
THE RETAIL TRADE TERRITORY 

0::-' OKLAHO~ CITY 



THE fil'l1AIL TRAD}; TERRITORY 

OF OKLAHOMA CITY 

By 

A. RI CHlUID TOOTHAKER 

Bachelor of Science 

Oklahoma.Agricultural and Mechanical College 

Stillwater, Oklahoma 

1941 

ii 

Submitted to the Department of Business Administration 

Oklahoma Agricultural and Mechanical College 

In Partial Fulfillment of the Requirements 

For the Degree of 

MASI'ER OF scnN CE 

Q • ... • • .. 

1942 : . . . ·.. . .. ·.: 
.. . 

. . . . ... (.. _ ... ~ . 

.. - ~ ... . ... .. . . . 
... . . . . . . .. . . ' 

• f. ' • • " . .. . . . . . 
{ It • • ( • • • . . . . . . . ... . . . . 



Approved. by: 

n1.an1u iii 

MIJCIILrvut • )le, HAFtli.Al CtLU:tl 
LlB HAR r 

NOV 27 1942 

Q .. YiH/Z -s:= 
Chainnan, Thesis 6annnittee 

~ 
~b~r, Thesis Committee 

/ 

G 



I INl'ROIUCI'ION 
Need for the Study 
Purpose of t he Study 
Limitations 
Definitions 

TABLE OF CONT:ENTS 

II OUTLINING THE TRADE TERRITORY 
Delineation of the Retail T:ra.de Territory 
Primary Trade Centers Within the Oklahoma City Trade 

Territory 

III SELECTD~G DNrA FOR Il!DICES 
Choosing Data for the Reta11 Sales Indices 
Choosing Data for t he Purchasing Power Indices 

IV THE CONS11RU0l'ION OF lNDICES OF RFI'AIL SALES .AND PO'RCHAS!NG POWER 

1 
3 
4 
6 

15 

23 

25 
25 

Retail Sales Indices 30 
Indices of Purchasing Power 46 

The Auto Index 46 
The Index of $1 , 500 Preferred Families 48 
The Per Capita Income Tax Liability Index 51 
The Average Value of Fann Land and Buildings I ndex 53 
The Composite Index 55 

The c activity of the Composite Purchasing Power Index 55 

V DISCOVERING AREAS OF SM.ES OPPORl'UlUTY, AND MEASURING COMPEI'ITIVE 
CONDITIONS BY COMPARISON OF INDICES 

Comparison of Indices of Purchasing Power and Retail Sales 59 
Discovering Areas of Sales Opportunity 60 
Measuring Relative Conditions of Competition 62 

VI Il~ERPRErATION OF RESOLTS, A.l'ifD CONCLUSIONS 
Food Stores 
General Merchandise Stores 
Apparel Stores 
Fumi ture, Household Appliances , and Radio 
Automotive Group 
Filling Stations 
Lumber, Building Materials , and Hardware Stores 
Eating and Drinking Places 
Drug Stores 
General Conclusions 

BIBLIOGRAPHY 

65 
69 
?3 
77 
81 
86 
90 
94 
98 

102 

i 

iv 



V 

Lisr OF TABLES 

I Classii'ication of Cmmties by Zones , According to Distance 
from Oklahoma County 10 

II Classification of Counties by Direction ~rom Okl ahoma 
County 12 

Ill Counties of the, Retail Trade Territory of Oklahoma City 14 

IV Population (1940) and Retail Sales {1939) by Store , Classifi-
cation, Counties of the Oklahoma City Trade Territory 32- 35 

V Per Capita Retail Sales (1939) Counties of the Oklahoma City 
Trade Territory 36-40 

VI Indices of Retail Sales by Store Classification, Counties of 
the Oklahoma City Trade Territory 41- 45 

VII Number of Passenger Automobiles per 1.,000 Families by Counties 
{1939) and the Auto Index of Purchasing Power 47 

VIII Number of $1,500 Preferred Families , by Counties (1939) a.11d 
the Preferred Families Index of Purchas ing Power 50 

IX Per Capita Income Tax Liability, by Counties {1938) and Income 
Tax Index of Purchasing Power 52 

X Average Value of Fam. Land and Buildings, per Fann {1940) 
and the Farm Index of Purchasing Power 54 

XI The Composite Index of Purchasing Power, Fonned :f'rom Sing;J.e 
Indices 56 

XII Results of Comparison of Purchasing Power and Retail Sales 
I ndices,, by Store Classification 63 

XIII Results of Index Comparison , Selecting Areas of Sales 
Opportunity and Com.petition for: 

a Food Stores 66 

b General Merchandise Stores 69 

c Apparel Stores ?3 

d Furniture, Hou sehold Appliances, and Radio 78 

e Automotive Group 82 

f Filling Stations 86 

g Lumber, Building Materials,, and Hardware 91 

h Eating and Drinking Places 94 

i D:rug Stores 98 



vi 

LIS!' OF PL.ATES 

I Counties DiVided into Zones According to Distance from 
Oklahoma. County 9 

II Counties Divided into Groups According to Direction from 
Oklahoma County 11. 

III The Retail Trade Territory of Oklahoma City,. Showing Primary 
Trade Centers 13 

IV Approximate Boundaries of the Oklahoma City Trade Territory 
as Computed by Reilly's Law 20 

V Opportunity Zone, Direction, and Selected Counties for 
Food Stores 67 

VI Competitive Zone, Direction, and Selected Counties for 
Food Stores 68 

VII Opportunity Zone, Direction, and Selected Counties for 
Gene.rel Merchandise Stores ?l 

'VIII Competitive Zone, Direction, and Selected Counties for 
General Merchandise Stores 72 

IX Opportunity Zone, Direction, and Selected Counties for 
Apparel Stores 75 

X Campeti ti ve Zone , Direction, and Selected Counties for 
Apparel Stores 76 

XI Opportunity Zone, Direction, and Selected Counties for 
Furniture, Household Appliance, and Radio ?9 

:xn Competitive Zone, Direction, and Selected Counties for 
Furniture, Household Appliance, and Radio 00 

XIII Opportunity Zone, Direction, and Selected Comities f'or 
Automotive Group 84 

XIV Competitive Zone, Direction, and Selected Counties for 
Automotive Group 85 

XV' Opportunity Zone, Direction, and Selected Counties for 
Filling Stations 88 

XVI Competitive Zone , Direction, and Selected Counties for 
Filling Stations 89 

XVII Opportunity Zone, Direction , and Selected Counties for 
Lumber, Building Materials , and Hardware 92 

XVIII Competitive Zone, Direction, and Selected Counties for 
Lumber, Building Materials,. and Hardware 93 

XIX Opportunity Zone, Direction, and Selected Counties for 
Eating and Drinking Places 96 

:xx Competitive Zone, Direction1 and Selected Counties fo r 
Eating and Drinking Places 9? 

XXI Opportunity Zone, Direction, and Selected Counties for 
Drug Stores 100 

mr Competitive Zone, Direction, and Selected Counties for 
Drug Stores 101 



$Weeping ehan · s v eh- roeterized the pro $ o:r er& ting . thin 

the past twenty years. Virtually every function and ev: ey institution 

en in .t. eilita.ting the movauent of nerehaud1se t"l'OOl th-e producer 

to the -ult te e<msumff' ha had to tand tlle aeid t st of 1"£1 ten4y .. 

1l'h succosG of Ob &t1h$ in.st.i·tution bas eom& to d p d upo ho 

l. ~t products. 1n t pll'.lce,. fo • an antity host 

aatiafy the wants ot the eon. ; elf/ 

2. What ope tions st 'be pa o d u t se roducts to 

put th 1n th aired fo and h v th ~ available to 

th oonetm10-T· at the time he 11 Bhe to buy? 

3. libat lnatitutions most eeom,mieally und t.fecti ely 

per:fo these e?"V'icos? 

'lh e ppea:r to be simple questions. but an 1&rs hav brought 

bout ~utionaey t do tiona. Products a:re o f'roqu · t.ly mo.11"-

keted as partially pre· red or completely 11 i'act red ode then 

to rly. Commodities ar purch.G. e.d in lor quentitl&s at no f re-

quard 1nte~s. and tiany of tha ehan a 1n marketing bave e & bout in 

an tt pt to place it , s re conv imitl.y a tho dispoS!ll of the co1L er. 

Mannfact u '?I'S found t, t th · unit :pri.ee of' t 1n1sh d pro 'ct cmi 

be l-0W&l"ed by lar scale pro.clue:tion. Having a lower price, the produet 

is in re favorabl eomp-&titiv positio ! ass !)roduet1on req:uL mass 

distri ution.- oo t at eh in-stores., dep rt.t:lmlt sto ::., d mail-order houa* 

develop , -repl.aeing o e rte.in xt t their less e1'f1oiGnt tndep dent 

4 etita • 



e.e&d with 1naroas1ng oo:npet1tian11 be independent nt eb.e.nt 

eotmt r d the nee s1 t or impro , his eff"iei ency in t>rder to op . 

at a profit. Retail priQ s on uractured p ducts hav had a 

-.rd tl."'l!nd due to thes. ehang9$, . with a corr . :pon.d:ing i et:us to" 

increasing retsil vol , e in or.cl r 'to -.8.intai.n rorm.er n t profit r1,...~.~ 

y studie .i stud1 

by mo eoiantifie aeasur ents, 

:r"' Paul T. <rner!n on, Director of Iteseareh or iih ;r .. a.l ter bomp 

Oom.i:>an. -Y~. once Aid 

1. 

.,. .. th& buytng ca aeity of the United State. at , 
a.ppli.Gd to th e of he p1"0duets of · y on con • 
ooald be 1.i, red with sui'fioi :t accu...·,-iicy by any good 
thUm :rul Tho? ational Cash st r Comp y, f'or 
exoozple,. is id to have its sale pl quite 
rucees :1u.U.y for"'" y years o an est- tad Q!lllllal eon
sump ion of on · eash r · ster fo-r ch four hundred peopl • 
Other cones s did a sat-i sfa.-0to · bulliness .on si:!ni 
m._gh g e'!'al ppronmations o:f' consuming e:apaci t -,. But 
in t y 8.1" the shorteainngs of gen ava a 

ve b mere si y appa. t . They ha e required so · 
many loc adjustoet1.ts ho.t ey have l a c e to 
b , rougbl.y approx:t;mate batie~ for the eonstruetion of 

ee quotas. ithin the past t years oany n u e 
tions .b.aV13 b.een trted ont,. and wi th1n th ps. ~t f i v years b,.,t 
su.bs:tantial rogre s to rd moro accnl"'i: te thous na b 
made.. In this conn-eotion, one:t of prlneipal efforts 
has consisted of f'}l g the. eount1 ec rd.ins to SCC1e 
n1 re of ptttehas1ng po . 1 

an. J'o:tm R.. d Ira N. r! ,, Bu.sine Statisticf! 
' Rill., Yo ,. • 19·38) p. 445. 



3 

volume of business it is necessary to make intelligent study of sources of new 

business , and in this ~earch for new outlets the alert merchant has became 

territory conscious. Shift s in population , changing crop conditions, the crea-

' tion of new industries , amount of rainfall t and periods of prosperity and de

pression , all are important to retail sales. Not t he least i mportant of 

changing conditions are the changes whi eh occur in purchasing power and com

petition within a retail trade territory which offer an opportunity for wade 

extension .. 

For the metropolitan department store or for the national chain- store 

organization, the problem has been considered of sufficient importan e to 

warrant the employment of experts in research. Trade extension has become 

a science in· which a veritable army of research workers are now employed .. 

Associated groups of retailers make studies which are beneficial to members . 

Chambers of commerce and advertising media conduct research projects designed 

to point out opportunities which are consistent With their own i nterests . 

Feeli ng t he need for dependable market inf'onnation, the Department of 

Commerce of the United States Government has made available a great amount of 

factual material regarding retail trade. Inf onnation concerning virtually 

every phase of trade is now available from some bureau .of the Department of 

Commerce . However, thi s infonnation is usually presented i n detail with little 

attempt at interpretation so that a certain amount of synthesis and analysis i s 

required to arrive at t heir meaning for an individual retail concern . ~ 

Purpose .2f. ~ Study 

The purpose of the present study is to demonstrate a method of interpre

tation of factual dat a , with application~ i:ofdifferent elassifieations of retail 

stores , pointing out the areas vdthin the outlying retail trade territory where 

trade extension may be conducted most advantageously. 



The study is intended as a model for a preliminary survey of a trade 

territory, and is designed especially for retailers . While other organi

zations may find a study of thi s kind beneficial to an understanding o.f 
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their territorial problems , the study is intended for the rotailer who de

sires to supplement his Oklahoma City business with profitable trade from the 

outlying districts., surrounding to~ms,, and rural areas, and to know- which of 

these areas may be insufficiently su.pplied, for some reason or other., with 

the types of merehandise handled by his organization . 

Under competitive conditions, it is essential to cont em.plate the cost 

of sales extension . The time is past ,11hen million- dollar sales campaigns 

could be undertaken upon the naive assumption that "Lt pays to advertise.," 

Retailers , as well as manufacturers,, realize that increased sales are de

sirable only if attainable within certain cost limits. EverJ dollar spent in 

sales promotion must produce at least its equivalent in gross profit . Sales 

may occasionally be made at a lower proportionate cost in the more remote dis

tricts of the retail trade territory than within the metropolitan districts 

which are subjected to a continual bombardment of sales material . 

In consideration of these points , t he present study proposes to point 

out which areas offer the greatest opportunity for the merchant who desires 

to localize his sales extension in areas which have the greatest potential 

productivity. 

Lim1 tations 

For purposes of this investigation, a limited number of store classifi

cations are used . Explanations will be concentrated upon Food Stores; 

General M~rchandist Stores; Apparel Stores; A tomotive Stores; Filling 

Stations; Lumber, Building Materials, and Hardware Stores; Eatin' and 

Drinking Places; and Drug Stores. 
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Each of the above classifications includes stores which, while engaged 

in the same general type of business, have great differences in some respects. 

The Food Store di Vision., for instance, includes the shopping- dist rict, full

service organization and the suburban , cash- and- carry store, t he grocery 

store , t he combination grocery and meat store l and t h e meat market . Apparel 

stores include t he ladies' ready- to- wear salon and the men and boy ' shops, 

the shoe store and the haberdashery, t he speciali zed, single- line dress shop, 

and the clothing-for- all-the- family s t ore .. 

Such a variety of kinds of stores eXist ,n thin eaeh of the broader 

classifications that it will be impossible to analyze the data of each wi thin 

the, scope o~ thi s dissertation. Attention Will be called to the importance 

of considering a store' s individual differences in choosing i ndices with which 

to loeate its sales potential! ties. The interpretation of results must be 

made with due consi.deration for t he peculiarities of any one store. Other 

t han suggesting these variations , t he interpretations here wil l be conf ined 

to t he broad classifications as listed. 

Bulleti ns published by the Department of Commerce , Bureau of the Census, 

supply data :for retail sales by counties and by cities. Data used i n this 

analysis are by counties. Figures for smaller geographical di visions were 

not used because in so many of the store classirications dat a were not avail

able in areas where three or less stores of a type were located. It is realized 

that trade areas do not confonn to geographical boundaries; smaller divisions 

would be desirable if complete data could be obtained, but since such informa

tion is not attainable it is necessary to use data by counties. The inter-
,. 

pretations, then, are confined to differences between counties , and make no 

attanpt to point out t he most favorable part of a county for sales extension. 
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The applicability of the methods demonstrated will depend upon the 

availability of reliable data suitable and recent enough to furnish usefu.1 

and dependable results . Every year t he Department of Commerce i s i mproving 

t he quality of the i nformation it makes available to business. ImproYed 

methods of tabulation a e making more up-to-date i nfonnation available, and 

more detailed break- downs 01' data will aid i n seleeting mat erial more appli- · 

cable to the individual retail concern. . 

