the income groups 

and the var ious occupational groups of the city, classified as to the approxi-

mate income bracket into which each was most likely to fall . 

Upper 

xecutive 
Merchant 
Lawyer 
Physician 
Other Professional 

Middle 

Skilled Labor 
Retired 
Teachers 
Clerical (Office) 
Ministers 
Salesmen 
Government employees 

(Federal and Local) 

Store Clerk 
Unskilled Labor 
Domestic Labor 
Unemployed 

2 References: Paul H. Nystrom, Economic Pringiples of Consumption, (New 
York, 1931), pp. 173-175: c. H. Sandage, Advertising Theory~ Practice, 
(Chicago, 19.36), pp . 160-162: Time, Incorporated, Markets .QI Incomes, (New 
York, 932), Vol. I, II . . 

3 For this ork, was taken from Perham C. Nahl, "Consumer Shopping Habits 
la 09cupation .ung Income Groups ." 
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The sample used was divided into three socio- economic income groups, as 

follows : the upper group, consisting of 25 per cent of the families ; a middle 

group containing 50 per cent of the families; and a l ower group containing 25 

per cent of the families .4 These classifications, of course, are not absolute-

ly accurate, for in many of the cases any attempt to place the occupational 

group into a certain income bracket is at best largely a mat ter of opinion . 

In attempting to set up these classifications no definite income levels 

have been designated, for a classification of this t ype is more or less a 

relative matter . 5 The highest 25 per cent in terms of type of home, occupation, 

educational level, etc . , are listed as upper . I n one community this might 

represent an annual cash income of $5,000 or more , wher eas 1n another community 

it might represent an annual cash income of only $.'.3 , 000 . Regardless of the 

absolute level, the highest 25 per cent is classified as upper income families . 

epresentatives of several of the occupational groups sue as "teachers," could 

be classified into two di fferent groups . Specific oases taken in either the 

upper or middle group may be found to have either high or low income for those 

particular occupations . In a like manner the middle group and the lower group 

were determined and designated . 

A map designating the city areas in terms of these thr ee socio-economic 

groups was made to aid in conducting the int erviews and to assist in detennining 

the income level . Exbibi t 2 and 3 reflect this arrangement and classification . 

This "scatter" is ma.de with the help of the socio-economic map and has achieved 

from the start a rough but ef fective combination of area and quota sampling. 

As an adde safeguard in the measurement of trends~ accurate records were 

4 References: P . D. Converse, "Ponsumer Buying Htbi t§ in Selected South 
I llinois Cormnynities," No . 6. 

5 Marketing Hondbook by P. H. Nystrom . 
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CITY OF STILLWATER 
OKLAHOMA 

EXHIBIT 2A 
STREETS INCLUDED IN SAMPLE 

l ~= 
,;=,,w e, 

-"----'---'--~ - I 

E.AST TO WEST 
I 11c Elroy Ave 
2 Mc George Ave 
3 Miller Ave 

B~~UD 
o ~ o_:=:----. 

LJ L}~-LJ~~tJtJ~ ,, : t:r ~ tJ ~ o o EA~ ,,. L_ ~ 
'.:='t=t=:;,.;::lt=:n~r1 tol n n ....iE<H ... ~~~ 

T[ "Tr"--r 

-" LJ L LJ LFTI' LJ L.J I J WE>T /0~ 037 IO"' -

l Q~ _ . 11:,., !DiDJ.,, ,,,,. JJ ~~ oc 11lil ninf r 1~~ 

4 Adrn,ral Road 
5 kings High,va!I 
6 College Ave 
7 Maple Ave. 
8 Fourth Ave. 
9 5t'xlh Ave. 
10 Ninth Ave. 
I I Twelf'lh Ave 

NORTH TO SOUTH 
12 /IV,//,s .5f 
13 l'Va/nul .5f 
14 {5/akely 
15 Monroe Sf 
16 Hesler .51 
17 Duck st. 
18 Lewis St 
19 P.ilrk Drive 

20 Perkins Road 

1-0 \,....; 



kept of streets and blocks surveyed in t his study. In any succeeding studies 

it is recommended that ad acent streets or blocks, and odd or even-numbered 

homes should be used. 

The mapping of rental districts in this survey followed that of "Consumer 

Shopping Habits," the Nahl survey of 1939, in which stillwater real estate 

agents helped to obtain the rental information . For the purpose or this sur

vey, the 1939 mapping of rental districts seemed adequate although the general 

rental level may have considerably increased . This decision was reached in 

view of the following statement: 

"Indications a.re that rents on building, housing, housing units 
and apartments, are still on the increase , " Selph said . "This of 
course applies to newly const ructed units, and properties decontrolled. 
Since removal of controls, rents have continued to advance in this 
area, and the trend still seems to be inclined upward . Please under
stand properties still subject to control still remain at practically 
the same rent levels . "6 

Some effect on the results of a study of the buying habits of Stillwater 

might result from interspersed new and old rental 1.mits, but the margin of 

error is insignificant in the writer•s judgment from the point of view of 

the study. 

field Force~ Field Supervision 

Three students from the market research class at Oklahoma Agricultural 

and Mechanical College helped in making the survey interviews . Each student 

before making interviews was instructed orally and in writing. There were 100 

usable interviews made by each interviewer . Under the guidance of Professor 

George R. Hill, Department of Business Administration, the interviewers were 

selected and appr oved . The following market researeh students, with my assis-

tanee,, conducted the interviews: ff . F. Haynes, Still ater, Oklahoma, A. H. 

Lobsits, Perry, Oklahoma, and P . H. Bryan, Sentinel, Oklahoma. Instructions 

6 Ref'erence: Stillwater Oklahoma Newa Presa, Friday, Oct . 15, 1948. 
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given to interviewers were: 

"It is urgently requested that, before starting the actual survey, you study 
the questionnaire as well as the instructions, so thoroughly that you practically 
memorize both. Be sure that no questions remain unanswered in your mind as to how 
to properly handle all situations during actual interviewing. Following is a 
digest of the points discussed orally. It is given to you in this f'orm as a re
minder of each item and as a guide to you in your work 1n the field. 

l. This work has no publicity connected with any phase of it; it is not to 
be followed by any sales literature from any merchant and there is positively no 
selling scheme involved. It is merely a study project. The interviewer should 
exercise care in making his opening remarks in such a manner as to lead the res
pondent at ease to emphasize names and addresses are not needed. 

2. You are to call respondents living on the street assigned to you, in order 
to have a representative sample . Remembering that the sample is to be proportion ... 
ate, and that each district should be covered in such a manner that an adequate 
selected sample is taken. Interview one family living in the first and third houses 
in the first block and in the second block cross to the opposite side of the street 
and interview likewise one family living in the first and third houses. This is 
designed to avoid selection of all the best or worst appearing homes on the street . 

3. Ask for the lady of the house, and try to see her, on the theory that she 
is the one best qualified to answer your questions. If she is not at home, the man 
may undertake to answer the questions. In the majority of eases it is not difficult 
to procure an interview. A tew persons may refuse to cooperate, but thank them and 
go on to the next interview. Try to make the respondent understand that this work 
is for study purposes only; that her help is extremely necessary to the success of 
your efforts; that it will take no more than ten minutes; that it entails no e.fforts 
on her part aside from answering a few simple questions . 

4. APPROACH: The approach must help to make the person being interviewed as 
relaxed as possible. It is necessary that you give your name such as ''Good after
noon, I am Miss Jones, a student of Oklahoma A. & M. Market Research Class, which 
is making an investigation of the buying habits of Still~ater residents.u 

5 • OPENING: After the approach is made, ask if she has a few minutes to spare 
and tell her that there are to be 300 families interviewed and you would like her 
opinions about local stores. Be sure that she is told that it will require about 
ten minutes of her t ime . Try to take as little time as possible in introduction 
because she might become impatient. 

6. QUESTION : Introduce each question in a natural easy conversational manner . 
Don't "fire" you:r questions at the respondent like so many explosives. A pleasant, 
confident, assured, and conversational attitude will prove more effective. Do not 
dominate the conversation. ~ ih!_ respondent g2, ~ 9f the talking. This will 
facilitate a more whole-hearted cooperation from the respondent . Throughout, the 
interview must be systematic and avoid any hint of bias. 

QUEsrIONS: 

1. Fill in closest number of years, unless respondent has lived here 
less than 6 months (has moved since last arch) . In this case, 



continue with question 2 and skip all the rest of the questions 
except the ones underlined, i.e., (14,17,20-26). 

2. Fill in name of city (and name of state, if outside of Oklahoma.) 

3-4.If answer is "Yes," check proper blank and ask where respondent 
shops out of town . If Tulsa or Oklahoma City, check proper blank 
follo ing question 4, or fill in other in third column. Then, if 
ansv1er to 3 is "No,'' skip all questions except underlined ones, 
namely (14, 17, 20-26) which must still be answered. 

5-7.The questions should be asked as given and the proper column 
checked. Y is "Yes," N is "No, 11 S is "About the Same." It 
respondent answers "No,n be sure to find out if she believes 
(prices) are cheaper in Stillwater. If she does not, check 
"S.° First column is for Oklahoma City only; second column is 
for Tulsa only; third column for other outside center, whichever 
is applicable to shopping practices of respondent. 

8-10 .Same instructions as to checking columns. A "social trip" will 
include such things as concerts, plays, expositions, special 
trips to visit friends, etc. A business trip for business 
purposes is normally made by the man of the family and does 
not include special trips for shopping purposes. Special 
shopping trips will not be considered as either soci~l trips 
or business trips. 

11. Cheek "yes" or "no." Ir "yes," fill in number after "Q." 
12. I is "Increased;" Dis "decreased;" Sis 11About the Same." 

13-14.Self-explanatory. If the family owns a truck only, indicate 
under "remarks" at the end or the questionnaire. 

15. Ask this question and let the respondent tell 70u the i terns 
which she normally buys out of town. Then ask about all 
other i terns which she has not mentioned. Women' s apparel-
coats, suits, dresses, hats, etc. Women's accessories-
hosiery, lingerie, gloves, purses, etc. Men's furnishings-
socks, shirts, ties, underwear, ete. Men's clothing--coats, 
suits, hats. Dry goods--pieee goods, notions, "white goods." 
Drugs and toilet articles--include cosmetics. Large electric 
items--refrigerators, radios, stoves. Small electric items-
f'ans, toasters, irons, food mixers, lamps. Amusements-
theaters, plays, fairs, expositions, concerts. The foregoing 
will enable us to definitely determine that such items are 
or are not purchased. 

16. Cheok--regularly, occasionally, or never. Ask if purchased 
from a mail order house, and fill in .£1.U Dim!. Do the same 
for mail order purchases from department stores. 

17. Be very careful about this question, it may be personal. 
Attempt to secure an estimate of average annual purchases. 
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The writer made follow-up checks on the work of interviewers . This t est-

checking, of course , was unknovm to t he or i gi nal i nterviewers . I t was considered 

important to establish t he fact t hat interviews were properly made at t he homes 

assigned and with t he proper person to insure soundness of the ssniple . The 

interviews were made during the last t wo weeks in Oct ober and the f i rst week 

in November, l 948 . 

~ Qµestionnaire 

The questionnaire was mimeographed and llmi ted in length to one side or an 

"81 by 14" sheet of paper . This allowed for the asking of 25 questions . 

The questionnaire follows t he pattem o:f that used by Mr . Perham c . Nahl' s 

"Consumer Shopping Habits by Occupation and Income 1939 . " Three ad.di tions were 

made and one question was omitted. By following this plan greater validity results 

in comparisons of this study and that of 1939 . The ad.di tions made to the question

naire were designed to check the influence of the recently installed l ocal radio 

station upon buying habits , and to ascertain the extent of mail order buying . 

The questionnaire used in this study follows Exhibit #3 . 

Exhibit .3 
QUESTIONNAIRE ™ !Ii 

STILLWATER BUYING H.Al3ITS SURVEY 

1. How long have you lived in Stil lwater ? Years _ _______ ____ _ 
2 . Where did you live before moving to Stillwater? ___________ _ 
3. Do you ever shop outside of Stillwater Y_N_ Where _________ _ 
4. Where do you prefer t o shop? o.c. Tulsa,_ ____ Other ____ _ 
5 . Do you believe the PRICES of the art icles 

you buy in (city) are less than the 
prices of the same articles in Stillwater o.c. 
stores? •••••. • ••••••• •• • •• • • • • •• • • •• • ••••• • Y __ N __ S__. 

6 . Do you t hink t hat t he stores at which you 
trade in (city} carry a greater VA IETY 
of goods t han are carried in Stillwater 
stores? • . • . . . •..... . ..... .. . . ..•.. . . . , .. ... • L.N_.s_ 

7 . Do you think t hat these stores in {city) 
carry better QUALITY goods than Still-
water stores? ••••• • •• •• •••••••••••••••••••• Y __ N ___ s ___ 

8 . Do you have relatives or acquaintances 
whom you visit in or near {city)? ••• • •• •• •• Y_N __ S~ 

9. Do you make social trips to (city)? •• •••• •• Y_N_ 

TULSA 
Y_N_ s_ 

Y_N_ S_ 

Y_N_S_ 

Y_ N_ s_ 
y N --

OTHER 
Y N S ---

Y N S ---
Y_ N_ s_ 
Y_N_ 



10. Do you make business trips to (city)? •••••• Y__N~ 
11. Do you have any charge ace'ts in (city)? ••• How many? 
12. Has your out-of -town shopping increased, 

decreased or remained about the same in 
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the last to years? •••••••••••••••••••••••• I __ D __ S__ I __ D~S~ I __ D __ s __ 
13. at means of transportation do you use when you go out of town to shop? 

