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BACKGROUND

The Whiteman AFB military community, made up of active duty and retired military personnel and
their dependents, constitutes a highly significant retail spending force within the region. The size
of the Whiteman military community is estimated at 16,000 individuals within a 40-mile radius of
the base (source: Whiteman AFB Hospital records).

To better understand the desires and needs of consumers, surveys are taken so that the results
can be studied and analyzed, and adjustments made to fulfill consumer desires and needs within
the capacities of the businesses.

To assist businesses within the Whiteman AFB area and to assist the base leadership in better
understanding the needs of their personnel, a study of the shopping habits and opinions of active
duty and retired military persons was carried out by the Whiteman Area Steering Council (WASC).

The study was conducted by the WASC staff in coordination with the Small Business Development
Center.

OBJECTIVES

This study was specifically designed to answer the following questions:
1. What are the demographic characteristics of the military consuming community?
2. What products/services are purchased on-base?
3. What products/services are purchased off-base?
4, When products/services are purchased off-base, what is purchased where?
5. What are the perceived reasons for shopping on- and off-base?

6. What days and hours are most convenient for shopping by the military consumer?




METHODOLOGY

in November and December 1990, a questionnaire was developed with the assistance ofthe Small
Business Development Center, CMSU, Warrensburg, Missouri. The survey was distributed or
mailed to 520 persons. Of this total, 400 questionnaires were distributed to active duty military
persons assigned to Whiteman AFB, Missouri, and returned through the base mail distribution
center. An additional 120 questionnaires were mailed to retired persons living within six ZIP codes
in the Whiteman AFB area. All questionnaires stressed the anonymous nature of the survey.
Included with the questionnaire and cover letters for retired persons was a postage-paid envelope
addressed to the WASC for the respondents’ convenience.

The mix of active duty and retired personnel helped to create an even-age mixture similar to a
civilian population.

Each questionnaire contained two cover letters. The first letter (see Attachment C) was from the
Base Commander of Whiteman AFB. The second letter was from the WASC Executive Director,
and was in two forms, the first sent to active duty military personnel (see Attachment A) and the
second to retired personnel (see Attachment B). Each cover letter stressed the importance of
completing the questionnaire and returning it, and thanked them for providing the information.

The returned questionnaires were then tabulated by the WASC staff using a computer spread-
sheet program; written comments were recorded using a computer word processing program.
The final report was completed using a computer desktop publishing program.

QUESTIONNAIRE DEVELOPMENT

The preliminary questionnaire was closely patterned after the Knob Noster, Sedalia and War-
rensburg Outshopping Studies completed in 1989 and 1990 by the Small Business Development
Center, CMSU. Since commercial-like establishments exist on-base and are mainly available only
to active duty and retired personnel, the questions were altered to reflect the desired information
for both on- and off-base shopping habits.

To insure arepresentative sampling of respondents, careful consideration was taken in targeting
the sampling. Active duty personnel surveyed were based on the total personnel assigned to
Whiteman AFB and divided into four categories: Officers, senior non-commissioned officers, non-
commissioned officers, and airmen. The distribution to these personnel was one survey per eight
persons in each category. The respondents for retired personnel surveyed were based on the
mailing lists of six selected ZIP codes; in addition, the mailing lists made it possible to separate
retired personnel into three categories: Officers, senior non-commissioned officers, and non-
commissioned officers. The distribution to these personnel was one survey per six persons.

LIMITATIONS

Four questions created problems for the respondents and resulted in less than satisfactory
answers. They were:




1. Question #14: The lack of clarity in this question resulted in many improper
answers. The respondents tended to rate all cities either 1, 2, or 3, whereas the desired
result was to rate only their top three choices. Also, many respondents only listed their first
choice.

2. Question #16: This question, similar in nature to #14, suffered from the same lack
of clarity and resulted in improper answers.

3. Question #17: This question shared the clarity problems of questions #14 and #16.

4, Question #18: All categories were not completed for both on-base and off-base,
since in many cases they were not appropriate to the respondent’s situation, e.g., single
men do not often buy children’s clothes. The high no response in the alcoholic beverages
category can be attributed to a large negative response toward the purchase of alcoholic
beverages.