The scope of this dissertation is limited to pointing out the relative 

purchasing power of the co11nties being studied, and the relative extent to 

which this purchasing power is reflected in retail sales in t he different 

types of stores witlun each county_ 

No a-ttempt is here made to indicate what trade center is drawing trade 

from counties which show an excess of purchasing power over retail sales or 

whether it would be possible for . an Oklahoma. City merchant to att ract this 

trade to his store. It i s sufficient , for :purposes of this study, to in

dicate the areas wherein sales opportunities exist , and to measure relative 

conditions of competition. 

It is not suggested t hat a highly competitive market should be avoided 

by the merchant who desires to increase his sales. Frequently, markets 

which absorb large quantities of goods a.re highly competitive. In t he in

terpretation of data we point out t he se i ntensive mar kets and t he relative 

degree of competition which exists in t hem.~ 

Definitions 

For purposes of analysis, the counties which constitute the outlying 

trade territory of Oklahoma City a.re presented in two different groupings. 

Zones and Directions .. ' 

The division of counties i nto Zones is made on t he basis of dist ance 

from Oklahoma County. Zone I includes t hose counties wit hin a dist ance of · 
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fifty miles of Oklahoma County, as nearly as the irregularities of county 

lines will pe:rmi t. Zone II includes those counties from fifty to one hundred 

miles distant from Oklahoma County, and Zone III includes those counties 

whieh may be considered within the Oklahoma City trade territory, which are 

more than one hundred miles f rom Oklahoma County •. 

Methods employed in selecting the counties to be included in the 

Oklahoma City trade territory will be explained in Chapter II, Section 1~ 

Table I li sts th counties according to Zone, in alphabetical order, 

and Plate I indicates t heir positions relative to Oklahoma County. 

The division of counties into Directions is made on the basis of direc

tion from Oklahoma County. As nearl.y as possible, those counties to the 

North, Eas t, South, and West of Oklahoma County are divided into groups and 

designated by their direction from Oklaho1na County. Counties near the diagonal 

border line were , in some cases, arbitrarily placed in one group in preference 

to another for no other reason t han to increase t he number of counties in a 

group othervdse eontain.ing only a few. For instance, Payne County which lies 

north and east of Oklahoma County, perhaps more north than east, was placed in 

the East group beeause it is a border-line county and the East group contains 

only six other counties whereas the North group has nine. 

Table II lists the counties accordi ng to Direction i-n alphabetical order, 

and Plate II indicates their position relative to Oklahoma County. 

Oklahoma County is not included in the Zonal and Directional classifications. 

In addition to these two divisions of counties vn.th Oklahoma County excluded , 

the entire group of counties including Oklahoma County is used to indicate dif

ferences betwe.en indindual counties.. The tenn applied to this group i n sub

sequent discussions is "The Trade Territory of Oklahoma City,.tt 

The counties, thus classified, are listed in alphabetical order in 

Table III,, and sh.own on Plate III. 
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A Plus County is here defined as being .a county in which the purchasing 

power index under discussion exceeds in numerical value the retail index 

being considered. 

For example, if comparison is being made between the Composite Index 

o'f purchasing power and the Food Stores Index of Retail Sales, and the two 

indices have numerical values of 1 ?O and 120 , respectively, then the county 

is a nplus countytt as far as these t~u indices are concerned. (170 - 120 • 50 ) 

A Minus County is just the opposite of a Plus County. If a retail sales 

index for a county exceeds its purchasing power index in numerical value, 

the county is defined as being a Minus County, as far as the consideration 

of these two indices are concerned. Similarly, it may not be a Minus County 

if other indices are used. 

For example, if the Composite Purchasing Power Inde:x: of a county is 

170 and t he Apparel Stores Index of Retail Sales is 210 , then the. county is 

a Minus County as a result of the comparison of t hese two indices . 

( 1 70 - 2.10 = .. 40) 

The same county which has a Food Stores index of 120 may have an 

Apparel Stores index of 210 , in which case the county is Plus for Food 

Stores (l?O - 120 = 50) and Minus for Apparel Stores (170 - 210 = - 40) . 

Thus , a county is defined as being Plus or Minus depending upon the numerical 

sup.eriori ty or inferiority, respectively, of its "Purchasing Power index over 

1 ts Retail Sales index, and t he same county may be Plus for one type of 

store and Minus for another. 
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Classit.ication ot Coun~ies by Zones 

Oauadia.n 
Clevel:ood 
Gn1dy 
Xbgt'isher 

Al.fall's. 
Bl.4llin 
Caddo 
Ca:rter
Coal 
~ 
cuner· 
Dewey 
Garfield 
Gam.n 
01'8.n't 
&ghes 

~ 
0ot1on 
Ellis 
"Greer 
Ra:=on 
7.aekson 

zone I 

Zone II 

Zon · m 

Over 100 mil 

Zffl'le: r. s «>un-t.1 
Z®• II, 2S eountloo 
?ion.a llI" 1-4 ,counties 

!.1ncoln 
·togan 

cCl in 
P-otta , tomte 

J"Olh"U'J-ton 
Kay 
Kiow 
iiajor 

nay 
Noble 
l? yae 
Pont.otoe 
sanol-e 
stephens 
Wasbit ' 

7efferson 
LOTe 

:rshall 
Ro ~ tlls 
·· oods 
· oodward 
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TABLE II 

Class-1fi-eati<m of Counties by Direction 

t'l"Om Oklahoma. Co'Ollty 

Alfalfa 
Garfield 
Grant 
Kay 
King.f'ishe;r 

Coal 
Hughes 
Lineoln 
'Payne 

Carter 
Cleveland 
Coman.che 
Cotton 
Garvi:a 
Grady 
J'etterson 

B.eckhmu 
Blaine 
Oaddo 
Canadian 
Custer 
DDey 
Ellis 

No-rlb , 
East, 
South, 
West, 

9 eounties 
7 CO\Ult1es 

14 eountiea 
15 counties 

Loge.n . 
Major 
Noble 
Woods 

Pontotoc 
p.ot.tawatomi e 
SEIIlinol& 

J'ohnst.on 
LOT"9 
Marshall 
McClain 
Murray 
St*l)hans 
'fill.men 

Harper 
Ramon 
J'a~so-n 
Kiowa 
Roger Mills 
Washita. 
WoodWl.il"d 
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Al£ .. 
~am 

·· 111~ 
Caddo 
Caadtaa 
0 rt.ff 
Cleveland 
c~ 
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eotton 
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Dewey 
EU.1s 
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GMdy 
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Greer 
Ha 
Rm,,e 
Rugh.;, 
.Jackson 
J'et'fai,son 

~JULE llI . . 

1'obneton 
Xay 
Kmgtiooe.r 
rc10· 
Lincoln 
Lo@:Sll 
:tove 
MtijOr' 
.=-a:rc..'liall 
Mc.Cl.td.n 
~ 

Nobl• 
Oklah~ 
Payn 
Pont :toe 
Pottawe:tomia 
~ger tn.ll.s 
s inlit 
Step.hen 
fll.lmsn 
Wa&h1 
""<>0ds 
k>odward 
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CH.AP'l'ER II 

OUTLINI NG THE.. TRAD'.E TERRITORY 

1 . Delineation of t he Retail Trade Territory 

Oklahoma City, w1 th a population i'n 1940 of 204, 51 7, serves a 

the metropolis i'or an exten.si'Ve surrounding area... Situa-ted near the 

geographical center of the s'bate. of· which it is the eapital and 

largest oity-, it i s tb:& principal wholesale center of that part of 

t he Southwe-at between. Dallas and Kansas City .. 

The area au:rrounding Oklahoma. City is dotted w1 th a tt1Ul titud& 

of small to'ffllB, large towns~ and $11!.a.ll. cities in sizes ranging Tram 

a few 1ndinduals to t :wnty ... eight t housand people.. Ea-ch of these 

to11ns and cities has its own trade territory which overlaps with that 

of nelgb.borlng eities-, so that a map of the areas-ot .... 1ni'luenee of all 

t hese tTa.de cente:rs, in the sphere o:f retai.l trade, would appear as 

a series of' interloek:ing cycles and epieyeles. 

And yet the influence. of the largest ei t y in an a:t"ea extends 

beyond that of' many of the smaller towns,, draw1.ng t rade from them and 

from. towns and rural sections beyontl t han, until at some di stance 
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away fJ.'Om the city. the attraction ot: another eity oi' similar size 

d~a-ws this fluctuating trade to 1 tsel:t'. At some plaee between these 

two cities is an area in which each of the two cities attract approx1-

mately helf of those customers who seek the larger assortments o:f the 

big city stores.. Thi s area is commonly called the •:tifty per eent area. • 

I n the delineation of' the retail trade terri. tory of Oklahor.ia City, 

it is enly neeessary to glance at a map te observe the cities of com

parable size 'whi.ch would compete with Oklahoma. City for the cu.stem of 
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residents of the ou.tlyi11g counties. These ctti.es,. their populations 

in 1940, their distances and directions f:ran Oklahoma Oity are as follo.-w&l 

.Wl:. JUrut1an I;Ustanee ~opuJ.aU@ 

W1ch1 ta, Kansas North 175 miles 113,540 
Tulsa, Oklahoma. Northeast 119 "· 141; 750 
Dallas, Texas South 215 " 293.306 
Ft. Worth , 'rems South 212 • 1'77,748 
Wi:ehi ta Falls. Texas Southwest 159 tf 45,.112 
.Amarillo, Texas W1tst 262 • 51,685 

Many studie.s have been made to measure the a.ttra.etiag power of a 

city- as compared with other cities~ Various teobniquee have been de-. 

ve.10,p.ed,. the objeat of which was to dete:mdne the distance cu.etom.er.s 

will travel to bay ee.rtai:n eomm.odi ties.. surveys have been conduc1ied 

to ascertain what types o:r merchandise a;re purchased in citieB by 

people who l1 ve in surrounding towns~ 

No definite line of dsnarcation can be assigned es the limit 

of a ci tyt s trade t$rr1 tory. In the word.a of Paul D. Converse, "T'Tade 

areas ar& not sharply di ncied,.. Sm.all Tillages compete w:i th large 

Tillages and trading centers. Trading centers compete with the villages 

on one ·aide and larger ei ties on th othar.•l 

However, there is a definite gra"Vitation ot retail trade towaro 

the larger ei tie.a, a condi t .ion th t is known as "shopping up,." "The 

drift of trade is from the smaller to the larger town, w1 th a. snaller 

backi'low to the smaller towns. The large town has the advantage of 

offering larger selections of goods and mo~e amusements. tt2 

l.rhe trade territory of Oklahoma City is shown in Plate IlI. I:n 

delineating this territory, an at.tempt was made to include those areas 

Within Oklahoma from. which Oklahoma City draws a larger proportion of 

1. Converse, Paul D., Elsn,ents .Qt Marketing (Prentice-Hall, New York, 
193?) p. 791. 

2 . Ibid. , p . ?91. 
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trade than does any other ei ty of comparable size. Thia area is 

i ntended to includ:e the s:ection of the state :f'rom lrhich a majority 

oi' the consumers who seek the iarge:r assortments of goods and amuse

m-ents come to Oklahoma City .in pref ere.nee to one of the metropolitan 

eent&rs list.oo above.,. 

Several. methods of delineating th-e ext t o:f a retail trade terri

tory are in general use.. Ona method ls the. tabulation o:f the home 

addresses of de-partment-store charge customers, and detem1ning the 

•oreaking point• between ci ~ies by finding the place between the two 

cities where an. appro:x:I.matel:y equal number of customers trade in eaeh. 

Another method suggests counting parked automobiles during shoP

ping hours~ ascertaining from their license plates the counties of 

their origin-. '!'he su.eeess or this method depends upon counting the 

out. ot- t-own oars for a su.ffi cient number o:f days to o-vereome unusual 

eonditiona, such as conventians, which may bring a number of automobiles 

to the city, out of :proportion to the frequency of their shopping visits.. 

A third method, which has been used extensively, is the personal 

interview method. Trained int_errtewers 1'd.tb. carefully prepared ques

tionnaires make personal oalls ne :rr the place where the "bl'8aking point" 

is thought to exist, and follow their find,ings ttnt11 the 50'1') area ts 

' definitely located. This method is exp~sive and is subject to the 

errors o:r sampling as well as a mul. titude of di:f'f'icul_ties in preparing 

the questionnaire and training interviewers. The advantage is that much 

illfonn.ation can be obtained upon other subjects than merely the extent 

of the trade territory. 
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The fourth method, one that is simple and inexpensive ,. is the com

parison of the. maps of daily newspaper circulation. The trade area 

of a metropolitan center is gauged by the predominanee of its circula-
• I 

tion over that of other cities. The use of this method involves .the 

assumption that readers of t he paper come in to trade, which may not 

be justified. 3 

The fifth method, sugge sted by Austin S . Bratcher of the University 

of Arizona, recommends 

••• t he tabulation of out- o:r- town checks from t he tra.nsi t 
sheet records of t he cooperating banks ••• As checks are 
deposited by cust01ners (the retailers) they are sQrted 
three ways by the bank of deposit: Own a ccounts , local 
banks, and out-of-town banks. The checks drawn on out
of- town banks are the ones used in delineating t he trade 
zone. 4 

'In the use of this method, precautions are taken to eliminate checks 

drawn in payment of other than retail accounts. 

Perhaps the simplest method of delineating a trade zone is that known 

as Reilly' s Law of Retail Gravitation. This method requires a knowl

edge only o-f the populations of two cities and the distance between 

than on the best improved highways. The n1aw" holds that 

••• two cities attract retail trade :from an intennediate 
city or to~D in the vicinity of the breaking poi nt (the 
00 per ee-nt point) , approximately in direct proportion to 
t he populations of the two cities and in i nverse proportion 
to the square of the distances from t hese t wo cities to t he 
intel'1Jlediate town. 5 

3 . Bratcher, Austin s .• , A Method~ D~lineaUng Rej;ail T;rade Z,ones 
(Uni varsity of Arizona, Tucson, 1939) p . 1-2 .. 

4 . Ibid., p . 3 . 

5,. Converse, op. cit ., p. '792 . 



In this manner , the proportion of trade dravm from a town b~ either 

oft~~ cities may be found. 

Finding a breaking point between two cities is aceom.:plished by 

means of formula , as follows:6 
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8 A" represents t he larger town. ; "B" represents t h e smaller town_. 

Breaking point (miles from B} : Miles between A and B 

1 + Po;pulation of A 
Population of' B 

According to Converse, Reilly's Law of Retail GravHation is 

t he " ••• simplest and most accurate one available without extensive 

field investigation. "? 

Thus. in arriving at t he retail trade territory of Oklahoma City 

by mean.a of the fonnula , it was found that: 

The boundary line of the retail trade territory lies 
at a distance f'rom Oklahoma City of 

65 miles toward Tulsa, Oklahoma 
. 
98 :miles toward Dallas , Texas 

110 miles toward Ft. Worth , Texas 

103 miles toward Wichita Falls , Texas 

l '74 miles toward .Amarillo, Texas 

100 miles toward Wich.i ta_, Kansas 

6 . Ibid. , p . 792, 

7. Ibid., p. 792. 
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Plate IV shows t he dividing lines which approximately delineate 

Oklahoma City's trade territory aceording to these measurements. 
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According to Reilly' s Law, t here is some q:aeation whether the 

northern tier of' counties belong to the trade terrl tory of Okla.hOllla 

City or to Wichita , Kansas. The dividing line which would approximate 

the center of the 50 per cent zon , bisects these counties.. Similarly,. 

those counties along the southern edge of Oklahoma would fall rlthin 

the trade territories of Dallas. Ft. Worth, and Wichita Falls-. There 

is no doubt t hat t hese c1 ties attract trade from t he areas in question,. 

-The 'Trading Area Map of t he United State as published by Batten, 

Barton, Durstine, and Osborn, advertising concem,. eoncedea t he counties 

along t he southern border of the state to Okl ahoma City and i ncl udes 

With thElll t he counties in t he extrene southeastern part of the state. 