Bus , Own car , Drive with friends , Other (specify) ____ _ 
14. Does your family own a passenger .car? Y_N_, Make ___ _______ _ 
15. hat commodities do you and your family usually buy out of town? Where 

purchased: 

0 .c, Tulsa Other ( specl,fy) 0 ,C , Tulsa Other 
Women's apparel Jewelry & silverware 
Wpments shoes 
Women's accessories Groceries and meats 
Children's clothing Rardwm 
Men's shoes Large electric items 
Men's furnishipgs Small electric items 
!en' s clothing Automgbiles 
Furniture Auto tires ang parts 
Rugs. Dra;pes Amusements 
Dry goQds Medical service 

16. How often do you buy by mail? Reg._, Oce._Never_,MO House?_Dept. St?_ 
17. What would you estimate as to the probable yearly amount of out-of.town buying 

from Mail Order Stores? $. By mail from dept. stores? '--------
18. For which of the following reasons did you buy the item listed under question· 

15 which you have last purchased out of Stillwater? 
More con- Better Wider Better ake trip anyway 
yenient Prices Variety Quality Bus1.nesp Social 

T 
Other 

19. About how often do you shop in (city)? 

Other reasons 
( specify} 

Once a ,eek Twice a month Once a Month 3::4 times a yr. Less freq. Never 

20. What newspapers do you read regularly? Stillwater Press_Daily Oklahoman __ 
Okla. City Times_Tulsa Tribune_Tulsa World_Other Papers ________ _ 

21. What radio station do you listen to regularly? 
Stillwater_Oklahoma CitY. Tulsa Others (specify) _______ _ 

22. How many persons in household? Adults_Children (15 or 'tll'lder) Total ___ _ 
23. How many in household are employed? l 2 3. More than 3 ____ _ 
24. What is occupation ot head of family? _________________ _ 

Nature of Occupation Industry or Company 
25 . Occupation of others gainfully employed? ________________ _ 
26. What do you think of Stillwater as a place to shop? s ___ G ___ Poor ___ _ 

Remarks~-------------------------------~--~~ 

Interviewer ______ ~------~~~~~~ 
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The completed questionnaires were · checked for adequacy and accuracy. When 

major errors or omissions were discovered, the questionnaire was discarded and 

additional interviews were scheduled to complete the interviewers' assigned 

quota. There were 300 complete schedules which were used as the basis for 

conclusions. 

Diyisign ~ Occupational Groups 

The questionnaires were divided into occupational groups. There were six-

teen sub groups: Executive, Merchant, Lawyer, Physician, Other Professional, 

Skilled Labor, Retired, Teachers, Clerical (Office), Ministers, Salesmen, Govern

ment Employees (Federal and Local), Store Clerk, Unskilled Labor, Domestic Labor, 

and Unemployed. These were regrouped into nine--Merchants, Executive, Professional, 

Skilled Labor, Retired, Clerical, Saleswork, Common Labor, and Unemployed. 

While it is recognized that the above grouping lacks homogeneity within 

certain groups (e .g., the combination of "inside" and "outside" salesmen into 

the saleswork category), such a scheme was necessary for adequate statistical 

sample. Only groups of fifteen or more would give any valid trends. Hence it 

was felt that a smaller number' of classifications, while losing some internal 

homogeneity, would facilitate the analysis and would not detract from the validity 

or the results. 

Division In!& Income Groups 

The major problem was to separate the returns according to incomes. For 

this survey half of the returns were considered in the middle group and one-fourth 

in each of the other two. This separation was made giving weight to the following 

indicative factors: occupation,7 number employed in the family, and rental dis--

7 See the classification of occupations according to incomes, p. 12. 
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trict. This sche e of income group classification encountered disturbing 

factors such as large dollar income individuals who because of scarcity in 

housing facilities may be f'otmd living in low rental areas . Too, high income 

families may be located in low rental areas, awaiting better accommodations. 

However, these abnormal cases were not of sufficient importance to justify ex

cepting them in the general scheme of income classification. It is true that 

classifying under this method is somewhat arbitrary, but what is sought is 

"normal trends," and sueh a method seems justifiable for this purpose.8 

In the process of classification, street addresses were marked on each 

interview schedule as a check on the proper rental district, although, of course, 

the identity of the person interviewed was in no way disclosed.9 

Checking ~or Consistency 

The completed questionnaires were mixed in a random manner and numbered from 

1 to 300 . There were certain statistical tests used to test for consistency 

showing the entire sample and the srone teat applied to part-samples, as shown 

in Exhibits 5-10. The methods used to show the validity of the results were 

"cumulative frequency method" and the "group rotation method . "10 

The entire group of JOO questionnaires was tested for reliability,. as shown 

in Exhibit 5. A graph is shown in Exhibit 5 indicating that after the first 

150 questionnaires, little variation in results would be fotmd with the addition 

of a larger number of interviews . 

8 For a more thorough discussion of income groups see Perham C • Nahl ts, 
Retail Trgging ~ Analysis . 

9 Interview schedules were not available to anyone except the writer who 
tabulated the results . 

lO No attempt will be made here to explain the mechanics of these checks for 
consistency. For a brief explanation, refer to Lyndon O. Brown' s Market Research 
J&l!9. Analysis, pp . 311-323, or to any standard text on statistics . 

\ 
\ 
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As another check for consistency sub-groups were tabulated in a similar 

fashion, using different questions for each table. This step was also taken to 

avoid the error of assumi.~g that a check on the entire sample will validate all 

statistical conclusions although drawn from smaller and smaller sub-samples . An 

analysis was made of the sub-group "out - of-town shoppers," using 150 cases as 

shown in Exhibit 6 . Conclusions drawn from this portion of the study appeared 

to be reliable .11 

For additional reliabi ty a third check was made to the sub-sub-group 

"shoppers who prefer Oklahoma City." xhibit 7 shows that any conclusions 

drawn from these 90 cas s appeared statistically reliable. Out-of-town shoppers 

in each inco e group ere next checked. There were 60 families in the upper in

come group; 60 eases in the middle; and 10 cases in the lower group who shopped 

outside of Stillwater. Exhibits 8, 9, and 10 show that results will be sta-

tistically valid for the upper and middle income groups, but that there are 

too few "shopper s» in the lower income group for adequate analysis . Conse

quently, conclusions drawn on the basis of the 10 eases or the lower income 

shoppers will be only indicative, rath r than conclusive. 

Although these s e validity c eeks, which re ap lied to certain occupa

tional cups (professional, skilled labor, and retired) showed that these three 

smal ler groups would be reliablej it is fel t t at probably any group containing 

fewer than fifty cases should not be accepted as conclusive . The reader should 

keep in mind that results based on smaller groups are merely indicative because 

of the high proportionate variation in results which would occur if even one 

answer ere changed . 

11 xhibit . 5 is included in the text of this report as an illustration of 
the method of cheeking for reliability . Exhibits 6-10 may be found in the 
Appendix. 



Exhibit 5 

Checking tor Reliability: 
(Entire Sample) 

(300 questionnaires) 
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A-Table st Cumulative Frequencies (Cumulative Frequency Method) 

CD 
J..t 
ID 

~ 
f! 
0 

=
f-1 
0 

~ 
E-4 

~ 70 
+:I 

Group 
N;gm~;t 

1 
2 
3 
4 
5 
6 
7 
8 
9 

10 

Frequency 
or 

o,currenc!2 
1.3 
11 
15 
15 
15 
12 
12 
14 
12 
12 

Cumulative Cumulative Cumulat ve 
Frequency or Number of Percent ot 
Qcgurrenc1 QuBI Q CScurrens;:su1 

13 30 43 • .3 
24 60 40.0 
.39 90 43.3 
54 120 45.0 
69 150 46.0 
81 180 45.0 
93 210 44.3 

107 240 44.5 
ll9 270 44.0 
131 300 43 .7 

! Gra12h 2t Cmu~:tive Freauencie§ 
'M 
:; 60 

;I 

50 

~ -
~ ~ 40 

.30 -- ---

0 
30 90 120 150 180 210 

Cumulative Number of Questionnaires 

B-Table ~ Differences (Group Rotation Method) 

Frequency 
of 

Groups Qccurrene 
I 1,2,3,4,5 69 

II 2,3,4,5,6 68 
III .3,4,5,6,7 69 
IV 4,5,6,7,8 68 
V 5,6,7,S,9 65 

Frequency 
of 

Groups Occurrence 
6,7,8,9,10 62 
7,8,9,10,l 6.3 
s,9,10,1,2 62 
9,10,1,2,.3 63 
10,1,2,.3,4 66 

Difference 
ot 

Qccurrence 
7 
5 
7 
5 
1 

--L----

24,0 270 

Smallest 
'I, of 
Occurrence 

41 • .3 
42.0 
41.3 
42.0 
4.3 • .3 

----

Allowable 
Difference 

ot 
Occurrensr~ 

17 
17 
17 
17 
17 



There we-re other methods used to cheek the reliability of the sample that 

gave similar results but details are not included in this thesis . 

Tabulation Procedure 
A tabulation work sheet was made on each question asked . In order to 

eliminate errors in tabulation, it was possible to check results in at least 

three ways, through separate tabulation by income groups, by occupational 

groups, and by totals. This helped to make unnecessary additional cheeks for 

errors. 
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Table 15B 

A Gompe,rat1ye !s,nlQng .2t Goods Purchaseg 
Bx Out-or-Tm Shoppera ~ Five Citiea 

(Percenta~ s indicate proportion ot 
out-of-town shoppers buying each camnodity.) 

omen's apparel 
Women's shoes 
Women's accessories 
Amusements 
Children's clothing 
Men's clothing 
len's furnishings 
Men's shoes 
Dry goods 
Furniture 
Medical Service 
Rugs and Drapes 
Drugs and toilet articles 
Jewelry and silverware 
Large elec ric items 
Small electric items 
Hardware 
Automobiles 
Auto tires and parts 
Groceries and meats 

City 

Population 
Number of out-of-town 

shoppers in sample 

Sources& 

Lindeman 
(19.33) 

(l} 
67.9 
29.5 
22.3 --22 • .3 
6.3 

3.6 
10.7 
1.8 

4.5 
4.5 
1.8 

.. 9 

Greensbor o 
H .C. 

5.3, 600 

ll2 

Read 
(1937) 

(2) 
66.7 
43.1 
25 .6 

30.8 
JS.5 
25.1 
20.5 
17.9 
16.9 

16.4 
14.9 
13.s 
6 .2 
8.2 
4.1 

4.6 
9.7 

Elgin 
Ill. 

36,000 

195 

Nilsson 
(1930) 

( 3) 
57.0 
54.5 
44,.2 

31.5 
33.3 
26.7 
32.7 
25.4 
18.8 

4.8 
6.1 

(3.6) 

3.6 

5.5 
1.8 

Elyria 
Ohio 

25,600 

165 

Nahl 
(1939) 

(4) 
85 .8 
59.4 
40.6 
40.6 
18.1 
32.3 
14.2 
12.3 
23.2 
29.7 
24.5 
16.8 
9.7 
9.7 
8.4 
7.1 

11.0 
5.2 
7.7 
3.9 

2.3 

Harrison 
(1948) 

(5) 
70.5 
55.l 
.36.5 
6.4 

44,.2 
21.8 
26 • .3 
18.6 
17.3 
21.8 
26 • .3 
18.6 
3.8 

10.9 
4.5 
2.6 
J.2 
1.9 
1.9 
7.1 

Still ater Stillwater 
Okla.ho Oklahoma 

1940 1948 
10,000 18,000 

155 156 

(1) David s. Lindeman and others, A Survey Qt~ Greensboro Retail Trading 
~ (Greensboro, 1933), p. 16. 

(2) Eaton Van ,ert Read, All Anal;rsis Rt ~ Retail Trading RelationshipS 
m: Elgin, JUinois: A Satellite Qll.l' (Chicago, 1938), p . 66. 

(3) Oberlin College, Sµney !2f. Consumer Buying Habits in Elyria, ~ 
(Elyria, 1930), p. 4. 

(4) Perham C. Nahl , Consumer Shopping Hapitm 11% Income and Occupational 
Groups (Stillwater, 1940). 

(5) A. B. Harrison, A Cs;,mparison Between the 1232 ~ ~ Shoipipg Habits 
szt.. still.water ;Residents !?I Income AB!! Occupational Groups {1948). 
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ANALYSIS OF SURVEY 
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This section deals with a detailed breakdo1'm of the principal results shown 

in this study. In the sect.ion on conclusions there will be found o. summaxiza ... 

tion ta.ken from. this study. li'or further details ref er to the Appendix for 

di.ff erent tabulations .. 

Total Out-Qi.-lovJ!! Shopping 

In this surt1ey there were a little over half' of th~ people that shopped 

out .... of-torm, 51.9%. This, conrpe.red with the 1939 survey which showed 56%, 

indicating that ln spite of the nine year spen results are qtti.te com:pe.rable,. 

Results indioiite that as income per capita increases, the percentage of out-of

town l:'lhoppin(g inereases. 'I'able .3 shows that there are '76.f!J!, of the people in 

the upper group who shop out of tovm, a.s compared to the lowar-income group 

figure of 20.5%. This shows that as income deereaoes, so does the out-of ... tovm 

shoppin.g. 

In analysis of the oce,-upational groups it, is well to notice the.t the largest 

percentage of out-of'-torm shoppers fall in the professional group, 73.51%, and 

the lowest, percente,ge of ou:t-of-tmm shopper.s is found in the common-labor class, 

24 • .3%. 'l'ha 1939 $U!'Vey report, showed. that 86% of' the professional people shopped 

out-of-town while only 21;.;; of common labor group shopped out-of -town. In the 

other occupational groups it is well to notice that approximately JIJ/.., to 75% of these 

people surveyed, shop out-of-town. 'I'h.ere were 141~ people who stated that they 

did not sl1op out-of-to~m. This means that the Stillwater business district re-

tains the entire trade of· just under half of the families buying, although al-

most half of those who do not buy out-o;· .. town are in the lower-income group. 

Outg:;ig~ ~rrad~ Centors Pc,tronizeg fur Shopners 

Of tht:l 156 shoppers who sh.op outside of Stillwater there are 62.8%, that 



Table 3 
Do You Ever Shop Outelde of Still••ter? 