NOTE: Dueto rounding in the survey attachments, some percentages were adjusted
up or down to total 100%. No adjustment was greater than 0.2% in any result. No

adjustment was made to the actual number of responses to any question.

RESPONSE

Ofthe 520 questionnaires distributed, 396 completed questionnaires were received, representing
a76.2%responserate. Ofthe completed questionnaires received, 122 or 30.8% contained written

comments. The following is a breakdown of the 520 questionnaires sent and received:

SURVEYS
NUMBER NUMBER PERCENT- WITH PERCENT-
SENT RETURNED AGE COMMENTS AGE
" Active Duty
ON-base 168 116 69.0% 35 30.2%
OFF-base 232 188 81.0% 57 30.3%
Retired
Knob Noster
Area 50 38 76.0% 14 36.8%
Other than
Knob Noster
Area 70 54 77.1% 16 29.6%
TOTAL 520 396 76.2% 122 30.8%




FINDINGS

The attachments containing the respondents’ answers are divided into five separate sets of data.
They are:

1. Attachment D: Summary of all responses

2. Attachment E: Summary of active duty military living on-base

3. Attachment F: Summary of active duty military living off-base

4, Attachment G: Summary of retired military living in Knob Noster area

5. Attachment H: Summary of retired military living in other than the Knob Noster area

The following findings present a summary of all respondents. For further information about
specific sub-populations, consult Attachments E through H.

IDENTIFICATION

Thefirstten questions of the shopper’s survey were used to identify the respondents to the survey.

Theidentification of the 396 respondents to the shoppers’ survey reveals that 84.6% are male and
15.4% female. Ofthis group 69.7% are married and 30.3% single. Ofthe 276 married respondents,
41.8% of their spouses work full-time, 29.5% of their spouses work part-time, and 28.7% of the
spouses do not work at all. One respondent did not answer the question.

AGE DISTRIBUTION OF CHILDREN

Respondents indicated that 50.3% of the households
are without children and 49.7% include children. The ;
197 households with 352 children (average of 1.8 per
household) can be divided into four age categories:
(1) birth to 5 years of age -108 children, (2) age 6to 12
- 125 children, (3) age 13 to 18 - 90 children, and (4)
age 19 and above - 29 children.

MARER OF
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STATUS OF RESPONDENTS
AD = Active Duty Ofthe 396 respondents, 29.3% are active duty

military personnel living on-base, 47.5% are
RET OTHER (13.6%) active duty personnel living off-base, 9.6% are
soonaase 3% retired military personnel living in the Knob
FETIN B.6%) Noster area (mailing address was a 65336 zip
code), and 13.6% are retired military person-
nel living outside the Knob Noster area but
within 50 miles of Whiteman AFB. Of the 396
respondents, 116 live on base. The driving

AD OFF-BASE (47.5%)




distance from Whiteman AFB for the remaining 280 respondents was divided into six categories:
(1) 50% live within 10 miles, (2) 32% live from 10to 20 miles, (3) 7.2% live 20 to 30 miles, (4) 3.6%
live 30 to 40 miles, (5) 7.2% live a distance greater than 40 miles, and (6) 2 persons did not answer
the question. Therefore 255 or 72.4% of all the respondents either live on-base or within 10 miles
of the base.

TIME ASSIGNED/LIVING IN AREA

nYears

Question #6 was used to determine the time assigned g
to Whiteman AFB by active duty military personneland  »
the time lived in the area by retired military personnel. {
Those respondents assigned/living less than one year:
61, one to three years: 147, four to seven years: 72,
over seven years: 110, and 6 of the respondents did
not answer this question.

0-1 1-3 4-7 ) Eﬁ
. AD ON ADOFF 5 Al RET

The respondents were divided into seven age groups: 14.9% are 17 to 23 years old, 30.1% are

24 to 29 years old, 25.5% are 30 to 39 years old, 12.6% are 40 to 49 years old, 6.6% are 50 to 59

years old, 9.8% are 60 or older, and 0.5% did not answer this question. Therefore 279 or 70.5%

of all the respondents are under the age of 40.