This map gives t he counties to the northwest, nantely., Harper; Woods, 

Alfalfa., Woodward , Ellis,. and Grant , to Wichita, Kansas.,8 

t hese matters were given due consi deration in a-electing t he eountiea 

which should be included as part of' the Okl ahoma City trade territory. 

!he counties in the southeastern part 0f t he st ate were onu tted .for 

three. reasons.. First, from a personal knowledge o:f the buying habits 

of people in the vicinity of McAlester, Atoka,. and Antlers; a majority 

of t he shopping trips ma.de by the. :people from t hi s part of t he state 

are made to 'l'ulsa rather than to klahoma City ... 

e. "1'"rading Area Map of the United States ," Batten, Barton, Durstine, 
and Osborn,, Incorporated , Map No. 2319. New York. 



Second, recent improvements in U. s. Highway No. 69 from Durant, 

Atoka, and 'McAlester to Muskogee and Tulsa have made that highway 

p_referable to u. s .• Highway No. 270 from eAlester to Shawnee and 

Oklahoma City,. due to the ext:rem&ly heavy traffic :f.'rom Seminole on 

in to Oklahoma City. 

!'hird., 1 t was not considered o:f major importance for purposes. 
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of this study just 'Which co1U1tiea of' the outer fringe ere included, 

and some counties .from which 01'"...lahoma City doubtless draws consider

able trade were ami tted. Pittsburg County, for example; presented a 

problem. McAlester,. the county .seat of Pittsburg County, 1s primary 

t:rade center.. Within the county are coal mines and many manu:facturing 

industries. The B. B. D. and O. Map gives the county to Oklahoma City. 

Reilly's Law delegates 1 t to Tulsa, or perhaps to Muskogee,. One cer

tain'ty is that, the out . ..of .. town trad&rs of' Pittsburg County are diVided 

between Oklahoma City~ Tulsa,, Muskogee, and Ft. Smith, Arkansas ,. s.o 

that probably none of than ean claim as mueh as fifty per cent. It: 

was d,ecided to omit Pittsburg Count.y. 

'l'h counties along the northern edge of the state , which the 

B. B. D. and o. Map gives to Wichita, Kansas; were included as a part 

of -th~· Oklahoma City trade ten'i tory. Reilly' s Law g1 ve.s at l,east 

hal£ of each of these counties to Oklahoma City, and the ree:ent im

provements in U. S . Highway No .. 270 to Woodward as weil as the exeel

J.eu.t highways No . 81. and ?'i, make auto travel :from that pa.rt ot the 

·state pleasant and convenient .. 

Tillman» Cotton, J'efferson, Love,. and Marshall counties,, along 

the southem edge of the state, are shown by Reilly' s L.aw to belong 
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to. Dall.as, Ft,. orth, or Wichita Falls, Texas. 'fhe relative· proXi:mity 

of these counties to the North-Texas. trade centers leaves little doubt 

that Oklahoma City ;rao,eives. a minor share of their out- of- county trade" 

However, they were included as part of the Oklahoma City trade 

tel'Titory in order to :round out the territor:r, partioolarly in regard 

to the zoni ng arnngera.ent of counties. ill of than l.ie in Zone .3 , 

their distance f1"0I!l Oklahoma Coun:ty being greater than one hundred 

miles.. Omitt ing thElll from the study leaves Zone 5 closel y eo:rrespon<i-,. 

ing in counties to the Direction West " so that the desired variety be

twean zones and direction$ is la.eking. For thiS- reason they ere in

eluded as part. of the terr! to;ry,. 

a.. Primary 1-r-raile Centers Within the. OklahQma City Trade Terl"itory 

There are at. lea.st :fourte1m primary trade centers w1 thin the 

Oklahoma Cit y t-rade territory. ffhese. cities, With the e:x;.oeption of 

Enid, have populations less than twenty- five thousand and more than 

ten thousand p$ople.., En.id, the largest eity i n the area,. had a popu-

1atton of 28.081. in 1940 . The primary t:i:ade. ce11t-era 1n alphabetical 

,order are as follows; 

Ada 
Ardmore 
Chickasha 
Dunean 
El Reno 
Eni,l 
Gut hrie 

Lawton 
Norman 
Ponca City 
Seminole 
ShaJLnee 
Stillwater 
Wewoka. 

"!hese cities not only at.t:raet much trade which might find 1te way 

to Okl ahoma City, but the oitizans o:f these cities contributa0 copiously 

to the sa1es of the Oklahoma City stores. Even as pe(}ple frQIU th$ 

sm.alJ. towns and V111a.ges go to the larger towns to trade,. so do the 

people from the la:rge,r towns s,eek atill wider selections in the ei ties. 



Oklahoma City doubtless loses much trade in the same way to Kansas 

City .• St. Louis_, Chicago , and New Yorlt... As pre-viously noted; aa a 

eity grows, larger. it gains more by •-shopping up" and loses les-s. 
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CHAPTER III 

Seleeting Data For Indices 

l.. Choosing Data for the Retail Sales I .ndioe 

The primary object of this dissertation is to make a. eompa.ris.on 

of ability- to- buy and aetual sales. For purposes of comparison , tw 

typ&s of indices are required: one ot ability- to-buy, or ~chasing 

power; and the other of retail sales. Chapter IV~ Section 1 expl ins 

in detail the method by which the retail sales i ndex is f'onned ,. and 

Chapter IV; Section 2 explains the construction of the purchasing 

power index. 

Speaking in general te s . an index may be constructed by one 

o:f t wo methods.: by sampling,. to obtain an approximation of what the 

totals will ba; or by using totals , if reliable figures concerning 

t han a:re available. 1rhe method employed must be detennlned by the 

infoDD.ation desired" and by the availability of reliable data in the 

fonn. of totals or in the fo:i:m of' scattered data, not embra-0ing the 

0lltire si tua.tion , but which will form the basis for .sampling. 

In the problem of fon:ning an index of retail sales for the 

counties o:f the Oklahoma City trad& territory, n.o method of sampling 

is necessary because :reliable totals are available. The Department 

of Commerce , Bureau o:f the Census furnishes these data by counties 
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and by store classification. It is merely necessary to El:llploy approved 

statistical. procedure in the construction of the index. 

2 . Ohoos.1ng Data for the Purchasing Power I ndices 

No such direct and all.-inclusi ve data are available for the fonr.ia

tion of the purchasing power index. !his index must be constructed by 

means .of sampling. Judgment must be exercised in the selection of 



material which will bring out the various income levels, showing their 

influence in ability to buy consumers' goods .. 

Da~a to be used in the fo:rmation of a purchasing power index Will 

depend upon the sources of income of population- groups within the 

territory under inveatigatio:n. The ideal index would measure the 

spendable income, of every indi Vi dual ·w1 thin the area. Such an index 

would be impossible or attainment due to the great complexity of detail, 

It is possible, however, to arrive at an approximation of the eompal"a~ 

t1 ve purchasing po rer of the major income groups by means o data which 

are indicative of wealth, payrolls,. value of agricultural products, or 

some sueh measure of income or standard of 11 ving. 

The purpose to be accomplished by the purchasing power i ndex is 

to arrive at comparative, average spendable incomes of county residents. 

Industrial areas may be measured by payroll :figures or perhaps by the 

value added to goods by manufacture.. Rural sections may be measured 

by the value of agricultural products and the wages of fa:rm workers. 
1 

Spendable income arrived at in this way will vary greatly f rom year to 

year. For accuracy , averages should be taken over a period of several 

yea.rs. 

A less direot method of arriving at an approximation of income is 

the use of same index of wea;Lth rather than direct figures on salaries 

and the value of products.. This method has the advantage of offering a 

less fluctuating index. Wealth is an accumulation as a result of income 

i'or years past,. and is in 1 tself a measurement of the average income of 

previous years. While a single crop failure or factory shut- down eould 

alter direot income measurEments f or t hat year by a large percentage, 
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t here could still be considerable spendable funds in the area, such as 

accumulated sa.Vings or ability to borrow money, which would be more 

accurately measured by material possessions. In this regard, Paul H. 

Nystrom says 

.... weal th and income are closely related. The correlation 
bet ween the amount of' wealth owned and the mnount of income 
recai ved is usually very high. There are notable exceptions 
as in the case of owners whose wealth is for the time being 
non- productive, as i n the ownership of undeveloped natural 
resources, and i n i nstances when those who have .little or no 
weal th receive fai r or even good i ncomes. Ther·e are instances 
in whi ch wealth may be high but incomes l ow, where the chief 
i ncome eal'D.er of the family may have died, become disabled or 
retired so that fonn.er income may have been greatly eut down. l 

An important consideration in selecting mat erial f or a purchasing 

power index has to do with the type o~ store or class of product for 

which the study is being made.. For many staple commodities , mere 

population figures fonn a better i ndex of demand th3D. does an index 

ot: purchasing power,. Neceasi ties , staple groceri es , inexpensive 

clothing, articles low in unit price and generally 1n demand are 

usually sold 1n quantities proportionate to population rather than 

t o weal th or average income. 

The same condition is not 'true of goods of higher unit price, 

au.ch as l mruries. style merchandise, fancy groceries, :radios, rarig

erators, ful'lli ture, and so on. For example , t he vendor of high- priced 

furni ture and rugs will require a. rather selective index shovJing the 

number or- people having large i n comes. Material for such an index 

could be the m.en1bership rosters of exclusive coun.tl~ clubs, or the 

1 . Nystrom, Paul H., Economic Princi ples .£! Consumption (Ronald 
Press , New Yorlc , 1931} p . 130 . 
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mmiber of homes vaJ.ued in excess of $10 , 000 . Income tax tums oan 

be used to de-tennine the number of people having l arge i ncooas, and 

t h e city or county in which they live. 

Special types of merchandise may require special indices_. The 

manufacturer of swimming suits , desiring to know the extent of his 

market , may f ind the per cent of population bet een certain age limits 

to be an exoell t index of sales possibiliti s . 

Thus it becomes necessar.1 to survey th :field of study to dete ne 

whether an actual purchasing power ind x is required or whether some 

opecial index Will better serve t he purpose. The pure.ha.si ng po r index 

should measure ability- to- buy>t and may be used wb.e a that ability is 

consistently transl ated into actual sales. In the case of special 

oonmodities , mere a.bility .. to- buy may give no idea as to the actual sales. 

Differences in race, religion, age, sex, wealth> and occupation, create 

differences in d an Climatic conditions or reere tional preferences 

are important considerations in t he dEm.end for certain cammodi ties. The 

ass-lllllption cannot be made , however, that a population is homogeneous in 

regard to the distribution of purchasing po er. Ri ggtanan and Frisbee 

stress this poi nt as :followst 

ObViously. t he distribution of purchasing power will often 
be qui te differ9llt f the distribution of population.. That 
is , an area -which has a small population may have a high !)Ur-
chasing power, while an area t ha.t has a l arge population may 
have a l ow purchasing power. 2 . 

2 .. Rigg18D.an , J'ohn R. and Ira N. Frisbee, Bµsin,,ess. s:t;atisttoa 
(McGraw Hill, New York, 1938) p .. 443-444. 
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This investigation is a study of purchasing power as 1 t is 

related to retail sales, 'Which include all types of merchandise 

usually purchased by the ultimate con'sumer 1n the area. around Oklahoma 

City. Merchants Within this territory attempt to stock the eonm.odi ties 

which best satisfy any de:n.and which may arise among their customers. 

En-terpris1ng merchants keep in constant touch with the needs and desires 

of their clients 1n order that they may deri:f'e profit by supplyiug 

th.on, needs. 'fotal retail sales are fairly consistent With purchasing 

power. It is for this reason that the purchasing power index will best 

sert>e the purpose of this study. 



fhe Construction of Indices of Retail Sales and Purchasing Power 

l. 1.'ha Retail SsJ.es Indices 

fen separate indices are included in the group which will be re

ferred to as the Retail Sales Indices. One index is based on total 

ret.e.il sales figures , by counties; the other nine are based on the 

retail sales of nine dU'ferent types of stores, also by counties. All 

of thEm are constructed in a similar manner using date. obtained from 

bulletins of the Department of Commerce, Bureau of the Census of the 

United States Government~ The raw data give the volume o:f retail sales, 

by counties end by store cla.esifieation and also the total sales of' all 

reta.11 stores. 

'rhe indiees are constructed from the raw data as follows: 

1. Retail sales are reduced to a per capit a basis by dividing 

the retail sales figure by the county :population • 

2 . 1'he sum of the per capita sales figures for the ·entire 

territory is found by adding the forty-si:x county :figures. 

3. The reeiproeal of this total is computed by dividing the 

number one ( 1 ) by the total figure. 

4 . The raeiproeal thus computed is multiplied by forty- six 

( 46) , whieh is the number of counties in the Oklahoma City 

trade territory. 

5. The per capita retail sales figure for each of the counties 

of the territory is then multiplied by the factor thus produced. 

The decimal point is then moved two places to the right, which 



is th4't equivalent of multiplying 'by 100 , and the result is 

the index. 
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A. check for accuracy in th above procedure is obtained by 

adding the ind.ices for the fo-rty-,six count-ies. This total should 

be 4600. Thus the county aTerage for the territory is lOO, and it 

is possible to tell at a glance whether the :per capita retail sales 

for a county are above or below the average for the territory. 

'?he reduction of retail -sales t o a per capita basis remov.ea the 

influence of population. This is recommended to make counties com

parable regardless of their differenees in volume of retail sales or 

their populationB. 

The use of t he t:otals reciprocal multiplied by the number of 

counties in the study, and again by 100., is merel y a mathEl'Jlatical 

manipulation to form the index, averaging the counties around 100. 

'!abl IV gives the raw data from whieh the indices are computed. 

~he counties of the Oklahoma City trade territory a:re listed with 

their populations and the volume of retail sales by store classification. 

'table V lists the counties giving their per capita ales by store 

classif'ioation" and '!'able VI shows the indices Which were computed as 

explained above. 



TABLE IV 

Population (1940) and Retail Sales (1939) by Store Classification 

Counties of t he Oklahoma City Trade Territory 

Fumi ture-
1940 Total !lood General Apparel Hoiisehold ... 

Qm,m:U11 tsunAu1sm aaJ,es Store.a M!iliie.. Stores . Jw.9,10 
{000) {000 , 000) ( 000) (000) (000) (000) 

il:f'al:f'a 14.1 a. oo 560 198 46 ll 
Beckham. 22. 2 5.04 1212 815 46 168 

· Blaine 18. 5 3. 58 829 !306 19 51 
Caddo 41.6 '7~00 1862 553 331 1 56 
Canadian 27.3 6.15 1432 573 111 184 

Carter 43. 2 8 . 74 2222 1432 357 363 
Cleveland 27.7 5. 60 1484 522 235 102 
Coal. 12.5 l,4Z 356 X X 20 
Comanehe 37. 6 9.69 1944 1118 618 336 
Cotton 12.9 2 . 59 424 781 21 34 

Cueter 23.l 5. 54 1228 599 187 183 
t)ewey 12. 0 1 . 677 452 105 X X 

3.1.lis 8.4 1+68 320 62 55 29 
Garfield 45. 5 17. 00 2994 2902 1249 602 
Gal"'lin 31 . l 4 . 45 1242 512 133 70 

Grady 41.l 7 . 85 1657 1515 214 306 
Grant 13. 1 2. 48 673 38 86 89 
Greer 14. 5 2 . 71 7722 300 60 39 
Hamon 10.0 1 . 21 253 195 X X 

Harper 6. 5 1 , 04 28'.) 36 48 X 

Hugh.es 29 . l 3.99 1025 826 102 104 
J'ackson 22 ~7 4.31 1040 398 246 125 
1efterson 15.1 2 . 05 559 191 53 52 
1ohnston 16~0 l . !30 378 1 67 X 00 
Kay 47 . 0 13, 73 3473 1636 779 4?8 ~ 

(Continued on next page) 



TABLE !V ( Continued) 

J'urn1 ture• 
J,940 !'otal. Food General Apparel Hou·sehold-. 

g~t~ •• ;fQmila:Usm se1.,, 'stor,s 14st, a:torts B@dio ·· 
(000) (000,000) (000) (000) · (000) {000) 

ICingt'i sher 15. 6 3. 61 "170 183 120 36 
Kiowa 22. ,8 4.49 ll35 556 77 110 
L1noo1n 29 . 5 3. 65 850 314 73 S5 
Logan 25.~ 5 . 99 1287 603 179 1J95 
Love lJ. . 4 1.00 384 116 X X 

Major 11 , 9 l . 83 401 93 ll: X 
Marshall 12.4 1 •. 55 3?'l 197 X :x: 
McClain 19 • .3 2 .06 584 65 89 37 
Murray 13 . . 8 2 . J.4 575 163 73 83 
Noble · ' 14. ,8 3.13 701 251 69 39 

Oklahoma 244. 2 95. 64 16076 13931 9242 5072 :,; 
Payn& 35. 8 10.21 2396 1246 648 !303 .. 

