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CHAPTER I

INTRODUCTION

Statement of the Problem

The problem is to study the shopping goods trade flow

from Lewisville, Lake Dallas, Sanger, and Valley View,

Texas. The survey method is used.

Purpose of the Study

The purpose of the study is to determine the trading

centers that receive significant amounts of shopping goods

trade flow from the communities surveyed. The position that

the Denton trading center holds as a source of shopping goods

for households in these communities is compared with the

positions held by some competing trading centers.

This study is made in co-operation with the Denton

Chamber of Commerce for the benefit of the merchants of Den-

ton. It is based on a survey made in December, 1953, by the

Business Administration 470 (Marketing Research) class of

North Texas State College.

Elements of the Study

One element of this study concerns the application of

Reilly's Law of Retail Gravitation to the Denton trading area.

In 1951, John Brooks used the Law of Retail Gravitation as a

1
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basis for establishing the theoretical boundaries of the

Denton trading area. This study compares Brook's findings

with the actual purchases made by the respondents in the

survey.

The Law of Retail Gravitation infers that the relative

amount of trade that flows from a small town to each of two

large cities depends largely on two factors: (1) The popu-

lations of the competing cities, and (2) the distances of the

competing cities from the intermediate town. Brooks dis-

cussed these factors as follows:

Population and distance are the principal factors in
determining where people buy. The towns that are lo-
cated at a considerable distance from any primary
trading center will trade in secondary trading centers.
The proportion of trade that goes to these secondary
trading centers depends to a great extent upon the
relative distances between the primary and secondary
trading centers. 2

This statement implies that consumers in a small community

will trade in their local trading center when the importance

of their purchases will not justify their traveling consider-

able distances to investigate goods in primary trading centers.

The influence that the local market has on its consumers de-

pends largely on the distances between the small town and the

John M. Brooks, "A Study of the Retail Trading Area of
Denton, Texas," unpublished master's thesis, School of B3usi-
ness Administration, North Texas State College, Denton, Texas,
1951, pp. 14-24.

2
Ibid., p. 10.
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larger shopping centers. The proportion of trade that goes

to each city depends on each city's population as well as

on the distance.

Population and distance are factors that determine the

breaking point of trade flow between two cities. Converse

states the following:

The original law of retail gravitation stated that
two cities attract trade from an intermediate town
in the vicinity of the breaking point approximately
in direct proportion to the populations of the two
cities and in inverse proportion to the squares of
the distances from these two cities to the inter-
mediate town. 3

According to the above statement, the breaking point be-

tween two cities is located a shorter distance from the

smaller city than it is from the larger. If an intermediate

town is located in the vicinity of the breaking point, the

two cities receive equal proportions of the intermediate

town's trade flow.

The effect of income as a determining factor in buying

habits is also a part of this study. Converse reveals that

upper-income families shop out of town more than do low-income

families.4 The general assumption is that people who can bet-

ter afford the expense of going to larger trading centers to

buy will do so more of ten than will people of lesser means.

3paul D. Converse, "New Laws of Retail Gravitation,"
The Joural of Marketing, XIV (October, 1949), 379.

4
Ibd. p. 382.
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Types of consumer goods purchased are considered in this

study as factors that affect trade flow. It is generally be-

lieved that consumers will travel longer distances to purchase

shopping goods than 'they will to purchase convenience goods.

Another area that is considered is the possibility that

location of employment influences trade flow. A study of

Denton's shopping goods trade losses gives weight to this

theory. Anderson found that some of the trade loss in Denton

resulted from the fact that some residents of Denton commuted

to neighboring cities for employment.

The suggestion that newspapers influence the buying habits

of their subscribers has long been generally conceded, although

the extent of this influence is highly debatable. This study

does not attempt to determine whether people shop in a trading

center through the influence of its newspaper or whether they

subscribe to the newspaper because they are loyal to the city.

It merely reports the extent of newspaper subscribership found

in the survey and compares purchases made in Denton by .aenton

Record-Qhronicle subscribers to purchases made in Denton by

people who do not subscribe to the Denton newspaper.

Scope and Limitations

The scope of this study is confined to the information

received in the survey of Lewisville, Lake Dallas, Sanger, and

5Roy Anderson, "A Study of Denton's Shopping Goods Trade
Losses," unpublished master's thesis, School of Business Adminis-
tration, North Texas State College, Denton, Texas, 1953, p. 29.



Valley View, Texas, as revealed by the questionnaires and pre-

sented in the tabulations. The answers that were given by the

respondents are assumed to be true and the tabulations are

presented as the results of these answers.

The shopping centers included in this study are those

that receive significant amounts of the trade flow from the

communities surveyed. These shopping centers include Denton,

Dallas, Fort Worth, and Gainesville, Texas, and those of the

small towns covered by the study. Other trading centers,

such as Decatur and McKinney, Texas, attract some trade from

the towns surveyed, but the amounts do not appear to be sig-

nificant to this study.

The universe is limited to the boundaries of the four

towns surveyed. The corporate limits of Lewisville and Sanger

are used as boundaries for those towns. Natural boundaries

were designated in Lake Dallas and Valley View since these

towns have no corporate limits.

With the exception of a small Negro community outside the

corporate limits of Lewisville, the populations of all four of

the towns are white. Since the Negro community in Lewisville

is located outside the corporate limits, it is felt that the

omission of that area from the sample is justified.

Definitions of Terms

A number of terms used in this study are subject to many

interpretations if not clearly defined. Consequently, the
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terms that require clarification are defined in the following

paragraphs.

Trade flow.--Trade flow is the circulation of a town's

residents to trading centers for the purpose of purchasing

consumer goods. It is measured in units of purchases rather

than in dollar units because of the complexity of obtaining

price information.

The proportion of a town's shopping goods purchases that

is made in a trading center constitutes the town's bhppping

goods trade flow to that trading center. For example, the

portion of Lewisville shopping goods purchases that is made

in Dallas comprises that town's trade flow to Dallas, and the

proportion made locally is considered the trade flow that is

retained by the town. These proportions can be compared to

the proportions of Lewisville purchases made in Denton, Fort

Worth, or any other trading centers that receive measurable

amounts of trade flow from the town.

The dispersion of the total trade flow from a town to

various trading centers is considered to be the town's trade

flow pattern. The residents of a town establish the trade flow

pattern by the proportion of purchases they make at the var-

ious trading centers.

Retail trad e-_rea.--This study will consider a retail

trade area as the district from which a trading center draws

50 per cent or more of the shopping goods trade that is shared

between it and a competing trading center. Population and
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distance are important factors in determining the size of a

retail trade area.

The Law of Retail Gravitation expresses the method of

computing the proportion of trade that goes from an intermedi-

ate town to two competing trading centers as follows:

Bb (Pb) (Da)

Ba is the proportion of trade attracted by city A
Bb is the proportion of trade attracted by city B
Pa is the population of city A
Pb is the population of city B
Da is the distance from intermediate town to city A 6Db is the distance from intermediate town to city B

In case one of the trading centers is an extrmely large

city while the other is considerably smaller, the formula is

cubed rather than squared. This technique makes allowance

for the reluctance of some shoppers to visit a large city where

they must contend with heavy traffic, strange sounds, and

other inconveniences they face to lesser degrees in smaller

trading centers.

Breaking pont.-.-The breaking point is the theoretical

location between two cities where trade is equally divided

between the two. One half of the trade from this location

flows to one trading center while the remaining one half

flows to the other.

Trcdingcenter.--A trading center is a town or city that

contains retail stores that offer consumer goods for sale.

6
William J. Reilly, The Law of Retail Gravitation

(New York, 1931), p. 70.
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The term, "shopping center," is used as a synonym in this

study.

Trading centers are classified as primary, secondary, and

rural trading centers. Converse and Jones describe primary

trading centers as follows$

Primary trading centers are towns or cities with stores
selling fairly large assortments of furniture, home
furnishings, and wearing apparel for men, women, and
children. They usually have several stores selling
each type of goods and at least some of the stores
handle high quality merchandise. Primary trading
centers usually are located in towns of over 10,000
population, although in the less densely populated areas,
some towns of less than 10,000 population may be primary
trading centers. 8

The same authors speak of secondary trading centers as

being found generally in towns with populations of 1,500 to

10,000 people. Stores in such towns sell limited offerings

of fashion goods that are usually low in quality and price.

The authors state further that secondary trading centers have

importance in the sale of convenience goods and service goods.

lural trading centers are considered in this study as

trading centers that are located in communities of less than

1,500 population. Like the secondary trading centers, rural

trading centers are im portant in the sale of convenience goods,

but are of less importance than secondary trading centers in

the sale of shopping goods.

8Paul D. Converse and Fred M. Jones, Introductio to
MIarketing (New York, 1948), p. 47.

9
Ibid.
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Tpsee pa 2-_o!d s aol!A_t retail.--Maynard and Beckman state

that consumer goods comprise "the entire range of commodities
10

used by final consumers." This study involves two types of

consumer goods: convenience goods and shopping goods.

Converse and Jones describe convenience goods as follows:

* . . goods of small unit value for which consumers
do not shop; instead they are purchased at the most
convenient places: grocery, drug, and hardware
stores, filling stations, restaurants, and news-
stands. Convenience goods are usually of standard
or known quality. They may be goods needed in emer-
gencies or perishables that must be bought in small
quantities. Some are goods bought on the impulse of
the moment. Typical convenience goods are foods,
drugs, toilet articles, gasoline, newspapers, maga-
zines, candy, cigarettes, and household supplies,
such as light bulbs, soap, screen wire, or nails. 11

Shopping goods contrast with convenience goods in the

importance that consumers attach to their purchase. In their

description of shopping goods, iaynard and Beckman state that

"The consumer desires to compare prices, qualities, and styles
12

at the time of purchase." Shopping goods are of such a

nature that consumers often do not have their needs clearly

defined before their shopping trips are begun. They wish to

compare the offerings of different stores and base their de-

cisions on their comparisons. Usually, such purchases are of

10
Harold H. Maynard and Theodore N. Beckman, ?rinciples

of marketing (New York, 1946), p. 32.

11
Converse and Jones, 2o_. iL., p. 48.

12
Maynard and Beckman, p. cit., p. 33.
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sufficient importance to Justify their spending considerable

amounts of time and effort in making their decisions.13

Converse and Jones classify shopping goods as follows;

Shopping goods are divided into two classes# fashion
goods and service goods. Fashion goods are purchased
for their style and distinctiveness. Their purchase is
concentrated largely in shopping or trading centers.14

Consumers are typically deliberate when making purchases

of fashion goods. They usually prefer to examine a number of

items to determine the ones which suit their tastes.

The same authors define service goods as follows;

Service goods are durable goods of high unit value
which require service in repair, delivery, instal-
lation, credit. Typical service goods are auto-
mobiles, refrigerators and other home appliances,
and farm equipment. Since mechanical performance
is of more importance than style in service goods,
the consumer prefers to buy such goods from nearby
dealers who give good repair service. 15

According to the above quotations, people will purchase

fashion goods more readily than service goods in distant shop-

ping centers. The services that accompany purchases of serv-

ice goods undoubtedly encourage many consumers to buy such

goods as near their homes as possible.

IJousehold.--A household is considered to be a dwelling

unit that is permanently occupied by at least one person.

131bido

14
Converse and Jones, Op. cit., p. 47.

15
Ibid.
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According to this definition, a household might be a small

apartment that is occupied by a family of several persons.

On the other hand, a household might be a large mansion oc-

cupied by a person who lives alone.

Converse, Huegy, and Mitchell define a household as follows;

A household is made up of all the persons who occupy
a house, apartment, room, or group of rooms that con-
stitute a dwelling unit. It includes the related
family members and unrelated persons like lodgers and
employees. It may consist of one person or two or more
unrelated persons. It may include a primary family
(head and all persons related to the head), or a pri-
mary family and a subfamily (married couple with or
without children, or a parent with one or more
children living in a household and related to the
head of the family or his spouse) and/or a secondary
family (two or more persons related to each other but
not to the head of the household), The term hous hold
is thus broader than the term fg;ly, which is made up
of relatives. 16

According to these authors, the number of households in

a town should be more important to merchants than the number
17

of people, because "the household is the common buying unit."

Many types of consumer goods, especially service goods, are

bought more often by households than by individuals.

16
Paul D. Converse and Harvey ". Huegy, with the collabo-

ration of Robert V. Mitchell, Th.l _ent pf_ Marketing,
(New York, 1952), pp. 23-24.

17
Ibid., p. 23.



CHAPTER Il

CHARACTERISTICS OF ThE AREA

The shopping goods trade flow that leaves Lewisville,

Lake Dallas, Sanger, and Valley View, Texas, goes largely to

trading centers located in Denton, Dallas, Fort Worth, and

Gainesville, Texas. Figure I reveals the locations of these

towns and cities. 'The trade flow from the towns surveyed to

trading centers located in cities other than those named

above is too insignificant to be included in this study.

U. S. Highway377 is important to the study because all

of the towns and cities named above, with the exception of

Fort Worth, are located on this highway. It is the main

traffic artery between Oklahoma City and Dallas. At the

time of the survey, the thoroughfare had two lanes, but con-

struction has since been begun to rebuild it into a four-lane

super highway. The four-lane strip has already been completed

between Lewisville and Denton and it will eventually extend

the entire distance from Oklahoma City to Dallas.