The level of education obtained by the respondents is: 26.8% have a high school (or GED equiva-
lent) level, 40.4% have some college education but less than two years, 10.4% hove a two-year
collegedegree, 13.4% have afour-year college degree, 8.5% have a college graduate degree, and
0.5% did not answer this question. It should be noted that no respondent had less than a high
school (GED) education.

TOTAL HOUSEHOLD INCOME

The total household income for the past year for all
respondents was: 11 make less than $10,000, 138
make between $10,000 and $19,999, 120 make be-
tween $20,000 and $29,999, 74 make between $30,000
and $39,999, 48 make $40,000 and above, and 5 did
not answer this question. Therefore 258 or 65.1% of
the respondents are making between $10,000 and
$29,999 total household income per year. The 258
respondents in the $10,000 to $29,999 category can

(221 | Dbe further divided into 221 (85.7%) active duty mili-
THOUSANDS OF DOLLARS tary and 37 (14.3%) retired military.

NUMBER OF RCSPONDENTS

ON'BASE SHO PPI N G FREQUENCY OF SHOPPING

Thefrequency of on-base shopping was: 13.1% shop
less than once per month, 48.7% shop from one to
three times per month, 21.7% shop from four to six
times per month, 15.7% shop more than six times per
month, and 0.8% did not respond to the question.
Even though 255 respondents either live on-base or
within 10 miles of the base, the shopping frequency .
shows that aimost half (48.7%) of all the respondents 8 ON-BASE S OFF.BASE

NUMBER OF RESPONDLITS

5




shop less than once per week on-base.

Base shopping facilities were rated in seven areas by the respondents. Their ratings range from
very good to very poor. Thefirst arearated was competitive prices, 52.5% of the respondents rate
prices as good or very good, 44.7% rate them fair and below, with 2.8% not answering the
question. In the area of adequate parking, 53.8% rate parking as very good to good, whereas
44.7%rate parking as fair and below, and 1.5%failed to respond. NOTE: During the survey period,
amajor parking area located between the Commissary and Base Exchange was not available for
use dueto construction atthe Commissary. The product/service selection category received only
a 28.3% very good to good rating and 69.2% in the fair and below ratings; 2.5% did not answer
the question. The lack of product selection and service received one of the highest number of
written comments. Convenience of locations received 70.4% in the very good to good rating,
26.8% in the fair and below ratings, and 2.8% failed to respond. Convenience of hours received
52.9% in the very good to good rating, 45.1% in the fair and below ratings, and 2% did not answer
the question. Financing/terms of payment received 49.4% in the very good to good rating, 40.2%
in the fair and below rating, and 10.4% failed to respond. The use of credit cards resulted in 72.2%
in the very good to good rating, 15.2% in the fair and below rating, and 12.6% did not answer the
question.

Question #19 asked what time/day was most convenient for them to shop on-base. It was divided
into three time blocks covering the seven days of the week, for atotal of 21 time/day blocks. Eight
time/day blocks stood out as most convenient for shopping. They were: Monday through Friday
4 pm to 9 pm (five blocks), Saturday 9 am to 4 pm (two blocks), and Sunday 1 pm to 4 pm (one
block). The response to these eight time/day blocks was on the average three times greater than
the other 13 time/day blocks.

OFF-BASE SHOPPING

The frequency of shopping off-base was: 7.3% shop less than once per month, 20.2% shop from
one to three times per month, 29% shop from four to six times per month, 42.7% shop more than
six times per month, and 0.8% did not respond to the question. Whereas almost half (48.7%) of
all respondents shop on-base less than once per week, we find that 71.7% of the respondents
shop once or more per week off-base. NOTE: See Frequency of Shopping graph for comparison.