'-"co•• Group Occupational GrouD 
Tota-I Upper Middle Lower Merchant, -Executive Profeaaioul--8ki I led Retired Clerical Saleaworlc COlillllotl ua .. ployed 

Lat.or Labor 

Nuaber 300 78 t lt9 73 22 28 1i9 33 57 36 15 rT 23 
Pe.-cpt 1;,o 1,0 ~1,1 ~·3 z,2 9.2 u,2 10.9 !1·9 11,9 lf.t9 12,2 7.6 
Ye• 1o.. I o 16 21 16 i TT 9 8 

f 51,9 7§,a t;,9 j•s _ 72,6 §lt,9 u,s It,,, ~j.3 ~I,§ q,2 211,,3 ff•a 
io No. llili 18 6 7 . I 3 21 28 

f ~a.1 u.2 i.s,t 12,s 21,1t 35,1 26,5 s1,§ SZ,Z .5§,11 2§,a 75.7 §s,2 

Tole Ii 
there Do '1'011 Prefer to l hop Outside of 8tiltwa ter? 

laco•, Gro1111 
Total----Upper Middle Lower Merchuh Executive Profeeelo•al iHeifRetTrea-c1,rtcal 81le1worii Co11111o0 Uump loyed 

i.a.lJor Labor 
NHhr 1.56 60 81 15 16 21 36 16 21t 15 II 9 8 
Percent IOO,O 38,lf 51,9 9,7 10,3 13,S 23,1 10,J 15,lt 9,6 7,0 5.8 5,0 

Oklahou 
City No. 98 lt8 lt6 I) 8 tit .31 ti 1.3 9 7 I lt s ,2.a ao.o 56,1 26.6 so.o 66,7 s6.2 68,a ~.2 59.9 63,7 11.1 so.o 

f.,111 No. 25 9 13 S 5 2 - Ii 3 3 I 2 
I 16.0 llt,9 '£·9 20.0 ~1.3 23.S s,s - l§,7 20,0 27.3 'L'' 25.0 

Caahl•1 No. 7 - J - I - - 2 - -
S lf.3 - 11.9 20.0 - ~---1+...L_ -- -- - - 8,3 - - ltlt,lt 

Other . No. 26 . . 3 . 18 5 3 .. I . ~ . 5 5 ! I 3 2 
I 1§,Z 5,1 22,3 33,4 48,7 4,S 8,3 31,2 20.a 20.t 9 33,it ~o 

l\) 

"' 



prefer Oklahoma City to other outside trade cent ers . This is a 1.3 . Jr' decrease 

in this preference over the 19.39 report which showed 76 .1$ . Factors which 

might affect the larger portion going to Oklahoma City are i t s locality, less 

traffic hazards, and size . People seem to prefer to go to a larger city to 

shop. The people living in Oklahoma City or the upper income group may go to 

Dallas to trade and so on . 

Table 4 shows Tulsa is a strong second cont ender for out .. of-town shoppers 

as it on about one- f ifth of the shoppers• preference. Oklahoma City is the 

choice of t he upper income group by a large argin . The same tendencies were 

found for the middle and lower classes . 

Cushing is t he third city favored by out-of-town shoppers . Here the middle 

and lower groups predominate in the buying. Out of the 7 who shop in Cushing 

only .3 preferred it to others . Nearly one-third of the lower-income group prefer 

to shop to some extent in nearby shopping cent ers , three for cushing, one for 

Perkins, one for Perry, one for Pawnee, one for Ponca City, one for Guthrie, and 

the remainder of this group shopped in distant towns for some such reasons as rela

tives whom they visit regularly. Of this group only 24.'Jf, preferred to shop out

of-town. Common laborers and retired persons trade in Cushing and other close-

by cities, because of friends and relatives . Many of the common labor groups 

have moved to Stillwater for jobs on construction work on new college buildings 

and city jobs . In the middle class there were 4.o/1, who shopped in Cushing and 

only 4.'51, who preferred to shop there . The foregoing indicates very little 

change in the buying habits in these groups since 1939 . 

Newspaper Reading Habits 9f. Shoppers 

Another factor which may influence the outside trade center is the news

paper read by a family. Table 20A shows the number of people who are out-or~ 

town shoppers according to t heir preferred metropolitan newspaper . It is inter

esting to note tha.t the number of out-of-town papers purchased in 1948 is much 
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less than in 1939. This may be accounted for by the improvement in the Still-

water newspaper, by the merger of the Stillwater Press and the Stillwater News . 

In this survey there were only two people who subscribe to Tulsa papers who 

shop in Oklahoma City ond only 14 people Vlho shop in Tulsa that t ake the Okla

homa City papers . 

It is interesting to note that out of the 300 people surveyed 63 . zg took 

Oklahoma City p pers . If you multiply 6.3 . 2% (the percentage of people taking 

the Oklahoma City Ti mes and Daily Oklahoman Newspaper) by 5, 14.3 ( the f emily 

unit in Stillwater) the result is 3,249 Oklahoma City papers which would be 

sold in Stillw.ater. By checking with t he newspaper o.ffice it was disclosed that 

there were actually 3,225 Oklahoma. City papers sold in Stillwater . The above 

analysis proves the validity of the process to be used . 

able 20A 

Newspapers Read RI 2.:!!t.-J2!-Town Sboppers 

Newspapers Read 

Daily Oklahoman (OC) 
Oklahoma City Times (OC) 
Tulsa World (T) 
Tulsa Tribune (T) 
Other 11outside 11 papers 

Totals 

Shoppers 
who shop in 
Oklahoma Cit 

(98) 
No. Per Cent 
64 65 .3 
)0 .3() .6 
1 1.0 
1 1.0 
2 2 .1 

98 100.0 

Shoppers 
who shop 1n 
Tulsa 

(25) 
No. Per Cent 
10 40.0 
4 4.0 

10 40 .0 
5 20.0 -26 104.0* 

Shoppers 
0 hop in 

other centers 
(21) 

No . Per Cent 
9 42. .9 
5 2.3.s 
3 14 • .3 
1 4.8 
4 19.0 

22 104.8* 

*Totals are greater t an 1ca,i because some families take ore than one ttoutside" 
paper. 

Reasons I.2.t Out-.2f-!.2!n Shopping 

There are many reasons for out-of- town shopping. An attempt has been made 

to answer the following questionss (1) Why are Stillwater business men losing 

some trade to other cities? (2) hat do people buy out- of- town? (3) What 



Income Grouo 

Table 18 A 

Relative Importance of Consci ous Reuona for Out-of-tollft 
Shopping, By Income and Occupa tiona l Groupe 

(Weighted*, and £xpreaaed as Per Cent of Total Reaaone) 

Total Upper Midd le Lo ~er lller chaRte xecuti ve Profe•aloul Cler l ea Sa leaworll Com1110A ua .. -
Lallor p l oyed 

ShopDfr• IS§ 60 SJ l5 16 ii 36 16 i~ 15 II 37 23 
Reuon a GI vons 

Better Pricee 16.5 11.8 17.a 28.6 15.0 5.5 tlt.8 2'l. 9 27.1 12. 3 5,ll 23. 9 
Greatol" Val" iety 50. 9 6~.lt 111.5 31.6 lt0.1 52. 6 61l. 3 32. 8 33 . 2 116. 8 53. 9 11. 2 
Bott ... Quality 6. 2 7.lt lt. 2 12.3 12.2 5.2 1.5 s .1 2.9 - 21. 1 22. 3 
Buaineaa Trip 8.5 It. I 12 • .3 5.lt 6. 3 20 .1 lt.9 5.t 3.1 6.1 I.It 3.7 

19.5 
29.9 
32.6 

Social Trip tit.It 7. o 18.5 22.1 26.lt 6.1 6.9 26. 8 211.t 31 . 9 12.5 29. 6 9 . 7 
Other 3.5 1.3 5.7 - - to • .s 1.6 l+.7 l+ . 6 2. 9 5. 7 9. 3 8. 3 

Total 100.0 10010 100.0 too.p 10090 100.0 IOO.O 100.0 100.0 100.0 too,o too,o 10010 
!for 11 ight ipg tcoctst!ct, ltt f2otnott 16, 

lncu, Qrou1> 
Total - · Vpper Middle 

Tab I e SA-I IA 

awet"e to Queet ione l hioh Wi ght Influence Out-of-To~n Shopping 
(Expreeaed i n Per Cent Anawer ng "Yestl't ) 

t.ower 

Occ1,piti ou t Groull.__ ________ _ 
lfarchaftte Execut i Ve Profeaal onat SkTi led~~-.eti red C1 ari cal 8aleawork~ Co.ri:uon Une111-

L &001" Lall or p I oy ed 
fhope,r-a la§ 6q O I 15 16 21 .36 I§ 2" 15 I I 31 23 
Queati opa aakeda 

{5l Better ,r-1cee 'lf6.8 36 . 3 lt9 .lt 66.7 62.5 Jt2.8 30. 5 31. 2 50.0 lt6.7 72. 8 66.7 62.5 
6 fi,-.. ter Variety 82.7 90 . 0 85.0 ltO.o 93.8 66.7 100.0 93. 8 6. 2.6 93 • .3 100.0 33. 3 7. s.o 
7 Better Qwa lity 30. 0 30. 0 30.8 26. 8 56.6 23. 8 27.7 31.2 25.0 4o.o lt5. 5 - 12.5 

(10 Bualuu Tri p 57.0 70.0 S0.6 40.o 56. 3 76.2 6!. 9 56. 2 ltl.7 lto.6 72. 8 55. 6 12.1 
(9 Soc I al Tr ip 60. 9 63 • .3 56.6 53. 3 68.8 80 . 9 63.9 50 . 0 66. 7 26. 7 72. 8 55. 0 'S'l .5 
(8 Relative• and 

Ac qul ifttUICOI 57.7 56.6 59.3 53.3 68. 8 52.lt 58.3 56o3 62.5 66. 7 54. 6 33.3 50e0 
(If} Chara, Accoypta YJ.7 so,o 31l.5 2616 31 13 §§,Z lt1 16 18,7 251 0 66.7 36,3 33 • .3 25.g 
•Foe cof1Pl•ts tallufttfon, see I•kf •• 5-lf• 

~ 
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tion. The CfL1esticrmaire makes no direct attempt to ask point, blimk llrJhy.11 

Rather, 

centers and each Wat, calculated ae is sho,J11 in Table 

aeiJount(3d for- one .. bal:f of 'the rear:.:onrj for diztnrrt shopping • 

.f,,3 thE, por Ct(Dit.a income decreases, better price beecmes a ma,jor fe.ctcr i'n out ... 

of-to1,1m buying. Executive, professional and clerical p:3oplo f'elt that Still

water lncked variety, ;,vberea,s the 19.39 Stll'Vey showed that merch;.nt and clerical 

groups felt, that var:lety was the ma:tn :f'aetor. Lack of 'ffariety seems a nr1tural 

reason for i:t, may not be profitable fo.r the Sti.llwa:ter merchant to stock many 

occasional items upon their shelves as ea.'ll he done by metropolitan s'tores. 

The exeeuti~re group is least affected by the price factor, and retired: 

individuals a:re most affected by the price factor.. The price influence :ts in

creasingly evident as a :f'aetor in the lower income groups, and is relatively of 

small influence in the upper group. Better quality was comparatively unimpor

tant as a conse:tous reason accounting for less than 7%. of all answers.. In the 

1939 s111"1rey factor accounted for only 4.5% of all answers. 

Socis.1 trips aff'ect eon.sumer out-of-town buying more than business trips. 

This also was the eonelusion of the 1939 survey. A few more people buy out-of~ 

t.ovm now fcrr socia.l reasons (ll! .• 4{) than they did ir1 1939, (10.0%). ./ls variety 

becomes less impor!:.2.nt es a :reason for out.-of-tcrwtt buying, so do social reasons, 

and the price factor plays a more predoyrJ.na:nt, role. 

Table 5-1\ .. }J.A answers the questions whieh rnight influence out-o:f•town 

shopping. 'l'he anmvers come from these quest.ions in the questionnaire: (5) 

Do you bol1.ev13 the p.ricas of the articles you buy in (preferred city) are less 

than the prices of the articles in Stillwater stores? (6) Do you th.ink that 
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the stin:O;j ~r::, ':ithf(;h you trnde (preferr0d city) are less than too p:ric,es of th.e 

articles in ~t:UlTJ;;:(te:z· stores? ( 7) Do you think that these stores in your 

preferred cit;:r cnrry better quality goodri th~n Stillwater stores? (8) Do you 

have rel1;;.tl'ves o:r acqueJn:tences whom yon vis.it in or near your preferred city? 

(9) Do ycu 1TI£.1::c social trips to you.T :preferred city'? (10) Do yon mako bus;h'less 

trips to your preferred city? (11) Do you hi1ve any charge e.ccounts i:n your 

preferred city? 

It is irrte:r-esting to note tl1at there are many- differences between the 

"conscious 11 , Table 18A, and t.he tlunconseious" shopper, answers Table 5A-llA •12 

!11 general both tubles show tliat variety definitely is a major factor in 

shoppers' reasons for buying out-of'-tmm. The u.t:tconocious answer show:s that 

price actually p1ayerl a lt:;.rger role than is indioa.tE:1d in conscious answer;:;. 

Also, it is noteworthy that the business trips (10) actually played e. more 

vital role than indicated by conscious anawers, Table 18A. A smaller portion 
I 

of' mer-chants gave t,he "unconscioustt answer to the tact that they shopped out-of. 

town for bui:liness than they d:td in the conscious answer. Better quality tends to 

remain the smallest reason for put-of-town shopping. This is shown by '!:able 

5A-lll. In comparison with the 1939 chart, the find:tngf:l are al"'lost identical. 

Charge accounts -vcore used hs a factor in coµsidering t.he reasons for out .. 

of-t,Ov'.'n buying, but, were prOVC;ln' to be a resu:lt and not n cause except in one 
·~ 

c.ase. This case was an educate~ negress who saii;.l that Okla.home. City store.ii:: 
' 1 

wore mu.ch more willi..11g to ext.en$! her credit than Stillwater stores. From this 

12 Vleight:ing was done byi f!hen the respondent gave only one reason; it was 
weighted 100.QSC. ri:rhen more than onP- reason was given; the double checked reasons 

· were weighted twice as much as each othe:r on given, e.g.; if two reasons were 
given, them. -!:,be preferred reascn was 67 .(ff,, and the other was 33.0-j. Thus, if four 
reasons were given, they were weighted 40.()%, 20.0%; 20.0%, a:r1d 20.0%, und so on. 
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survey, i t :i s cl eor that the upper ineo e group uses charge accounts 2 t,o lover 

the middle or lower grou s. The lo r group had only four people that charged. 

Two of the four people who charged were students . People are still following 

the same ractice in th~ use of charge acco,mts as they did in the 1939 study . 