Shopping Centers in the Area

Denton.--Denton, Texas, is located thirty-seven miles

northwest of Dallas, thirty-six miles north of Fort Worth,

and thirty-one miles south of Gainesville. Denton is the

county seat of Denton County.
12
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The 1950 population of Denton was 21,372 people. During

that year, Denton had 272 retail establishments with total
2

annual sales in excess of twenty million dollars.

The economy of Denton depends largely on the agricultural

production of Denton County. Denton furnishes the chief market

for the grain, peanuts, cotton, corn, and hay produced in the

county. Most of the livestock produced in the county is

shipped to Fort Worth.

Although the county's agricultural production is of pri-

mary importance to the city, other factors contribute to a

well-balanced economy in Denton. Two colleges, North Texas

State College and Texas State College for Women, are located

here. The students and faculties of these institutions pro-

vide the city with an important demand for consumer goods.

A number of industrial and wholesale establishments are

located in Denton. The pay rolls of these firms doubtless
3

add to the economic stability of the Denton trading center.

Dallas.--Dallas, Texas, is located in the heart of North

Central Texas. The city comprises a large metropolitan area

that is nationally known as a leading industrial, distribution,

financial, and cultural center. Dallas is the central point

of operations for a complex transportation system that serves

the southwestern region of the United States.

1!The Texas1 AanaL, 1954-55 (Dalla4, 1954), p. 113.

2bid.. p. 288.

3An n Survg t C y, Bureau of Business
Research (Austin, 1949), p I)i,302.



15

In 1950, the population of Dallas was 434,462 people. In

the same year, the population of the metropolitan area that
N 4surrounds Dallas was approximately 150,000 people. Dallas

had 4,713 retail establishments with total annual retail

sales of over six hundred million dollars.

The influence of the Dallas trading center is felt over

a wide area of worth Texas. The city is nationally prominent

as a fashion center. Dallas attracts thousands of visitors

with its cultural events such as the State Fair of Texas and

the Starligt Operetta. The city draws guests from a large

region with entertainment and sporting events such as ice

show s and nationally important football games.

Fort dorth.--Fort Worth, Texas, is located thirty-two

miles west of Dallas and thirty-six miles south of Denton.

Fort worth is connected with Denton by U. S. highway 377.

The 1950 census reported a population of 278,778 people

in Fort Worth.6 6 total of 3,142 retail establishments in

Fort iorth had retail sales of nearly four hundred million

dollars.

Fort Worth has a strong appeal as a shopping center over

a vast area in North and West Texas. The city is famous for

its livestock market and meat packing plants. It is nations

ally important to the aircraft industry.

4 .TheTexas. Almang, 1954-55 (Dallas, 1954), p. 112.

o6 7
Ibid.., p. 288.o IObid.,I p. 114. Ibid.,I p.9299.*
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Fort Worth is considered to be an entertainment center by

residents of West Texas. The Southwestern Exposition and Fat

tock Show attracts thousands of guests to the city each year.

Gainesville.--Gainesville, Texas, is located thirtyeone

miles north of Denton and eight miles south of the Red River.

Gainesville is the county seat of Cooke County.
8

The 1950 population of Gainesville was 11, 246 people.

During that year, the city had 231 retail establishments with
0

total retail sales of more than sixteen million dollars.

Although the economy of Gainesville is based primarily on

agriculture, the city has experienced a rapid industrial growth

since 1945. The city is nationally famous as the home of the

Gainesville Community Circus.

Characteristics of the Towns Surveyed

tewiWsville.--Lewisville, Texas, is an incorporated town

located fifteen miles southeast of Denton and twenty-one miles

northwest of Dallas. At the time of the survey, U. S. Highway

77 ran through the main business district of Lewisville, but now

the new four-lane highway runs along the western edge of the

town.

Texas Highway 121, which runs from Fort north to McKinney,

crosses U. S. Highway 77 at the south city limits of Lewisville.

On this highway, Lewisville is thirty-six miles northeast of

Fort dorth and thirty miles southwest of PcKinney.

8 91
JdId., p. 114. Itid., p. 268.
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In 1950, Lewisville had a population of 1,516 people and

a total of 65 business establishments. 1 In 1940, the town

had a population of 873 people and a total of 55 business

establishments. According to these figures, the population

of Lewisville increased by nearly 74 per cent during the ten

year period, The total number of business establishments in

the town increased by slightly more than 18 per cent during

the same period. These figures indicate that the growth of

business establishments has not kept pace with the growth of

population in Lewisville.

whe survey indicates that the population of Lewisville is

now larger than the figure stated in the last census report.

The population is currently estimated to be over two thousand

people. This estimate is defended by a number of observations.

iirst, residential construction in Lewisville continues at a

steady rate. Second, the town receives a number of new fami-

lies from other locations each year. Third, Lewisville is

regarded as an ideal location for commuting workers due to its

proximity to Dallas, Fort Worth, and Denton.

Brook's delineation of the Denton Trading Area places the

brea ing point between Denton and Dallas 10.2 miles southeast
12of Denton. According to this figure, Lewisville is located

... _b.id., p. 116.

1..eM, aa c. aLnd State dus;ra Guide (Dallas,1941),
p. 124.

2 John i. Brooks, "A Sudy of the detail Trading Area of
Denton, Texas," unpublished master's thesis, School of Busi-
ness Administration, North Texas State College, Denton, Texas,
1951, p. 20.
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approximately five miles outside the Denton Trade Area. This

estimate indicates that Dallas receives a larger proportion

of Lewisville trade flow than Denton receives.

The economy of Lewisville depends heavily upon the success

of the Lewisville trading center. The town does not offer a

large market for agricultural products and there is no sig-

nificant industrial development in Lewisville. The town re-

ceives most of its trade from its own residents and from

people who live in the surrounding rural area.

Lewisville offers an adequate supply of convenience goods

in a number of its stores. The town also has some selection of

service goods in a few of its stores. However, the town has

only limited offerings of fashion goods. Lewisville probably

loses most of its fashion goods trade to larger trading centers.

Lal Dallas.--Lake Dallas, Texas, is an unincorporated

settlement located one mile west of the lake named Lake Dallas

and one mile east of U. S. Highway377. The-owz is located

nine miles southeast of Denton and twenty-seven miles north-

west of Dallas. The railroad line from Dallas to Denton runs

between the town of Lake Dallas and the highway. The railroad

has a siding and a small station located there. According to

Brooks, the town is located approximately one mile inside the
13

Denton Trade Area.

The area that surrounds Lake Dallas has developed raPidly

as a recreation and vacation center in recent years. However,

13
Ibid.
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this trend is not revealed in census figures because the census

reports only residents.

In 1950, Lake Dallas proper had a population of 400 people
14

and only nine business establishments. In 1940, the popu-

lation of Lake Dallas was 489 people and there was a total of

ten business establishments.15 According to these figures, the

population of Lake Dallas decreased slightly more than 18 per

cent during the ten year period. The total number of business

establishments in the town decreased 10 per cent during the

same period.

The economy of Lake Dallas depends largely on the trade

of resort guests. The town has gained an added opportunity

for trade through recent improvements in camping facilities

around the lake.

Lake Dallas has limited offerings of consumer goods. the

town has convenience goods offered forsale in most of its

retail stores, but has practically no offerings of service goods.

Lake Dallas has no offerings of fashion goods at all, although

nearly every store in the town sells fishing, boating, and

camping supplies.

angerj,--Sanger, Texas, is an incorporated town located

twelve miles northwest of Denton and nineteen miles south of

Gainesville on U. S. Highway 77. The most traveled route to

14The Texas AlmA.c, _1934-_1 (Dallas, 1954), p. 116.

15
l2Tas ALmanac and Stte .Industrial Guide (Dallas, 1941),

p~ 1,:?-4 1
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either Dallas or Fort Worth from Sanger goes through Denton.

Sanger is forty-nine miles from Dallas and forty-eight miles

from Fort Worth. According to brooks, Sanger is located five
16

miles inside the Denton Trade Area.

In 1940, Sanger had a population of 1,000 people and a
17

total of sixty business establishments. In 1950, the town

had a population of 1,170 people and a total of fifty-five
18

business establishments. During the ten year period, Sanger

had a decrease of about nine per cent in total business es-

tablishments, but an increase of 17 per cent in population.

The economy of Sanger is based primarily on agriculture.

The Sanger area is important in the production of grains and

cotton. It is also of some importance in the production of

dairy products and livestock. The railroad that runs between Fort

Worh and Gainesville has a siding in Sanger that provides

a shipping point for the commodities produced in the area.

Sanger provides an adequate source of consumer goods for

its residents and those in the surrounding area. The town is

especially well equipped to supply its customers with convenience

goods and service goods, but offers only limited lines of fashion

goods.

16
John Brooks,op..cit.

17
Texas Almanac ,nd State Industri 1 Luguide., 1941 (Dallas,

1941), p. 128.

18
the 12..x~ALjanaQ, 1945 (Dalla s, l954), p. 120.
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.l V~iji.--Valley View, Texas, is an unincorporated

village that covers an area about two miles long and one-half

mile wide along the original U. S. Highway 77 between Denton

and Gainesville. The railroad that runs between Fort Worth

and Gainesville has a side-track about three fourths of a mile

east of the Valley View business district. The improved U. S.

Highway 77 runs parallel with the railroad between the rail-

road and the eastern residential section of Valley View.

Valley View is located about four miles north of the

Denton County line in Cooke county. The community is twenty-

one miles north of Denton and ten miles south of Gainesville.

Brooks determined that Valley View lies approximately four

miles north of the breaking point between the Denton Trade Area

and the Gainesville Trade Area.19

According to census figures, Valley View had a decrease

between 1940 and 1950 in both population and the total number

of business establishments. In 1940, Valley View had a popu-

lation of 700 people and the town had a total of 35 business
20

establishments. In 1950, Valley View had a population of
21

650 people and it had a total of 18 business establishments.

According to these figures, the population of Valley View de-

creased slightly more than 7 per cent during the ten year

19 John Brooks, _p. cit.
2 Texas Almanacnd. State Industrial Guide, 1941 (Dallas,

1941), p. 130.

21The Texas Almanac, 1954-i (Dallas, 1954), p. 122.
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period. During the same period, the total number of business

establishments in the town decreased over 48 per cent.

The economy of Valley View depends almost entirely on the

agricultural production of the surrounding area. The town

has some residents who commute to Gainesville for employment,

but the practice is not sufficiently common to be of major

importance to the town's economy.

'The Valley View area is important in the production of

grains and cotton. The area also has some dairying activity.

Livestock raising appears to be more important to the Valley

View economy than it appears to be to the Sanger economy.

Valley View is a source for limited types of consumer goods.

The town has retail outlets for convenience goods and some types

of service goods. However, Valley View has no store that offers

fashion goods for sale. It is apparent that much of the buying

for households in the Valley View area is done in larger trading

centers.



CHAPTER III

METHODS AND PROCEDURES

Source of Data

The data for this study were obtained by the survey method.

Households were selected at random in Lewisville, Lake Dallas,

Sanger, and Valley View, Texas. The respondents in these

households were asked for information concerning their most

recent purchases of some types of consumer goods.

The Business Administration 470 (Marketing Research) class

of North Texas State College, Denton, Texas, undertook the

investigation as a project during the fall semester of 1953.

The Denton Chamber of Commerce defrayed the traveling ex-

penses incurred by members of the group.

The class was divided into four committees to conduct the

survey in the four towns. The committees selected the samples,

interviewed the respondents, and tabulated some of the data.

The Questionnaire

The questionnaire that was used in the survey was devbped

by the members of the Marketing Research class. The members

of the class submitted original questions which were carefully

edited to insure accurate and unbiased answers. A group of

the students studied the questions to eliminate duplications

and rephrased the questions that were not stated clearly.

23
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Brown's rules for questionnaire construction were used as

a guide for developing the questionnaire. These rules were

stated as follows:

1. Questions should ask only for data which can be
clearly remembered by respondents.

2. The data obtained should not involve general-
izations.

3. The meaning of every question should be obvious
to the less intelligent persons included in the
survey.

4. Eliminate leading questions.
5. Omit questions which are too intimate or which

raise personal prejudice.
6. The questionnaire should be limited to obtaining

facts or opinions as much as possible.
7. The questions should be as easy to answer as

possible.
Questions containing more than one element
should be eliminated.

9. All questions should provide for conditional
answers.

10. The questions should be arranged in a proper
sequence. 1

Efforts were made to keep the questionnaire as simple as

possible. The questions that were acceptable according to the

rules stated above were studied for their relevance to -the

subject. Only the most pertinent questions were finally placed

in the completed questionnaire.

Figure 2 shows the questionnaire that was used. Section I

of the questionnaire was comprised of classification questions.

The purpose of this section was to obtain information that would

be helpful in the interpretation of the data concerning purchase

of consumer goods. In addition it was felt that the data from

1
Lyndon 0. Brown, ivMarketin and Distribution Researh

(New York, 1949), pp. 432-450.
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Questionnaire

Town

Race; W C (b) Years lived in town
1. Number in household
2. Number employed
3. Occupation (s) of employed
4. City (cities) of employment

II. (a) Nhat newspaper (s) do you take?go

(b) In what town do you plan to do most of your Christmas
shopping?