In trying to ascertain which communities were the most favored shopping alternatives for the
military consumer, the following communities were listed in the questionnaire: Columbia, Kansas
City, Knob Noster, Sedalia, and Warrensburg. Respondents were also invited to list other choices
and to specify them. More cities were not listed due to the desire to keep the alternatives to a
reasonable number and to keep the number ofimproper answers to aminimum. Kansas City and
Columbia were included as ‘‘regional’” shopping alternatives.

When asked where (what city) they shopped most frequently off-base, the first choice was
Warrensburg which received 60.1%. The second choice was not as conclusive: Kansas City
received 30.3% and Sedalia 23.5%. The third choice confirmed Sedalia and Kansas City as strong
shopping alternatives with Sedalia receiving 27% and Kansas City 23.7%. The third choice also
had 27.3% improper answers. Other communities receiving mention include: Belton, Blue
Springs, Clinton, Concordia, Higginsville, Jefferson City, Laurie, Marshall, Nevada, Odessa,




Springfield, Windsor, and some cities out-of-state. NOTE: See Limitations concerning thesecond
and third choice for question #14.

Off-base shopping facilities in the city where the respondent shopped were rated in seven areas.
Their ratings ranged from very good to very poor. The first area rated was competitive prices,
78.7% of the respondents rate prices as good or very good, 21% rate them from fair down, with
0.3% not answering the question. In the area of adequate parking, they rate parking 87.4% in the
very good to good category, whereas 12.1% rated parking as fair and below and 0.5% failed to
respond. The product/service selection category received 84.1% in the very good to good rating,
13.4% in the fair and below ratings and 0.5% did not answer the question. Convenience of
locations received 71.6% in the very good to good rating, 27.4% in the fair and below ratings and
1%failed torespond. Convenience of hours received 87.6% inthe very good to good rating, 12.1%
in the fair and below ratings, and 0.3% did not answer the question. The area of financing/terms
of payment received 60.9% in the very good to good rating, 29.3% in the fair and belc .. rating, and
9.8% failed to respond. The use of credit cards resulted in 81.6% in the very good to good rating,
8.3% in the fair and below rating, and 10.1% did not answer the question.

Each of the seven areas rated was higher in the off- RATING OF SHOPPING FACILITIES
base communities compared to on-base facilities. 0
The four major areas where there were significant dif-
ferences in the very good to good categories favoring
off-base shopping were: (1) 26.3% higher rating in
competitive price, (2) 33.6% higher rating in adequate
parking, (3) 55.8% higher rating in product/service
selection, and (4) 34.7% higher rating in convenience
of hours. In setting out these distinctions, it must be 0
remembered that off-base facilities will always be 0
larger and more extensive then on-base facilities.
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When asked where (what city) they spend the most money off-base (question #16), thefirst choice
was Warrensburg which received 50.3%. In the second choice, Kansas City received 32.5%,
Sedalia 19.7% and Warrensburg 18.7%. In third choice answers, Sedalia received 29.8%, Kansas
City 16.9% and Knob Noster 14.4%. Thethird choice also had 26% improper answers. Other cities
mentioned include Belton, Blue Springs, Booneville, Clinton, Concordia, Higginsville, Jefferson
City, Laurie, Nevada, Odessa, Springfield, and some cities out-of-state. Comparing the answers
from question #14 (where do you shop most frequently off-base) and question #18 (where do you
spend the most money) is instructive. Even though the responses to question #16 bear some
similarity to the answers to question #14, there is clear evidence that there are significant choices
beaing made for high dollar purchases. Further distinctions can be made by studying the
responses to question #18, which asks respondents to list where they make purchases for
specific items/services. NOTE: See Limitations concerning the second and third choice for
question #16. '

In question #17, the respondents were asked to rank the three main reasons why they shop off-
base. They were given eleven possible answers plus an “other” category in which they were to
briefly list that reason. The first choice was non-availability of products/services on-base which
received 26.9%. Second choice was divided between wider product selection at 18% and non-




availability of products/services on-base at 17.6%. The third choice was wider product selection
at17.5%. A second look atthe results of this question provides greater clarity. By looking at each
of the eleven possible answers and what percentage of total responses they received, we find that
non-availability of products/services on-base received a total of 54.6% of all responses, wider
product selection received a total of 49.3% of all responses, and low prices received a total of
33.4% of all responses. From the results of question #17 (main reasons the respondent shops
off-base), we find the respondents showing a strong tendency to shop off-base because of the
non-availability of products/services on-base, a desire for wider product selection, and the
mobility of the military consumer. NOTE: See Limitations concerning this question.