Te factor of reading metropolitan newspaper s may affect the out-of-town 

s opping . This was discussed in connection with the type of ne spapers read by 

out-of-town shoppers, but a closer correlation was shown by newspapers read for 

those who do ana do not shop out- of-tom. Table 20A shows this study. Two-

thirds of the people who shop out-of.-town read the metropolitan daily newspaper, 

while only one- third of the local Stillwater shoppers read metropolitan news-

papers. This trend was shown by the 1939 survey, and in other surveys which 

~ve found that people who shop out-of-town take more metropolitan newspapers.13 

Table 20B 

Shopping Habits of Stillwater Families 
~ Fending .2f. Metropolitan Daily Newspapers 

Read Oklahoma City Read No Oklahoma City 
gr Tul~a D~il:£ Paper S?t TuJ.r:!1 Dailz Pa~r 

No, Per Cent No, Per Cent Fo, 

Do Shop 
out-of-town 140 65.3 116 18.6 156 

Do not shop 
out-of-tovm 74 34.7 70 81.4 144 

Total Fainilles 214 100 .0 86 100.0 .300 

Shopping img. Automobile Ownership 

Total 

Per Cent 

51.9 

,4S.l 

100 .0 

The automobile, associated with out-of-town shopping plays a role in the 

13 In other studies this relationship has also been shown. See especially 
Eaton Van ert Read, An Apalvsis of ~ ~ Trading Relationships of llgin, 
Illinois--! Satellite~ (Chicago, 19.39), page 71. 



out-of'-to'ien 

people who shop out-of-t.o,m ;,vim o,m passenger c.s\rE,. Only 

40 .:,:s :noc, shop out of to'i1J11. Tho families who do not own cars 

tend to pu.:tcha5e more in Stillwater. Only .33. 7,s of the f a."llilies ov}nizl.g no cars 

trade in other ,,1hil0 66.3::l do not shop out-of-town: at all. Of the 156 

people shop out-of-t,'.)·1,m, 70.5% use their own cars. This leaves only n small 

pe:rc~ntage m~ing ot.h(:1:t' methods of transportation. Reference to this can be had 

in Table 13 of tbe Appendix. Ji study of the nconsumer Shopping Habits of 193911 

:reflectG appro:rlmo.tel:;r the ssnc1 proportions~ 

Cl!i~r,s1ficuticm of shoppers by the age of the ca.r owned shoirs th~t. people 

go:tnr; out,-of-i:.o,r,11 hcr1rE, the la.ter model cars by two-thirds majority. T~.bL':'l 1,4B 

of Stil1rrate:r wbilc only 45.1% of those people with 1939 or earlier model cars 

do their shopping oi1.t-oi'-tmm.. This <loos not, mean that cmly people with later• 

model ca.rs go out.-of-tovm to shop but it does indicate one factor in out-of-town 

buying. Also, tr1is points out the fact that those f'a'nilieB owil1g later model 

cars arc li1r.;ly to be in higher-income groups and dern.:md high:,:!:r style articles. 

Do shop 
out of town 

Do not :c1hop 
out of tm·m 

'i'otal families 

Table 14A 

Ll.:ml 
:ea;;;;senger Car 
Mo. Per Cent 

126 59.7 

85 40 • .3 
211 100.0 

~ t{2t, Qm1 
Passenger ci+T 
No. Per Cent 

30 33.'7 

59 66 • .3 
09 100.0 

'fotal 
1fo.. Per Cent 

156 

144 
300 

51.9 

48.l 
100 .. 0 



•rable 14B 

Out .. Jit-!QEl SboJ2P=mg ~ Af!..e .~ Gar Oljmed 

Do shop 

~ QI: Later 
filodr;;l ~ 

No. Por Cent 

out of town 97 

Do not shop 
out of tow~ 43 30.? 

T ota.1 Families 140 100.0 

Ji'reguenay 9f 2.l:!.t;-.Q.t-T.own Spop:giug 

l.:U.2 2!'. Jl.:r,u:lier 
Mods1 C"'r -----~ -~ No. Per Cent 

32 

71 

45.1 

54.9 

100 .. 0 

'l'otal 

Mo.. Per Cent 

129 

211 100.0 

This study is fou:nd in the Appendix and in Table 18.. In the table on "How 

often do you shop out-of-town," it is shonn 'the.t the lower-income groups tend 

to purchase more often, in proportion, than do the upper or middle group. This 

is just the opposite to the 1939 survey. The average number of times people 

shop out-of .. to,m today is once a month while n:tne years ago it was four times 

a. ye.ar. Skilled labor tendt3 to shop more often than do any of the other oceupa ... 

tional groups. This may be accounted for by somewhat lower prices on groceries 

and the Montgomery Ward store which ls located in Cushing. 

It 11e:mld be of' interest to the merchant to know that there ia a decrease 

in the percentage of' people that buy out-of-tornn. Table 12 in the A.ppendix 

shows that of t.he 156 people trading outside of Stillwater 21.2;7~ are increasing 

their ou:t-of ... tovm buying, 50 .• 6;i of the shoppers still buy ·the sa.me as they did 

in the past, and 2S .37; have decreased their out-of'-to'll'm b11ying. In ~omparison 

to the 1939 sUT'Vey tbere ie a:n increase in the amount of' :.;rurchases in the nine-

year spai."'1 amounting ·to 9 .8;{. 
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~~-~own Shopping According !2 Length .Qt. flesidence 

Table 1A shows the relationship of out-of-town shopping according to length 

of residence in Stillwater. This table shows nearly a fifty-fifty split on the 

buying of items out-of'-town for those who have lived here lees than five years. 

People who have moved to Stillwater more recently have been accustomed to more 

variety and prices and seem unwilling to accept the situation in Stillwater. 

In the 1939 survey 6o. 7% of the newcomers buy out-of-town. This indicates that 

the merchants have made some headway in getting newcomers to trade locally. 

Stillwater being a college town the turnover of residents is larger and this 

eans that there will be a large amount of out-ot-town buying. 

As people grow older they buy less f'rom other towns. This is borne out 

by Table lA. This may be explained by the tact that their needs become less 

in the way of clothing and luxury items as well as the fact that their ability 

to travel is more restricted. 

Table 1A 

2.ll.t-.2t-!.smn Shopping Agcorging !2 Length 9£. Res!sJence 

Length of Shoppers Non-Shoppers Total 
Residence No. Per Cent No . Per Cent No. Per Cent 

Less than; years 58 ;0.4 57 49.6 115 100.00 

5 • 9 years 28 51.9 26 48.l 54 100.00 

10 - 14 years 11 50.0 11 50 .0 22 100.00 

15 - 19 years 16 61.5 10 38 .; 26 100.00 

20 - 24 years 14 51.9 13 48 .l 27 100.00 

More than 24 years 29 51.8 27 ;s.2 56 100.00 

Totals 156 51.9 144 48 .l )00 100.00 



Ta~•· 15 
Col!Alodl ti H Purchaeed Out of Town by Stl I Iwate,- Shopper a 

(Number of ehoppera 111d proporti on of ahoppere purchasing each com~odlty 

Income Groupe Occvoational GrowP• 
Lower ierchanta Executive Profeni onal Skilled Re tired Clerical Sa l enork Co11mon~Uiie11ployed Tota l Upp•r 1iddie 

La.laor Laltor 

fha11a1c• tft H e1 \S 16 ~t 3§ 16 21t If lf 9 a 
WoHn'e llo. 620 lllt 20 Ii 21 8 7 S 
!PR•c•I ! 70,s 63.3 1§,4 66.6 §8,9 §§,7 5515 al,! 87,§ 73.3 72.8 77.8 <if·S 

loaeat a No. 86 35 ll2 9 9 II 23 9 II IO 6 3 
aho•r ! ss, 1 sa, , 51.8 60,0 .5§,3 ,52.5 63. 3 .5§,3 lt5.9 66.6 .-filWi 33.3 so,o 

l o•en • · 
accesao-llo. 57 23 28 6 6 8 13 5 ll It 4 ~· 2 It 
r1,. s u,s 38, 2 31+.s ito,o H,s 38,o 36. 2 31,3 4s,9 u.6 3§,rt ~ so.a 

ch1tdren',~ii.,~~69 29 3ii 6 1 12 11 6 2 6 6 5 2 
clothie, S !n,2' 4i3,_ti, ..}!a.9 ~ 1+318 ,[112 lt6.8 3]15 8.3 \~,o Slt16 5515 25.0 

Meat e •.o, S\ " - 17 I 3 5 11 3 3 4 - 2 
tlft.hiu 1 2.4L 2§,§ z1,o §,6 1s,a p,a 39,3 18,8 I &,s 20.0 3g•~ - 2s,o 

Id • No. ~~ 10 16 J 2 6 8 2 2 I 2 I 
enoee ~ 18.j f6.7 19.7 20.0 12,5 2;.6 22.0 12,5 8,3 6.7 36,lt 22.2 12 ... s 

Mentafur-io.111 16 22 3 Ii 6 9 5 2 3 3 3 I 
11j ahlH• J 26.3 26,6 2'71 1 20.0 2510 2816 ro,a 31 13 813 201 0 2713 !31 3 1215 

Furniture lllo. 31i 17 16 I I 7 0 ~ 6 2 2 I -
• 21,a 2s.2 12.1 6,6 6,3 33,3 21.s 2,5.0 2s.o 13,3 1s.2 · 11.1 

Rug•, No. 29 I 6 8 5 2 6 9 I 2 I 3 I Ii~ 
-~m· E 18.6 26,6 9.9 33.~ 12,s 26,6 21t,B 6.3 8.3 §, 7 27.3 11, 1 so,o 
Dry gc:,oda ~o. 27 13 13 I I 6 8 3 S 2 I I -

J. 17.3 21.6 16.._Q 6.6 6,3 28,6 22,0 rn,s 20.9 re,3 s., 11,1 -
Jewelry i lo. 1-7 8 7 2 I 3 S - - 2 I I 

Sllvernare ! to, 9 13,3 s,6 13,3 6.3 llf.3 13.S - - - 26.6 1§,2 11,1 12,s 
Dr119s 6 

t oilet No. 6 I .3 2 - I .. - 2 I I - I 
..!.di.i..'.ll..J_ 3.a 1.6 3. 1 1,3 • .s - _ i..a - - i·3 6, 1 9.1 - 12,s 
G, ocer i •• No. Ii - 8 .3 - - - - 2 - 3 -
6 meata f 7.J - 9,9 20,0 - - - - 25.0 1$,3 - 33,3 -

Hardware- lo. --5-- ~ - 5- - - - - 2 2 - I 

La 11• 
J 31 2 - 61 2 - - - - 1215 8.3 - 9 I - -

electr i c No. 7 It I 2 I l 2 I I - I 
ittH J lt.5 6,6 1,2 13,3 6,3 lf,B 5,5 6,3 'l, 2 - 9, 1 s .. 11 . .. . .. --·· 

electric lo. \ l 3 - I - - I - - 2 
it,.. S 2,6 1,6 3, 7 - 6,3 - - 6,3 - - 18,2 

Auto1101tlfeallo. I 2 - • I f - - - I -
f 1,9 1,6 2.11 - - 11,s 2,8 - - - 9, l 

Auto ti re• lr Ho.3 2 I - - - 2 - - - I 
parts J 1.9 3. 2 1.2 - - - 5,5 - - - ~ 

A•uae- No.10 6 Ii - 2 3 I - - 2 I - -
119nte • 6,lt 10.Q If, 9 - 1215 llt,J 218 - - 13,3 9 . I - • 

Medica l No.Iii IB 20 3 It S II If 9 2 3 I 2 
aervice ! 26.3 30.0 21t.7 20, 0 2.s,o 23.8 30.3 aa.o 37.~ 13.3 21.a 11.1 2s,o -

\w 

"' 



Copnnodities Purchase!i !?z Shotmers in Other Cities 

The next step is to see what people buy when they go out of town. The 

question used in this survey was !/hat are the commodities purchased out-of

town by Stillwater shoppers?" The larger cities attract people for "shopping 
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goods" while the home-town attracts them for "conv·enience goods . " The ational 

Marketing Review gives the definition of shopping goods as, "those consumer's 

goods hich the customer in the process of selection and purchasing oharaeter

istioally compares on such bases as suitability, quality, price and style . 

In contrast convenience goods are consumer' s goods which the customer usually 

desires to purchase frequently, immediately, and with a minimum of effort and 
I 

time such s tobaccd., soap, grocery items, etc.14 

The larger and mor e expensive specialty items may influence the consumer 

in his decision to buy out-of-to • Products which require service after their 

purchase will be purchased as close to home as possible . Bulky or perishable 

commodities tend to be purchased near the home of the consumer. 

Standardized articles are bought closer home than those items belonging to 

the fashionable group. This will not always be true 1f price is a major factor. 

Fashion goods might often justify a special trip to purchase, while there would 

be no particular advantage to be gained from making special trips to secure 

standardized commodities. 

Table 15 was ade to show what commodities predominate in influencing out

ot-town shopping . It is apparent fr this table that omen• s apparel leads 

in out-of-town purchases . The tabulation shows that 70.5% per cent of all 

families buy women' s oats, dresses, and hate while shopping out-of- town. 

omen's shoes and women's accessories follow with 55 .li and )6 . 5% respectively . 



to o:i:' th21 srrnrey show'ln g vromen I s 

while in 

finding ,::,lot he ti for children of from 12 to 16 yearG of' age ~.n Stillwater .. 

:ln other ci Ou:t-of-torm furni.tu.re buying played a. much more j_mportrmt 

role in 1939 it 

5.'his might, b0 explained by t.he fact that there h.as been an increa.se in the 

shoes, medlc!al se:rvie{-, all play a Y11t1.jor :i:oln in contributing to out-of-town 

shopping. Auto tires ro1d pa:rtr~ produced only three definite :responses renk ... 

ing thie 

A:n oxamina:tion ·the kind of buying done by income groups shows that the 

income groups sur'1eyee. d:ld. not buy grocer:tas, meat and hardware out-of ... toVJn. In 

the lower-income groups small electric accessories we:re tho only item they did 

not purchase otit .. of-town, according to t.he survey. As for the :middle-income 

groups, response r1h0Pred $ome purchases out of' town for each category or mer-

chandise. "l'his was true regardless of oCct:q)e,tion. 

'l'abls 1)3 sl1ows .f'u.rther facts about the trend of out ... of-town shopp:lng .. 