(c) In what town did you buy last week-end's groceries?

(d) For goods other than groceries, in what town do you
prefer to shop?

III. If you bought any of the following items while living
here, in what town did you buy the last one?

(a)
(b)
(c)
(d)
(e)

(Town)
Plan's suit
Man's shoes
Woman's suit or coat
Child's shoes
Furnitte

IV. Do you own a:

(a) Television
(b) Gas or electric

refrigerator
(c) Vacuum cleaner
(d) lashing machine
(e) Home freezer
(f) Automobile (s)

Number owned __

V. Income: _ High

(Yes, No) (Town--if purchased
since living here)

lake_ aodel

_ed ium Low

Interviewer

Fig. 2--The questionnaire used in the survey

I. (a)
(c)
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this section would reveal significant characteristics which

would create a better understanding of the four towns.

The number of years the respondents had lived in their town

could indicate the rates of population stability in the four

towns. The average numbers of people in the households could

be compared with the average for the state of Texas as re-

ported by the United States Bureau of Census. The cities of

employment could suggest the adequacy of employment available

in the four towns. The cities of employment could also indi-

cate the importance the practice of commuting to neighboring

cities for employment had in the economies of the four towns.

Section II of the questionnaire contained four questions

that could supplement the data obtained in Sections III and IV

when cross-tabulations were made. For example, it was felt

that the respondents might tend to trade in the towns where

the newspapers to which they subscribed were published.

Since the interviews were conducted during-the shopping

season preceding Christmas, the respondents were asked to tell

where they intended to do most of their Christmas shopping.

This was considered to be an opinion question since the answers

indicated preferences for future behavior rather than actual

buying practices.

The question that concerned purchases of groceries was in-

cluded to determine if the shopping centers where respondents

bought convenience goods differed from the shopping centers
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where they purchased shopping goods. The question tested the

hypothesis that people will travel farther to obtain shopping

goods than they will to obtain convenience goods.

question (d) was considered to be an opinion question

because it asked for a preference. This question was included

to help determine if the respondents actually preferred to shop

in the trading centers where they made their shopping goods

purchases. It was felt that perhaps many purchases were made

in shopping centers that were not actually preferred because

distance and other factors prohibited visits to shopping centers

that were preferred.

Sections III and IV contained factual questions. These

questions concerned the buying practices of the respondents

on a last-purchase basis. The use of this type of question was

justified by the "theory of the last purchase," which states

that any distortion of behavior on the part of one respondent

will tend to be off-set by an opposite distortion on the part
2

of any other respondent if the sample is taken at random and

is large enough.

The last-purchase type of question was also defended on the

basis of memory. It was conceded that a person would usually

remember a last purchase of any given item, but his memory of

purchases made prior to the last one would be less clear.

2
Ibid., pp. 433-434.
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Section III asked for the names of the towns in which the

last purchases of wearing apparel and furniture were made.

The phrase, "since living here," was included to eliminate

purchases that were outside the scope of this study. The items

of merchandise were limited in order to keep the questionnaire

as simple as possible, although the items of apparel that were

listed included merchandise that was bought for every member

of a typical family.

Section IV asked for information concerning ownership and

purchases of home appliances and automobiles. The data obtained

from these questions could reveal the potential markets for

these items in the towns studied. In addition, the data could

indicate the proportions of home appliance and automobile trade

flow that were obtained by the various trading centers.

Section V of the questionnaire provided for income status

of the households. This section was completed by the inter-

viewers on the oasis o4 their own observations.

Cautious measures were provided to insure accurate esti-

mates of income status. First, only three general classifi-

cations of income status were used to make the ratings as

simple as possible. These classifications were high income,

medium income, and low income.

Second, applicable definitions of the three income groups

were given the interviewers. The lower income group was to

include all households that had scarcely any comforts of life.

Households that had more than the bare necessities and enjoyed



29

reasonable luxuries were placed in the medium income group.

It was believed that households in the upper income level

would be easily recognized by the bountiful supply of material

goods typically found in such households.

Selection of the Samples

The only way a completely true picture of shopping goods

trade flow from Lewisville, Lake Dallas, Sanger, and Valley View,

Texas, could have been obtained would have been to ask all of the

residents where they made their purchases. However, such cov-

erage would have been expensive in both time and money. As a

result, sampling techniques that reflected the behavior of the

total populations were used.

Samples were selected at random in quantities large enough

to indicate, within limits, the buying practices of the total

populations in the four towns studied. This method employed

the general law of sampling, which states, "a moderately large

number of items taken at random from a very large group are
3

almost sure to have the characteristics of the larger group."

To be consistent with the law of sampling, each sample had to

be large enough to be reliable and to be representative of the

various elements of its universe. To be proportionate, each

sample had to be taken under conditions that gave each unit in

the universe an equal chance of being selected. Consequently,

random samples were used.

3
Ibid.,tp. 457.



30

In this study, all of the households in the four towns

were considered to be sources of information and those selected

were determined by chance. The number of households required

for the samples were computed by the following formula:

_2:.21 ._a_
N E

N is number of cases required in sample.
p is frequency of occurrence of phenomenon measured.
q is 1 minus p. 4
E is maximum allowable error either way in per cent.

The sample sizes produced by this formula would result in

90 per cent certainty. In other words, the sample sizes pro-

duced would give results that were within limitations of the

maximum allowable error nine times out of ten. The tenth oc-

currence could be expected to fall near the outside limitations

of the allowable error.

A frequency occurrence of fifty or fifty was used to find

the numbers of households required in the samples. Efforts were

made to obtain samples large enough to hold the maximum allow-

able errors below 10 per cent.

Selection of the Lewisville g sample.--A map of Lewisville

was obtained to determine the number of blocks in the town. The

map revealed that there were approximately eighty blocks within

the corporate limits of Lewisville that contained households.

The blocks were numbered from one to eighty and every fourth

block was selected for use in the survey.

4
Ibid., p. 475.
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A study was made of the twenty blocks that were selected

and the households in each block were indicated on the map.

A total of one hundred sixty households were included in the

blocks selected. These households were numbered serially and

every other one was assigned to the survey. This technique

provided a sample of eighty households in Lewisville.

There was an average of eight households per block in the

sample. Since there were eighty blocks in the universe, it

was estimated that there were six hundred forty households in

Lewisville at the time of the survey.

Ielection of the Ll aDallas Sar.qle.--Since there were no

corporate limits in Lake Dallas, the area to be surveyed had

to be determined by natural boundaries. An aerial map of the

Lake Dallas area was obtained from the office of the Production

Marketing Administration in the Denton County courthouse. An

overlay that designated the households in the town was made

from this map.

There were one hundred forty-two households in Lake Dallas.

Numbers were assigned to each of these and fifty were selected

for the survey by drawing numbers at random from a container.

Selection of the anger Samle.--A map of Sanger was ob-

tained and it was used as a guide for the drawing of an original

map that indicated the blocks in the town. A tour of Sanger

was made to determine the blocks that contained households.

There were exactly one hundred such blocks in the town and
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these were indicated on the original map, with a number assigned

to each. Twenty-five numbers were drawn at random from a con-

tainer and the blocks that had corresponding numbers were

used in the survey.

There were eighty-eight houses in the twenty-five blocks

selected, an average of three and one-half houses per block.

On this basis, it was estimated that there were approximately

three hundred fifty households in Sanger at the time of the

survey#

election ftjhe aey iew Sample.--The first step in

the selection of the Valley View sample was to determine the

natural boundaries, since there were no corporate limits for

the town. Suitable boundaries were easily established, how-

ever, because the households in the town were rather centralized.

Attempts to secure a map of Valley View proved unsuccessful.

Consequently, an original map was drawn that indicated the

households in the town. One hundred twenty households were

shown on the map and sixty of these were selected for the sur-

vey. The households were numbered from one to one hundred

twenty and those that had odd numbers were assigned to the

survey by the flip of a coin.

Gathering the Data

The same committees that were used in the selection of the

samples were used to collect the data from the four towns in

the survey. Instructions to the interviewers were given orally.
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The interviewers were instructed to introduce themselves

as representatives of the 'North Texas Survey." They were

asked to make no mention of the survey's being conducted in

the interest of the Denton Chamber of Commerce. This tech-

nique was used to prevent possible bias in the answers.

The survey was taken in four days. The interviews were
begun on Iivonday, December 14, 1953, and all were completed

the following Thursday, December 17. The limited time in

which the interviews were held doubtless contributed to the

accuracy of the survey. The conditions that affected the

answers were probably more constant under this time limitation

than they probably would have been had the interviews been

spread over a number of weeks.

Although efforts were made to obtain a complete sample

through the use of call-backs, a few of the interviews were

never conducted. The Lewisville survey resulted in seventy-

eight completed questionnaires out of eighty that were origi-

nally planned. Forty-six of an attempted fifty interviews

were conducted in Lake Dallas. Seventy-nine of the planned

eighty interviews were conducted in Sanger. Only forty-eight

responses were obtained in Valley View, although the original

plan called for a sample of sixty households.

The discrepancy in the Valley View survey was explained by

various reasons. Some houses included in the sample proved to

be vacant. espondents at some houses refused to grant inter-

views because of illness in their families. Some of the
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respondents were never found despite repeated attempts to

reach them through call-backs.

Reliability of the Samples

Precautions were taken throughout the sampximg procedures

to obtain samples that reflected typical behavior of the popu-

lations of the four towns. Pure random sampling techniques

were used in order to secure samples that would possess reli-

ability and proportionality within measurable limits. Efforts

were made to secure samples that were large enough to have

reasonable stability. The random sampling techniques that

were used tended to produce samples that were proportionate

to the populations in the towns.

The samples were measured for reliability by computations

of the maximum allowable errors, or tolerances. The method of

computing the tolerances was expressed in the following formula:
2

E 2 2.71--p-g_

N

The symbols are the same as those in the formula that de-

notes sample size. In this case, however, the formula was in-

verted to calculate the possible errors when the sample sizes

were known.

The possible errors for the samples of the four towns were

determined on the basis of the number of questionnaires

Myron S. Heidingsfield and Albert .. blankenship,
market and Marketing nlysis (New York, 1947), p. 273.
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completed. A frequency occurrence of fifty or fifty was used

to provide the widest possible tolerances. It was conceded

that frequency occurrences of less equal proportions, such as

eighty or twenty, would have indicated smaller sampling errors.

Therefore, data from a given sample, regardless of their

frequency occurrences, should fall within the limits of the

error computed for that sample.

Taable I presents the sizes of the samples and the maximum

allowable errors in the samples. The possible errors for both

TABLE I

AXIdLJU ALLOIABLE Ehi OR, Sw Ih ThE SAi PLES

Town Number of Cases Approximate Per Cent
in Sample of maximum Allowable

Errors *

Lewisville 78 193
Lake Dallas 46 12.1

Sanger 79 93
Sub-Total 203 5.8

Valley View 48 11.9

Total 251 5.2

* Computed with a 50 or 50 frequency occurrence.

the Lake Dallas and Valley View surveys seemed rather high for

practical purposes, although certain conclusions could be reached
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despite these large tolerances. These limitations were kept

in mind during the analysis.

The sub-total and the total tabulations had considerably

lower tolerances than those for the individual surveys because

they represented larger numbers of cases. These groups were

tabulated because it was felt that situations could arise in

the analysis where such data would be significant. However,

it was acknowledged that these tabulations should be used with

caution because of the danger of misrepresentation. In general,

Wliat was found to be typical of one town was not necessarily

1'ounI Lo 'e typical of the other towns. however, in situa-

tions where three or four of the samples had control factors

in common, such as subscribership to thee nton escord-

Chronicle, the larger groupings were useu.

The chieir weakness of the survey was found to be the fact

that respondents in some households assigned to the survey

were never interviewed despite repeated attempts to reach them.

A number of call-backs were made, but these efforts had to be

held to a minimum because of the added expense they created

in both time and money.

People who were away at the time contacts were attempted

created possible distortions of the returns. Some of them

may have been gone for holidays, others may have been working

during the hours calls were made, and still others may have

been on shopping trips. Indeed, some of them could quite

possibly have been making visits to shopping centers at the
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very times the contacts were attempted. Purchases that were

made during such visits would certainly have affected the

final tabulations.

A test for reliability of the samples was made by using
6the cumulative frequency method. Total tabulations were used

for this experiment since the individual samples were too

small to accurately indicate a trend.

All of the questionnaires were mixed at random and then

were dealt, like playing cards, into ten stacks. Each stack

had twenty-five questionnaires, with the exception of the

tenti, ihich had twenty-six.

Two questions were selected for the experiment. 'ihese

questions were, "Do you own a television and,"Do you own

a gas or electric refrigerator?" These questions were selected

because they appeared to be representative of the questionnaire

and because they were easy to measure since they provided for

only two possible answers, either affirmative or negative.

Only the affirmative answers were used in the experiment.

Table II shows the cumulative frequencies of the affirma-

tive answers to both questions in numbers and percentages.

In both cases, the distributions of frequencies were consistent

with the general theory that the frequencies will fall within

the maximum allowable error if the sample was proportionate.