In question #18, the respondents were asked where they made purchases of 21 specific products/
services. The respondents were asked to choose between on-base and five off-base communi-
ties, and had the option of specifying an off-base choice not listed. The top five choices on-base
were groceries (299 responses), over-the-counter drugs (270responses), personal care products
(263 responses), barber/hair styling (203 responses), and dry cleaning (187 responses). Thetop
three choices for Knob Noster were barber/hair styling (78 responses), dry cleaning (78
responses), and banking (58 responses). The top three choices for Warrensburg were hardware
(168 responses), dining out (165 responses), and auto parts and accessories (148 responses).
The top three choices for Sedalia were furniture (88 responses), dining out (57 responses), and
hardware (48 responses). The top three choices for Kansas City were women'’s apparel (152
responses), men’'s apparel (149 responses), and shoes (135 responses). This table deserves
careful attention by retailers: an intimate knowledge of the shopping preferences of the military
consumer for specific products and services can be gained through its study. Other cities
mentioned include: Blue Springs, Clinton, Concordia, Eldon, Jefferson City, Lamonte, Laurie,
Nevada, Springfield, St. Joseph, St. Louis, Windsor, and some cities out-of-state. Other facilities
mentioned include: R-G Federal Credit Union. NOTE: See Limitations concerning this question.

Question #20 asked what time/day was most convenient for military consumers to shop off-base.
It was divided into three time blocks covering the seven days of the week, for a total of 21 time/
day blocks. Eighttime/day blocks stood out as top choices. They were: Monday through Friday,
4 PM to 9 PM (five blocks), Saturday, 1 PM to 9 PM (two blocks), and Sunday, 1 PMto 4 PM (one
block). The response to these eight time/day blocks was on the average six times greater than
the other 13 time/day blocks.

It's worth noting that the answers to question #19 (time/day preference for on-base shopping) and
#20 are nearly identical with the exception that the respondents preferred Saturday morning for
shopping on-base and Saturday evening for shopping off-base. Also, itshould be noted thatthere
were 35 written comments concerning the need for expanding the hours of businesses both on-
and off-base.




ATTACHMENT A

SAMPLE

(Whiteman Area Steering Council Letterhead)
(This letter was attached to all surveys sent to active duty military personnel)

Dear Whiteman Survey Participant:

We're asking you to take the time (approximately 15 minutes) to complete the shopping
survey, and to return it to us in the attached envelope.

We're asking you to complete the survey for two good reasons:

(1)  to help us learn your on- and off-base shopping needs, and
(@) to help area merchants and communities better meet your needs.

You and the other personnel stationed at Whiteman AFB are important members of our
regional community. We realize that you have particular shopping needs related to the hours you
work, your pay grade, your family size and other considerations. What we don’tknowis howthose
considerations specifically affect your needs. This survey is the best way we know to find out.

Only a small, but representative, sampling of the Whiteman AFB community is being
surveyed. That makes it even more important that you take the time to answer and return this
document.

Your reply will be completely confidential - no names are requested on the completed form.

Please help us to help you, and complete and return the survey today. Thank you.

Sincerely Yours,

Bob Pulliam
Executive Director




ATTACHMENT B

SAMPLE

(Whiteman Area Steering Council Letterhead)

(This letter was attached to all surveys sent to retired personnel)
Dear Whiteman Survey Participant:

We're asking you to take the time (approximately 15 minutes) to complete the shopping
survey, and to return it to us in the postage-paid envelope.

We're asking you to complete the survey for two good reasons:

(1)  to help us learn your on- and off-base shopping needs, and
(2) to help area merchants and communities better meet your needs.