Thio table is e. comparative stud.y of' four ci!:,ies ir1c1uding St:i.llwat0r. Not£i 

the comparison compv.rable a1'ticles lietted :ta tho 1939 ro:id 1948 StillYrater 

su:r·veys with s:tmila.:r results from threo other eitiea .i.n the United States. !'rem 

t,his comparison it can be seen thai~ people usually rank the at1i11e cormnodi tieot as 
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Alt hough these cities are not the same size, vary as to location or accessibility, 

and do not have the same percentage of each commodity purchased, they do reflect 

the s me order ranking of the co odities. 

Clothing it ms rank number one in out-of-town buying 1n all three citie, 

women's clothing being in the lead . This fact is often the case with fashion 

goods, because shoppers want distincti eness--to be a little different than 

the next person . 

Table 150, using the exact data of ahl's 19.39 survey, shows that the 

tendency in out-of-town trade buying is the same with Stillwater rural trad 

areas as in t he city of Stillwater. Quoting from this survey: 

"The rural resident normally makes trips.to town for goods 
which re not found in the cross-roads store, or for merchandise 
in which town stores offer wider selections. To the town resident, 
that same width of selection seems meager, and to satisfy his wider 
and more sophisticated requirement~ he often travels to a larger 
town, the re ide ts of which, in turn, finding its provisions of 
goods too narrow for them, look to the city to provide certain wants. 
Those people who live 1n larger cities frequently make shopping trips 
to the very large metropolitan districts . This tendency has been 
called "shopping up.n Each center loses some s~les to larger centers, 
which in tum lose trade to still larger ones.n15 

~ Methods of Transport~tion m !!.§!g? 

In the Appendix, Table 13 shows that 70.5% of the people use their own 

cars, 19.9% of the people use the bus, and 8 .~ go with friends for their out.

of-town buying excursions . During 1939 there were 7 .5, more people going in 

their own cars and 71, less of the people went by bus for this purpose. After 

checking with the bus company, I find that there are more buses running now 

than in 1939, a fact no doubt attributable to heavier enrollment at th college . 

In Table 14 of the Appendix is presented an analysis of the ownership of cars . 

As is expected ore people in the upper ineome bracket own cars of a later 

odel. The make or cars owned by Stillwater residents is presented in Table 14C. 

l5 Refereneesa Agriculture and ecbanical College, Consumer Shoring Habits 
12:t Incane Alli! Occupational Groups .9! §.tillwater by Perham C. Nahl. 19.39}, p . 34. 



Table 15C 

Average Number of iles Traveled lrI ~ Families 
I5' Pureha se various C2mmoditie s 

(Arranged in approximate decreasing order of distance traveled) 

S(ommodity 
Women's Clothing 

Dresses and Coats 
Shoes 
Other 

Children's Clothing 
Men's Clothing 

Overcoats and Suits 
Shoes 
Furnishings 
Work Clothing 

Automobiles 
Furniture 
Home lunlishings 
Dry Goods 
Variety Store Arti cles 
Auto Tires and Parts 
Radio 
Amusements 
Farm Implements 
Paints and Varnishes 
Drugs and Toilet Articles 
Hardware 
Groceries 

Fresh Meat 
Feed 
Gasoline, Oil, Kerosene 
Lumber and Building Materials 
Coal 
*Arithmetic Mean 
IMedian 
Source es 

Study 
and 

Year 

Con- Car-
verse Jones roll 
1935 1932 1929 

(1) (2) (3) 

* * * 
22.9 

14.9 12.9 
9 .6 
8.9 -.. - 7.8 
8.3 20 .3 8 .4 

19.5 --
6.) 11.8 
8.1 
6.7 --6.3 7.5 

10.4 
12.1 18.6 9 .1 
9.2 --- ---
8.6 15/3 ------ ---
7.2 11.l 6.8 

8.2 
6.1 1.3.0 
6.4 7.7 5.8 

5.4 
5.2 
5.2 
5.J 
J.9 
4.5 
3.4 
9,6 

6.1 
7.0 6.5 
6.5 5.4 
4.8 4.9 
4.7 --- . 
4.5 ---

5 .. 1 
4.5 5.0 
3,'3 ---

Canon 
1928 
(4) 

* 
17 
12 

10-14 
8-14 

12.13 
7 

7-9 
7 

S-12 
8-13 
8-12 

---

4-5 
5 

4 

Salisbury 
1930 1936 
(5) 
II 

---

---
6.8 
6.6 ---
5.0 

...... 

(6) 
IJ 

10.6 
10.1 

7.6 

7.3 
6.8 

39 

Nahl 
19.38 1938 

(7) (8) 
If * 

11. 5 12.8 
11.6 12.1 

--.. 
11.S 13.9 

10.2 10.3 
10.9 14.s 
il..9 15.8 

10.9 11.8 
10.8 11.1 
10.111.4 
9.7 12.3 
9.2 9.5 
8 .5 12.4 
8 .5 10.4 
7.5 8.2 
7.1 8.0 

. 1 .o 7.4 
6.9 7 .. 9 
7.4 7.6 
6.2 6.8 
6.4 9.1 
5.9 9.,,§ 

(1) Paul D. Converse, "Analysis of Retail Trading Areas," fiational Marketing 
Review, I . No. 4 (1936), 321. 

(2) F. M. Jones, j §tudv .Q! A Retail Trading WJl (Urbana, 1932), P• 24. 
(3) Jean F . Carro 1, "Study of Farm Trading Areas," NA'.IVA-Bulleti n, Jan. 1929, p. 5. 
(4) Helen Canon, Sizes 9f. Purchasing Centers .21: New l2I! li,m Famil,ies (Ithaca, 

1928).f p . 10. 
(5) and (6J Philip Salisbury, "How Far--And For Wr..at--Does the Farmer Travel 

Today?" Sales Ma.nagemen:t,, XL. No . 9 (19.37), 846. 
(7) and (8) Perham c. Nahl, APPltcttion .2f. ~ InteF,ew Method ~ .1 Trading 4I!li 

SutyeY .2!, Stillwater, OklabomaStillwa.ter, 19397 P• 38. Entire table re
printed from this survey. 



Make of Gar 

Che,t:rolet 

Ford. 

Plymouth 

Ponti.ae 

Bu.iek 

Lincoln Z 

Cadillac 

'!'abal 

!:Jo. of~ 
Owners 

39 

41 

JO 

15 

16 

1 

1 

Per 
Cent 

18.5* 

19.4 

14.2 

6.&* 

7.1 

7.6 

3.s 
.5 

., 

Make of' Car No. of Per 
Qymers Cent 

Oldsmobile 10 lfJ .() 

Chrysler l,"'")I 3.3 { 

':iuillys l 1.5 

Hudson . 3 1.4 . 

F:r&zar :'.) 

""' 
/':j 

Nash 4 J n "'~ / 

Studebaker 2 .9 

DeS.oto 3 l.li, 

T.ruok 3 1.4 

211 100.9* 

ed in Chapte1' IL. Tables 16 and 17; Appendix, 1Jnb::rts:ntfo.te tr.e conclu~1ions 

rea.ched. 

Each intcr-viewe:c· was reciuested to place 

through se.lasparsoo. end, merchant, (5) Pr:ices, 

person being interviewed at 

' , ) 
\ I;) Variety and G)mlity. 
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nesses and general complaints about the eit7 government i t self' . 

The preceding chart hows that all but 1J.5i had some kind or comment to 

make . There were 22 . 3% or the people that mad favorable comments . In the 

previous survey of 1939 there were only 48% of the respondents who made comments . 

This survey showed 22 .~ of the respondents offered favorable remarks . embers 

or the lower- income group directed a greater proportion of their critici s 

at the higher price of goods found in Stillwater stores . In 1939 t e lower

class group directed criticisms chiefly at lack of cleanliness of stores. 

'fbe upper-income respondents were ore vociferous than either the middle or 

l er families, with the professional people expressing themselve 

Service was a complaint given by the clerical worker more than anyone else . 

S e of this may be explained by the limited time in which they have to shop . 

In 19.39 the salesworker objected to service ost . General remarks or c ents 

give further ev:l.denc that the upper-income group object to lack of variety 

an that the lower-income groups object to high prices . 

It my be reasonably assured that the people who ere intervie ed in 1948 

were pushed a little harder for comments than was the case of the 1939 survey 

which represents an improvement in interviewing technique . 

Radio Li§:tening !?x Out-21:-!.9.m Shpppers 

Tabl es 21.A and 21.B have been added to this tudy to determine how radio 

affects the buying habits . Radio does not have the influence on beying habits 

that other factors do, as is indicated by Tables 21A and 21B . However, the 

radio tends to influence people who shop in Oklahoma City more than it do 

Tulsa shoppers . 



Radio Listening 

Stillwater 

Oklahoma City 

Tul 

Others 

Totals 

Table 21A · 

Radio Listening hI Q.nt-.$2!:-!mm Shqppero 

Shoppers 
o Prefer 

Oklahoma City 
{61) 

No . Per Cent 

64 .36.6 

65 37.7 

39 22.6 

5 3.0 

173* 100.0 

Shopper 
Who Prefer 
Tulsa 

(22) 

Io . Per Cent 

22 

18 

22 

1 

6.3 

.34.9 

28 .6 

34.9 

1.6 

100.0 

Shoppers 
ho Prefer 

Other Centers 
(21) 

o. Per Cent 

28 

19 

16 

2 

86. l 

29.2 

24.6 

J.l 

100.0 

otal i larger than 156 because e people listen to ore than one radio . 

Do shop 
out of town 

Do not shop 
out of town 

Total 
amilies 

Table 21B 

Shopping Habits .Qt Stillwater Famili~g 
~ Listening 12 Radio Statipng 

Listen to Oklahoma City 
Or Tulsa R dio Station 
No . Per Cent 

131 51.9 

121 JJ3 .l 

252 100 .0 

·' 

Listen to No Oklahoma Total 
City or Tulsa Radio Station No . Per Cent 

o. Per Cent 

25 52.1 156 51 .9 

2.3 47.9 144 48 .1 

100 .0 300 100 .0 
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CHAPI'ER VI 

RECAPITULATION OF TRENDS IN BUYING HABITS 

It is of interest to make some comparisons in the results of two surveys 

as similar as the survey done by Perham c. Nahl (1939) and the present study. 

Such a comparison should disclose whether or not significant trends or changes 

have taken place in the buying habits of resident citizens of Stillwater over 

the span or nine years separating the two studies . The following conclusions 

are drawn f'rom this comparison . 

1. In 1939, there were 56 .~ of the people surveyed which preferred to shop 

outside of Stillwater. This survey (1948) showed only 51 .~ of the residents 

that shopped out-of ... town . The Stillwater merchants seemed to be holding 

more of their trade area customers than they did nine years ago. Some o£ 

the factors that mey have an influence upon this may be: 

(1) The metropolitan newspaper subscriptions have decreased since 
1939. The Oklahoma City Times had 46.7% coverage in 19.39 and only 
16 . 6% in 1948, while the Daily Oklahoman had 57.5% coverage 1n 1939, 
and only 46 .61, coverage in 1948 . The same decline in coverage is 
true for the Tulsa papers which dropped in subscriptions by one-half. 
The subscriptions of the Stillwater paper showed onlJ 72.7% coverage 
in 1939, and it now services 89% of the Stillwater residents. The 
reading of metropolitan papers is associated to a significant degree 
with out-of-town shopping. 

(2) In 1939, the merchant and salespeople occupational groups claimed 
that Stillwater stores lacked variety. This survey brings about a 
change in their reasons for shopping out-of-town. The executive, 
professional, and clerical occupational groups had strong convictions 
that Stillwater lacked variety. An increase 1n the nmber of stores 
has helped to increase to some extent the variety of merchandise 
locally obtainable. 

(3) It appears that out-of-town shoppers are buying more often but 
in less volume than was the case in the earlier survey. The 1948 
survey indicates that the out-ot-town shoppers are now shopping on 
an average of onee a month, while in the 1939 survey the out-of-town 
shopping occurred only once every three months. Due to the improve
ment of transportation and the increase in the per capita incane of 
the individual many trips out-of-town have become pleasure trips. 

(4) Changes in transportation facilities to sane extent have made it 



po sible for resident to travel by bus ore sily now than 1n 1939 
as ato lows 

0 Ce.r 
Bu 

• 
12.9 

45 

2 ail !'der ng s shown 1ncna since the 1939 y. T figure 

fort at~ of all th re idents e wed who bought by 
' 

bile: 1n 1948 the tudy sb t t 52. l or the people are buying tr 

order houses. The improv 1n the lord r catal~ a 

cies in Stillw ter factors · this 

n, 6, of tbi th si tor ditional d :t. . 

3. Other noteworthy results ot this S1l1'Ve,' c pared to the 1939 survey 

er•s att ti below 

( ) · creas in g1n01ah Ci y, 19.39-76. , 1948--62.8%. 

in m •s clothing being bought out-~-towns 1939--32. , 

I 

(4) 
21.g • 

in the out-or-to 

19.J2 
5.~ 

59.4 
40 .6 

oey buying out-of-

it e buying: 19)9--29.7.1, 1948-

buyin of groceries and eats 

(6) The is incre e in t t of buying for childre 's c he 
of- to : 19 -1 , 19,48-tJ..2'$. 

(7) D re int centaP,e ot people oing ut-ot-to n tar ts& 
1939--~ . 6. , 19~--6./$. 



BIBLIOGRAPHY 

Brown, Lyndon O. Market Research and Analysis. New York: The Ronald 
Press Company, 1937, pp. 287. 

Cross!nan foltilith and Printing Company. 1947 Still a.ter City Directory. 
Crossman Multilith and Printing Company, 1947, pp . S2-S28 . 

Nahl, Perham c . Application .Ql ~ Interview Method ~ .a Trading WA 
Survey .Qf. Stillwater, Oklahoma. Oklahoma Agricultural and Mechanical 
College, Market Research Service . Stillwater: Oklahoma A. and M. 
College , 1939, p . 41 . 

Nahl, Perham C. Consumer Shopping Habits ]?z Income .ang Occupational Groups 
Survey .21: Stillwater, Oklahoma. Oklahoma .Agricultural and Mechanical 
College , Market Research Service. Stillwater: Oklahoma A. and M. 
College, 1939. 