6
Lyndon 0. brown, 22. cit., pp. 524-530.
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TABLE II

UMiULATIVE FREQUENCIES OF AFF IRMiATIVE
ANSWERS GIVEN TO TvO QUESTIONS

IN THE QUESTIONNAIRE

Cumula tive
Frequency
of Oc-.
currence

Cumulative
Number of
Cases

Cumula tiv e
Per cent of
Occurrence

Do you 2 1 171 2 25 440
Doyu 2 17 28 50 56.o

-3 13 41 75 54. 6own a 4 12 53 100
1 16 69 125 55.2

Tele- j6 1 161 5 150 56.7
vision? 712 97 175 55.4

s o 8 12 109 200 54.
9 14 123 20 54.7

10 13 136251 54.2

1 21'21 25 84.0
225 461W 50 92.0

Do you 3 23 69 75 92.0
own a 4 23 92 100 92.0
gas or 5 123 115 125 92.0
ele c tr*1c 6 22 137 150 91.3
refrig- 7 22 159 175 90.9
erator? 8 23 182 200 91.0

9 23 205 225 91.1
10 22 227 251 90.4

Concerning the theory of cumulative frequency, Brown stated,

"In general, the amount of variation found in the last half

of the cumulative frequencies gives a very rough approximation
7

of the probable limits of the error within the sample."

Figure 3 was charted to show the cumulative frequencies

in a clearer form. The cumulative percentage owning gas or

7
pbid.., p.529.

Que s-
tion

Group
No.
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Of OC-

Icurrence
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Legd.--Top line-----Cumulative percentage owning
gas or electric refrigerators

Bottom line--Cumulative percentage own ,g
television

Fig. 3.--Cumulative frequencies of ownership of gas or
electric refrigerators and television in per cent.

electric refrigerators shows less fluctuation than does

the cumulative percentage owning television. It also has

a smaller tolerance than has the percentage owning tele-

vision because the frequency occurrence for respondents

owning gas or electric refrigerators was about ninety or
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ten while the frequency occurrence for respondents owning

television was near fifty or fifty.

According to this experiment, the four samples were

probably proportionate to the populations of the four towns.

Although the cumulative frequencies for the individual

samples were not tested, it was assumed, on the basis of

the experiment, that the individual samples would tend to be

reliable within the limits of the calculated maximum allow-

able errors.



CHAPTER IV

THE FINDINGS

Complete tabulations of the survey of Lewisville, Lake

Dallas, Sanger, and Valley View, Texas, are given in the

Appendix. Classification data are presented in Appendix A,

opinion data in Appendix B, and factual data in Appendix C.

In addition to data from each town, the tabulations

have sub-total data from Lewisville, Lake Dallas, and Sanger,

that are presented to reveal the typical behavior of residents

of the three towns which are in Denton County. Total tabu-

lations of data from all four towns combined are given to

reflect an over-all picture of the behavior of all residents

surveyed.

There are infinite possibilities for cross-tabulations

of the data. However, only those cross-tabulations which are

important to the study are presented in the Appendix.

Appendix D contains tabulations, in numbers and per-

centages, of data from Lewisville, Lake Dallas, and Sanger,

by Dento Record-Chronicle subscribers and non-subscribers.

Data from Valley View were excluded from these tabulations

because only one respondent from that town subscribed to the

Denton newspaper. Since the shopping habits of Valley View

respondents were decidedly different from those of re-

spondents in the three towns in Denton County, the inclusion

41
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of the Valley View data would distort the data for non-

subscribers in towns extensively covered by the Denton

newspaper.

Appendix E contains data from Lewisville, Lake Dallas,

and Sanger, by income classifications. These data are used

sparingly because the classifications represent the opinions

of the interviewers and because the high and low income

groups are too small to be representative in many cases.

The Classification Data

The classification data reveal the individual differ-

ences in the characteristics of the four towns. Although

similarities in the towns appear at times, the over-all

picture indicates that each town has distinctive elements that

set it apart from the others.

Length of Residence.--The survey indicates that Lewisville

has experienced a dynamic growth since the end of World War

II. Sixty-two per cent of the respondents in Lewisville had

lived in the town ten years or less. Forty-one per cent had

lived in Lewisville less than five years, and 21 per cent had

lived there from five to ten years.

The survey shows a rapid replacement of population in

Lake Dallas in recent years. Although census figures re-

veal the town has had no growth in number, 61 per cent of the

respondents had lived there ten years or less. Forty-eight

per cent had lived in the town less than five years, and 13

per cent had lived there from five to ten years.
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The population of Sanger has been more stable than that

of either Lewisville or Lake Dallas. Forty-seven per cent of

the respondents in Sanger had lived there ten years or less.

Twenty-five per cent had lived in the town less than five

years, and 22 per cent had lived in Sanger from five to ten

years.

According to the survey, Valley View has experienced less

change in population in recent years than have the other three

towns. Only 36 per cent of the Valley View respondents had

lived there ten years or less. Twenty-one per cent had

lived in the town less than five years, and 15 per cent had

lived there from five to ten years.

Number in the household.--In 1950, the average number of

people per household was 3.47 in rural non-farm households

in the state of Texas.1 In the survey, household averages in

Lewisville and Lake Dallas were near this figure, but the

averages in Sanger and Valley View were somewhat lower. The

survey indicated that the average number per household was

3.44 people in Lewisville, 3.65 in Lake Dallas, 3.03 in

Sanger, and 2.88 in Valley View.

Number eMployedper household.--Employment per household

was higher in Lewisville and Lake Dallas than it was in

Sanger and Valley View. Fifty-nine per cent of the house-

holds surveyed in Lewisville had one person employed, and

' The Texas_Almanac, 1954-55 (Dallas, 1954), p. 96.



44

24 per cent had two people employed. Only one household in

the Lewisville survey had three persons employed.

The above percentages are similar to those in the Lake

Dallas survey, where 61 per cent of the households surveyed

had one person employed, and 22 per cent had two people em-

ployed. One household surveyed in Lake Dallas had three

employed persons.

Fifty-one per cent of the households surveyed in Sanger

had one person employed, and 18 per cent had two persons em-

ployed. Two households in the Sanger survey had three

persons employed.

Valley View had a larger proportion of households with

one employed person than any of the other towns. Sixty-seven

per cent of the households in the Valley View survey had one

person employed. Only three households had two persons em-

ployed, and no households in the Valley View survey had

three employed people.

The survey indicated high rates of unemployment in all

four towns. Fifteen per cent of the households surveyed in

both Lewisville and Lake Dallas had no persons employed.

Unemployment figures were even higher for Sanger and Valley

View. Twenty-nine per cent of the households in Sanger, and

27 per cent of those in Valley View, had no employed per-

sons.

tons gof.gm loxment.--Table III shows, in numbers

and percentages, the towns and cities where residents of the
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iour towns were employed. The striking feature this table

reveals is the relative unimportance of Denton as a place of

employment for residents of these towns. Employment in

Denton appears to be significant only to Sanger, ,here 11

per cent of the employed persons were employed in Denton.

TABLE III

LOCATIONS OF EPLOYMiET BY RESIDENTS OF
FOUR TONS SU VEYED.

Were Lewis- 1 Lake 1 Sanger Valley Total
employed ville Dallas View

Num- Per 4Num- Per Num-J PerJ Num-1 Per Num Per
ber Cent ber Centi ber 1 Cent Iber Cent ber Cent

Local 147 54122 43 451 6126 68 11401 56
Denton 1 1 2 4 8 111 2 5 131 5
Dallas 28 32 15 291 9 12 1 3 53 21
Fort Worth2 1  2141 8f 7i101215 15 6
Pallts &ndf 1 11
Fort Worthi I
Industrial' 6 7 1 2 2 3 0 0 9 4
Gaines-
ville 0 0 0 0111 1 1 4 111 5 2
Other 3 4 7 14 2 15 6

Total 87 1100 51 100 741101 38 100 1250 100

In each town in Denton County, more people were employed in

Dallas than in Denton. This is especially significant in the

case of Sanger, since the logical route from Sanger to Dallas

goes through Denton.

Gainesville was also insignificant as a place of employ-

ment for residents of the four towns. (nly one person in



Scangerias employed in Gainesville, and only four people in

Valley View were employed there.

Dallas appeared to be an important source of employment

to residents of Lewisville and Lake Dallas. In both towns,

nearly one third of the employed persons in the households

surveyed were employed in Dallas. In addition, a few people

in both towns were employed in Fort Worth, and some in the

Dallas and Fort Worth industrial area. However, Fort Worth,

like Denton, appeared to be significant as a source of em-

ployment only to residents of Sanger.

Income status.--Although income status was placed in the

last section of the questionnaire for the convenience of the

interviewers, this information was considered to be classi-

fication data. Consequently, the tabulations of income status

vere placed in Appendix A with the other classification data.

The survey produced a relatively small number of high

income households and a relatively large number of low income

households. Only 8 per cent of the two hundred fifty-one

households surveyed were classified as high income households.

Thirty-three per cent were placed in the low income group, and

59 per cent were listed in the medium income group.

The high income households were rather evenly distributed

among the four towns. There were five high income households

in Lewisville, four in Lake Daallas, six in Sanger, and four

in Valley View.

Twenty-eight per cent of the households in both Lewisville

and Lake iallas, and 34 per cent of those in Sanger, were placed
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in the low income group. Forty-four per cent of the households

in Valley View were classified as low income households, the

largest proportion found in any town in the survey. These

figures reflect the high proportions of unemployment that were

found in the four towns.

The income status classifications were used carefully in

cross-tabulations to prevent possible errors or misrepresen-

tations that could have been created by two factors. First,

the number of households in the high income group was too

small to permit accurate comparison with the other classifi-

cations. Second, the income status classifications depended

upon the opinions of the interviewers rather than upon facts.

As some of the interviewers later stated, the designation of

income status "represents, at most, an intelligent guess."

The Opinion Data

Trpdig centers where respondents planned to do most of

their CQhristmas sping.--Thirty-five per cent of the re-

spondents in Lewisville reported they planned to do most of

their Christmas shopping in Denton. This figure is considerably

lower than either the 74 per cent reported in Lake Dallas or

the 57 per cent recorded in Sanger. Sixty-three per cent of

the respondents in Valley View stated they planned to do most

of their Christmas shopping in Gainesville.

Thirty-seven per cent of the respondents in Lewisville,

and 29 per cent in Sanger, stated they planned to do most of

their Christmas shopping locally. These towns offer wider
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selections of merchandise than are found in Lake Dallas and

Valley View, where few respondents planned to do most of their

Christmas shopping in local trading centers.

Twenty-one per cent of the respondents in Lewisville, and

20 per cent in Lake Dallas, planned to do most of their Christr

mas shopping in Dallas. More Sanger and Valley View respondents

planned to do most of their Christmas shopping in Fort Worth

than in Dallas, although the figures were not conclusive.

The question concerning Christmas shopping revealed some

pathetic circumstances in all four towns. In a sample of only

two hundred fifty-one households, respondents in ten stated

they planned no Christmas at all. There were three each in

Lewisville and Sanger, and two each in Lake Dallas and Valley

View, who did not plan to shop for Christmas. These figures

reflect the effects of the high rates of unemployment found

in the four towns surveyed.

urefedinrdcentersrferred for goods other than groceries.--

Table IV shows, in numbers and percentages, the trading center

in which the respondents stated they preferred to shop for goods

other than groceries. The trading centers that were signifi-

cant in the answers to the question concerning Christmas

shopping were also significant in answers to this question.

Denton was preferred as a shopping center for goods other

than groceries by 60 per cent of the respondents in the three

towns in Denton County. Forty-four per cent of the Lewisville

respondents, 78 per cent of the Lake Dallas respondents, and
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65 per cent of the Sanger respondents reported they preferred

to shop in Denton. Sixty per cent of the respondents in

Valley View preferred to shop in Gainesville.

TABL E IV

TRADING CENTERS iERE RESIDElTS OF FOUR
TOM' SURVEYED PREFERItE10HD TO 0P FOR

GOODS OTHER THAN GROCERIES

Place Lewis- Lake Sanger Valley Total
Preferred ville Dallas View

Num- -,P eu , Pe ru-FP Num- Per Nurm- Per
lber Cent ber jCent ber ent ber ICent ber Cent

Local 16 21 1 2 16 20J 1 2 34114
Denton 34 44 36 78 51 65 8 17 129 51
Dallas 122 1 281 8 17 3 4 3 6 36 14

Fort
Worth 2 3 0 6 13 14 6

Gaines-
ville 0 0 0 2 3 29 60 3 12

Other 1i 1 0 1 1 1 2 3 1

none 3 4 1 2 0 0 0 0 4 2

Total 78 101 46 9 101 48 100251 100

Approximately 20

Lewisville and Sanger

local trading centers

per cent of the respondents in both

reported they preferred to shop in their

for goods other than groceries. The

figures were negligible for Lake Dallas and Valley Vier prob-

ably because those towns have such limited offerings of shopping

goods.
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Twenty-eight per cent of the respondents in Lewisville,

and 17 per cent in Lake Dallas, preferred to shop in Dallas

for goods other than groceries. Fort North received more

preference than Dallas from Sanger and Valley View respondents,

but the figures were not conclusive. Eight per cent of the

respondents in Sanger, and 14 per cent in Valley View, pre-

ferred to shop in Fort Wforth.