•. Pontotoc 39.,.7 9 • .64 2050 1135 594 323 ~ 
~ 

l'ottawatomie GG.6 12,84 2517 2232 600 439 2 t"' ";:! 

Roger Mills 10. 7 1 .16 293 68 
0 ..... --:;x X < .. 

0: -- ... 
: . 

t1 
Ii"-· ~ 

Seminole 60.5 13.05 3144 962 537 443 ;;:- ~- .-
• .c 
.. "j~ . Stsphens 5l.l 6. 21 1532 898 529 190 -- ':2/.~ ~ ..... .... -

•, . !'1Uro.an atJ.7 .3.21 834 407 54 73 ! ::t: ~: 

. Washita 22.$ 3.07 000 396 50 62 ---: ~ -. 
• • • ~ · ••• Wciods 14.9 3 . 96 919 520 166 131 ~ 

~ 

" Woodward. 16.2 4. 70 1016 328 181 120 -... ... 
l • • 1r 

r • · ~ .. : . - :~ ( .. (Continued on next page) ' · • J . ' 
I • 
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'l'AEtE IV ( Continued) 

twn.ber- Eating&. 
1940 Automotive Filling Building- Drinking Drug 

QgunU,ia ?gpµlA:Usm ~lll2 I a3'u:L_gJ1,a 111m:rmm EJ.;gcs storos 
( 000) {000) (000) (000) (,000} (000) 

Alfalfa 14. 1 356 36S 469 164 175 
Beckhan,. 22.2 005 625 642 232 289 
Blaine 18. 5 633 519 634 176 189 
Caddo 41, 5 1244 966 958 301 305 
cuad!an 27 . 3 llll 007 781 370 · 269 

Carter 43. 2 1~54 779 818 4:12 4'76 
Cleveland 27. 7 '1.12 568 705 377 4:34 
Coe.l 12. 5 265 140 117 40 42 
Comanche 37, 6 2221 al.9 1142 609 386 
Cott on 12. 9 401 310 172 54 65 

Oust er 23. l 1270 650 730 253 258 
Dewey 12 .. 0 292 319 236 64 84 
lllis 8,. 4 359 218 314 ?3 65 
Garfield 45, 5 29.68 1331 2554 758 797 
Garvin 31.l 708 605 514 186 226 

Grady 41. l 1493 771 '788 ~7 3~7 
Grant 13. 1 295 274 677 102 126 
Greer 14. 5 543 339 351 150 109 
lia:anon 10,0 205 251 142 39 57 
Harper 6. 5 84 163 184 50 63 

Hughes 29 . l 593 390 349 191 204 
l ackson 22. 7 877 600 475 207 189 
J efferson 15. l 361 327 291 104 94 
3'ohnaton 16. 0 140 189 114 59 50 
Kay 47.0 2921 1172 123G '771 '786 

( Continued on next page) : 



TABLE IV ( Concluded) 

Lumber- EB:ting &: 
1940 Automotive Filling Building- Drinking Dl"Ug 

coug:u,, ;egRfog,t~oa ~.WU fl~&1i1!mi ltru:i.1Iltt :Pl.~S:!i ssox:,s 
000) (000) (000) (000) (000) ( 000) 

Kingfisher l5.S 831 495 707 163 148 
Kiowa 22.8 665 537 684 19'7 226 
Lincoln 29.5 668 384 409 ·151 149 
Logan 25. 2 1200 571 934 229 265 
Love 11. 4 92 112 128 87 53 

Major ll.9 352 276 ~55 82 ~9 
Marehall 12.4 245 143 Zl~ 76 76 
McClain 19.3 242 287 278 122 135 
Murray 13,8 482 244 185 128 129 
Noble 14.8 533 382 508 .158 12:3 

Oklahoma 244.2 18:>20 6098 8256 5348 5666 
Payne 35.8 1815 950 lll8 639 416 
Pontotoc 59 . 7 2604 700 875 583 4.$0 
Po-ttawatomie 66.6 2721 1102 1131 4'"50 674 
Roger :Mills 10.7 206 172 145 . 50 52 

Seminole 60.5 3650 1364. 843 740 576 
.Stephens 31.1 ll91 627 601 298 293 
'!illm.an 20.7 408 4'58 510 144 179 

,f. ......... lash11;a 22.3 451 551 433 107 117 ... ... ; 

'foods 14~9 691 509 601 249 l.93 

Woodward 16.2 1277 439 574 248 163 

X Info:rmation withheld to avoid disclosure 
See Bigliography for sources of data tw 

c:.n 



TABLE V 

Per Capita Retail Salee (1939) Counties of the 

Oklahoma City Trade Territory 

Beckham Caddo Carter Coal 

Al:tal:fs Blaine . .lanadian Cleveland Comanche 
Per C9iit a. Retail Sal.es 

'?ot al Retail Sales 177.5 227. 0 193.5 168. 7 224.5 202.3 202.2 113. 6 f57.? 

Food Stores 39. 7 54.6 44. 8 44. 9 52 . 5 51.4 53.6 28.5 51.7 

On, Mdse, Stores 14.0 36. 7 16.5 13. 3 21.0 33.l 1 8.8 X 29 . 7 

Apparel Stores 3.3 2.1 1.0 e.o 4.1 8. 3 8. 5 X 16.4 

Ftr., H.H •• & Radio . 8 7.6 2 . 8 3. 8 6. 7 8.4 3 .• 7 1.6 8.9 

A.utom.ot1ve Group 2.5. 2 36. 3 34.2 30.0 40 . ? 29.0 25.7 22 . 2 59.l 

Filling Stations 15.l 26.2 28.1 23.3 29.6 18.0 20.5 11.2 21 . 8 

Lbr. , Bldg., Hdw. 33.3 28. 9 34.5 23.l 28.6 18.9 25. 5 9.4 30.4 

Eating & Drinking Places 11.6 10.4 9.5 7.3 13.6 9.5 13.6 3.2 13.5 

Drug Stori!is 12.4 8.5 10.2 7.3 9.9 11.0 15. '7 3.4 10.3 

( C6ntinued on next page) 
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'l'Am.E V ( Continued) 

Custer Ellis 
Cotton Dewey Garfield 

Per Capita Re.tail Sale.s 

'total '.Retail Sal.es 200.s 239 .8 139.2 200 . 0 373. 6 

Food Stores 32. 9 53.2 37. '7 38. 1 65,8 

Gen . Mdse, Stores 60 . 5 25 . 9 a .. e 7.4 63.8 

Apparel Stol'es 1.6 8.1 X 6. 5 27 . 5 

Ftr .• H.B •. • & Radio 2.6 ' '7. 9 :x 3. 5 13. 2 

Automotive Group 51 .1 55. 0 24. 3 42.7 65. 2 

Filling stations 24. 0 27. 3 26.6 26 .0 29 . 3 

tbr. • Bldg.• Hdw. 13. 3 31.6 19. 7 37. 4 56.1 

Eating & Drinking Places 4 . 2 ll .O 5. 3 .a. '7 16.9 

Dru.g Stores 5. 0 ll . 2 7. 0 7.7 17.5 

(Continued on next page) 

Garvin 
Grady 

1 43.1 191.0 

39 . 9 40 . 3 

16 . 5 32 .0 

4 . 3 5 . 2 

2 . 3 7, 4 

22 . 8 36.5 

19.5 18. 8 

18.5 19 . 2 

6. 0 10,9 

7. !3 8.4 

Grant 

189. 3 

51 . 4 

2. 9 

6. 6 

6. 8 

22,5 

20 . 9 

51. '7 

7,8 

9 ,6 

Greer 

186,. 9 

49 . 8 

20 . 7 

4.1 

2.7 

37. 4 

23.4 

24. 2 

10 . 3 

7. 

vi 
~ 



':ABLE V [ Continued) 

Rerper J'ackson 1obnston 
Hamon Hughes 3'etferson 

P;er Qa:01ta Rata11 Sales 

Total Retail Sales 121 .• 0 160.0 13'7 .1 189.9 1!35,.8 8l.2 

Food Stores 25~5 43.l 35. 2 . 45.8 3'7.0 23.6 

Gen. Mdse, Stores 19.5 5.5 28.4 17.5 1.2.6 10. 4 

Apparel Stores X '7. 4 3.5 10. a 3.5 X 

Ft:r •• H. H. t & Radio X X !3. 6 5.5 3~4 1.9 

Automotive Group 20.5 12.9 20.4 38.6 23. 9 8.S 

Yilling Stations 25.1 ;.,,25.l 13.4 26 .. 4 21, 7 11.8 

Lbr.; l3ldg, 1 Hdw. 14.2 28.3 12~0 20,9 19.3 7.1 

la.ting & Drinking Places 3.9 7. '7 6.6 9.1 6.9 3.7 

Drug Stores 6,7 9.7 7,0 8.3 6.2 3.6 

( Continued on next page) 

Kay 

292.1 

73 , 9 

54.8 

16.6 

10.2 

62.1 

24.9 

26.3 

16. 4 

16.7 

Kingfisher 
Kiowa 

225.o 196.9 

49.4 49.8 

ll.7 24. 4 

7,? 2.5 

2 . 3 4,8 

53,3 29.2 

!31. 7 23.6 

45~3 30.0 

10.4 8. 6 

9.5 9.9 

()l 
a, 



TABLE V ( Continued) 

Logan Major 
Lincoln Love !4arshall 

ttr QAPita llfta.iJ, Wos 
total Retail Sales 123.l 237 .• 3 8'7.7 145.4 125.0 

Food stores 28. 8 51.1 53.7 33. ? 38. 5 

·Gen,. Mdse. Stores 10.a 23 . 9 10 . 2 7. 8 15. 9 

Apparel Stores 2. 5 7.1 X X X 

Ftr. • H . .,H.,., &. Radio 2.9 11,6 X X X 

.Automotive Group 22.6 47, S 3~7 29 . 6 19.,8 

Filling Stations 13. 0 22. '7 9. 8 23. 2 11.5 

Lbr. • Bldg., Hdw. 13,9 3? . l 11.2 29.8 17.1 

Jating &. Drinking Place$ 5.l. 9 .1 7.6 6 . 9 6. l 

Drug Stores 5.1 10. 5 4. 6 5. 8 6.1 

{Continued on next page) 

MeCla.in 
Murray 

106. ? 155.1 

30.3 41..7 

3.4 11, 8 

4.6 5. 3 

1 . 9 6. 0 

12. 5 34. 9 

14. 9 17. 7 

14 . 4 1 3. 4 

6. 3 9. 3 

7, 0 9. 3 

Noble 

211.5 

47 . 4 

17.0 

4 . 7 

2.6 

36 . 0 

25. 8 

34. 3 

10 . 7 

8. 3 

Oklahona 

391.7 

65.8 

57,0 

3?.8 

20 . S 

73.8 

25. 0 

33. 8 

21 . 9 

23. 2 

ul 
tO 



!.AB:.E V ( Concluded} 

Pontotoc Roger Mills Stepheas Washita WoodwaJi 
Payne Poitawatomi e Seminole '1'1llman Woods 

Pe;i: Q1»1t 1 RdAA:\. sa1es 

'l'o'tal. Rete,il Sales 285 .. 2 242. e 236.0 108.4 215 .7 119.'7 i55.l 1 3'7.7 265.8 290,0 

Food Stores 66 . 9 51.6 46. 3 2'7 . 4 52. 0 49. 3 40 . 3 35.9 61, '1 62. 8 

Gen. Mdse. Stores 34. 8 28.6 · 35.1 6. 4 15. 9 28. 9 19.'7 17. 8 21.5 20 • .2 

Apparel $~ores 18. l 15. 0 12. 5 :x 8. 9 10.s 2.6 2. 2 12, 5 11.2 

Ft r . t R.H. 1 & Radio 8, 5 8.1 a.s X 7. 3 6.1 3. 5 2.8 8. 8 7. 4 

Automotive Group 50 . '7 65. S 40 . 9 19 . 3 60.3 38,·4 19.7 20. 2 46. 4 78. 8 

J'i lling Stations 26 . 5 19. 6 16. 5 16, 1 22, 5 20 •. 2 22.1 24. 7 34, 2 27. l 

Lbr., Bldg., Hdw. 31.2 22. 0 17,0 13.6 1 3 . 9 19 . 3 24.1 19. 4 40, 3 35.4 

Eating & Drinking Places l?. 8 9.6 6 .• 8 4 . 7 12.2 14. 8 7.0 4 . 8 16. '7 1 5 ... 3 

Drug Stores 11.6 10. B 10.1 3 .• 0 9. 5 9.4 a.s 5. 2 13.0 10. 1 

~ . 