National Association of Marketing Teachers . Committee on Definitions , 
"Definitions of Marketing Terms ." National Marketing Review, I, No . 
2 (1935), pp . 148-166. . 

Nystrom, Paul H. Economic Principles of Consumptions . New York: The 
Ronald Press Company, 1931, p. 586. 

Sandage, C. H. Advertising Theory and Practice . Chicago: Business 
Publications, Inc . , 1936, p . 739 . 



Complete tabulation of all questions is shown on pages 4$-58. :F'or 

convenience, a list is also included of tables which appear,ed in the L,3xt. 

Tables are headed by question asked and al'(~ ntunbered according to the 

question number in the interview schedule. 

TJBLE 
~ 

3 

4 

5A-11A 

O·,xt..,~cf,~-tmm shopping according to length 
oft ro.si.dence . ......................... _ ...... V' • • • • • • • ... • • • • • • .. • .• • 34 

you evHr shop outriide of Stillwater? ................. 25 

do you prsfcr to :;\hop'? ............................ 25 

.Ans,rerG to questions which might influence 
mrt-of'-·tovm sho-p1:i:l11g • •••.•• _, ..................................... 28 

47 



Table S 
Are Pr i ces in Your Pr eferred Center Cheaper t naft St i llwater? 

ln~Ot11• Group_ 
Toti-I -Upper Iii ddle Lower ••rchaata £iiecuti ve rofeaafonal CTerTcal Sa I eawork Comr.1011 Q11e•

Lallor ployed 

§hoppers 156 6~ 81 15 16 21 36 16 21t 15 II 9 8 
Yea Ito. 73 23 lio 10 10 9 II 5 12 7 8 6 S 

J 1t6,a 36.3 lt9.lt u.1 62.,5 42,s -1!1.!5 31,2 so.o 116.7 12.a 66.7 62.s 
No No. 36 17 17 2 I 8 13 S 2 2 I 2 2 

2s.3 21,0 13.3 6.L~-- .38.1 36.1 -3.h2 s.3 13.3 ___ 9.L ___ ~~-i ___ j~.o 
t ... - - No~-- ---47 - -20-- - 24 - - --3-- 5 ..- -12 6 10 6 2 I I 

33... 29.6 20.0 31,2 19.1 33,!t 37,6 1t1.1 1to.o 1s.1 11.1 12,s 

Table 6 
la Variety ill Your Preferr•d Center Greater than 111 Stillwater? 

lnc1me Groui> 
Total Upper . 1111 ddl e lo.,.er 11 ;;-rchanta 

Occupational Grou1> 
Execwtlve Profes1io11al ikllled ~ed Clerical Saleawo~k Co .. OII 

Lallor Labor 
....... 
ployed 

Shopper• 156 ~ 81 15 16 21 36 11 2~ I.S ti 1 8 
Yea No. '29 63 . 6 IS Iii 36 I 15 tlt II 6 

J 82.7 90,o as.o lto.o 93,a 66.7 100.00 93,8 62,6 93.3 100.00 .33,! 1s.o 
No lo. 18 It 7 7 - ·· -6- -~- · ;:-· I 5 - - S I 
s ! 11,s 6.6 e.z .!!o·Z - 2§,6 - _6,2 20 .s - - ss.s 12,s 

u,e lo. 9 22 5 2 I I - - If I - I I 
• s.a 3.~ 6.3 13.3 6.2 ~.1 - - 16,6 6.7 - 11.2 12.s 

Table 7 
le Quality Better in Tour ,r•ferred Center than la Stl llwater? 

Oce,pati Olla~ Group 
Merchaata Executive Pr ofete ional Ski ll edetired Clerical Saleework Common IJ,lem-

I ncorio Group 
Total Upper Middle Lour 

Luor Labor ployed 

Shopper• J~ 60 81 IS L6 21 .36 f 6 ?t IS 11 9 e 
Yee lo. 7 18 2S It 9 S 10 5 6 6 5 - I ----~-· I 30. 0 30.0 .3a.1 26,.!3 56.6 2e,a 'O,Z 31.2 2,5. 0 a,o • .J lts.s - 12.s 
llo o. \6 13 21f 9 2 11 ll 6 IJ I 8 6 

f 29,5 21 • 7 29,6 S9.9 12,5 19, 1 30,5 25,0 25, J 26 , 1 9, 1 88,8 75,0 s... -,.o~-- -- 63 -- 29 ·· 32 2 1- 12 --- 1s - - · - · --1-- n-- ---~---r-----·-, , 
f ito,5 lt8,3 3:).6 13,3 lt3.9 57,1 \l,8 \3,8 59,9 33, 3 !JS.If 11,2 12~ 

s 



Table 8 
Oo You Have Rel atl ves or Ac41Ualntancea Who111 You Vi ei t In OI" tUtur Prefel"red Center? 

lot.al 
lncoll" t Grouo 

Upper Middle Lowor 
Occupational Group 

Verchanta Executive Professioaal Ski lied ~etired Cieri cal Saleework Common Unem-
Lailor Labo1'" p l oyed 

Shopper• 15§ 60 u IS 16 21 .36 16 2; IS 11 9 8 
Yea No. 90 3lt 8 11 11 21 9 15 I O 6 3 ii 

~ 57.7 56.6 59,3 53.3 68,8 52.4 ,58.3 .$6.3 §2,5 66,7 5~.6 33.3 so.o 
No lo~ -66 26 33 -~ ----.,----- 5---- 10-- 15 - --.,---- 9 -5-- - _5 ____ ----,- It 

f 112._3 ~3.4 ito.7 46,7 31,2 47,6 .. ,.1 lf3,7 37,5 33.3 its .it 66.7 so.o 

lnoo•e Group 
Total Upper Middle lower 

Table 9 
Do You Make Social Trip• to Preferred Center? 

Q~onal Group 
hl"chants---rxecutlvo Profeuional Ski I led Retired Clerical 

Labor 
Saleawork Co•~on Unom-

Labor p toyed 

~~-·:rr"''" - &L r:: ~ c: ·: :, 7.:. !! ·r r: 1r - : }-
,7.5 

Tabh lo 
Oo You Make Bus iness Tripe to Preferred Center? 

Merch,nte Executive Profea, ,ot1al ~killed ketired Clerical Saloawork Common Unem-
Income Gr_o!111. Oocuoatio••I Bro!.IR. 

Total Upp•r 1111 ddl • lower 
lallor labor ployed 

ShoRRers 15§ §0 Sf I~ J6 21 36 16 21a 15 11 9 8 
Tu No. 89 .. 2 41 6 9 16 2.3 9 10 7 8 5 i 

~ sz. o Zll.o so,6 1;10.0 56-3 16.2 63.9 s6. 2 i11 .z lf6,6 12.a ss~- _---12.J 
Mo No. . 67 . lt2 . ltO .. . 9 . 1 S 13 7 Iii 8 3 It 7 

! ,~.o 3v.o 't9,, §9,o i,,3.z 23.a 26,• its.a ss.3 ss.1t 21.2 It!!,!! u,s 

$ 



-----··- l1co•e Group 
fotatupper lli4dle .. Lower 

Table I I 
Do You Have Cher9e Accou• ts in Pr-eferred Center? 

·Occupational &r.!!.lt.P. 
Me cheJlta Execut , v-.- P r ofeu,onal- Ski necr-·lreHred Cieri c,T-•aleawork 

Lala or 
Co•mon 
Labor 

Unem
ployed 

§bopp•Cf 15§ 6Q 81 I( 16 21 36 16 21t 15 11 9 8 
ha lo. 62 30 28 5 llt 15 3 6 10 It 3 ~ 

• ~. 1 so,o 311.s 26.6 31,L_~ ~.1 1t1 .6 1s.z 2s.o 66.7 36.3 33.3 25.0 10- - lo~ 911 3J 53 11 1 i 1 - -----~ - ~--- ~---nr----s~-~-.,---- 6 6 
S 60.,3 so.o 65,5 73,lt 68 ,7 33.3 58.4 81,3 zs.o 33.3 63.7 66,7 75,0 

, . 
2. 
3. 
It. 
s. 
6. 
7. 

II 1 .. 
21 6 12 . .. 9 5 
5 .. I .. I 2 

15 2 3 
2 I I 

Income Qr™ 

How M&Ay Charge Accounts? 

0 I .3 I I .3 
3 2 .. 3 2 I 
- 2 5 2 - I. 
- - - 3 - I 
I - I I - -- - I .. 
- - - I - -

Tia.le 12 
Hae Your Out-of-Town Shopp i•g Increased, Decreaaed, or Remained 

About the Same In the Past Two Years? 

Occup at ional Group 

I I 
3 2 2 
4 
I 
I 

- I -

Total Upper Middle Lo~er Merchants £xecuti •• Profe81 on al 8k i 11 ed Retl ... ic -Clerical -- Sa l enork Com:noft 
Lala or Labor 

2 

Une111-
ployed 

Shopper• 156 6g 81 15 16 21 36 •e :2!f 15 11 9 8 
h,oreued ffo. 3.3 9 21 3 2 5 7 I 6 4 .3 I 

• 21 ,2 15,0 25,9 20 , 0 12.S 23,8 9,11 25,0 If.I JfO . J -~ 3$.3 12.5 
Decreased lo. lflt 23 - 17 - If S 4 Tit S 7 I 2 3 .3 

• 2a.2 3',I 20,9 2§. 6 31,2 19.1 _38.9 31.3 22,2 §•Z 1s,1 ,33,3 31.5 s... No. n 23 ~3 s 9 12 15 7 16 a s 3 11 
_ • so .6 lf6.7 '.,31 2 s,3.i. 561 3 571 1 1;1 1 1 •t3,7 66.7 53.3 lis.s 33.li so.o 

'·-" 0 



fable U 
What lit.au of Trlftaportatlon Oo To1.1 Use for 01,1t- of-To wn Shopp ing? 

h1oome GrouR ~g~u,n GroulL....___~~~~~~~~-
Tot&I Opper Micldle l:ower Merchants Exec1,1tlve Profeeeional Skilled Retired Clerical Sa l eawork Co•moll-U11e111-

Labor Labor 

Shoppers J5§ §2 at 15 16 21 36 16 21J 15 11 9 8 
01111 Car No. 11 0 51 S 7 15 lit 28 l lt 10 10 9 S S 

.l_ 10.s as.o 61!,2 1to,6 93,s 66.6 n.s a1.s ,1.1 66,Z a,.a ss,6 62~-
Bue No. 31 7 20 ti I · 6 ~ ~----2 - 10 --3 ·· --- - l 2 

u.r_ ___ .21t.1 ---26 .. 1 __ M __ _ m.6 11~1 12.s 1t 1, 1 2Q~ 9, 1 22. 2 25.o 

1°· ';~;- ~;---~~;-~.z- : --- --,Ia ---- ~.3 : .~... .~,3 ~.. 2:.2 .~.ffe . 
lo Anawer llo. 2 I I - - - I - I - - -

FriHda 

f 1.3 l,6 1, 2 - . - - 2,8 - ... 2 - - -

Tule ltf 
Doe• Your F .. ity o..- a Paaaenger Car? 

tacoH Qrouo ~c 
Tobi-- Upper -Midtl le Lo wer Merchants Executive Profeaai onal Skilled 

t.altor 
Clerical Saleawork Co•mon Vn••-

Labor ployed 

Toi,l lnt9eylfwa 330 ]8 llt9 · ,3 22 28 lt9 33 !i1 36 15 . 37 2( 
No Ao. 9 7 39 3 I 3 7 6 32 llf 2 10 I . 

f 29.z ?,o 2§,2 .ss,2 1t,s 12,z 11t.3 15.2 S§,1 38.s 1,3,3 21.0 §0.2 
Yea Ao. 211 71 HO 30 21 25 \2 27 25 22 13 27 9 

~ 10.3 21.0 u,s 1t1.1 9s.s a2,,s s~.z s, ,s !f3,9 s;1.2 a§,Z 13,0 n,1 

!w: 
191t9 S 3 2 - I - 2 - • t I 
19" 'l'l 15 IO 2 7 It 5 2 2 3 I 
191t7 19 :} 10 - - It 7 I 2 2 I 
191t6 t9 9 8 2 It 2 5 3 I - 2 
19'2 16 6 6 It 2 I It 2 
191' 1 27 9 16 2 2 lt It It IJ 6 
19110 21t 6 16 2 3 3 It 6 2 3 
1931) 19 S 10 It I 3 3 It It I 
f9,;6 18 S 12 I I It 4 I It I 2 
.19S7 13 It 5 It - - It - 2 - 2 
1936 8 - S .3 - - • 3 I 
1935 7 - S 2 - - - - 3 
19311 2 - I I 
1932 2 - 2 
Lower Model 2 - 2 - - - - - - - I 
Truok1 3 - - 3 - - - - - - -

2 
2 
2 
2 
t 
2 
2 
I 
5 
3 
I 
I 

I 
~. 