The Factual Data

Newspaper subscriptions.--Of two hundred three households

in the three towns in Denton County, one hundred subscribed

to the Denton Record-Chronicle. Only one household in Valley

View subscribed to the Denton newspaper, but twenty subscribed

to the Gainesville newspaper.

Forty-one per cent of the Lewisville households subscribed

to the Denton Record-Chronicle. Fifty-nine per cent of the

households in Lake Dallas, and 52 per cent in Sanger, sub-

scribed to the Denton newspaper.

Sanger households appeared to be more loyal to their local

newspaper than did Lewisville households. Thirty-seven per

cent of the Sanger households subscribed to the Danger news-

paper, but only 23 per cent of the Lewisville households sub-

scribed to the Lewisville newspaper.

Lewisville and Lake Dallas households subscribed exten-

sively to Dallas newspapers, but Sanger and Valley View house-

holds subscribed heavily to Fort Worth newspapers. Lewisville
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households were more loyal to Dallas newspapers than they

were to the Denton hecord-Chronicle. Fifty-nine per cent

of the households in Lewisville, and 46 per cent in Lake

Dallas, subscribed to Dallas newspapers. Thirty-nine per

cent oi' the households in Sanger, and 56 per cent in Valley

View, subscribed to Fort Worth newspapers.

Purncasegs of Proeries.--Table V shows, in numbers and

percentages, the trading centers where respondents of the

four towns stated they had purchased their "last week-end's

groceries." In all four towns, most of the respondents had

purchased their groceries in local markets. Grocery pur-

chases were made in local trading centers by 85 per cent of

the respondents in Lewisville, by 57 per cent in Lake Dallas,

uy 95 per cent in Sanger, and by 86 per cent in Valley view.

These figures indicated that the theory that people tend to

buy convenience goods in markets nearest their homes applies

to the respondents in the survey.

Only in Lake Dallas, where 35 per cent of the respondents

purchased groceries in Denton, did an appreciable proportion

of residents buy them in non-local trading centers. Only

nine Lewisville respondents, and four Sanger respondents,

purchased their groceries in Denton. Four Valley View res-

pondents bought them in Gainesville.
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TABLE V

TRADING CENTERS WHERE RESIDENTS OF
FOUR l TL04N SURVEYED PURCHASED

"LAST EEK-END'S GROUEkRIES"

Lewis- Lake Sang er Valley 'Total
Pla ce vile llasView

Num-i P er Nu 4 Per .um-i Per Num- JPer 1um- Per
[ber cent er Cent erlCentber L11 cent ber Cent

Local 66 85 26157 75 95 42 88 209 83
Denton 9 12 16 35 4 5 0 0 29 12

010Da ll as 1 1 1 2 0 010 2, 1

Fort
aorth 0 0 3 7 0 0 0 0 3 1

Gaines-
ville 0 1) 0 0 0 0 4 8 4 2

Other 2 3 0 0 0 0 1 2 3 1

None 0 0 0 0 0 0 1 21 31 0

Total 178 1 46 ]101 791100148 100 251j 100

Clothingpurchases.--The tabulations in Appendix Q reveal

that Denton was important to respondents in Lewisville, Lake

Dallas, and Sanger, for purchases of men's suits, men's shoes,

women's suits or coats, and children's shoes, Out Valley View

respondents had a tendency to buy these items in Gainesville.

Local trading centers were important for purchases of men's

suits in Sanger, men's shoes in Lewisville and Sanger, and

children's shoes in Lewisville.

Dallas and Fort Worth were important to residents of all

four towns for clothing purchases, and Dallas was especially



important to Lewisville and Lake Dallas residents. An oddity

should be noted in the Lewisville and Lake Dallas purchases,

where men bought more suits in Dallas than in Denton, but

women bought more suits or coats in Denton than in Dallas.

The differences in the figures are not statistically important,

but it appears strange that the tabulations would reveal these

proportions since Dallas is famous as a fashion center, es-

pecially in ladiest ' apparel.

Table VI shows, in numbers and percentages, the distribu-

tion among trading centers of the 727 purchases of clothing

items reported by respondents in all four towns. Lewisville

TABLE VI

TOTAL CLOTHINiG PURCHASES IN TRADING CENTERS
BY RESIDENTS OF FOUR T0WNS SUVEYED

Lewis- Lake Sanger Valley TotalPla e Ivill Dallas View
Lum- Per Num-1 Per Num- Per Num- PerNum Per91 C~ent rICent brnt et eb _ber_ Centberhern Cen Cr

local 67 31 4 3 54 24 111136 19
Denton 74 34 72 55 112 50 15 10 1273 38
Dallas 6 4 30 35 20 13 8 135 19
Fort
Worth 5 2 9J 7 24 il 15 10 53 7
Gaines-
ville 010 01 O 10 96 61 97 13
Other 7 3 10 8 9 4 7 4 33 -
Total 217 100 130 100 223 100 1157 100 727 1l01
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clothing trade was shared about equally between the local

trading center, Denton, and Dallas. Each of these trading

centers received about one third of the clothing purchases

reported in the Lewisville survey. Fifty-five per cent of the

Lake Dallas clothing purchases were made in Denton, and 27 per

cent were made in Dallas.

Fifty per cent of the Sanger clothing purchases were made

in Denton, and aoout 24 per cent were made locally. Dallas re-

ceived 10 per cent of the Sanger clothing purchases, and Fort

Worth received 11 per cent.

Valley View respondents made 61 per cent of their clothing

purchases in Gainesville. The balance of the Valley View

clothing purchases were distributed rather evenly among local,

Denton, Dallas, Fort Worth, and other trading centers.

Furniture pgha.es---Table VII shows, in numbers and per-

centages, the trading centers where respondents in all four

towns who had bought furniture since living there made their

purchases. The 193 purchases reported were rather evenly pro-

portioned according to the sites of the samples. There were

sixty-one furniture purchases in Lewisville, thirty-two in

Lake Dailas, sixty-two in San er, and thirty-eight in Valley

View.

Thirty-nine per cent of the Lewisville furniture purchases

were made in Dallas, and 33 per cent were made locally. Denton

received only 21 per cent of the furniture trade that was re-

ported in Lewisville.
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FURIUE PU.hA$'EI IN TRADING CENTERS
BY RESIDENTS OF FOUR 'TOiS SUViEfXD

fLewis- Lake3 Ianger Valley Total
Place Vi.le Dallas (View

I Num- 'Per Num- Per ium- Per Num- Per Num- Per
ber Icenti ber (Centj ber iCent ber. Cent ber [Cent

Local ~ 20 1331 1 3 33 52 1 3 55 29
Denton 13 21j18 56j 1 27 3 49 25

Dallas 24 391 8 25 417 4 11 40 21
Fort
Nor th 3 1 3 5 13 14 7
Gaines- I
ville / 0 0 0 2 3 25 66 27 14

Other 2 4 13 1 2 2 5 8 4

Total 161 1001321100 62199 38 101 1931100

Denton received 56 per cent

Lake Dallas, and Dallas received

of the furniture trade from

25 per cent. The balance of

the Lake Dallas furniture purchases were scattered among the

local trading center, Fort Worth, and other trading centers.

Fifty-three per cent of the Sanger furniture purchases

were made in the local trading center, and 27 per cent were

ma de in Denton. Dallas, Fort Horth, Ga inesville, and other

trading centers shared the balance of the Sanger furniture

purchases in quantities too small to be accurately discussed.

Sixty-six per cent of the Valley View furniture purchases

were made in Gainesville. Purchases made in all other trading



centers, including the local trading center, were too few and

too scattered to be significant.

Ownership of home a-Pliances.--Table VIII presents, in

numbers and percentages, the ownership of five types of home

appliances in the four towns surveyed. This table reflects

TABLE VIII

HOUSEHOLD OW NING HOE APPLIANCES
IN FOUR TO TN$ SURVEYED

Appliances Lewis- Lake Sanger Valley
Iville IDallas jjView

Television

Gas or Electric
Refrigerator

Vacuum leaner

Washing Machine

home Freezer

Num- Per
ber ICent

44

66

30

40

15

Num- I Per
ber Cent ber

Per
Cent

Num-
ber

rer
Cent

I -~---~- - I 4 I + -

56

85

39

51

19

27

43

12

29

7

59

94

26

63

15

43

73

26

36

4

54

92

33

46

22

45

14

23

4

46

94

29

48

8

the potential market for these items in the four towns if the

respondents who did not own them are considered prospective pur-

chasers.

According to Table VIII, over one half of the respondents

in Lewisville, Lake Dallas, and Sanger, and nearly one half in

Valley View, owned a television set. These proportions show

the results of the sales promotion efforts that have been

made in the television field in recent years.

5o



57
Ownership of gas or electric refrigerators was extremely

high in all four towns. Over 90 per cent of the respondents

in Lake Dallas, Sanger, and Valley View, and nearly 85 per

cent in Lewisville, owned these appliances. The lower pro-

portion in Lewisville suggests that many of the respondents

were renting dwelling units that had refrigerators furnished

by their landlords.

Table VIII indicates a good potential market for vacuum

cleaners in all four towns. Lewisville had the largest pro-

portion of respondents, 39 per cent, who reported owning

vacuum cleaners, and Lake Dallas had the smallest proportion,

26 per cent.

Ownership of washing machines ranged rather low in all

four towns, considering the utility of these items. Only 51

per cent of the respondents in Lewisville, 63 per cent in Lake

Dallas, 46 per cent in Sanger, and 48 per cent in Valley View,

owned them.

hiore respondents in Lewisville and Lake Dallas than in

Sanger and Valley View owned home freezers. Nineteen per cent

of the respondents in Lewisville, and 15 per cent in Lake

Dallas, owned freezers. However, only 5 per cent of the re-

spondents in Sanger, and only 8 per cent in Valley View, owned

them. This distribution seems rather unusual since the ecoomd

mies of Sanger and Valley View are agricultural in nature and

the residents of these towns could be expected to have better
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facilities for keeping home freezers well stocked than the

residents of Lewisville and Lake Dallas would have.

Purchases of hoe pliances.--The tabulations in Appendix

C give the locations of trading centers where purchases of tele-

vision, gas or electric refrigerators, vacuum cleaners, wash

ing machines, and home freezers, were made by respondents in

all four towns "since living here." In general, respondents

established definite patterns of trade flow for purchases of

these items. Table IX presents, in numbers and percentages,

the total purchases of home appliances that were made by re-

spondents of the four towns.

TABLE EIX

TOTAi PURChASESU UF h iIAPPLIANCES
IN TRADING CENTERS ZL ESIDENTS

OF FOUR TOWNS SURVEYED

Lewis- Lake Janger Valley Total
ville Dallas View

Place Num- P rfer Num- Per Num-PrNU- Per N um- P er
ber Cent her Cent Oer Cent ber Cent ber ent

Local 62 34 13 14 91 54 14 13 180 33
Denton 29 16 37 39 44 26 7 7 117 21

Dallas 75 41 331 35 11 7 6 6 125 23
Fort
Worth 4 2 3 3 9 5 13 13 29'5

Gaines-
ville 0 0 0 0 2 1 52 50 54 10

Other 11l 8 9 12 7 12 12 43 8

Total 1181 99 94 100 169 100 10 101 548100



Lewisville respondents bought home appliances extensively

in Dallas and locally. Dallas received 41 per cent of the

Lewisville purchases of home appliances, and the local trading

center received 34 per cent. Denton received 16 per cent of

the Lewisville home appliance trade.

Lake Dallas respondents made 39 per cent of their home

appliance purchases in Denton, and 35 per cent in Dallas. Only

14 per cent of the Lake Dallas home appliance purchases were

made locally, probably because Lake Dallas has such limited

offerings of these items.

Sanger respondents made 54 per cent of their purchases of

home appliances locally, and 26 per cent in Denton. The bal-

ance of the Sanger purchases were shared about equally between

Dallas, Fort Worth, and other trading centers.

Fifty per cent of the Valley View home appliance pur-

chases were made in Gainesville and 7 per cent were made in

Denton. The remaining purchases were shared rather evenly

between the local trading center, Fort Worth, Dailas, and

other trading centers. Fort ivorth received 13 per cent of

the Valley View home appliance purchases, and Dallas received

6 per cent. A check of the questionnaires revealed that some

of the Valley View purchases were made in Oklahoma.

oynershiL of automobiles.--The tabulations in Appendix C

reveal that 196, or 78 per cent of the households in the sur-

vey, owned at least one automobile. Sixty-eight per cent of

the households in the survey, owned at least one car each,
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and 10 per cent owned two cars each. Less than 1 per cent

owned three cars each. A total of 223 automobiles were

owned by respondents in all four towns.