'!'ABLE VI 

Indic-es of Retail Sales by Store Classification, 

Cow.ties of the Oklahoma City Trade Territory 

Beckham Caddo Carter Coal 
sto.:t c1assif1ca;tion Alfalfa Wotne OanNUan Cley@land Com§Ilohe 

Total Retail Sales 92 117 100 $7 116 106 104 59 133 

Food Stores 88 121 99 99 116 114 119 65 115 

Gen. Mdse. Stores 66 l '74 '78 63 99 156 89 X 14-0 

Apparel Stores 47 30 14 ll4 58 ll8 12:L X · 2!3~ 

l't:r, , H,.H., & Radio 16 154 57 77 136 170 75 32 100 

Automotive Group '7l 103 97 85 U5 82 73 60 167 

Filling Stations 74 128 128 106 135 82 93 51 99 

Lbr,, Bldg.• Hdw. 133 116 137 92 115 76 102 38 1-22 

Eating and Drinking Places 121 109 99 76 143 99 143 34 141 

l>rug Stores 136 93 112 ro 109 121 172 37 113 

( Continued. on next page) 

It 



TABLE VI ( Continued) 

Ouster Ellis Garvin Grant 
siore QJ.ao11flc,u1on Cg;j;;ton DIDI ~d ~~ G.ttl 

~ote.l Retail Sales 104 124 72 103 193 74 99 98 97' 

Food Stores 73 , ll8 63 84 145 88 89 ll4 110 

Oen. Mdse. $tor-es 288 122 41. 35 302 78 151 14 98 

AppaI"el Stores 23 116 X 92 391 s1 '74 94 59 

Ftr. l R.H., & Radio 52 160 % 71 267 46 1 50 138 55 

Automotive G-roup ae 155 69 121 184 M 102 63 106 

Filling Stations 109 1.25 121 119 133 89 86 95 107 

Lbr. • Bldg., .Hdw. 53 127 79 150 225 66 ?7 207 97 

lating and Drinking Places 44 ll5 56 91 1'17 63 114 82 108 

Drug Stores 55 123 77 e5 192 00 92 105 82 

(Continued on next page) 
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TABLE VI ( Cont 1nued) 

Harper 3'aekson J'obnston 
S:fQit@ QJ 1,aeitio§;liiAA Ha,m,gn Hngb,es '1e,tfer1on 

'fotal Retail Sales 63 63 71 9S 70 42 

Food Stores 56 95 78 101 82 52 

· Gen. Mdse,. :Storee 92 26 134 83 59 49 

Apparel Stores X 105 50 154 50 % 

Ftr, • R.H..* & Ra.dio % X '73 111 69 !39 

Automotive 58 56 5? 109 68 25 

Filling Stations 115 ll5 61 121 99 54 

Lbr11; Bldg,; Hdw• 58' 11!3 48 84 ?7 29 

lte.ting a.nd Drinking Places 41 81. 69 95 72 39 

Drug. stores 74 107 77 91 ~8 · 40 

(Continued on next page) 

11;}.Y 

151 

163 

165 

.236 

208 

175 

114 

105 

172 

184 

Kingf'i sher 
lC~QYfi 

11s 102 

109 llO 

55 U6 

109 36 

46 137 

150 82 

144 114 

182 105 

109 l '72 

104 164 

111-
(>l 



!ABLE VI ( Continued) 

Logan Marshall McClain ~-oble 
iiR.:@ c1aeqU'tca,a,~ LinggJnn I.gy& &Jor Murray Oklr,hpma 

~ptal Retail Sales 63 123 46 G5 '75 65 00 109 203 

Food Stores 64 113 75 85 ?4 67 92 105 1.45 

Gen~ Mdse. Stores 50 ll3 48 75 37 16 56 81 2'70 • 

Apparel Stores 35 101 X % X 65 '75 67 I 538 

Ftr. t H.H,, & Radio 59 235 X X X 39 121 52 421 

AutomotiTe 64 154 ll 84 56 35 98 102 208 

Filling St&tion 59 103 45 52 106 68 00 117 114 

Lbr., Bldg~, Hdw. 56 149 45 69 120 57 54 1 38 136 

Eating and Drinking Places 55 95 00 64 72 66 9$ 112 229 

Drug stores 56 116 51 67 64 77 102 91 255 

( Oont1nued on next page 
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'!ABLE VI ( ConcJ.uded} 

:Pontotoe Roger Mills stephens Washita Woodwall 
~;tgr, ~J.as;,ficat;l,op.. fa.mo Eott,uatQ;oi e. . sewnQJ..e 1.rillJnan Woggg 

Total Re.ta:.U Sales 148 126 121 56 112 106 a:> '11 158 150 

Food Stores 148 114 103 61 115 109 89 00 1!38 139 

G:en. Mdse. Stores 155 135 166 00. 75 15? 9.3 ai,, 102 96 

Apparel Stores 258 214 178 ~ 12? 151 37 31 178 160 

Ftr,, ll.R., & :Radio 172 164 133 X 149 12:3 71 57 178 150 

Automotive Group 143 185 115 55 170 109 56 57 1:31 222 

Filling stations 121 $9 75 73 103 92 101 112 156 123 

Lbr. • Bldg.* Hdw. 125 88 68 55 6$ ?7 98 78 161 142 

ta.tins and Drinking Places 186 101 71 49 128 155 73 00 175 160 

Drug Stores 1!7 119 l.11 5!3 104 104 94 5? 143 lU 

t 



2. Ind1-ees of Purchasing Power 

.In order- to demonstrate t he con troction and use of a. purchasi ng power i ndex, 

a collll)osite i ndex is fanned from f our separate purchasing power i ndices, ea · of 

whieh is selective of cert,ain standard-of- living groups thin t he population of 

t h e temtory in question.. 

A brief explanation of the.se four i ndices and th st anda:rd- of- liTing groups 

which t hey select will serve to demonstrate t he types of data which can be used 

and the me-thod or fanning an index from t h · •. 

(a) . The ~ I ndex fTable VII} is based upon the n ber of passenger auto-

mob.ilea owned per 1000 families. The data, given b counties• re found for t he 

struetion of the i nda:r: from raw data is accornpli shed as follows: 

1 .. Figures f or tho number of passenger automobiles per 1000 amilies for the 
46 counties of the Oklahoma City trade territory are added. 

2.. The raciprocal of this total is computed by dividing t he numeral. 1 by t he 
total figure .. 

3. 'J.'he reciprocal thus obtain d is mul tip11ed by 4&.,, which is the number of 
countie in the Oklahoma City trad territory .. 

4. 'The i'igure which represents the number of auto.mobiles p.e:r 1000 families for 
ach of the counties of t he territory is t hen multiplied by t he f otor t hus 

pl"oduoed.. 'l'h decimal point is moved two places to t he right ( e ivalent to 
multiplying by 100) , t he figures are uncled., and the result is t he index. 

!f thore are no errors 1n eompute.tion, the sum of the 46 county indices Will 

qua.l 4600. The eounty indices for the ter:ri tory ave ge 100. 

Since t he raw dat a are giv i n tenns ot number of passenger automobiles 

per 1000 famil.ia,s, it is not neo. ssal"'Y to reduce the dat a to a per pita basis. 

While there may be some difference in number of person per famil y in the counties 

of t he t•rrl. tory, the 'n: her of automobiles in proportion to tbe number of 

families will furnish an adequate basi for comparisons bet .reen counties. 



TABLE VII 

Number of Passenger Automobiles per 1000 Families, by Counties, 
1939 , and the Auto Index of Purchasing Power 

county 

Alfalfa 
Beckham 
Blaine 
Caddo 
Canadian 
Carter 
Cleveland 
Coal 
Comanche 
Cotton 
Custer 
Dewey 
Ellis 
Garfield 
Garvin 
Grady 
Grant 
Greer 
Hannon 
Ra.rper 
Hughes 
Jackson 
Jefferson 
Johnston 
Kay 
Kingfisher 
Kiowa 
Lincoln 
Logan 
Love 
Major 
Marshall 
McCl_ain 
Murray 
Noble 
Oklahoma 
Payne 
Pontotoc 
Pottawatomie 
Roger Mills 
Seminole 
Stephens 
Tillman 
Washita 
Woods 
Woodward 

Numbef of Passenger 
Automobiles Per 1000 Families 

896 
552 
786 
658 
877 
658 
864 
375 

1001 
500 
7'70 
784 
728 
958 
656 
565 
949 
654 
629 
006 
513 
612 
511 
500 
954 
83'7 
743 
692 
008 
489 
935 
53'7 
50'7 
696 
800 

1029 
860 
946 
584 
566 
551 
?48 
643 
622 
844 
910 

Data from t he April 10, 1940, issue of Sales Management 

Index 

124 
'76 

109 
91 

121 
91 

120 
52 

1 38 
00 

106 
108 
101 
132 

91 
78 

131 
91 
87 

111 
71 
85 
71 
69 

132 
116 
103 

96 
112 

68 
129 

'74 
70 
96 

122 
142 
119 
131 

81. 
78 
76 

103 
89 
86 

11 '7 
126 

47 
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{ b} '?he Index of $1,500 :Preferred Families {Table VIII) 

Data for the constl'Uction of this index were taken from the April 10, 

1940 i ssue of the magazine Sales ManagElnent . The data are given by counties 

:for the yaar 1939 and represent the number of famil ies having incomes equi va .. 

lent in purchasing power to an income of $1,500 in New Yorlt City. Sales 

Manae;ane.nt explains the 1 , 500 equivalent income as follows! 

Gove:rmn.ent surveys. :particularly those. called the Consumer Purchase 
Suneya, 1955 and 1936, give elaborate inf ormation on both i ncomes and 
expenditures for more than 000 , 000 families . They show, among other 
things_,. for a big cross- section of the American public , the "break- evenn 
points by city population groups. Above the braak- aven point families 
have enough money so that they can make savings and/ or indulge in ex
travaganc.es or make purchases whieh they do not actually need to maintain 
decent standards of ealth. Below that point their incomes pemit little 
more than the absolute necessities (if that) of food ,, clothing, and 
shelter. 

neen hundred dollars was found to be the br.eak- even point for a 
decent mai ntenance for a. family o'f four in New Yoxk anci a few other 
large cities and prosperous suburbs. Generally speaking,. the break
even point declined in smaller cities.. In a city of 250 , 000 it might 
be $1 , 375-- in a city of 10 ,000 it might be down around $1 ,100. Further
more , there were marked variations by states and sections, and in tb.e · 
South particularly, blessed by plentiful near-at- hand f ood d a wa 
climate , one finds counties where no more than 10% of t he families seem 
to have ca.sh incomes .of $1 , 500 or more , and yet 40% may hav13 incomes 
which are the eq\livalent , in pow&r of purchasing manufactured :products, 
o:f a $1 , 500 New York City income .. 

The Government survey disclosed a close correlation between rents 
and income, w1 th the break- even family paying $37. 50 a month in tho 
big city, and only $25. 50 11n the city of· 10 , 000 . 

Sales Management ' s new feature-- number of 1 , 500 Praferr-ed Families-
is based upon a :fonnula which relates rent with incomes, and, specifically, 
modifies median rents ( :from 1930 census) adjusted to a 1939 basis., and 
their known relation to incomes ( Consumer Purch se Survey) by taking into 
considerat ion t he break- even points by ei ty- size and county- size popu
lation groups, and by dif:f"eranees in geographic sections. 

Readers are urged to rema:nber when using the estimates, that the 
figures do not purport to be the number of i'amilies With i ncomes of' 
,1,.500 or more,,.- but instead are the number (published in thousands) of 
families with incomes equivalent to a $1 ,500 cash i ncome of f'emilies 
.in the biggest cities. · 
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To the manufacturer who makes a lo ... priced necessity, the column 
ma.y not b& particularly important . He may consider that one family is 
nearly as good as anothe:.r, but to the maker of high- priced quality 
products ,. lum.ry products, product's whose :purchase may be postpone.d, 
the new feature shoul d be of great value in detennining which are the 
most lucrative markets, and the ones in which sale resistance end 
sales cost ·w111 be relatively low. a 

The st.epa taken in the formation of tho index from raw data are 

as follows: 

1 .. The number of $L, 500 Preferred Families per 1000 inhabitants is f ound 

for each count y of the territory by dividing the DJ ber of $1 , 500 

Preferred F$lilie by the count y population i n thousands .. 

2 ., Th.e t otal for the terri tory is found by adding the 45 county :figures 

computed in St ep l . 

3 . The reciprocal of this total is determined by dividing it into the 

numeral l .. 

4.. The reciprocal i s t hen multiplied by t he number 46, which is t he 

number of -OOUllties included in the territory. 

5.. The factor Which- ·re.sul ts :t':rom Step 4 is then multi plied in turn by 

t he number of $1 , 500 Preferred Families per 1000 inhabitants (f'ound 

in Step 1 ) for each county of the t erritory. The decimal point is 

moved two places to the right , equivalent to multiplying by 100~ the 

figures are rounded, and the resu_lt is the index. 

The total of' the 46 county i nd-ices should be 4600; t ho county averag.a 

for the territory, 100. 



TABLE VIII 

Number of $1 , 500 Preferred Families , by Counties, 1939, 
and the Prefe~red Families Index of Purchasing Power 

County 

Alfalfa 
Beekham 
Blaine 
Oaddo 
Canadian 
Carter 
Cleveland 
Coal 
Comanche 
Cotton 
ouster 
Dewey 
Ellis 
Garfield 
Garvin 
Grady 
Grant 
Greer 
Bannon 
Harper 
Rugh.es 
Jackson 
Jefferson 
J ohnston 
Kay 
Kingfisher 
Kiowa 
Lincoln 
Logan 
Love 
Major 
Marshall 
McClain 
Murray 
Noble 
Oklahoma 
Payne 
Pontotoc 
Pottawatomie 
Roger Mills 
Seminole 
Stephens 
Tillman 
Washita 
Woods 
Woodward 

No, of Families 
( 000) 
1 . 2 
2.7 
l.4 
4.1 
3.1 
!3 .1 
2.9 
X 

3 . 3 
1.1 
2.? 

.,9 

.e 
5. 9 
2 .0 
4.4 
1. 2 
1.5 
l.l 

.6 
2 .1 
2. 5 
1 .1 
X 

5. 5 
:t. 4 
2. 6 
2 . 2 
2. 4 
X 
1 .0 

. 6 
1 . 5 
1.0 
1.4 

29 . 5 
4.2 
2 .. ? 
8.1 
1 . 2 

10 . 4 
2 . 8 
2 .. 0 
2.3 
1.8 
1 .• 5 

Ind~x 

94 
134 

84 
109 
125 

?9 
116 

00 
97 
94 

129 
83 

105 
143 

71 
118 
101 
114 
122 
102 

00 
122 

00 
00 

129 
99 

126 
82 

105 
00 
93 
54 
86 
80 

104 
133 
129 

'75 
134 
124 
190 

99 
10? 
114 
133 
102 

Raw data from April 10, 1940, i ssue of Sales. r. anagement 

50 
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( c} The Per Capita Income Tax Liability Index (Table IX} 

The data used in the construction of this index were procured from 

t he statistical department of the Oklahoma Tax Commission. I n August, 

1941, the data were being prepared for publication,. which, when published, 

will ea:rry the title Analysis .Q! Taxable ;txi,diyidual Income ~ Returns 

l'.11 ed Jll .mfl JmS. rn .sm. Preyioµs Years' Incomes . The data give the 

p.er capita income tax liability divided by the county population . 

The method of constructing the index 1'rom raw data is as follows: 

l . Figures for the per capita income tax liability for the 46 counties 

of the Oklahoma City trade territory are added to find the total . 

2. The reciprocal of this total is computed by di vi ding the total 

into the numeral 1. 

3. The reciprocal is multiplied by 46 , which i s the number of counties 

in the Oklahoma City trade territory. 

4 . The :raw data figures which represent the per capita tax liability 

f .or t he separate counties are in turn multiplied by the factor :pro

duced in Step 3 . The decimal points are moved two places to the 

right. t he figures are rounded• and the result is the index. 

The sum of the forty-six indices should equal 4 ,600; the average 

of the county indices is 100 . 



TABLE IX 

Per Capita Income Tax Liability, bt Counties, 1938, and 

Income Tax Index of Purchasing Power 

County 

.Alf'alf'a 
Beckham 
Blaine 
Caddo 
Canadian. 
Carter 
Cleveland 
Coal 
Comanche 
Cotton 
Custer 
Dewey 
Ellis 
Garfield 
Garvin 
Grady 
Grant 
Greer 
Bannon 
Harper 
Hughes 
J"ackson 
J"efferson 
J"ohnston 
Kay 
Kingfisher 
Kiowa 
Lincoln 
Logan 
Love 
Major 
Marshall 
McClain 
Murray 
Noble 
Oklahoma 
Payne 
Pontotoc 
Pottawatomie 
Roger Mills 
Saminole 
Stephens 
'Tillman 
Washita 
Woods 
Woodward 

Per Capita Income Tax 
Liability 

$ . 11 
.12 
.09 
.14 
.66 

1.02 
. 59 
.03 
.36 
. 04 
.. 23 
. 03 
. 35 
.• 98 
.12 
.. 41 
.18 
.09 
. 03 
.48 
. 39 
.. 1'7 
."29 
. 08 

l.ll 
. 22 
. 26 
. 22 
. 52 
. 03 
.07 
.04 
.10 
.10 
.25 

2.11 
• 84 

1.82 
. 6? 
. oo 
. 46 
. 43 
09 

.03 
. 31 

.• 38 

Index 

30 
32 
24 
38 

178 
2?5 
159 

8 
97 
11 
62 

8 
95 

264 
32 

111 
49 
24 

8 
130 
105 

46 
78 
22 

299 
59 
70 
59 

140 
8 

19 
11 
27 
27 
68 

569 
22? 
491 
181. 