You and the other retired personnel living in the Whiteman AFB area are important
members of our regional community. We realize that you have particular shopping needs related
to the hours you work, your pay grade, your family size and other considerations. What we don't
know is how those considerations specifically affect your needs. This survey is the best way we
know to kind out.

Only a small, but representative, sampling of the Whiteman AFB regional community is
being surveyed. That makes it even more important that you take the time to answer and return
this document.

Your reply will be completely confidential - no names are requested on the completed form.
Please help us to help you, and complete and return the survey today. Thank you.

Sincerely Yours,

Bob Pulliam
Executive Director




ATTACHMENT C

SAMPLE

(Headquarters 800th Combat Support Group Letterhead)

(This letter was attached to all surveys)

Survey Participants

1. The Whiteman Area Steering Council was formed to deal with the issues of growth in the
surrounding communities caused by the B-2 buildup. The council represents over 300 community
leaders from 5 counties around Whiteman AFB. Their current project is a comprehensive plan for
community improvement. You are being asked to take part in-that project by answering the
attached survey questions. Your responses will give area merchants and community leaders a
better understanding of your needs and help them to provide ways of meeting those needs.

2. Only 520 surveys are being distributed. For this reason, it is extremely important for you to
complete the survey and return it in the postage paid envelope immediately. | highly encourage
you to take afew minutes of your time to help make the Whiteman community an even better place
in the future.

3. My point of contact is Major Tommy D. Harris. You may direct any questions or comments to
him at 687-6161 during duty hours or 429-6808 after duty hours. | sincerely appreciate your
cooperation.

RON A. ANTHONY, Colonel, USAF
Commander




SHOPPER'S SURVEY
Summary of All Responses

Please indicate whether you are:

A. 335 84.6% Males
B. 61 15.4% Females

Please indicate whether you are:

A. 276  69.7% Married
B. 120 30.3% Single

ATTACHMENT D

Please indicate the number of children you have in your household in the following age categories.

A. 197 49.7% Households WITH children
B. 199 50.3% Households WITHOUT children
108  30.7% Birth to 5 years old
125 355% 6 - 12 years old
90 25.6% 13 - 18 years old
29 8.2% 19 and above

Please indicate your status.

A. 116 29.3% Active duty military living ON-base

B. 188 47.5% Active duty military living OFF-base

C. 38 9.6% Retirad military living in Knob Noster area

D. 54 13.6% Retired military living in other than Knob Noster area
Ifyou live ON-base go to question 6, if you live OFF-Base, indicate the approximate driving distance you live
from Whiteman AFB.

A. 116 Personnel living ON-Base

B. 139 50.0% Within 10 miles

C. 89 32.0% 10 - 20 miles

D. 20 72% 20 - 30 miles

E. 10 3.6% 30 - 40 miles

F. 20 7.2% Greater than 40 miles

G. 2 No response

For Military personnel, indicate the time you have been assigned to Whiteman. For Retired personnel,

indicate the time you have lived in this area.

A. 61 15.4% Less than one year

B. 147 37.1% One to three years

C. 72  182% Four to seven years
‘D 110 278% Over seven years

E 6 1.5% No response

Which of the following age groups describe your age?
A. 59 14.9% 17-23




10.

11.

12.

B. 119  30.1% 24-29

C. 101 25.5% 30-39

D. 50 126% 40-49

E. 26 6.6% 50-59

F. 39 9.8% 60 or older
G. 2 0.5% No response

Please indicate whether your spouse works.

A. 116 418% Fulitime

B. 81 29.5% Part-time

C. 79 28.7% Does not work
D. 120 No spouse

E. 1 No response

What was your total household income for the past year?

A. 11 2.8% 0 - $9,999

B. 138 34.8% $10,000 - $19,999
C. 120 30.3% $20,000 - $29,999
D. 74 18.7% $30,000 - $39,999
E. 48 12.1% $40,000 - or more
F. 5 1.3% No response

What is the highest level of education you have completed?

A 0 0.0% Less than High School

B. 106 26.8% High School (including GED)
C. 160 40.4% Less than two years of college
D. 41 10.4% Two year college degree

E. 53 13.4% Four year college degree

F. 34 8.5% Graduate Degree

G. 2 0.5% No response

How many times do you and your spouse usualily shop ON-base?