Thirty-nine per cent of the automobiles owned 'by re-

spondents in all four towns were between two and four years

old at the time of the survey, 25 per cent were less than two

years old, and 17 per cent were between five and seven years

ol*d. The remaining 20 per cent were modls manufactured prior

to orld dar II. These figures indicate that there was a good

potential market for trade-in automobile sales in the four

towns at the time of the survey, since over 35 per cent of the

automobiles owned by respondents were over four years old.

ur niases of automobiles.--Table X shows, in numbers and

TABLE I

AUTOivOiBILE PURCHASES IN TRADIfG CENTERS
BY RESIDENT $ OF FOUR TOfNi sSUHVEYED

Lewis- Lake Sanger 'Valley Total
ville_ VDallasiew

Place 1un- 1Per Num- Per INum1 Per Num- Per Num- Per
er__CGent tlbr_Cebnt perQnt' berCent_ ber_ ent

Lodal 321 49 0 0 11 18 15 47 58 29
3214 9010 l295

Denton 5 8 19 45 34 56 0 j 58 29

a 23 35 14 33 41 7 1 42' 21

Fort

Worth 0 0 1 21 6 10 1 3 81 4

Gaines-
Ville 0 0 0 0 21 12 38 17

Other 6 918j 19141 7 31 9 21 10

Toal 66 101 42 1 991 611 1011 32 100 2011 100
*wow *OW"

I
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percentages, the trading centers where the 201 automobile pur-

chases were made by respondents in all four towns "since liv-

ing here." Forty-nine per cent of the Lewisville automobile

purchases, and 47 per cent of those in Valley View, were

made locally. Eighteen per cent of the Sanger automobile

purchases were made locally, and one of the Lake Dallas pur-

chases were made in the local trading center.

Denton was a major automobile market for Lake Dallas and

Sanger respondents. Forty-five per cent of the Lake DaIlas

automobile purchases, and 56 per cent of the Sanger automo-

bile purchases, were made in Denton. Only 8 per cent of the

Lewisville automobile purchases were made in Denton.

Dallas was an important trading center for automobile

purchases by Lewisville and Lake Dallas respondents. Thirty-

five per cent of the Lewisville purchases, and 33 per cent

of the Lake Dallas purchases, were made in Dallas. Only 7

per cent of the Sanger automobile purchases were made in

Dallas, and 10 per cent were made in Fort 'North.

Thirty-eight per cent of the automobile purchases by

Valle y View respondents were made in Gainesville, Although

Gainesville received most of the trade from Valley View re-

spondents in other types of goods, more of the automobile

purchases by Valley View respondents were made locally than

in Gainesville.
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Purchases ky Denton Record-Chronicle subscribers and

non-subscribers.--Table XI shows, in numbers and percentages,

the purcases of shopping goods made in Denton and out of Den-

ton by Denton Record-Chronicle subscribers and non-subscribers

in Lewisville, Lake Dallas, and Sanger. The table shows some

correlation between subscribership to the Denton newspaper and

loyalty to the Denton trading center. Forty-one per cent of

the total purchases of shopping goods by subscribers were made

in Denton, but only 31 per cent of the purchases made by non-

subscribers were made there. Purchases of every type of goods

TABLE XI

PURCHASES OF SHOPPING GOODS IN DENTWi AND OUT
OF DENTTN4LB DENOiN REC&RD CHRONICLE

SUBSCRIB3ERS AND NONi-SUBSCIRIBERS

Subscribers Non-Subscribers
Purchases IPurchases urchasesi Purchases
in Denton out of in Denton out of

Denton Denton

Item Num- Per Num- Perj Num- Per Num- Per
her 1 Cent ber Cent ber Cent ber Cent

Clothing J163 53 1144 47 109 41 154 1 59

Furniture 28 35 52165 20j27 55 73

Home Appli-1 73 45
ances 65 27 176 73 22 158 78

Automobiles 39 43 52 57 19 24 59 76

Total Fur-
chases1295 41 424 59 193 31 426169



63

were made in Denton in larger proportions by subscribers than

were made by non-subscribers.

Purchases of clothing were made in large proportions by

both groups. Subscribers made 53 per cent of their clothing

purchases in Denton, and non-subscribers made 41 per cent of

their purchases there.

Weather large proportions of furniture and home appliance

purchases were made out of Denton by both groups. There was

less distinction in purchases of home appliances out of Den-

ton between the subscribers and non-subscribers than there

is in any other type of goods. Subscribers made 73 per cent

of their home appliance purchases out of Denton, and non-

subscribers made 78 per cent out of Denton.

The greatest difference in purchases made in Denton by

the two groups was in purchases of automobiles. Subscribers

made 43 per cent of their automobile purchases in Denton, and

non-subscribers made only 27 per cent of their automobile

purchases there.

Purchases 1y income status.--As acknowledged before, two

factors probably affected the accuracy of the tabulations by

income status. One factor was the arbitrary method that was

used to classify the households by income, and the other was

the relatively small number of households in the high income

group as compared with the numbers in the medium and low in-

come groups. However, it was found that some data were worthy

of presentation despite the two possibly detrimental factors.



Table XII shows, in numbers and percentages, the trading

centers where clothing purchases were made by households in

the three income classifications in Lewisville, Lake Dallas,

and Sanger. Denton received about 45 per cent of the clothing

purchases of all three income groups combined, and the pro-

portion it received from each group varied only slightly from

this figure.

TABLE XII

TOTAL CLOTHING PURCHASES FOR HOUSEHOLDS IN
LEWISVILLE, LAKE DALLAS, AND SANGER

BY INCOiE CLASSIFICATIONS

High Incomej Medium Low Income Total
Income

Place Num- Per Num-1 Per Num- Per INum- Per
ber Cent ber 1 Cent ber Cent_ er cent

Local 7 13 76 20 421 291125 22

Denton 24 44 170 46 64 45' 258 45

Dallas /16 3089 24 17 12 1122 21

Fort t

Wor th 5 9 22 6 11 8 38 7

Other* 2 4 16 4 9 6 27 5

Total 154 100 373 100 143 100 570 100

* Includes Gainesville

The chief difference in locations of trading centers where

different income groups purchasedidlothing was found in a com-

parison of the purchases made in the local trading centers and



in Dallas. Only 13 per cent of the clothing purchases made

by high income households were made in local trading centers,

but 29 per cent of the clothing purchases of low income house-

holds were made locally. However, 30 per cent of the high in-

come group's clothing purchases were made in Dallas, but only

12 per cent of the low income group's clothing purchases were

made there.

Table XIII shows, in numbers and percentages, the trading

centers where furniture, home appliances, and automobiles,

TABLE XIII

PURCHASES OF FRIURNIRE, HOiE APPLIAN CES, Ai4D
AUTOMOBILES FOR HOU-EHOLDS IN LEdISVILLE,

LAKE DALLAS, AND SANGER BY 11COIE
CL ASSIFICATIONS

High Income Medium Low Income Total
Income_

Place INum- Per INum- Per Num- Per Num- Per
bcr Cent jer Cent j ber JCent ber jCent

Local 27 28 159 311 77 1471 263 34

Denton 20 21 i155 311 41 251 216 28

Dallas j 36 37. 26j 29 181196 26

Fort dorth 6 6120 4 6 4 32 4
Other* 8 8 421 8111 7161 8

Total 97 100 507 100 164 1011768 100

* Includes Gainesville
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were purchased by households in the three income groups in

Lewisville, Lake Dallas, and Sanger. Denton received 28 per

cent of the purchases of these items by the three income

groups combined.

As in the case of clothing purchases, the high and low

income groups purchased furniture, home appliances, and auto-

mobiles in different proportions in local trading centers and

in Dallas. Thirty-seven per cent of the purchases of these

it ems by the high income group were made in Dallas, but only

18 per cent by the low income group were made there. Only 29

per cent of the purchases made by the high income group were

made locally, but 47 per cent of the purchases made by the

low income group were made in local trading centers.

Pcurhfgles .ycityiof eMployment.--One of the original

purposes of the survey was to investigate whether or not the

location of employment affects trade flow. Data from Lewis-

ville and Lake Dallas were used to determine the effects of

employment in Dallas on the direction of trade flow from

these towns. The figures indicate the existence of some cor-

relation between location of employment and location of pur-

chases.

Table XIV compares the places of purchase of households

with one or more members employed in Dallas to those of house-

holds having no member employed in that city. The figures in

the table reveal that the proportion of purchases made in

Dallas for households with at least one member employed in
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Dallas was nearly twice as great as that made for households

with no member employed there.

TA 3LE XIV

PURCHASE" OF CLOTHLiNG, FUNITU E, hOE EAviEPPLIAN0ES,
ANM 0AUTO1BILES FOR LE iVSLLEj ANhAM LAKE DALLAS

hOUSEHOLDS BY E,1v!PLOnjEiT IN DALLAS

Purchases of Clothing IPurchases of Fiurniture,
home Appliances, and
Automobiles

Employed inT I ot Employed 1Employedi Not Employed
Dalla J in Dallas Dallas in Dallas

Place Fum- Per Num- Per f Nu- I Per Iium- Per
Der CentIber Cent ber Cent ber Cent

Local 1 15 53 24 37 20 91 31

Denton '461 371100 4 39 21182 28

Dallas l 1 411481 21 95 52 82 28

Others* 9 7 22 10 11 6 39 13

Total 1124 100 223 100 182 99 1294 100

* Includes Fort 'orth and Gainesville

Forty-one per cent of the clothing purchases for Dallas-

employed households were made in that city, but only 21 per

cent of the clothing purchases for households with no member

employed in Dallas were made there. Relatively large pro-

portions of clothing purchases were made in Denton by both

groups.

Purchases of furniture, home appliances, and automobiles

also indicate a larger proportion of purchases in Dallas for
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Dallas-employed households than for non-Dallas-employed house-

holds. Fifty-two per cent of the purchases of these items for

Dallas-employed households were made in that city, but only

28 per cent of the purchases for households with no members

employed in Dallas were made there. Whe proportions of pur-

chases of these items in Denton by both groups were smaller

than the proportions of clothing purchases these groups made

in Denton.

Ptal shokjp g sneo.ds pur cha se s compared to finding s of

Le 2La f Liletl Gayitation.--Table XV compares the total

shopping goods purchases that Lewisville and Lake Dallas re-

spondents made in Denton and Dallas to the proportions of trade

flow each city should attract from these towns as indicated

by calculations based on the Law of Retail Gravitation. The

formula used to compute the proportions of trade that two

competing trading centers should attract from an intermediate

town was used in the calculations. The populations were

rounded to the nearest thousands to simplify the mathematics.

The distance factor was cubed, rather than squared, to make

allowance for the inertia factor created by the overwhelmingly

large population of Dallas as compared to the population of

Denton.

According to the theory, Denton should receive only 12

per cent of the total Lewisville retail trade that goes to

Dallas and Denton, However, in the survey, Denton received
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39 per cent of the total shopping goods purchases that were

made in the two cities by Lewisville residents. This figure

is more than three times the proportion predicted by the

formula.

TABLE XV

TOTAL SHOPPING GOODS PURC"AES IN DENTON AND
DALLAS BY RESIDENTS OF LEil 3VILLE AND

LAKE DALLAS SPARED TO F IIDING"'

OF THE LAW OF RETAIL GRAVITATION

Calculated ]Lewisville i Calculated iLake Dallas
percentages purchases percentages purchases
of Lewis- of Lake
ville trade Num-i Per i Dallas trade Num- Per
floW* ber 'Cent flow* ber Cent

Denton 12 121 39 57 146 62

Dallas 88 1186 61 43 90 38

Total 100 307 100 100 236 100

* Distances cubed

The differences were less disproportionate than the above

in the findings for Lake Dallas, although Denton received a

greater proportion oi Lake Dallas trade than ieilly's Law

would indicate. According to the formula, Denton should at-

tract 57 per cent of the Lake Dallas trade flow that goes to

either Denton or to Dallas. In the survey, however, Denton

received 62 per cent of the Lake Dallas purchases of shopping

goods that were made there and in Dallas.



able XVI compares the total shopping goods purchases

that Sanger and Valley View respondents made in Denton and

Gainesville to the proportions of trade flow each city should

attract as indicated by calculations based on the formula.

TABLE XVI

TOTAL SHOPPING GOODS PURCHASES IN DENTUN AND
GAINESVILLE BY RESIDENTS OF SANGER AND

VALLEY VIE1VV COPAiRED TO FINDINGS
OF THE LAW OF RETAIL

GRAVITATION

Calculated Sanger Calculated 'Valley View
percentages purchases percentages purchases
of Sanger - of Valley
trade flow*j Num- Per View trade Num- Per

ber Cent flow* ber 1ICent

Denton 83 2071 9730 23111

Gaines-
ville 177 3 70 185 89

Total 1 100 t214 16 d100 208 100

* Distances squared

As before, the populations were rounded to the nearest

thousands, but the distances were squared according to the

original formula because the difference in the populations

of Denton and Gainesville was not large enough to warrant

cubing the;.

The calculations indicated that Denton should receive 83

per cent of the Sanger trade flow to Denton and Gainesville.
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However, in the survey, Denton received 97 per cent of the

Sanger shopping goods purchases that were made there and in

Gainesville.

Both the theory and the purchases made by respondents

definitely confirmed the belief that Valley View is located

outside the Denton Trade Area. According to the calcula-

tions, Gainesville should receive 70 per cent of the Valley

View trade that goes to that city and to Denton. However, 89

per cent of the purchases made by Valley View respondents in

the competing cities were made in Gainesville.

The comparisons in Tables XV and XVI suggested that trade

flow from the four towns was affected by other factors as well

as by distance and population. There was a definite corre-

lation between the calculations and the purchases of shop-

-ping goods, but the Law of Retail Gravitation appeared to

produce conservative estimates of trade flow from these towns

to their county seats. Denton received greater proportions

of shopping goods purchases from the three towns in Denton

County than the theory indicated, and Gainesville received a

larger share of Valley View trade than was estimated by the

use of the formula.