00 
124 
116 

24 
8 

84 

103 

52 
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( d) The Average Value of Farm Land and Building Index (Table X) 

Data for the average value of f'arm land and buildings per fann in 

the year 1940 were procured from the Department of Commerce, Bureau of 

the Census , Washington, D. c. The bulletin :publishes figures gathered 

'in the 16t h Census of the United States and is entitled Agriculture

Ql!J:a;!J.gpg\, First Series. The data are found in County Table, No . 1 

The index was constructed from raw data as follows: 

1 . Figures showing the average value of' fann. land and buildings per 

fam. for the 46 :l!ount ies of the Oklahoma City trade territory 

were added to find the total. 

2 .. The reciprocal of this total ·was computed by dividing the 

total figure int o the numeral 1.. 

3. The reciprocal was multiplied by 46 , the number of counties 

in the Oklahoma City trade torritory. 

4.. The factor :produced by Step !3 was multiplied in turn by t he 

raw dat a figure for each of the counties of the territory. 

The decimal point was moved two places to the right, and the 

rounded figures produce the index. 

The total of the 46 county figures should equal 4,600; the 

county average for the territory is 100,. 



T.AELE X 

Average Value of Farm Land and Buildings per Fann, 1940 , 
and t he Fann I ndex of Purchasing Power 

Average 
County Value Index 
Al:falfa 12, 606 209 
Beckham 4 , 338 '72 
Blaine 8,302 138 
Caddo 5.,439 90 
Canadian 9, 8'.)l 163 
Carter 3,023 50 
Cleveland 4,709 78 
Coal 1 , ?11 29 
Comanche 5,.'785 96 
Cotton 6,059 101 
Cust er 7, 382 122 
Dewey 5 , 434 90 
Ellis 5 ,,855 97 
Garfield 12,267 204 
Garvin 3. 890 64 
G-rady 4. 8'70 81 
Grant 13, 559 225 
Greer 5 , 557 92 
Hannon 5.,404 90 
Harper 7,473 124 
Hughes 2,270 38 
J'ackson 7,311 121 
Jefferson 5, 5'78 92 
J ohnst on 3, 594 60 
Kay 9 , 665 161 
Ki ngfisher 10, 092 167 
Kiowa '7, 400 124 
Li ncoln 2 , 8'76 48 
Logan 5 , 394 89 
Love 3,122 52 
Major 6, 877 114 
Marshall 3 , 348 56 
McClain 4 , '741 ?9 
Murray 3 , 530 58 
Noble 7, 813 130 
Oklahoma 6, 492 108 
Payne 3, 791 63 
Pontotoc 2 , 646 44 
Pottawatomie 2 , 955 49 
Roger Mills 4 , 554 '75 
Seminole 2, 021 34 
Stephens 3, 041 51 
Til lman 10 , 993 182 
Washita 6 , 829 113 
Woods 9 , 864 164 
)QQdward 6 . W 5 113 

Dat a from Agriculture-Oklahoma, Bulletin of the Department 
of Commerce , 16t h Census of t he United St at es , Count y Table 1 
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{ e) The Composite Index (Table JCT) 

The formation of the composite Index is accomplished for each county 

by adding the four purchasing power indices for that county and dividing 

the StlDl by .four.. The com.:posi te Index is thus an average of the four pur

chasing power indices. 

The sum of the Composite Indices f'or the territory will al 4,.600; 

the county average, 100. 

3. The Selectivity of the Composite Purchasing Power ·I ndex 

The purpose of the purchasing power index is to show the relative 

purchasing power of the counties of the Oklahoma City trade t erritory. 

Since it is difficult to find a single set of data which vdll represent 

all i ncome and occupational groups , four indices were s elected, each of 

which selects a slightly different i n.come, occupational. or standard-of'

living group . 

The four indices of purchasing power select these groups as follows: 

(1) The Number of Passenger Automobiles per 1,000 families f orms 

en excellent basis for a standard- of- living index., Regardless of t he 

industry from which income is derived , and regardless of whet her t he 

population is urban , farm , or non- farm rural , the number of passenger 

automobiles per 1 , 000 families increases as average i ncOllle increases. 

The· average family buys an automobile as soon as income beeomes suffic-

1 ently in excess of necessities to pen:ni. t such an e1Xpendi ture.. Compari

sons between counties, based upon the relative number of automobiles 

per 1 , 000 families , clearly i ndicate t he relative number of families 

having spendable f'un.ds beyond the requirements of food and lodging. 

The Auto Index gives some quantitative measurement to the middle 

income group because a l a rge income is not necessary to permit o~nership 

of an automobile . Low income families in a county depress the numerical 
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TABLE ll 

The Composite Index of Purchasing Power Fonnod :t'rom Sin e Indices 

$1500 
Fann Preferred Income Composite 

County L. §& ;a . ~ F !aill,;i.J. ;i, ~ a 'J:ax I!2:tw. In§.~i; 
Alfalfa 209 124 94 30 457 114 
Beckham 72 76 134 32 314 79 
Blaine 138 109 84 24 355 89 
Caddo 90 91 109 38 328 82 
Canadian 163 121 125 178 587 147 
Carter 50 91 79 275 495 124 
Cleveland 78 120 116 159 473 118 
Coal 29 52 00 8 89 22 
Comanche 96 138 97 97 428 107 
Cotton 101 8) 94 11 286 72 
Custer 122 106 129 62 419 105 
Dewey 90 108 83 8 289 '72 
Ellis 9 '7 101 105 95 398 100 
Garfield 204 132 143 264 743 186 
Garvin 64 91 71 32 258 65 
Grady 81 78 118 111 388 97 
Grant 225 131 101 49 506 126 
Greer 92 91 114 24 321 00 
Hamon 90 87 122 8 307 77 
Harper 124 111 102 130 467 117 
Hughes 38 71 8) 105 294 76 
Jackson 121 86 122 46 374 93 
J efferson 92 71 00 78 321 8) 

J"ob.nston 60 69 00 22 151 38 
Kay 161 132 129 299 721 100 
Kingfisher 167 116 99 59 441 110 
Kiowa 124 103 126 70 423 106 
Lincoln 48 96 82 59 286 71 
Logan 89 112 105 140 446 111 
Love 52 68 00 8 128 32 
Major 114 129 93 19 355 94 
Marshall 56 74 54 11 195 67 
McClain '79 70 86 2'7 262 57 
Murray 58 96 80 27 261 85 
Noble 130 122 104 68 424 121 
Oklahoma 108 142 1 33 569 952 212 
Payne 63 119 129 227 538 126 
Pontotoc 44 131 75 491 ?41 131 
Pottawatomie 49 81 1 34 181 445 108 
Roger Mills '75 '78 124 00 27'7 59 
Seminole 34 76 190 124 424 100 
Stephens 51 103 99 116 369 97 
Tillman 182 89 107 24 4:02 90 
Washita 113 86 114 8 321 66 
Woods 164 117 133 84 498 118 
Woodward ..Jli. -1.&§. _lQ& ~ 4.44 _ll.Q. 

4600 4600 4600 4600 18400 4600 



value of the index for that county. High income families elevate the 

numerical value of the index, but since it does not necessarily follow 

that t he number of automobi les in a famil y increases as the family in

come increases, t he Auto Index cannot be considered as selective for 

high income groups. 

( 2) The Number of $1 . ooo Pref erred Families Index was taken from 

dat a prepared by t he magazi ne Sales Management for t he express. purpose 

5? 

of measuring t he number of families haVing incomes above the "break even" 

:point. This index is selective of t he middle- income group since large 

incomes count no more in t he dat a t han i ncomes barely above the estab

lished level. 

This index m.ay be classified as a standard- of-living i ndex, having 

pari;icular value because of allowances are made for differences in cost 

of living so t hat only those families are included whose i neom.es pe:mdt 

expenditures above t he level of necessities . 

( 3J The Per Capita. Income Tax Liability Index i s selective of a 

slightly higher income group t han the Aut o Index or the Preferred Families 

Index. Lar ge incomes quantitat ively influence this index because it is 

computed from amount of tax liability rather t han 1'rom number 01' returns . 

Compari sons between counties on the basis of thi s index disclose the 

concentration points of higher i ncome groups . Counties in which cities are 

located are found to be n1.llllerically superior in t he index to counties having 

only small towns . A ma joTity o:f' wealthy people., of course , make their homes 

in cities. 

( 4) The Fann. Index is based upon the average value of fann land and 

buildings ; per fann. , in the counties o:f the Oklahoma City t rade territory •. 
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This index is particularly recommended for use in areas where a substantial 

portion of income is derived from agriculture.. The Oklahoma City territory 

is such an area .. 

The Fann Index is selective , not only of farm owners and farm laborers, 

but also for many groups of people who derive t heir incomes i ndirectly :from 

agriculture. For the purpose of comparisons between counties, the value o:f 

fa:tms are indicative of their wealth- producing or income-producing poten

tialities; and t he average value of farms Within a county is in direct 

proportion to farm.- originated income. 

The value of a fann is in itself a sort of an average . The value of 

land is detennined by its productivity in an average year. Fann buildings 

and improvements represent an. aeoumulation derived from t he income of 

previous years . 

Non- fann residents whose incomes are obtained indirectly from agri~ 

culture include workers in such iniustries as banks, brokerage houses , 

retail stores , creameries, produce houses , grain elevators and mills., 

cotton gins and comp-resses , and many more too numerous to ment ion. 

The Fann Index is not selective of high income groups except as such 

incomes are derived from extremely large or highly improved fanns. High 

incomes are better shown by the Income Tax Index. Incomes produced by in

dustrial concerns must also be discovered by other indices . 

( 5) The Compos! te Index, as an average of the four separate indices , 

,mites t he inf'luenees of all classes selected by the separate indices. It 

is noticeable that each index samples the middle- income classes while some 

sample higher income brackets and some the lower. A large proportion of 

to~al retail sales from all store classifications are made to customers 

of t he middle i ncome group . 



CHAP.PER V 

Discovering areas of Sales Opportunity and measuring competitive 

conditions by Comparison of Indices. 

1. Comparison of Indices of Purchasing Power and Retail Sales 

'l'he const-ruct:.1.on of a numerical index of Purchasing Power is an 

attempt to reduce to comparable mathEIIl.8.tical tenns , the financial 

ability o"f certain individuals or groups to purchase merchandise. The 

Retail Sales Indices endeavor to show what classes of merchandise , in 

what relative quantities , have been sold by the stores in the a:reo.s 

having the purchasing pow·er i ndicated by the Purchasing Power Index. 

I n order to make the two indices comparable , both have been con

structed using the same geographical area as a unit , and both have the 

same numerical average of 100 .. 
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Each county' s index of Purchasing Power, then , answers the question 

of how t hat county compares With the average of the territory in ability

to- buy. If the index is 70 , the purchasing power of the average person 

of' the county is 70 per cent of the purchasing power of the average 

per3on of the Oklahoma City Trade territory. On the other hand, if the 

inde:ic is 120 , we know the average for that county is higher than the 

territory average by 20 per cent . 

It has been shown that purchasing power is translated into retail 

sales to a very considerable degree. It is also known that residents 

of a county frequentl y t de in cities located in other counties. Our 

effort shall be to determine how much is gained or lost by a county in 

retail sales, over what would be e::qiected if only the residents of the 

county purchased there, and all of t hem purchased goods in no other 
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count y . Our assumpti on is that a county would have the same index of 

Purchasing Power and Retail Sales if no trading existed between counties. 

The comparison of indices of Purchasing Pov;rer and Retail Sales is 

accomplished by subt racting the l atter from the fonner . A positive re

sult .indicates that the county ;rates higher as compared with other 

counties of the territory in Purchasing Power than it does in Retail 

Sales. More of the local purchasing power has been expended in foreign 

market's than the ret ail stores have attracted from outside • . This county 

has more ability- to- buy than is re~lect ed in the sales of its stores. 

On the other hand, i f the result of comparison is negative , then 

the county rates higher in retail sales , as compared with other counties , 

than it does in purchasing pover:. Its retail stores sell l arger quantities 

of goods than would be expected from the buying po er o:f t he county's in

habitants. Such stores are e:ffectively supplying the requirements of 

nearby resident s , and are probably attracting trade from other counties. 

At any rate , the county gains more trade from other counties than it 

loses to them. Competition is st:rong in such a county; customers are 

more easily drawn from area.a not so effectively supplied by local stores . 

The mere process of subtracting one index from the other, determining 

the numerical su:periority of one index over the other and assigning a 

positive value to the difference when PuTchasing Power exceeds Retail 

Sales , and a negative value when Retail Sales exceeds Purchasing Power, 

completes the Comparison of Indices . 

2. Discovering Areas of Sales Opportunity 

Three devices are employed to locate areas in which sales extension 

may be accomplished profitably. The first is the selection of individual 
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counties,. the purchasing power indices 0£ which exceed their Retail Sales 

indices by the greatest amount . For each store classification, the ten 

highest Plus counties have been selected. 

As far as our mathanatical computations are concerned., these ten 

counties comprise the most fertile areas for trade extension fo r that 

particular type of store. It must be remembered, however. that economic 

data frequently require intelligent interpretation, and that results 

mathematically arrived at may not constitute conclusive proof., requiring 

no modi~ication, 

For example, the comparison of indices for any type of convenience 

goods store may show a county at a di stance of a hundre.d miles to be 

favorable.. Obviously, customers will not travel such a distance to 

purchase convenience goods when they are procurable readily at hand. 

Mathematical computations merely point out where opportunity exists_. 

It is rightfully the f'ield of interpretation to decide whether such 

opportunity can be translated into profitable business for the Oklahoma 

City merchant ~ 

Throughout t he comparison of' indices, as here dem.onstrated, areas 

of opportunity and competition are selected without regard to their 

practicability. In Chapter VI an attempt is made to interpret the results . 

The second ievice is employed to :find the most favo· able zone in 

which to seek new customers . The numerical differences derived by com

parison of indices are arranged by counties according to zone 1 as shown 

in Table I. The average value of' the counties for Zone ! is found by 

dividing the sum of these differences by the number of co,mties in 

Zone I. A similar procedure discloses the average value of counties in 

Zones II and III. The Zone having the highest average positive value 



should be most suscept ible to sales infiltration. It will be recalled 

that counties are divided into zones according to distance from 

Oklahoma County. 
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The third selection i s to dete:rmine the most favorable Direction , 

according to the division of counties as listed in Table III . The method 

employed is similar to that used in locating the most favorable zone. 

Thus , the individual counties , the zones., and the directions are 

surveyed by means of comparing i ndices of purchasing pol er and retail 

sales to locate areas from which sales may be increased. 

3 . Measuring Relative Conditions o:f Competition 

The same three divi s ions of counties used in locating areas of sales 

opportunity are also used to find areas of competition . A county may be 

considered competitive in regard to a certain type of store , if its Retail 

Sales Index has a greater numerical value t han the county's Purchasing 

Power Index. The result of index comparison will be negative when the 

Retail Sales Index i s subtracted from the Purchasing Power Index, and by 

definition, the county becomes a Minus County for t hat type of store. 

Using the results of comparison as shown in Table nr,. t he ten counties 

for each store classification having the greatest negative num.ericaJ. values 

are chosen to find the indivi dual counties in which competition is most 

severe . The counties are then diVided i nto zon.es and directions, and 

averages are found for each. The one having the greatest negative value 

may be considered the most competitive . 