3 
I 

' I 

\Jl 
I-' 



TABLE 
NUMBER 
.. »= 

14c 

15 

151, 

15B 

15c 

lBA 

20A 

20B 

21A 

21.B 

26 

Jlr;;l2ctionship of car ownership and 011t-of-town 
sho1)pi.n.g .......................... ,. • "'. jJ •• ,t . ... d,. ~ ...... $ ••• ~ • "' •• ~ • 32 

age or.,.. car ovmed • •.••• o .. ........ ~ 33 

Commodities purchased out of town by Stillwater 
shoppers • ............. f' • ,, ••• o ..... " ............. ,, • o- e: •• ._ •• (,j •••• _. 35 

I1t1.rnT)er of f)t.i.l.lviater stores selling commodities 
)_n tl·1:ts {9.\1:rvey O <!i" ~ •• a .• ·• •••• ~ ....... ·•· ... ·• •• , -4"'.. ... . • 5 

f1 co:mparative ranking of goods purchased by 
ont-c,:t"-t,y11n shoppers of four cit:tes......... •• • • • • • • • • 2'.3 

J\Y(:,Ti'",g,9 number of miles ·traveled by farm 
f'e .. -:nilies to purchase various commodities •••.•••• .,...... 39 

Re1ati,re imnortancE'l of conscious reasons for 
out-of-town shopp:tng, by income and occupational 
gy1.oups •.•••.•••.• , ........ -• ............... •-. •. • .. • • • • • • .. • • • • • • • • .• • • • 28 

Newspc1pers read by out-of-tmTr1 shoppers ••••••••••••••• 27 

Shopping habits of Stillwa:ter families by reading 
of metropolitan daily newspaper ••••••••••••••••••••••• 31 

Radio listeni..'!lg by out-cf-town shoppers................. 43 

Shopping habits of Stillwater families by listening 
to radio stations •••••••••••.••••••••.••••••••.•••• ; . • . • 43 

~Ihat do you think of St:i.llwater as a place to shop?... 58 

52 



tule 16 
How Oftea Do You Buy by Ma il 

lncollle Gr:Q\IP Occupatioaal Groqp 
~ Upper Midd le Lower llercha11h Ex•cuH •• ProfeHi oaa-, -Ski 11 ecf .. ·Refired Clerlc:al Saleswork CoHOII IIAe•-

L~bor Labor ployed 

Total l11ter•i••• 300 za l!t9 73 22 28 lt9 33 51 36 IS '51 23 
leJl,lhrly lo. Sil 15 5'1 2 If 6 11 6 2 16 S 4 

l 1s.o 19,2 . 211.a 2.1 1s.2 21.!I 22.1t 1a.2 3,5 lt1!,tt n,.s 10,a -

Never --No. 1\3 34 Slf 55 12 9 22 12 37 __ ___ 9___ 2 25 IS 
_____ J !tZ,Z 1t3,6 3§,3 7,5,a. s;,s 3212 ~s.o 3§,tt §5,o 2s,o 1;3.1t 67.§ os,2 

Occa1Toi&l ty No. 103 2) 58 16 6 13 16 15 18 I I 8 8 8 
• .3lt,3 37. 2 33.9 21.9 27,3 lt6.~ 32.6 ~s.s 31.5 30,6 S3,3 21,6 34,a 

Table 16 A 
Oo You Patroni:ie a Regular Mal I Order House? lhere Located? 

llerchanh Executive Profea1ional Ski lled Retired Cler ical Saluwork Common Une,1-
Labor Labor ployed 

lncom~ GroMp .......... 
Total Upper Middle Lo~•r 

Occupati oul Group 

~·! Jntervloa fJ za llt9 73 22 2§ ~9 33 57 36 15 37 23 
UH&I City loo 42 86 16 10 17 25 20 18 23 13 10 8 

l 118.o s3..1___sz.1 21.9 i.s.s 60,1 s1.o 60.0 31.s 63,9 B6,Z 21.0 39,1 
Other lo. 13 2 9 2 • 2 2 I 2 ti - --- 2 

• lt,3 2.6 6.0 2.1 - 1.1 ... , 3.0 ; , ., 11,1 - 5,lt -

table 16 8 
Do You Buy by hi I fro11 D•par-tment Stor-ea? lher-e Located? 

Merchanta becuti 'le ProfeHi o~ki ll•d Retired Clerical Sa leawork Co111111on Uftem~ 
Labor Labor- p loyed 

~-G~ro=w~P~- Ocoupat i on1I Group 
Total Upper Middle Lower-

rt•! tet,c•iewt 300 73 Jlt9 73 22 28 lt9 33 57 36 15 5'1 _ .ll._ 
k ahou City lo. 21 2 15 It - li 3 9 4 - - 2 I 

• 1.0 2.6 10.1 .s.s - 11*,3 6.1 21.:3 1 .o - - s.1t i..3 
Other lo. 9 6---j-~- 2 - -~- 2 -··- - - - - f 2 I • 

_ ~ 3.0 7 .. 7 • 7 2.7 '1• I • - - 1,8 5,5 6.7 -

VI 
I.A) 



Total number of 
Purchases Yearly 
No. 
tto to tlJ9.99 
No. 
j.50 to $99.99 
No. 
•100 to 1199.99 
No. 

t:-wo to 299.9, 
No. 
$300 and up 
Did .not answer 

Toh.I number 
and IIMC\l.l\lt by 
y.e;.r 
fihi. 
t2s to t&i9.99 
No. 

•so to 499.99 
No. 
.ttoo to •l99.9Si 
Hoo 
$200 to h99o99 

-Totai 
!ngome Gi:2ye 

Upper Middle 

IS7 ljlf 95 
57 16 32 
36.3 36.lt 3.3.7 
S7 II 40 
36.3 25.n it2.1 
22 ID ll 
.... o n.1 11.6 
HJ -" 5 
6.4 J'°f s.n 
2 I ~ 

1 • .3 2 • .a -
9 2 1 
5.7 4 • .5 7.3 

Table 17 
What would you estimate ae to the probable yoarJr amount of 

Out.of-town tuying f!"cm Mai I Order licuses? 

Lowe; 
-·--~ --- ,. 9GC';'Rai:ional Gro14rHi . , , 
Merchants Executive P'rofeeaional 6k!lled Retired Cierlcal Saleswork Coillmon Vnero• 

Labor Labor fl loyed 

Ul IO -t9 27 21 
9 .5 a If s 

sn.o SQ.u .. 2.1 t4.8 23.8 
6 I q s II 

.33.3 I().() 21.I 29.6 52.Jt 

• 3 8 2 
5.6 is.a 29.6 59.5 
l 2 I 3 2 
S.6 20.0 5.3 H.2 9.5 
I l 
5.5 1+.a 

2 3 .. 
20.0 15.7 IIJ.,, 

Te.ble l1 A 
What would yc,u estirnate u to the probable yearly a,~ount of 

0.at .. of-town b1.1yi ns frc;in Depart·nent Stores? 

20 27 13 L2 8 
12 It 6 I 5 
6<J.il a.0.1 1+6.1 8.3 62 • .5 

5 12 6 8 2 
2.s.o 44.s ~.2 66.3 25.0 
2 4 I I I 

10.0 tiJ.o 7.7 8.3 12.5 

' - - I 
5.IJ - a.3 
- - - I 

- ~ - a.3 

. tnc2m1 (k&\tl? . . , 
fotal Upper IAi ddte 1.ower 

• -Occi,eatiand 9coupa • ~-
Merchants Executive Profeeeiond Skilled Retired Clerical Safeswork Common Unem-

30 6 16 6 2 5 
7 • .. 2 I I 

23.3 12.s as.o 33.3 so.o 20.0 
7 3 3 I - 2 

23 •. 3 37.5 18.8 16.7 - ~o.o 
7 3 3 I - 2 

23.3 37.5 18.7 t6.7 ... ,o.o 
9 I 6 2 • 30. I l2.5 :fl.5 33.3 50.0 

3 

3 
100.0 

1..abor Labor ployed 

9 .5 2 I 2 
3 l I 

33.$ 20.0 .5:.l.O 
I I - I I t "., :w.u - too.o .50.0 100.0 
3 I ~ - I 

33.\ 20.0 - - .so.o 
2 2 I 

22.2 40.G 50.(l 

'Jl 
,<:: .. 



Table 19 
How Of t en Do You Shop Out of Town? 

lr1come Gro~ 
Merchants Executive Profeaa1onal 

Occupati onal Groups 
Skilled Reti red Clerical Saleawork Coui•oft Vnem-
Labor Labor Labor ployed Total Upper Midd le Lo er 

§hopp•ct f56 69 81 '{ 16 21 36 16 21t 15 11 9 8 
Twice a Month lo. 23 2 17 - It 3 9 It - - 2 I 

! 11t,z 3.3 21,0 26,7 - 19.o 8.3 5613 16,7 - - 22.2 12,5 
OftCe a Month No. 49 17 25 7 6 6 9 3 6 6 6 3 It 

1.~_--2s._3 __ 30.9 a.6.1_~ __ 3-1.s 28.6 25.o _____ 1s~8 __ ~.o i.o.o --~51+.s ~--~~3. ____ 50_._o 
3-lt Ti••• -- -No. 71 38- 31 2 10 10 21 1 10 9 - 5 2 3 

Tear f l+S.S 63.3 38.3 13.3 62.5 lt7.6 28.0 6,2 tt1,7 60.0 14,S,5 22.2 37.5 
L ito• 10 3 7 - - l 3 3 3 - - - -ti"f'lkr J 6.lt 5.1 8.6 - - 4.8 8.3 18.7 12.5 - - - -

0 ce '13 to• ~ 0 - I 2 _ _ _ - I - _ 2 _ 
• • le2 13,3 - - - - It.I - - 22.3 

Table 20 
lhat Newapaper• Do You Read Regularly? 

(Numbers and Percentage• of Regular Readers of Various Newspapers} 

I ftCOH Gro110 .O~tioftal Groups 
Total Uppw Mi ci4fe- Lower Merchants Executive Profeaeional Ski lied Retired Clerical Saleawork CoamOII 

Laltor Labor Labor 

Total 

Une•
ployed 

lettr vi ... a 390 za 1,.9 73 22 28 't9 33 s1 36 1s 37 2s 
Sti II water Mo. 267 69 131 67 21 iltJ ltli 33 Sit 'ZT 15 33 16 
Da , lx Prea1 ! 89.o a1,s az,9 91 ,s 2i,s ~·Z 89.8 100,0 9!f,5 7',J 100,0 f9,2 69.5 
Dally No. liio 5 67 22 I " 30 9 18 16 · 8 27 
Ok I ahoH9 I !t§,6 65,4 !t!t,9 30.1 72,7 a,s,z 61, 2 21,,3 3J . 5 115.0 53.3 · 3,... 30,!t 
Oklahou City llo. 50 17 28 5 7 8 5 8 7 5 5 I 
Ti•H f 16.6 21.a 181 8 §,8 3l,s 2816 to,g 2\,2 12.3 1318 33.~ 11.1 ll,3 
fv l u lorl d llo. 23 6 10 7 ! 2 I I S 5 I 3 I 

! ,.z z,z §,Z 2,§ 13.6 z,• 2,0 3.0 10.s 13.s §,Z Q,1 ~.3 
fvlsa Triln1ne lo. I 3 8 .3 3 - I I 2 I 3 2 I 
i ! ~.z 3.8 s.lt \.1 13.6 - 2,0 3.0 3,5 2,a 20,0 s,lt !t,3 

o hers llo. IS 2 to 3 2 I I 2 2 3 2 2 
! .s.o 2,§ 6,7 't,I 9,1 3,6 2.0 6,1 3,5 8.3 1.3,3 s,lt 

total P•pere 
flead Per No. 509 lltS 2511, 107 52 59 82 91 88 57 34 56 26 
Fa,Hx S 1,z 1.9 1,1 ,,s 2.!f 2.1 1.7 1.6 !,!t 1,6 2,3 1.5 1,1 

vt 
\J1 



Table 21 
Data Relating to Regular Radio Listeniny 

What ro.di c, sbti oil do you Ii et<Jl'l to rogut«dy? 

i;i;rchant E.xeci.iffve Prot'ei.eiOnal 

T9tal . . ~o zt 1~9---.73 22 ga ~9 w 3[L . . iZ , ,.J§..._ l.S _ 31 •. 2.s_ 
Stillwater lo. 226 67 Ult 45 18 21* .. v 26 37 32 9 28 12 
_ . '/, 75dL .. _!b'?.f.l_~- 7~.!L---!>l!§ _____ al •L- _ a.5,.1 a1.~""-~.~---7B·~ ~-!11•9 ~-filhl--~~- 61J.o __ ~ __ s2.~ 
Okhhoma City No. 220 Sit l2lf 42 16 20 3fl 16 46 36 85 ,:,::, 13 
- ~ 73,.';) ~'].I. (H.6 52.5 J.2.7 11:.!i 61.]__,_,, ~8,5 J30,1 .. !Q0,2-_ S3.3 94.6 ~ 
Tulsa No. 139 32 76 31 0 16 13 16 24 :iii 6 2lt 8 

1, li6.S Jt.t,,o s2.11o 42.s ~-.E.~J 26.,;i --....:48.S 4?1l___6§:,l 4fi~0---=~·.&!!·9 __ ,,34e1L--
Other No. 30 13 iO 7 - 9 4 2 7 I - 7 -

llt 10.0 t6.t1__6.0 :;,.r;; .. ~l;~---· .• s.2 -~-- 0.1 ,~'..~ __ f!£L_~--~~L-~-=--



. h1come Gro1.11;1 
Total Upper Middle Lo~er 

Table 22 
Size of family 

. Oocypati anal Grsme . ' 
Merc;'>anta Executive i>rofeHi.on.il Skilled lletired Clerical SnteHork bommon Une.i-

Laaor Labor p I oyed 
Total tntervl,ewe WQ 73 l!tf.l 7.3 ,g 28 lf9 --- , 33 57 36 IS • 37 23 
Number ift fa.mi ly 

t. 37 l 18 !8 - - I ~ 31 - 3 2 

2. 12 IS 4iJ 17 3 It II 6 19 13 3 5 8 

3. 77 22 39 16 8 1 II 1.3 .5 9 6 9 9 

... · 63 2\ 33 6 7 l2 II 9 2 9 .. 6 3 

s. 36 15 II 9 It lJ 13 2 - 5 l 6 

6. 12 ~ 6 6 - I 2 2 ~ - - 7 

7. 2 

s. 
Averaoe Size of Fa11i I y .. _ 

3.1 3.6 3.0 2.9 3.5 3.6 3.6 3.5 1.6 3.2 3.S !1.9 2.9 

v, 
--l 



T.:ih I 

- focome !_roup -
Tot.ii Uppsr Middle lower 

Table 26 
\1/hat do you .think !:If Sti ! lw~t~r as a plr.1<:)r,, t.:i shop? 