CHAPTER V

CONCLUSIONS AND REC0iEXNDAIIONS

Conclusions

The conclusions are based on the findings in the survey

of Lewisville, Lake Dallas, banger, and Valley View, Texas.

The behavior of the respondents in any one of the four towns

is considered to be proportionate to the behavior of all

residents in that town.

Shopping goods trade flows from each town surveyed in a

pattern that is different from that in each of the other three

towns. About 90 per cent of the Lewisville shopping goods

trade flow is divided approximately equally between the local

trading center, Dallas, and Denton.

Approximately 60 per cent of the Lake Dallas shopping

goods trade flows to Denton, and the next largest proportion

goes to Dallas. The small size of the local trading center

and the inadequacy of its offerings of consumer goods probably

forces residents of Lake Dallas to make many of their pur-

chases out of town.

Sanger retains a greater proportion of its shopping goods

trade flow than does any other town surveyed, although a large

share goes to Denton. The proportion of trade Sanger retains

ranges from about 25 per cent to over 50 per cent, depending

72
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on types of goods. The proportion of Sanger trade Denton

attracts seems to be greatly affected by the proportion the

town retains. The trade flow from Sanger to Dallas and Fort

Worth is of secondary importance.

Valley View is located outside the Denton Irade Area.

The town retains from 20 to 30 per cent of its shopping goods

trade flow, and about 60 per cent goes to Gainesville. The

balance of the Valley View trade flow is scattered among

Denton, Dallas, Fort Worth, and other trading centers.

offcts of distance on trade flow.--Distance is a major

factor in determining where people buy. esidents of Lewis-

ville, the nearest of the four towns to Dallas, purchase

shopping goods more extensively in that city than do residents

of the other three towns. Denton receives larger proportions

of trade flow from Lake Dallas and Sanger, which are located

nearer Denton, than it receives from Lewisville and Valley

View, which are located farther from Denton.

Effectsof population on trade ilow.--Population is

another major factor in determining where people buy. A great

majority of residents in all four towns shop in cities that

are larger than their local trading centers when they shop

out of town. Many residents of Sanger and Valley View pass

through Denton on shopping trips to Dallas and Fort Worth,

which have larger populations than Denton, despite the added

distances to these cities. Furthermore, populations of the
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towns determine, to a great extent, the proportions of trade

their local trading centers retain. Larger proportions of

shopping goods trade flow are retained by Lewisville and by

Sanger, the larger towns surveyed, than are retained by Lake

Dallas and by Valley View, the smaller towns surveyed.

Effectsof other acts or n trad flow.--Although dis-

tance and population are of major importance, other conditions

also affect trade flow. The Law of Retail Gravitation ac-

knowledges the impact of other factors on trade flow by stating

that distance and population are the most important, rather

than the only, factors affecting trade flow. Consequently,

calculatiafls based on distance and population alone, while

usually reasonably accurate, are affected by other conditions.

For example, a trading center that is easily accessible might

attract more trade from an intermediate town than the estimate

provides, but a trading center that is not easily entered from

an intermediate town because of poor roads, mountains, lakes,

or other physical obstacles, might receive less trade flow

than the calculations would indicate.

The location of a county seat in a trading center appears

to attract trade flow from towns in the county in greater

proportions than the computations reveal. Denton receives

larger proportions of trade flow from Lewisville and Lake

Dallas than the theory provides. It also receives a consider-

ably larger share of the Sanger trade than the calculations

indicate. In similar fashion, Gainesville receives more trade
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flow from Valley View than the theory provides. Since these

occurrences cannot be attributed precisely to other factors,

it may be suggested that the existence 01 a county seat in

a trading center attracts additional trade flow from towns

in that county.

Types of goods to be purchased affect trade flow. Con-

venience goods are purchased extensively in local trading

centers, but shopping goods are bought in larger proportions

out of town.

Distances traveled to larger trading centers are affected

by the types of shopping goods to be purchased. Clothing items

are bought in larger proportions in Denton by residents of the

three towns in Denton Qounty than are furniture, home appli-

ances, and automobiles. In general, shoppers tend to buy

service goods in trading centers larger than Denton when they

do not buy them locally. This is especially true in Lewis-

ville and Lake Dallas, and to some extent in Sanger.

Income status of a household affects the distances its

members will travel to larger trading centers. Purchases for

high income households of Lewisville, Lake Dallas, and Sanger

are made in larger proportions in Dallas than are purchases

for low income households. Larger proportions of purchases

for low income households tend more to be bought in their

home towns.

Available information in the survey indicates that some

correlation exists between cities of employment and the
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directions of trade flow. Purchases are made in Dallas more

extensively by Dallas employed households than by non-Dallas-

employed households in Lewisville and Lake Dallas. Information

is not available to determine whether or not this generaliza-

tion applies also to households with members employed in

Denton.

There is some evidence that subscribers to the Denton

newspaper shop in Denton more extensively than do non-sub-

scribers. However, the difference is slight, and may have

little statistical significance.

In some cases, other factors appear to be of greater in-

fluence on trade flow than newspaper subscriptions. For

example, a larger proportion of Sanger and Valley View house-

holds subscribe to Fort dorth newspapers than to Dallas news-

papers, but trade flows from these towns to each of those

cities in about equal proportions. It is possible that some

of these towns subscribed to Fort Worth newspapers to keep in

touch with developments at the livestock market in that city

and are not greatly influenced by appeals in the newspapers

to go there to buy.

Recommendations

Recommendations are valuable only if they can be applied

profitably to a given situation. The survey of Lewisville,

Lake Dallas, Sanger, and Valley View, Texas, suggests a number
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of possible recommendations, but only those that can be put

to use with reasonable effort and expense are considered.

The merchants of Denton should be commended for their

success in meeting the competition of neighboring trading

centers. The relatively high proportions of trade flow they

receive from the three towns in Denton County give evidence

to the soundness of their merchandising methods. However,

the survey reveals some possibilities by which they might

increase the total trade flow to Denton.

In general, sales promotion efforts should be evaluated

to determine whether or not they attract the maximum potential

trade. According to the survey, clothing merchants have done

a splendid sales promotion job, but the large potential market

found in service goods, especially vacuum cleaners, washing

machines, and home freezers, plus the large proportions of

service goods trade that go to local trading centers and to

Dallas, imply that service goods merchants would do well to

review their sales te4-niques and adjust any weaknesses they

find.

It was obvious from the survey that only small proportions

of the residents of the four towns are employed in Denton.

If a trading center receives a larger proportion of a town's
trade flow from households with members employed there than

it receives from households with no members employed there, as
revealed in the survey, then Denton should afford greater em-

ployment possibilities for residents of Lewisville, Lake Dallas,
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Sanger, and Valley View. The Denton Chamber of Commerce

should continue, and possibly increase, its efforts to per-

suade more wholesale and industrial enterprises to locate

their plants in Denton. Of course, a city's initial re-

sponsibility is to provide adequate employment for its own

residents, but more residents of the four towns surveyed

could also be employed in Denton if industry were sufficiently

developed to justify it.

About one half of the households in the three towns in

Denton County subscribe to the Denton Record-Chronicle. The

newspaper should investigate to determine why the other one

half do not subscribe and should use the information to pro-

vide a publication that would appeal to more people. This

would not only increase the newspaper's circulation, but

would increase the value of its advertising space, and could

ultimately increase the trade flow to Denton.

The widening of U. S. Highway 77 presents future market-

ing research classes of North Texas State College with an oppor-

tunity to measure the effects of highway conditions on trade

flow. Now that construction of the four-lane highway between

Lewisville and Denton has been completed, another survey of

Lewisville and Lake Dallas should be made to determine whether

or not the improved road conditions increase the trade flow

from these towns to Denton. When construction is completed

between Lewisville and Dallas, an additional survey should be

made to determine if this improvement increases Denton's trade



79

losses to Dallas. Surveys of the same nature should be made

of Sanger and Valley View after construction of the four-lane

highway between Denton and Gainesville is begun, and again

after it is completed.

It may be speculated that the widening of the highway

from Denton to Dallas will force the merchants of Denton to

employ even greater efforts than they have used in the past to

retain their competitive position. Not only is it likely that

greater amounts of trade will flow to Dallas from the four

towns surveyed after the improvements are completed, but

Denton could suffer greater trade losses from its own resi-

dents if the challenge is not met. However, there is no

reason to believe that Denton merchants uill not turn the im-

proved highway into an asset rather than a liability.



APPENDIX A

CLASSIFICATION DATA

I IE-4 (1) c
10)1r-4 H

H-____________IE-4i
Length of Residence:

Less than 5 years
5 to 10 years
iore than 10 years

Total

Number in Household:
One person,
Two persons
Three persons
Four persons
Five persons
Six persons
Seven persons
Eight persons
Nine persons
Thirteen persons

Total households
Total residents
Average number of
residents per
household

Number employed per household:
One employed
Two employed
Three employed
rione employed

Total employed
Total households

32
16

0

7
19
21
14

5
6
5

0
0

22
6

18
46

3
11
10
11

5
2
1
2
I
0

20
17
421
79

8
25
17
22

5
0
1
0
0
1

74
39
90

203'

181
59
48
47
15.
8
7
3

10i
7

Ul

84
46

121
48 -251

5
19
10
10
0
3
1
0
0
0

23
74
58
57
15
11
8
3
1
1

V8 46i79 I20 4 1251
268 168 239 675 1381813

3.44 3.65 303 3933 2.88 3.24

46 28 40 114 32 146
19 10 14 43' 3' 46
11 1 4 01 4

112 7 2a 42 11
87
78

51
46

74
79

212
2031

38
48

250
251

80

is - a 9 - - z Ift" I .";;; 1 = G~ somma,



City of employment;
Local
Denton
Dallas
Fort Worth
Dallas and Fort Wortb

Industrial Area
Gainesville
Other

Total employed

Income status:
high income
Medium income
Low income

Total

IL. S. S.T. V.V.
81

T.*

47 22 45 114 126 114
1 2 8 11 2 13

28 152 9 152 1
2 4 7 13 2 15

6 1 2 9 0 9
1 1 4 5

3 7 2 12 3 1
87 51 74 212 38 250

4 6 15J 4 119
51 29 146 126 123 1149
22 a-2 62 L421 i 8

79 203
4 -~ I I j

251

Lewisville
D. Lake Dallas
Sanger
T. Sub-Total
V. Valley View
Total

*

L.
L.

S.
V.
T.

7d 46 48



APPENDIX B

OPINION DATA

Local 29 1 3 53 3 H6

plane to o mth 2oV 7 I

Gainevill 0 0 1Cu 0 3
theirLh4rtash10

Locan91 I 231 58 32 51

4 9 206 4 1

Towns where respondents

planned tod msthopfrgod
their Chthas rop-

Local2916 1 1623353 34
Denton 234136 451 126 7 129
Dalla s .22 9 3 73 1 3 3

Fort Worth 21 0 53 10
Gainesville 0 0 1 1 30 31
Other 1 o 0 1121 3
None 4 2 2 4 2

Total /78 46179 2 0 348251

Towns where respondents
preferred to shop f or goods I

other than groceries:113
Denton 134/1 36 51 12*1 8'129
Dallas 21 8 3 3R6
Fort 'Worth 2I 6 I1
Ga inesville 0 O 0,2/ 2 29 31
Other 1 01 1 211 3
iTone WA . 0 4j0 -4

Total [4 j 79 203/ 231

82



PPENDIX C

FACTUAL DATA

Newspaper subscriptions in
households by cities of
publication#

Local
Denton
Dallas
Fort Worth
Gaine sville
Other
None

Total subscriptions

Number of newspaper sub-
scriptions per household;

One subscription
Two subscriptions
Three subscriptions
Four or more subscriptions
None

Total households

Towns where respondents pur-
chased "last week end s
groceries:

Local
Denton
Dallas
Fort Worth
Gainesville
Other
'None

Total

T - r T V 1

'1W
WH
* r-lH

"-1

co
O
H A O0I)

(Y2

H
Jap

a)
H)
c rH

H
4-)
p

18 0 29147 0 47
32 1 27 41 1100 1 101
46 21 7 74 5 79
5J 3 31139127166
0 0 2 2 20j22
3 2 3 8 13
5 8 14 _37_10 .47-

104 53 113 270 1 23 2 8

33 23 32 j88 24 112
21 12 23 56 11 67
7 2 6 15 0 15
2 01 4* 6 3 9

15 9 14 3 0 -48
8 46 79 203 4 251

66 26 75 167 42 209
9 161 4 29 0 29
1 1 0 2 0 2
0 3 0 3 0 3
0 1 01 0 0 4 4
2 0 0 2 1 3

0 0 J..1 1---
461 79 203

83

*One household subscribed to five newspapers.

25178
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FA(TUAl DATA--Continued

Towns where respondents made.
last purchases "since living
here; "
ian's- -suit:

Local
Denton
Dallas
Fort iWorth
Ga inesville
Other

Total Purchases.