Table XII gives the ten highest Plus and Minus counties of the 

territory, the highest Plus and Minus Zones , and the highest Plus and 

Minus Directions f or each store classification . The i nterp etation of 

results will be considered in Cb.apter VI. 
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TABLE XII 

Results of Comparison of Purchasing Po-wer ano. Retail Sales Indices 
by Store Classification 

Total Food Gen. Ftr., H.H • ., 
county Bflliail store§ Mdse. A12121a;cel i. Ea!!lo 
.Aitalfa 22 2-6 48 67 98 
Be-ekham - 38 -42 - 95 49 -75 
Blaine -11 -10 11 ?5 32 
Caddo 

,_ 
5 ,-17 19 - 32 5 

Canadian 31 31 48 89 ll 
Carter 19 10 - !32 6 -46 
Cleveland 14 - 1 - 29 - 3 43 
Coal -37 ... 41. 22 22 -10 
Comanche ... 26 - 8 - 33 -126 -73 
Cotton -32 .. 1 -214 49 20 
Custer -19 -13 -17 -11 - 55 
Dewey 0 -11 31 72 72 
Ellis - 3 16 65 8 29 
Garfield ... 7 41 -116 -205 -81 
Garvin - 9 -23 -13 4 19 
Grady .. 2 8 - 54 23 - 53 
Grant 28 12 112 32 -12 
Greer -17 -30 -18 2l 25 
Harmon 14 21 -15 77 77 
Harper .34 22 91 12 117 
Hughes 5 - 2 - 58 26 3 
Jackson .. 5 - 8 10 -61 18 
Jefferson 10 - 2 21 30 11 
Johnston - 4 -14 -11 38 ... l 
Kay 29 l? 15 - 56 - 26 
Kingfisher - 6 l 55 1 64 
Kiowa 4 - 4 -10 70 9 
Lincoln 8 ? 21 36 12 
Logan -12 - 2 - 2 10 -124 
Love 14 -43 -16 32 32 
Major 14 15 52 89 89 
Marshall -16 - 36 ... 25 49 49 
McClain 10 - 2 49 0 26 
Murray -15 - 27 9' -10 .. 55 
Noble - 3 1 25 39 54 
Oklahoma 35 93 - 32 -300 -1 83 
Payne -12 -12 -29 ... 122 - 36 
Pontotoc 59 71 50 - 29 21 
Pottawatomie -10 8 - 55 -67 - 22 
Roger Mills 11 6 37 67 67 
Seminole - 6 - 9 31 -21 -42 
Stephens -14 -17 - 45 - 59 - 51 
Tillman 20 11 7 63 29 
Wa:shita 9 0 - 4 49 23 
Woods ,.,.14 -14 22 - 54 - 54 
Woodward - 39 -28 15 - 49 - 39 

(Concluded on next page) 
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TABLE :xII { Concluded) 

Lbr. Eating & 
Auto Filling Bh1ld. Mat . Drinking Drug 

County Groun ~:t~Usmlii Hd!l. I!J.!lJ,HJ!~ a:ti21:e~ 
Alfalfa 43 4.0 -19 - ? - 22 
Beckham - 24 - 49 - 3? - 30 ·- ·14 
Blaine - 8 - 39 -48 - 10 - 23 
Caddo - 3 - 24 - 10 6 2 
Canadian 32 12 32 4 38 
Carter 42 42 48 25 3 
Cleveland 45 25 16 -25 - 54 
Coal - 38 - 29 - 16 - 12 - 15 
Comanche -60 6 - 15 - 34 - 6 
Cotton - 16 - 3? 19 28 17 
Custer -50 - 20 - 22 -10 - 18 
Dewey 3 - 49 - 7 16 - 5 
Ellis - 21 - 19 - 50 9 15 
Garfield 2 53 - 39 9 - 6 
Garvin 1 - 24 - 1 2 - 15 
Grady - 5 11 20 - 1'7 5 
Grant 63 31 - 81 44 21 
Greer - 26 - 27 -17 - 28 - 2 
Harmon 19 - ,38 20 36 3 
Harper 81. 2 4 :36 10 
Hughes 19 15 28 7 - 1 
Jackson -16 - .28 9 - 2 2 
J ef'fe:rson 12 -19 3 8 12 
Johnston 13 - 16 9 - l - 2 
Kay 5 66 ?5 8 - 4 
Kingfisher - 4.0 - 34 -72 1 6 
Kiowa 24 - 2 - 15 16 - 3 
Lincoln '7 12 15 18 15 
Logan -23 8 - 38 16 - 5 
Love 21 - 13 - 13 - 48 -19 
Major 33 - 1'7 - 31 17 55 
Marshall - 35 - 3 - 20 -15 - 18 
McClain 30 - 3 8 - 1 - 12 
Murray ... 33 -15 11 ... 33 - 37 
Noble 4 - 11 - 32 - 6 15 
Oklahoma 30 124 102 9 - 1? 
Payne - 7 1 5 11 - 50 9 
Pontotoc 0 96 97 84 66 
Pottawatomie ... 4 36 43 40 0 
Roger Mills 12 ... 6 12 18 34 
Seminole - 64 3 50 - 22 2 
Ste:Phens - 17 0 15 - 63 - 12 
Tillman 44 - 1 2 27 6 
Washita 23 - 32 2 30 23 
Woods - 7 - 32 - 37 ·- 51 - 19 
Woodward - 111 - 12 - 31 - 49 0 



CHAPTER VI 

I nt erpretation of Results 

l . Foo-d Stores 

The classifieation of Food Stores includes grocery stores , combi

nation grocery and meat ~tores . meat markets , confect ioneries, and 

candy stores . The merchandise sold by these stores is usu.ally of the 

ttconvenianoe-n variety, which Brisco defines as follows . 

Convenience goods are those customarily purchased at 
easily accessible stores and at convenient locations in stores . 
It is not the kind of mer chandise :for which one makes a sho~ 
ping trip . The success of the neighborhood store and of the 
corner cigar store depends directly upon the fact or of con
venience to customers in buying. The process of buying con
venience goods is first the conscious recognition of need for 
an article,. and then , usually, the determination immediately 
to sat isfy that need . The prices are such that usually it 
does not pay customers to shop elsewhere~ Furthenn.ore , con
venience goods are usually in constant use, and a frequent 
replenishment is necessary.. Good examples of stores handli ng 
convenience goods are grocery, drug, cigar , and hardware.l 
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It is evident f rom the forego ing s tatement tha t customer s will not 

travel great distances to make :purchases of food . It is futile to in

vestigate the counties far from Oklahoma County to find fruitf'ul areas 

in which the Oklahoma City retail dealer in foods may extend his sales. 

The inhabitants of counties near at hand may contribute to sales volume 

by :purchases of wisely. chosen and well- advertised specialty items . 

1 . Brisco, Norris A. , Retailing {Pren tic Hall, New York, 1935) 
p . 86. 



TABLE XIIIa 

Results of Index Comparison, Selecting Areas of 
Sales Opportunity and Competition 

~ stores 

Purchasing Power exceeds Sales 
Ten Highest flus Counties 

Sales exceed Purchasing Power 
Ten Highest Minus Counties 

Oklahoma 
Pontotoc 
Garfield 
Canadian 
Alfalfa 
Harper 
Harmon 
Kay 

· Ell is 
Major 

93 
71 
41 
31 
26 
22 
21 
17 
16 
15 

Love - 43 
Beckham - 42 
Coal - 41 
Marshall - 36 
Greer - 30 
Woodward - 28 
forray - 27 

GarVin - 23 
Caddo - 17 
Stephens - 17 
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Highest Plus Zone,. No . 1. 
Highest Plus Direction, North. 

Highest Minus Zone , No . 3 
Highest Minus Direction, South 

Table XIII a lists the individual Opportunity Counties and most likely 

Zone · and Dii-eation. It i s noticeable that Oklahoma County is the highest 

Plus County.. The :foods dealer will. certainly find his most responsive 

prospects near at hand . Canadian County is the onJ.y other county within 

the highest ten which is near enough to make it pra.ct.icable to attempt any 

sort of sales promotion . 

Accrord.ing to the results of index comparison > Zone I and t he Direction 

North a e better possi bili ti es than the other zones and directions . Ad ... 

vertising material should be oonce.ntrated in the counties immediately sur

rounding Oklahoma. County, and , other than Canadian County, the best results 

may be expected in those counties north of Oklahoma County. 

The areas of most intense competition appear to be remote from 

Oklahoma County. Of the ten most competitive counties, not one is within 

fifty miles of Oklahoma County. Zone III and the Direction South are the 

most competitiv·e zone and direction . 
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2. General Merchandise Stores 

This elassification includes department stores , dry goods stores, 

variety stores, and ten eent stores. Not included in this group are the 

general stores , in which the sale of groceries figures prominently. 

TABLE llIIb 

Results of Index Comparison, Selecting Areas of 
Sales Opportunity and Competition 

General Merchandise stores 

Purchasing Power exceeds Sales 
Tan Highest Plus Counties 

Sales exceed Purchasing Power 
Ten Highest :Minus Counties 

Grant 112 Cotton - 214 
HaTper 91 Garfield -116 
Ellis 65 Beckham - 95 
Kingfisher 55 Hughes - 58 
Major 52 Pottawatomie - 55 
Pontotoc 50 Grady - 54 
McClain 49 Stephens - 45 
Alfalfa 48 Comanche - 33 
Canadian 48 Oklahoma - 32 
Roger Mills 37 Payne - 29 

Highest Plus Zone , No . l. Highest Minus Zone , No. 3 . 
Highest Plus Direction, Nort h .. Highest Minus Direction, South. 

Table XIIIb shows the results of comparison. Of the ten counties in 

the Opportunity group, three are in Zone III, four are in Zone II, leaving 

only Harper, Ellis , and Roger Mills in Zone III. 

Grant, Harper, Ellis , Major, and Roger Mills counties have no primary 

trade centers of t heir own. These counties show a surplus of purchasing 

power over retail sales due in part to the deficiency of loeal stores. 

Kingfisher, Pontotoc~ McClain, Alfalfa, and Canadian all have sizeable 

cities and still show a surplus of purchasing power, which indicates t hat 

local stores insufficiently supply the needs o-f t heir customers. 

Zone I and the Direction North are favored for sales possibilities. 

It i s not suggested, of course, that other areas should be neglected. 



?O 

Department stores, with their extensive stocks of seasonable and 

fashion mercha:ndise, draw customers from great distances., Charge customers 

:from remote districts sometimes visit department stores only t wo or t hree 

times a year, at which times :purchases are made of many articles not ob

t .a1nable at home. These a ccounts are profitable to the store and are 

being encouraged by many department stores . 

Areas of competition1 aJ.so listed in Table X!IIb show Cotton County 

leading, with Gar1'ield, Beckham, Hughes , Pottawatomie , and Grady following. 

Cotton eounty has an extremely low purchasing power, and in spite o:f t he 

faet that it has no primary trade center, sales still surpass purchasing 

power by a great margin. 

Garfield, Beckham, Hughes., Pottawatomie , and Grady counties all have 

primary trade centers which attract more trade to the county than the 

county contributes to outside markets. 

Stephens, Comanche, Oklahoma, and PaJ'lle counties are similarly 

situated with primary t rade centers. Many custame1."s f'l'Om these areas 

trade in Oklahoma City, but loeaJ. sto es apparently attract more trade 

from other counties than. i s lost to t hem 
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3 . Apparel Stores 

Inc.luued in the !l)parel stores group are shoe stores, ready- to- wear 

shops for women, men and boys, and various combinations of the same, 

The merchandise carried by these stores varies from ine:xpensive1 staple 

articles to high- priced, style goods. Women customers , especially, will 

t ravel a greater distance to shop for clothing than for any type of mer

chandise , with the possible exception of expensive furniture and rugs . 

Style goods, particularly clothing, come under the heading of 

"shoppi ng goods., " of whi eh Brisco says: 

Shopping goods are those for which the customer Wishes 
to compare prices , or quality and prices, at the time of 
purchase.. Some wri t er.a make a threefold division oi' this 
type--necessit ies, style goods~ and luxuries. In buying 
these goods, t he customer usually wishes to shop in several 
stores for purposes of comparison. Trimmed millinery, shoes, 
furniture , piece goods, and men' s and women ' s ready- to- wear 
are good examples. 2 

TABLE XIII c 

Results of Index Comparison , Selecti ng Areas of 
Sales Opportunity and Competition 

Apparel Stores 

Purchasing Power exceeds Sales Sales exceed Purchasing Power 
Ten Hi p.hast Pl us Counties Ten Highest Minus Qmmties 

Canadian 89 Oklahoma - 300 
Blaine 75 Garfield - 205 
Kiowa ?-0 Comanche - 126 
Alfalfa 6'7 Payne - 122 
Tillman 63 Pottawatomie - 67 
Beckham 49 J ackson - 61 
Cotton 49 Stephens - 59 
Washita 49 Kay - 56 
Nobl e 39 Woods - 54 
Lincoln !36 Woodward - 49 

Highest Pl us Zone , No . 1 Highest Minus Zone, No . 2 
Highest Plus Direction ,. West Hi ghest Minus Direction, East 

2 . Ibid., p . 86 
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Apparel stores in Oklahoma City attract customers from the most 

remote parts of the trade territory. It is noticeable from the list of 

competitive eountie.s shown in Table XIIIc,. that the sale of apparel 

gravitates to cities. A primary trade center is located in each of the 

ten counties listed here, with Oklal1oma City leading the list,, Enid 

second, Lawton third , and Stillwater fourth , as represented by their 

counties. 

It is also noticeable that the Opportunity counties are not so 

well. supplied with trade centers. This condition leads us to the 

inevitable conclusion that other studies sh:ould supplement our comparison 

of indices for the Apparel group of stores , especially for higher quality 

goods sold in exclusive stores . 

The Composite Index will serve to point out the counties having 

greater than average wealth . The Income Tax Index shows t he areas in 

whi ch people of large i ncomes live. Still other indices may be used , 

which are particularly selective for special income groups~ 

The class of customer which a store attracts should govern the 

choice of areas for sales extension for that store. Price merchandise , 

which must be sold in quantity, will find population figures indicative 

of sale.s possibilities. Apparel partieularly suited to city dwellers, 

college student.a, fanners , sportsmen,, factory workers , or socialites , 

should be stressed in localities where these classes are knovm. to exist . 

According to our compu·tations, Zone I and the Direction ·est are 

t he best prospects for sales advancement , and Zone II and the Direction 

East are the most competi ti 'fie for Apparel Stores. 
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4. Fumiture, Household Appliances, and Radio . 

This cla ssification is composed of furniture stores , floor coverings , 

draperies, curtains, and upholstery stores, hous ehold appliance stores, 

other home furnishings stores, and radio and musie stores . 

Merchandise carried by these stores falls into t hree broad classi

fications: brand merchandise, such as r adios, musical i nstruments~ and 

pianos; staple goods, such as inexpensive furniture , linoleum, curtains 

and upholstery; and shopping goods , such as expensive furniture, rugst 

draperies, and upholstering. 

These products are not as homo.geneous a s might be desired for the 

fomation of a single index based on sales .. Brand merchandise may offer 

little opportunity for advantage in price or assortment to t he city 

dealer over dealers in the territory; in faet , t he necessity for service 

on such items as radios and household appliances works to the advant age 

of the local dealer in maki ng the original sale. 

Staple lines of furniture , floor coverings, upholstery are fre

quently too low 1n price to warrant out.-o:t'-town shopping trips , and t he 

i ten of transportation favors local merchants. 

Expensive furniture, rugs , upholstery , draperies , etc., offer a 

real opportunity for the city merchant . Su.eh articles are infrequently 

stocked in small cities due to the limited market. Of all. types of con

sumers' goods . customers will travel farther and shop longer for this type 

o::t merchandise than for perhaps any other~ Care:f'ul i n terpretation of 

results must be made , based upon the class of merchandise to be sold. 



TABLE XIII d 

Results of Index Comparison, Selecting Areas of 
Sales Opportunity and Competition 

Furniture, Household Appliances, ~ Radio 

Purchasing Power exceeds Sales 
Ten High&st Plus Counties 

Sales Exceed Purchasing Power 
Ten Highest Minus Counties 

Alfalfa 98 Oklahoma - 183 
K1ngfishe:r 92 Logan -124 
Noble 54 Garfield - 81 
Cleveland 43 Beckham - ?5 
Blaine 32 Comanche - 73 
Ellis 29 Murray - 56 
·Tillman 29 Cust er - 55 
McClai n 26 Woods - 54 
Greer 25 Grady - 53 
Washita 23 Carter - 46 

Highest Plus Zone, No .. !3. Highest Minus Zone, No. 2. 
Highest Plus Direction, West .. Highest Minus Direction, East 

The results of comparison are listed in Table XIIId. The leading 

Opportunity counties, t or the most part, have no primary trade centers 
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of their own. Kingfisher, Cleveland, and McClain counties are in Zone I, 

and Alfalfa, Noble, Blaine, and Washita counties are in Zone II. I n 

spite of this concentration of' favored counties i n Zones I and rr. 