A. 52 13.1% Less than once a month
B. 193 48.7% One to three times a month
C. 86 21.7% Four to six times a month
D. 62 15.7% More than six times a month
E. 3 0.8% No response
Rate the Base shopping facilities in the following areas: (please put a check in the area that indicates your
rating.)
Very Very No
Good Good Fair Poor Poor Response
44 164 137 33 7 1 Competitive prices
46 167 100 56 21 6 Adequate parking
. 25 87 171 79 24 10 Product/Service selection
65 214 90 15 1 11 Convenience of locations
32 177 115 54 10 8 Convenience of hours
38 158 119 32 ] 41 Financing/terms of payment
71 215 54 1 5 50 Use of Credit Cards
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Very Very No

Good Good Fair Poor Poor Response

11.1% 414% 346% 83% 18% 28% Competitive prices

11.6% 422% 253% 14.1% 53% 1.5% Adequate parking

6.3% 22.0% 43.2% 19.9% 6.1% 25% Product/Service selection
16.4% 54.0% 22.7% 38% 03% 28% Convenience of locations
8.1% 44.8% 29.0% 136% 25% 2.0% Convenience of hours
9.6% 39.8% 30.1% 8.1% 2.0% 104% Financing/terms of payment
17.9% 54.3% 136% 03% 13% 12.6% Use of Credit Cards

How many times do you and your spouse usually shop OFF-base?

A. 29 7.3% Less than once a month

B. 80 20.2% One to three times a month
C. 115 29.0% Four to six times a month

D. 169 42.7% More than six times a month
E. 3 0.8% No response

Please rate where you shop mostfrequently OFF-base. ‘1’ for mostfrequent, 2" forsecond most frequent,
and “3” for third most frequent.

First Second Third
1 5 10 Columbia
53 120 94 Kansas City
30 39 44 Knob Noster
45 93 107 Sedalia
238 62 19 Warrensburg
13 7 14 Other (please specify)
16 70 108 Improper Answer
First Second Third
0.3% 1.3% 2.5% Columbia
13.4% 30.2% 23.8% Kansas City
7.6% 9.8% 11.1% Knob Noster
11.4% 23.5% 27.0% Sedalia
60.0% 15.7% 4.8% Warrensburg
3.3% 1.8% 3.5% Other (please specify)
4.0% 17.7% 27.% Improper Answer

Please rate the shopping facilities of the city where you shop most frequently (from question 14) OFF-base.
(Please put a check in the area that indicates your rating.)

Very Very No
Good Good Fair Poor Poor Response
90 222 78 4 1 1 Competitive prices
106 240 42 6 o 2 Adequate parking
- 131 202 51 9 1 2 Product/Service selection .-
89 195 87 20 1 4 Convenience of locations
130 217 42 6 0 1 Convenience of hours
58 183 102 10 4 39 Financing/terms of payment
125 198 29 2 2 40 Use of Credit Cards
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Very Very No
Good Good Fair Poor Poor Response
22.7% 56.0% 19.7% 10% 03% 0.3% Competitive prices
268% 60.6% 106% 15% 00% 0.5% Adequate parking
33.1% 51.0% 128% 23% 03% 0.5% Product/Service selection
225% 49.1% 220% 5.1% 03% 1.0% Convenience of locations
328% 548% 106% 15% 00% 0.3% Convenience of hours
14.7% 462% 258% 25% 1.0% 9.8% Financing/terms of payment
316% 500% 73% 05% 05% 10.1% Use of Credit Cards
16. Please estimate (roughly) where you spend the most money OFF-base. ‘1" for most money, 2" for second

largest amount, and 3" for third largest amount.