-..,,--,---------....,..--,---..,.- CoC'.ieatlonal ~f~ . . . -
Mc,rchants. Executive Profeseicnal S!dlled f,el:ircd Glerics1i Sulesliiork Cor;;,icn llne,;i-

LabDr Labor ployed 

...!.!!.acili.i:t!....,-•. -~Q!,l-. _l!J 11!9 n 22 2t1 49 .$E 57 35 15 :W :?3 
l:iatlsfacrtory Ill.::. 51 II 31 9 S 1 S 5 ID 7 q 3 ;; 
---·-• ,; .•• ll,.Q flhl 20,8 12.EJ_ 22~1~--- 25.<J -· IG.2 J.5.1 17.5 19!!! 2(i.7 _ :3.1 21.7 
GoVd lfo. ms 57 73 s.s fiS 14 3J 23 37 23 0 · 21 12 
-~-·· ·- ~ __ 61..!t_.l:'1,.I 49,() 75.~ 12,1 so.Q._ ·- £1.2 __ fP,7 Gl.!.:::l.. 6.~.J 33.3 1a.11 s2.?_ 
Pr,or No. 61' l'J il,5 9 I 7 lit . .5 10 6 G 5 S 
---! ~I.D l.s.g 30,.2 12.3 14.,P.. ;?5.0 E'l,\i __ !hl_._ 1]!6._ 16.7 l!OiQ. _ __Jilt,.5 _l.(h-! _ 
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Exhibit 6 

CheckinR f or Reliability 
( "Shoppers 11 ) 

(156 questionnaires--150 used) 

59 

A-Table m: CumuJ.,atiye Frequencies (Cumulative Frequency Method) 

Group 
fiumber 

1 
2 
3 
4 
5 
6 
7 
8 
9 

10 

Frequency 
of 

Occurrence 
9 

10 
10 
7 

11 
10 
9 

10 
8 
6 

Cumulative 
Frequency of 
Occurrence 

9 
19 
29 
.36 
47 
57 
66 
76 
84 
90 

Cumulative 
Number ot 
Cases 

15 
30 
45 
6o 
75 
90 

105 
120 
135 
150 

Cumulative 
Percent of 
Occurrence 

60.o 
63 • .3 
64.4 
60.o 
62.7 
63.3 
62.9 
63.3 
62.2 
6o .O 

! lOOr--~---r-~~,--~---r~~.,--~~~~~~~~~~~--. 

Groups 
I 1,2,3,4,5 
II 2,3,4,5,6 

III .3,4,5,6, 7 
IV 4,5,6,7,8 
V 5,6,7,8,9 

Gram,. Rt. Cypmlatiye Freau,nc:tes 

0 
15 JO 45 60 75 90 105 120 1.35 150 

Cumulative Number ot Questionnaires 

B- Table .2! Dj,ffere:gces (Group Rotation Method) 

Frequency 
of 

Occurrence 
47 
J+8 
47 
47 
J+8 

Frequency 
ot 

Groups Occurrence 
6,7,8,9,10 43 
7,8,9,10,11 42 
8,9,10,1,2 4.3 
9,10,1,2,3 43 
10,1,2,.3,4 42 

Difference 
ot 

Occurrence 
4 
6 
4 
4 
6 

Smallest 
% ot 
Occurrence 

57.2 
;6.o 
57.2 
57.2 
56~0 

Allowable 
Differ
ence ot 
Occurrenct 

1.3 
13 
1.3 
1.3 
13 



Exhibit 7 

Checking fQ!: Rel1abij,it1 
( ttShoppers" Preferring Oklahoma City) 

(92 questionnaires--90 used) 

60 

A-l'a,ble of CµmµJ.ative Frequencies (Cumulative Frequency ethod) 

Group 
Number 

to,. 
,.:. 1 ...c 
(.) 2 

~ .3 

~ '4 

4 
5 

~ GS 6 
0 II) 

7 t)Ot:,,,I 

~: 8 
9 

:! I 10 
Cl) ...c 
... E-1 

~f! 
Vl 0 .... 
~~ 
!a 
s: 0 

""" 4& f! 
Cl) II) 

bflt: 
~o 
O)t!J 

e .8 :. 
Q) 

~ 
~ 

j 

Grgups 
I 1,2,3,4,5 

II 2,3,4.,5,6 
III .3,4,5,6,7 

IV 4,5,6,7,8 
V 5,6,7,8,9 

Frequency Cumulative C ulative Cumulative 
of Frequency or her of Percent of 

Occurrence Occurrence Cases Occurrence 

8 8 9 89 .0 
8 16 18 89 .o 
8 24 27 89.0 
9 33 36 91.7 
7 40 45 89.0 
9 49 54 90.9 
9 58 63 92.1 
8 66 72 91 .7 
9 75 81 92.6 
8 83 90 92 . l 

110 

~ ot PJ!IDllla ti Vi1 F~sm~nc~eg 

100 

90 
~ t-,.....,_ ~-

........ i.---

80 

70 
~ -- ~ - .,....... -

0 
9 18 27 36 45 54 63 72 81 90 

C lative Number ot Questionnaires 

B-TabJ,e .2! Differences (Group Rotation Method) 
Allow

Frequency Difference Smallest able Dif't. Frequency 
ot 

QcQllUence 
- 40 

41 
42. 
42 
42 

Groups 
6,7,8,9,10 
7,8,9,10,1 
8,9,10,1,2 
9,10,1,2,3 
10,1,2,.3,4 

ot ot 'I> ot ot 
Oceurrence 

43 
42 
41 
41 
41 

Occurrence Occurrence Occurrence 
3 88.8 6 
1 91.1 6 
1 91.1 6 
l 91.1 6 
1 91.l 6 



Exhibit 8 

Qpecking for Reli1bility 
(Upper Income Group "Shoppers) 

(50 questionnaires) 

A-Table .Qf. C:grgnletive Freguencieq (Cumulative Frequency llethod} 

70 

Group 
Number 

l 
2 
.3 
4 
5 
6 
7 
8 
9 

10 

Frequency 
ot 

Oc~mrrence 

4 
3 
1 
l 
3 
'.3 
-.3 
5 
5 
l 

Cumulative 
. ·)'requency of 

'~courrenee 
l' 4 ') 

7 
8 
9 

12 
15 
18 
2.3 
28 
29 

CumuJ.ative 
Number ot 
Cases 

6 
12 
18 
24 
.30 
36 
42 
48 
54 
6o 

61 

CumuJ.ative 
Percent ot 
Q,ccw,:ence 

66.6 
58 .3 
44.4 
37.6 
40.0 
41..7 
42.7 
47 .9 
51.8 
48 .) 

Graph flt. Cumulative l,reguencieg 

6o 

50 

40 

or:=r=r- ,=r:r 
6 12 18 24 .30 36 42 54 60 

B-Table gt. Differences (Group Rotation Method) 
Allowable 

Frequency Frequency Difference Smallest ifferenee 
of ot ot % ot of 

Grs2UBS Q~;urrenc~ 1Gro1u~s Occurrence Occurrence :O~currenee · Occurrengs 

I 1,2,3,4,5 12 6,7,8,9,10 17 5 40 .0· 8 ' 

II 2,3,4,5,6 11 7,8,9,10,1 18 7 .36.6 8 
III 3,4,5,6,7 11 8,9,10,1,2 18 7 36.6 8 

IV 4,5-,6,7,8 15 9,10,1,2,3 14 1 46.6 8 
V 5,6,7,8,9 19 10,1,2,3,4 10 9 33.3 8 



Exhibit 9 

Checking for Reliability 
(81 questionnaires-~80 used) 

62 

A .. Table of Cumulative Fregueneies (Cumulative Frequency ethod) 

Frequency Cumulative Cumulative Cumulative 
Group of Frequency of Number of Percent of 
Number Qccurrence Occurrence C,aseg Occurrence 

1 3 .3 8 37.5 
2 6 9 16 56.3 
3 3 12 24 50.0 
4 4 16 .32 50 .0 
5 3 19 40 47.5 
6 3 22 48 45.8 
7 4 26 56 46.4 
8 6 32 64 50.0 
9 3 35 72 48.6 

10 3 38 80 47.5 

70 

Graph of Cumulative Frequencies 

6o 

50 

40 

0 I 
8 16 24 32 40 48 56 64 72 80 

Cumulative Number or Questionnaires 

B-Table .Q! DU:ferences (Group Rotation Method) 

Frequency Frequency Difference 
of ot ot 

GrQU]2§ Occm:tence Grol!J2§ Occurrence Occurrence 

I 1,2,3,4,5 19 6,7,8,9,10 19 0 
II 2,3,4,5,6 19 7,8,9,10,l 19 0 

Ill .3,4,5,6,7 17 s,9,10,1,2 21 4 
IV 4,5,6,7,8 20 9,10,1,2,3 18 2 
V 5,6,7,8,9 19 10,1,2,3,4 19 0 

Smallest 
% of 
Qc2urrence 

47.7 
47.7 
42.5 
45.0 
47.7 

Allo able 
Difference 

of 
Occur~!lce 

10 
10 
9 

10 
10 



10 

.w2§2S.ld.n~ ~ ReliaJ):t,lili 
(Lower Incomei Grt,up iishopp:;:i:rsn) 

(15 Questionnaires--10 used) 

63 

~-~ of Ct11?1.ulative Freou~p9ieg (Cumulative Frequency 'llifothod) 

Frequency CumtD.a ti ve C1J.i"2l1:t.lr; ti ve Gu1mlla ti ve 
f?:ronp o:f' Frequency of :;gumbor of P·e:rc~r1t of 
liYmhor Qs,eur;;cnsli Occurre~ ~-~- OcmL:r~~ 

1 0 0 1 o.o 
2 0 0 2 o.o 
3 0 0 3 o.o 
li, 0 0 4 o .. o 
' 1 1 5 20e0 ,, 

1 ~! 6 33.3 0 

7 0 2 7 .; 
¢, 0 ".) 8 25.0 t,.,_) 

"' 9 0 2 9 22.2 
10 0 2 10 20.0 

70 

Graph of Curn:ulative Frequencies 

60 

;o 

40 

I ~ I 
I 

I '"' " I'-...... 

30 

20 

I I 

I 
10 

0 
1 3 4 6 7 9 10 

Cumulative Number of Qu.estiom:1aires 



Exl1ibi t 10--Continued 

B-J.'a'bJ& !Jt, j)ifferenees (Group Rotation Method) 

Group fl 
I l,2,3,t+15 

II 2,3,4,5,6 
!II 3,4,5,6,7 

IV 4,5,6,7,8 
V S,6,7,8,9 

'.Frequency 
of 

po-curr-e:uce 
1 
2 
2 
2 
2 

Frequency 
of' 

Groups Occurrence 
6,7,8,9,10 l 
7,8,9,10,1 O 
8,9,10,1,2 0 
9,10,1,2,3 O 
10,1,2,3,4 O 

Difference 
of 

Oc9µa:ence 
0 
2 
2 
2 
2 

Smallest 
% or 
Oecmr:i;-~n.9..§ 

20.0 
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Allowable 
Difference 

of 
Q..<1c~:r§nge 

l 
l 
1 
1 
l 



Exhibit 12 

11'ECO'RDS SET IN BUS!Nr~SS A1'\fD BUILDING IN CITY 

Population is .20,000; 200 New Homes 

Business e:ctivit;r, wbich set a :new high 1.n all lines :tn 1948 l:n St:n1 ... 
water., is e:iqx~eted to be improved in 1949. 

A check of Still1"JatGr• s business iudex indicates a 1,000 populat,ion as 
the city continued toward its goal of at, least 20,000 residents by 19-50. The 
present population is estimated at a minimum of 18,000 compared to l0,097 in 
1940. 

Co:nstro.ction ne-rr hor,,es and bus:i.ness buildings here :ln 1.9/LS was at the 
fastest :pace i.n Stillwater' s history.. Building -permits issued for the year 
were for t352,S05 as compared to $1,61'7,528 in 191? and i$304,014. in 1933. . 
These fit;n:res do not include the $1'7 nti.llion construction program on Mi.¥1 campus. 

More than 200 new homes were built here in 1948 and builders expect to at 
least, equal that figure in 1949. Builders point out 'that, the build:i.ng materials 
market is more steady and in better supply than it has been in a number of 
years~ 

Construction of ne1,1 apartment houses and duplex units was also a-ti a new 
high. During the last six months 19 apartments valued at $508,250 were built 
and six duplex ill1its at ~~50,500. 

1~ew business buildings constructed in t,he last six months totaled 20 with 
a valuation of $191,600,. However, construction of two new theaters, the Okla
homa Ns:tural Gas Co .. of.fice building and several others were start;ed in t.he 

· early part of the year. 

Besides these accomplishments were others of equal import,ance to Still
water• s steady growth. 

E:x:tensive remodeling is underway on two of the city's grade schools and 
repairs were :made to other school buildings. These projects account. for 
t:t245,J46 being spent by the district school board in an effort to meet the 
needs of a growing school population from the first grade through senior high 
school. Construction of new grade sc.hool building is scheduled this yea:r. 

Stillwater residents on December 21 approved a ~p781,000 bond issue for 
six projects including enlarging the hospital, power plant, sewage plant, new 
sewer lines and a new electrical distribution system throughout the city. 

Better roads i'or Stillwater were high on the agenda for 1948 resulting 
in a new approach :i'rom the south being started on state highway !,..O and. the 
lapse paving on that road between Still11',iater and Ponca City scheduled for 
completion thiE; year. 'I'he city chamber of commerce's road committee indicated 
that one of its major tasks t.his year will be to seek the improvement. of 
highway 15 vrest of Stillwater to th(~ state line •. 

In the closing months of 19/}8 the Santa Fe made needed improvements of 



its freight handling facilities here.. Santa Fe officials stated that tho 
business for Stillwater was one of the highest in this division.. Improv~d 
passenger and freight service for Stillwater is reported to be one of the 
chambert s major projects this year. 
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Checks drawn on Stillwater amounted to $8,630,197, a new record. and compares 
to $7 ,4.36,294 for the same month in 194 7. In th1.s business index elassifica- · 
tion it is i._11teresting to c.ompare the 191.$ total of $83,466,135 to that of 
1947 of $"/5,413,4i10 and to that of 1938 of $24,S$S,783. 

Postal receipts in December were at an all-time high or $22,562 compared 
to $20,409 for December, 1947. For the year postal receipts were $165,959 
as compared to $144,676 for 1947 and. $72,831 f.or 19:;s. 

City revenue for the calendar year of 1948 was $609;:372, a new high~ The 
1947 total was $518,198 and the 1938 total $266,Sl).,. 

An increase of 547 electrical meters in use was reported bringing the 
total number to 5,257 at the close of' 1948. At the end of 194'7 there were 
4,'710 electrical meters in use and in 1938 but 3,257. 

Telephones in use at the end of 1948 totaled 6,380 as compared to 5,'747 
at the end of 191$ and 3;428 at the end of 19.38.* 

*Reprinted from the §ti!J.wate3= (Oklahoma) DJ!il__y P~es§, J'anuary 2:r 1949~ 