Zone III is the leading Opportunity Zone; · the Direction West leads . 

Competitive counties point out the trade centers , with Oklahoma City 

leading·, Guthrie second, and Enid t h ird. The most compati tive zone is 

Zone I , and t he Direction, East,. 
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5,. The Automotive Group 

This classification is composed of new and used car dealers , automo

tive repair shops, paint and body shops, and auto parts and accessory 

stores engaged principally in retail trade. 

The dealer in new automobiles in Oklahoma City has little advantage 

over the territory dealer in t he product he has to offe1". The advantages 

of buying from the local deale.r and profiting by his free service during 

t he break-in period probably out weigh any advantage t he city dealer has 

due t o superior stock of body types and color assortments on hand. 

In many cases the ci t y dealer does have an advantage in being able to 

dispose of used cars more quiclcl y . At a. ti.me when used cars are moving 

slowly, city dealers frequently dispose of a large number of cars in a job

lot trensaotion to organizations whose business it is to transport cars to 

more favorable markets. Although these sales are usually made at a discount , 

t he dealer profits by turning frozen asset s into ready cash.. The small 

dealer is seldom in a position to avail himself of this opportunity .. 

On the other hand, at a time when t he used car market is favorable . ., 

t he city dealer has the advantage of being able to purchase used ears from 

other parts or the country to fill his requirements. 

The disposition of used cars has become a highly specialized and fast 

moving industry. The ei ty dealer who is able to maintain a stock of used · 

ca.rs sufficient to meet t he demands of his trade , but vmo never becomes over 

stocked, has considerable trading advantage over smaller dealers who must 

seek local outlets tor used cars, and whose sales are limited part of the time 

by insufficient stock, and part of the time by insufficient liquid assets. 

Automotive repair shops , and paint and body shops have little attracting 

power i n price , workmanship,, or convenience whi ch will attract customers 



from outside their immediate vicinities .. 

Auto parts and accessory stores arefrequ-ently able to attract trade 

by advertising e:x:tenai ve stocks of novelty merchandi st,. such as seat 

covers, ornamental. trinkets , and travel equipment. Radios., sporting goods, 

tires, and heaters have attracting power when sold at reduced prices on 

deferred payment plans. 

T.ABLE nIIe 

Rasul ts of Index Comparison,, Selecting Areas of 
Sales Opportunity and Competition 

Automotiv~ Qrou;o 

Purchasing Power exceeds Sales 
Ten Highest Plus Counties 

Sales exceed Purchasing Power 
-Sen Highest Minus Counties 

Harper 81 Woodward - 111 
Grant 63 Saninole - 64 
Cleveland 45 Comanche - 60 
Tillman 44 Custer - 50 
Al.f'alfa 43 Kingfisher - 40 
Carter 42 Coal - 38 
Major 33 Marshall - 35 
Canadian 32 Murray - 33 
McClain !30 Greer - 26 
Oklahoma !30 Beckham - 24 

Highest Plus Zone, No .• 1.. Highest Minus Zone, .No ~ 3 . 
Highest Plus Direction, North. Highest Minus Direction , East . 

The results of index comparison are shown in Table XIIIe. Three 

of the Opportunity counties are in Zone I., four in Zone II , and t wo in 

Zone III. Zone I, nearest to Oklahoma County, is t he leading Opl)Ol"

tuni ty zone > and North is the favored Direetion. 

Zone III and t he Direction East appear to be the most competitive 

as compared wit h purchasing power. 

Eight of' t he ten Opportuni t:y counties have purchasing power 

indices above the territory average, in the following order: Oklahoma, 



Canadian, Grant. Carter, Cleveland, Harper, Alfalfa, and Tillman. 

These counties are choice areas for trade extension. 

OnJ.y five of t he competitive counties are above t he territory 

average in purchasing power. Th e average purchasing power of t he 

group is considerably below t hat of the Opportunity eounties. 
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6'9 Filling Stations 

Products and services commonly sold by filling stations, i.e . , 

gasoline, oil , and maintenance service , belong definitely to the ttcon

veniance" classification. Convenience of location is a matter of 

primary importance to the fill i ng station. Custome:rs may be dravvn not 

more than a few blocks from thelr customary paths to trade at one 

filling station in preference to another. Due to the excessive number 

of filling stations and the narrow margin between cost price and selling 

price of gasoline , no one dealer may hope to gain a pri ce advantage over 

competitors which Will d.raw trade from a. distance. 

TABLE XlIIf 

Results of Index Comparison , Selecting Areas of 
Sales Opportunity and Competition 

F1lllng Stations 

Purchasing Power exceeds Sales 
Ten Highest Plus Countia.s 

Sales exceed Purchasing Power 
';t'en Highe§j, Minus Counties 

Oklahoma 124 Beekham - 49 
Pontotoo 96 Dewey - 49 
Kay 66 Blaine - 39 
Garfield 53 Hannon - 38 
Carter 42 Cotton - 37 
Alfalfa 40 Kingfisher - 34 
Pottawatomie 36 Washita - 32 
Grant 31 Woods - ~2 
Cleveland 25 Coal .-29 
Payne 15 jackson - 28 

Highest Plus Zone , No . 1. Highest Minus Zone, No . 3 
Highest Plus Direction, North. Highest Minus Direction , West . 

Obviously• from t he results of index comparison as listed in Table XIIIf', 

it is futile for t he Oklahoma City filling station operator to attempt to 

attTact other than passing trade from any but Oklahoma county. The f igures 



presented here, WIJ.owing areas of opportunity and competition, might 

be of value to wholesale concerns--or possibl y to the prospective 

entrepreneu.r seeking a location. 

It is i nteresting to note t hat all ten Opportunity counties 

are above t he terrl tory average in purchasing po er, while only two 

of the Competitive group are above t he average. The Opportunity 

counties are, for t he most part, more densely populated areas, and 

moat of t hem contain a primary trade center, while t he opposite is 

true for the Competitive counties. 
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7. Lumber, Building Materials, and Hardware Stores 

.Along with lumber, building materials., and hardware stores , in 

this classification are included paint , glass, and wall paper stores , 

heating and plumbing concerns, electrical supply stores1 and im.plecient 

dealers . 

The variety o:f merchandise carried by dealers in this clas ifica

tion is so great that total sales for the group may have little value 

for a dealer in any one b-ranch. Data based upon sales f'igures for 

window glass and f'arm tractors may be of questionable importance to the 

dealer in fl.oar furn.aces.. A further break- dovm of sales figures into 

more homogeneous groups of stoNs is desirable in this case,. 

Considering the lack of d·etailed info:rmation on .individual store

types, results obtained by comparison of indices should be verified 

by other means. The dealer in lumber and building materials may obtain 

data on t he number of building p~rmits issued in selected cities, and 

thus be able to judge t he extent of building actiVity t here. Businesa 

conditions ~Ji thin a certain area are frequently indicative o:f accelerated 

building. For instance , the enlargement of Fort Sill was followed by a 

building boo.m. in Lawton in order to :accommodate the attendant workers and 

the families of :tnruly new o:N'icers stationed t here; the location of a 

powder plant at Choteau was followed by similar building actiV'i ty in 

Pryor and adjacent towns; the establishment of an air school and the 

construction of a veteran ' s ho.spital. in Chickasha. has caused a building 

boom in that city. These areas are self-selective for building industries 

with equal importance to dealers in aff'ili ted ppoducts.,., 



TABLE :nng 

Results of Index Comparison1 SeJ.eeting Areas of 
Sales Opportunity and Competition 

Lym.bar, Bµildins Ma;te;ctals, .w ;aarc1w:a,:re 

Purchasi ng Powe,r exceeds Sal es 
Ten Highest Pl us Counties 

Oklahoma 
Pontotoc 
Kay 
Seminole 
Carter 
Pottawatomie 
Canadian 
Hughes 
Grady 
Hannon 

102 
97 
75 
50 
48 
43 
32 
28 
20 
20 

Highest Plus Zone, No . L 
Highest Pl us Direction , East . 

Sales exceed Pu.1'chasing Poter 
Ten Highest Mi nus Counties 

Grant 
Kingfisher 
Ellis 
Blaine 
Gar.field 
Logan 
Beckham 
Woods 
Noble 
Woodward 

- 81 
- '72 
- 50 
- 48 
- 39 
.. 38 
- !37 
- 3 '7 
-32 
- 31 

Highest Minus Zane t No . 3 . 
Highest Mi nus Direction , North . 
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The Oklahoma City retail dealer in building materials may hardly 

expect to attract customers from remote parts of the Oklahoma City trade 

territory. The inconvenience. and expense of transportat.ion are usually 

sufficient to influence contractors to make. arrangements with local 

d-ealers for bulk mat erials . Independent judS'llent,, follovJing careful 

investigation1 would have to be exerci sed regarding building hardware 

and household appliances, heating and ~entilating equipment , etc. 
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TABLE XIIIh 

Results of I ndex Comparison , Selecting Areas of 
Sales O~portunity and Competition 

Eating .wlil Dri;nt1na El,aces 

Purchasi ng Power ex ceeds Sales 
Ten IUghest_ Plus cmm;t1es 

Pontotoc 84 
Grant 44 
Pottawatomie 40 
Hannon 36 
Harper 36 
Washita 30 
Cotton 28 
Tillman 2? 
Carter 25 
Linco1n l.8 

Highest Plus Zone , No ... 1 . 
Higlle-st Plus Direction, .East. 

8 . Eat ing and Drinking Places .• 

Sales exceed Purchasing Power 
Ten Highest Minus counties 

Stephens - 63 
Woods - 51 
Payne - 50 
Woodward - 49 
Love - 48 
Comanche ... 34 
Murray - 33 
Beckham - 30 
Greer - 28 
Cleveland - 25 

Highest Minus Zone , No. 3 . 
Highest Minus Direction, South . 
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Rest aurants , cai'eterias , lunch- rooms, and drinki ng places are 

i ncluded under the caption of Eating and Drinking Pla ces. With no 

material changes in t he number of es t ablishments since 1935, t he sales 

of this group have increased 19 per cent i n t he s t at e of Oklahoma. 

Drinking Places have increased 334 per cent in number , and 2?7 per cent 

in sales in t he same period .. 

The products of eating and drinking places a re definitely of t he 

"convenience" variety. Customers usually purchase meals and drinks 

at a. place , conveniently loca ted in respect to other interests.. Con

venient location i s an important factor in t he success of such an 

e s t abli sbment . 
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OUt-of'-town trade may be attracted to the Eating and Drinking 

:place w1 th t h e use of road signs on prlneipal h i ghways... Shoppers f rom 

neighboring towns frequently combine business and pleasure in their 

trips to the metropolis, shopping in the afternoon and extending their 

·Visit to include dinner and entertainment in t he evening. It is diffi .... 

cult, of course, to attract business in volume f rom a di stance for the 

sole purpose of eating a meal. 

The areas of Opportunity and Compet1 tion f or Eating and Drinking 

Places are gi van in Tabla nIIh, and shown in Pla tes XIX and XX. Of 

t he individual Opportunity counties, Lincoln and Pottawatomie counties 

are in Zone I, and Grant , Pontotoc, We.shi t a , and Carter eounties are 

in Zone II , with the others i n Zone III.. Zone I and t he Direction East 

are the leading zone and direet'.ton. 

It is probable t hat po:pulation f igures , h i ghway maps , and dat a on 

number of establishments and their sales will be of greater value to 

wholesale concerns t han a comparison O·f i ndices o:f purchasing power and 

retail sales. 
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9 . Drug Stores 

Within the pa.st fifteen years , drug stores have adopted variety

.s.tore methods of merchandising to the extent that th& sales of stores 

in ·this .classification i'ar sux_pass their volume of sales in drugs, 

medicines , lotions, eosm.etics, cigars , cigarettes , candy, ete., which 

f'orinerly comprised the bulk of their sales. The classification in

cludes st ores with and without ~ountain service. 

TABLE JilI1i 

Results of Index Comparison , Selecting Areas of 
Sales Opportunity and Competition 

~ .store;i:, 

Purchasing Power exceeds Sales 
:ren Highest Plus counties 

Pontotoc 66 
Canadian 38 
Roger Mills 34 
Major 25 
Washita 23 
Grant 21 
Cot ton 1'7 
Ell is 15 
Lincoln 15 
Nobl.e 15 

Highest Plus Zone, No . 3 . 
Highest Plus Direction, East . 

Sales exceed Purchasing Pov er 
Ten Highest Minus Counties 

Cleveland - 54 
Murray - 3? 
Blaine - 23 
.Alfalfa .. 22 
Love - 19 
Woods - 19 
Custer -18 
Marshall - 18 
Oklahoma - 1? 
Garfield - 15 

Highest Minus Zone , No . 2. 
Highest Minus Direction, South. 

Drug stores are not lacking 1n comp~ti tion. Oklahoma City alone 

has 132 drug stores. Many of them are located in suburban dietriets, 

and , like those of the shopping district , otoek many of the low priced, 

fast moVing i tams of convenience and specialty goods which are usually 

associated With some type of specialty store. 
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Convenience of location is essential to the success o~ a drug store . 

In shopping districts, drug stores are frequently found in or near the 

100 per cent locations. Such expensive locations are profitable, not 

because of the increased sale of drugs and f ountain :p:roduets, but be

cause of t he heavy~edestrian traffic Which makes it possible to attract 

large nmnbers of people to their specialty goods counters. 

Table XIIIi gives t he counties which are apparently under-sold by 

drug stores. It i s noticeable t hat Zeme III and the Direction East are 

the Opportunity zone and direction . Neither in Zone III nor in t he leading 

Opportunity counties are there mahy primary trade .centers , which condition 

probably accounts for the limited sales of drug stores , Ada and El Reno 

are the only primary trade centers 1n the ten leading counties , hile 

Cordell , Chandler, and Perry are the only other tow.o.s having a population 

of more than 2:, 500, 

The Competition counties are better supplied With trade e-entars. 

Norman , Oklahoma City, and Enid are t he :primary trade centers, and 

sulphur, Cherokee , Alva, Clinton, and Madill are represented by t heir 

counties , each haVing a population of 2, 500 or more. 
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General Conclusions 

The fonnation of an index from economic data is a simple mathematical 

or statistical process . The question arises whethe:r such complex forces 

as are usually encountered in economic data can ever be reduced satis

factorily to simple mat hemat ical terms.. At best > indices are comparative 

approximations , the value of which depends upon the fidelity With which 

they interpret economic conditions. Great care should b.e exercised in the 

selection of material to be used as t he base for such i ndices. 

As previously mentioned, results obtained by mathematical calculations 

should be scrutinized in t h e light of results obtained from other studies . 

Such studies may disclose t he distance a customer will travel to purchase 

a certain type of product , or whether an article is in demand in certain 

geographical areas.. The interpretation of results plays an important part , 

and upon the interpretations will depend the suceess of' the index method 

of' territory analysis. Indices may be used to supploorent other studies, 

or as a preliminary analysis to be substantiated by other means . 

Finally, t he results of' sales extension activities may be checked 

with the indiceE to detel'.!!li ne whether they are sufficiently accurate in 

t heir predictions. Other indices should be tested to see if t heir pre

dictions are more accurate and dependable t han t he one used. Te""ts of 

t his kind should soon lead to a knowledge of t he best mat erial to use for 

t he type of busines s for which the study is being made . 
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