Man's Shoes:
Local
Denton
Dallas
Fort Worth
Ga ine sville
Other

Total Purchases

roman' suit or coat:
Local
Denton
Dallas
Fort North
Gainesville
Other

Total Purchases

Child's shoes;
Local
Denton
Dallas
Fort Worth
Ga ine sville
Other

iotal Purchases

Furnitur ea
Loc al
Dcenton

Fort vorth
Gainesviile
Other

Total Purchases

L ILD 1 8 VV TI1 - I

1 21 29 4
S 1/6 41 3 44

21 11 6 38 3 41

2 3 9 14 5 19
0 0 0 0 27 27

2 6 3- -2
47 27 54 1128 45 173

33 1 21 55 560
16 22130 68 4 72
12 7 6 25 2127

2 4 3 9 4 13
01 0 1 30130
2 4 9 0

65 38F 6;3166 45' 211

9 1 3/13 1 14
28 23 43 941 6 100
25 10 7 42 6 48
2 1 10 12 6 18
0 0 0 0 124124

___ 2 4 2 4 1_

66 37 67 117, 47 217

16 1 9 28 1 29
14 18 23 fl 21 57

6 7 4 17 2 19

0 1 2 3 0 3
0 0 1 15 16
1 1 0- 2 0 2

39 2 39 1 20 126

20 1 33 54 1 55
13 18 17 48 149
24 8 4 36 4 40

3 1 5 9 5 14
0 0 2 2 25 271 4 3:6 L2

62 155- 36 193

S

61 32



IbTAL DATA--Continued

Towns where respondents made
last purchases of home ap-
pliances "since living here"'&

Television:
Local
Denton
Dallas
Fort iorth
Gainesville
Other

Total Purchases

Gas or electric refrigerator:
Local
Denton
Dalla s
Fort Worth
Gainesville
Other

Total Purchases

Vacuum cleaner:
Local
Denton
Dallas

Fort Worth
Gainesville
Other

Total Purchases

washing machine:
Local
Denton
Dallas
Fort Worth
Gainesville
Other

Total Purchases

Home freezer:
Local
Denton
Dallas
Fort orth
Gainesville
Other

Total Purchases

L LB S ST I

13 4 26 43 5 48 4
15 5 9 19 2 121

18 10 1 29 0 29
1 1 3 5 4 9
0 0 0 0 8 8

1 010 0 10
42 23 41 1106 19 125

29 5 43 77 4 81
12 18 13 43 / 48
15 8 1 24 1 25

1 0 3 41 4 8
0 0 1 1 24 25

i 2 8 2 -2-15
60 33 174 157 J145 1202

4 0 61.01 2 12
2 2 5 9 0 9

20 6 7 33 2 35
2 0 1 3 2 1 5
0 0 1 1 4

_0 0 _ 6 1 3
28 6 62 13 75

9 4 12 25 1 2 27
9 10 17 36 0 36

17 4 2 23 2 25
0 2 2 4 2 6
0 0 0 0 15 15

31 9Q
3" 23 34 95 23 11Z

7 0 4 11 1 12
.1 2 0 3 0 3

5 1 5 o lo 10 11

|0 0 0 0 l11
01 01 0 10 2.

oL L-1 0 2-OJ-O0----

V'V

7 4 24 4 28
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FACTUAL DATA -- ontinued

Towns where respondents
purchased automobiles
"since living here":

Local
Denton
Dallas
Fort Worth
Gainesville
Other

Total Purchases

Models of automobiles owned;
Pre-war
1946-1948
1949-1951
1952-1954

Total Owned

Automobiles per household:
One car
Two cars
Three or more cars
None

Total households
Total cars

L LD v V T

32 01 1 4 15 58
1 19 34 5 0 5

23 14 4 41 1 42
0 1 6 7 1 8
0 0 2 2 12 14
6 8 4 18 21

1 4 19 32 201

12 4 17 33 11 44
13 9 11 331 4 g7
29 14 28 71 16 7

19t 11 4 1-11 L
73

5'1
11
0

16
78
73

44

30
7
0
9-

46-
44

65

54
4
1

20
79
65

182

135
22

1
43-

203
182

41

36
1
1

10
48
41

223

171
23
2

-53
2T51
223

WANK -w-o -m -Gww"mmm-

S 0-T-
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APPE IDIX D

TOTAL TABULATIONS FROM LEWISVILLE, LAKE DALLAS,
AND SANGER BY DENTON RECORD-CHRONICLE

SUBSCRIBERS AND NON-SUBB FIBERS

Length of residence:
Less than 5 years
5 to 10 years
More than 10 years

Total

Number in household:
One person
Two persons
Three persons
Four persons
Five or more persons
Total households
Total persons

Number employed:
One employed
Two employed
Three etuployed
None employed
Total households
Total employed

City of employment:
Local
Denton
Dallas
Other
Port Worth

Total

pit

Subscribers

Number, Per Centi

on-Subscribers~ w

Number Per Gent

33 33.0 1L+4 39.8
19 1&,.0 20 19.448 48.0 42 408

100 100.0 103 100.0

3 3.0 15 14.6
25 25.0 30 29.1
24 24.0 24 23.3
30 30.0 17 16.5
18 18,0 1 16.l

100
356

61
21

2
16

100.0

61.0
21*0
2.0

16,0
100 16.0 103 100.2
109 103

68 62.4 46 44.7
6 5.5 5 4.9

20 18.3 32 31.0
12 11.0 10 9.7

3 2.8 10 9.7
It. 13 10.

103
319

53
22

2
26

100 * 0

51.5
21.4
1.9

25a2

.109 100.*0 103 100.0
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T0T AL TABULATIONS--Continued

Towns where respondents
planned to do most of their
Christmas shopping:

Local
Denton
Dallas
Fort Worth
Other
None

Total

Towns where respondents
preferred to shop for
goods other than groceries:

Local
Denton
Dallas
Fort Worth
Other
None

Total

Towns where respondents
purchased "last week-end's"
groceries:

Local
Denton
Dallas
Fort Worth
Other
None

Total

Towns where respondents
made last purchases of
clothing:

Man's suit:
Local
Denton
Dallas
Fort Worth
Other
Total purchases

Subscribers

u.r-

22
62

9
3

100

14
65
12
4
3

100 100.0 103 100.0

78 78.0 89 86.5
20 20.0 9 8.7
0 0.0 2 1.9
1 1.0 2 1.9
1 1.0 1 1.0
0 0.0 0 0.0

100 100.0 103 100.0

16 22.5 13 22.8
27 38.0 14 24.6
16 22.5 22 38.6
8 11.3 6 1005
4I. .7 57 10.0

Per

22*0
62.0
9.0
1.0
3.0

i 5.446 A& 101L 4.9

4

Non-Subscribers

34L
44
18
4
I

Per

30.1
42.7
1?. 5'
3.9
0.9

0 ,0

14.0
65,.o
12.0
4.0
3.0
2.0

103

19
56
21
4
I

100.0

18,4
54.4
20.4
3.9
1.0

.9

100.90

4A

Nu m-
her P

71 1 100.0 57
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TOTAL TABULATIONS--Continued

Subscribers
Numt Per
her I-Cent

I ____ I____ -1__ -_ --__ -_ ._- __- _a_- --4- ---- --,M

Man's shoes:
Local
Denton
Dallas
Fort Worth
Other
Total purchases

Woman's suit or coat:
Local
Denton
Dallas
Fort Worth
Other
Total purchases

Child's shoes:
Local
Denton
Dallas
Fort Worth
Other
Total purchases

Towns where respondents
made last purchases of
furniture*

Local
Dent on
Dallas
Fort Worth
Other

Total purchases

Respondents owning:
Television
Gas or Electric
.Refrigerator

Vacuum cleaner
Washing machine
Home freezer
Automobile

28
41
10

3
6

31.8
46.6
11.4
3.4
6.8-

N on-Subscribers
Num
ber

27
27
15

6
3

Per
Cent

34.6
34.6
19.2
7.7
3.9

100.0 78 100.0

4 4.7 9 10.8
55 64.0 39 46.4
15 17.4 27 32.1

5 5.8 7 8.3
8.2. 2 2.1+

86 100*0 84 1000

13 21.0 15 34.1
40 64.5 15 34.1

5 8.1 12 27.2
2 3.2 1 2.3

62 100. 4 1000

27 33.8 27 36.0
28 35.0 20 26.7
15 18.8 21 28.0

6 7.5 3 4.0
4 . 4 7.3

61

93
39
63
15
87

100.2

61.0

93.0
39.0
63.0
15.0
87.0

53

89
29
42
11
71

100.0

51.05

86.5
28.2
40.8
10.7
68.9

-T----- F--
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TOTAL TABULATICNS--Continuec

Towns where respondents
purchased home appliances
"since living here":

Television:
Local
Denton
Dallas
Fort Worth
Other

Total

Gas or electric
refrigerator:

Local
Denton
Dallas
Fort Worth
Other

Total

Vacuum cleaner:
Local
Denton
Dallas
Fort Worth
Other

Total

Washing machine:
Local
Denton
Dallas
Fort Worth
Other

Total

Home freezer:
Local
Denton
Dallas
Fort Worth
Other

Total

SubscribersI
Num-
bed.'

Per
Cent

a o!o ot I - - 4

24
10
12
2
7

1+3.6
18*2
21.8
3.6

12.8

Non-Subs cribers
-1I
Num-
ber

19
9

17
3

Per
Cent

37.33
17.6
33.3

5.95'. 9
55 100.0 51 1000

42 52.5 35 4514.
25 31.3 18 234
10 12.5 14 18.2
1 1.3 3 3.9
2 2. 2 29.w

-0 100.1 77 100.0

7 19.4 3 11.5
7 19.4 2 7.7

15 41.7 18 69.2
3 8.3 0 0.0

4 OEN 11.1 11,
36 99.9 26 9969

16 28.6 9 23.1
22 39.3 1+ 35.9
11 19.6 12 30.8
3 5.4 1 2.6
4I 7.--.7.7

100.0 39 100.1

8 57.1 3 30.0
1 7.1 2 20.0
5 35.7 5 50.0
0 0.0 0 0.0
01- 99.09 0 00.0

I

14 99.9 10 1000



TOTAL TABULATIONS--Continued

Subscribers

Num-
ber

9 I

Per
Cent

Non-Subscribers

Towns where respondents
purchased automobiles
"since living here"

Local 22 24.2 21 26.9
Denton 33 42.8 19 24.4
Dallas 19 20.9 22 28.2
Fort Worth 5 5.5 2 2.6
Other 6. 4 7

Total 91 100.0 ?7 100.0

Per
Cent

Nu m-m
her



APPENDIX E

PURCHASES MADE .BY LEWISVILLE, LAKE DALLAS,
AND SANGER RESPONDENTS BY INCOM STATUS

Towns where re-
spondents made
last purchases of
clothing "since
living here:"
Man' s suit:t

Local
Denton
Dallas
Fort Worth
Other

Total

Man's shoes:
Local
Denton
Dallas
Fort Worth
Other

Total

Woman' s suit or
coat:

Local
Denton
Dallas
Fort Worth
Other

Total

Child's shoes:
Local
Denton
Dallas
Fort Worth
Other

Total

High
Income

2
6
4
3

'5

3
7
3
I

Medium
Income

18
26
30

7
4

d5

34
44
19
7

--5-

Low
Income

4.-

9
9
4
4
2

18
17
3
2

Total

29
41
38
14
6

128

55
68
25
10

9
15 109 731

0 6 7 13
8 58 28 94
6 30 6 42
1 7 4 12o 6

15 107 161

2 18 8 28
342 10 55
3 10 4 17
0 1 3

_ 3

106

93

"mom"*
MN*kVmmwmww

1 28

9) 73
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'owns where re-
spondents made
last purchases
of furniture
"since living
here:'

Local
Denton
Dallas
Fort Worth
Other

Total

Towns where re-
spondents made
last purchases
of home appli-
ances "since
living here":

Local
Denton
Dallas
Fort Worth
Other

Total

Towns where re-
spondents pur-
chased
automobiles

"sinea living
here:'

Local
Denton
Dallas
Fort Worth
Other

Total

High
Income

NuMx-
ber

3
3
6
3
0

15

19
12
24

1
2

5,
5
6
2
6

Per
Cent

20.0
20.0
40.0
20.0
0.0-

100.-0

32.8
20.7
41.4
1.7

Medium
Income

NuxM-
ber

30
33
26

5
6

Per
Cent

30.0
33.0
26.0
5.0
6,0

Low
Income

Num-
ber

21
12

4
1
2

Per
Cent

5.2.5
30.0
10.0
2.5
5.0

Total

Num-
ber

54
48
36

9
8

Per
Cent

34.8
31.0
23.2
5.8
5.2t -A4 .

100.1100.0

35.6
25.8
26.4

3.7
.5

105
76
78
11
25

401100.0

42
22
17
4
6

46.2
24.2
18.7
4.4
6.67K NOW 4N=.W

100 * 0

20.8
20*8
25.0
8.3,

25.0

295

24
46
27
4.

11

100.0

21.4
41.O1
24.1
3.5
9,88

911100.11

42.4
21 * 2
24.2
3.0
9.1

14
7
8
I

^'7 I
99*9 112 100.0 331 99*9

155

166
110
119
16

43
58
41

7
20

I 6,1 ,t A

100.0

37.4
24.8
26.8
3.6
7.4

100.0

25.4
34.3
24*3
4.1

11.9
169 p00.0

---- -

Iwo

--- F-

'*1k --JL
-r--I -- --II

. u-1. a', INN 0 . IN= N.-m- -. -14F-W--7- - 1 - . -, -j I
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