First Second Third
2 6 10 Columbia
94 129 67 Kansas City
12 40 57 Knob Noster
44 78 118 Sedalia
199 74 28 Warrensburg
15 5 13 Other (please specify)
30 64 103 Improper Answer
First Second Third
0.5% 1.5% 2.5% Columbia
23.7% 32.5% 16.9% Kansas City
3.0% 10.1% 14.4% Knob Noster
11.1% 19.7% 29.8% Sedalia
50.3% 18.7% 7.1% Warrensburg
3.8% 1.3% 3.3% Other (please specify)
7.6% 16.2% 26.0% Improper Answer
17. Please rank the three main reasons why you and your spouse shop OFF-base. “1" for the most important,

2" for the second most important, and *3" for the third most important.

First Second Third
0 1 2 Adequate parking
45 23 19 Already there for reasons other than shopping
60 34 38 Low prices
13 27 28 Convenient hours
3 3 7 Courteous salespeople
14 18 31 Different atmosphere/change of scenery
107 70 40 Non-availability of products/services ON-base
12 41 33 Special sales or discounts
55 72 69 Wider product selection
3 11 18 Quality of merchandise
1 3 11 Terms or payment
. 19 1 2 Other (convenience/distance)
64 93 98 Improper response
First Second Third
0.0% 0.3% 0.5% Adequate parking
11.4% 5.8% 4.8% Already there for reasons other than shopping
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18.

15.2%
3.3%
0.8%
3.5%

26.9%
3.0%

13.8%
0.8%
0.3%
4.8%

16.2%

Please indicate where you make the maijority of your purchases for each of the following product/service:

8.6%
6.8%
0.8%
4.5%
17.6%
10.3%
18.0%
2.8%
0.8%
0.3%
23.4%

9.6%
7.1%
1.8%
7.8%
10.1%
8.3%
17.5%
4.5%
2.8%
0.5%
24.7%

Low prices
Convenient hours

Courteous salespeople

Different atmosphere/change of scenery
Non-availability of products/services ON-base
Special sales or discounts

Wider product selection
Quality of merchandise

Terms or payment
Other (convenience/distance)
Improper response

KN = Knob Noster, Wnbg = Warrensburg, Sed = Sedalia
KC = Kansas City, Col = Columbia, Otr = Other
No resp = No response or Not Applicable

ON-
Base

S0
94
76
299
121
98
263
270
15
53
78
124
49
33
56
73
148
51
169
203
187

ON-
Base

14.6
249
249
74.7
39.0
304
68.4
70.5

4.7
16.9

KN

23
47

~N N -
mmﬂmg-s-n--nummoamw-amm-s

KN

6.7
124
03
20
06
03
08
05
1.9
0.6

Wnbg

168
148
117
62
122
57
73
65
72
121
100
97
107
102
87
113
94
165
45
56
53

Wnbg

49.2
39.1
38.3
155
394
17.7
19.0
17.0
22.4
38.8

Sed KC Col
48 31 0
47 21 1
25 66 2
13 8 0
28 17 1
22 123 1
20 11 0
21 8 0
88 116 2
38 74 2
43 85 1
29 97 0
33 149 4
22 152 3
20 98 1
30 135 2
26 14 0
57 64 4
19 10 0
20 10 0
21 9 0

Sed KC Col

PERCENTAGES

14.0 9.1 0.0

124 56 0.3
82 216 07
33 20 00
9.0 5.5 03
68 383 03
52 29 0.0
55 2.1 0.0

274 36.1 0.6

121 237 06

Otr

21
19

7

8
12
14
13
12
1§
16
12
12
10

9

7
17
39
14
11
14
14

Otr

6.1
5.0
23
20
39
43
34
3.1
4.7
5.1

D-§
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0.0
0.0
0.7
0.0
0.0
03
0.0
0.0
03
03

NO

Resp

0 Z 3 -
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°

03
03
3.0
05
23
16
03
13
19
1.9

Hardware

Auto parts / accessories
Toys

Groceries

School / office supplies
Jewelry

Personal care products
Over-the-counter drugs
Furniture

Sporting goods
Appliances

Electronics

Men's apparel
Women's apparel
Children’s apparel
Shoes

Banking

Dining out

Alcoholic beverages
Barber/hair styling

Dry cleaning

Hardware

Auto parts / accessories
Toys

Groceries

School / office supplies
J