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CONVENIENCE STORES AND THEIR CUSTOMERS NO. 2 

In November and December of 1975, a survey of customers of convenience 

stores was made in Allegheny County, Pennsylvania, including Pittsburgh. 

Four neighborhoods were sampled, with 5 75 questionnaires sent to each of the 

four areas. It was hoped that returns would provide about 350 completed ques

tionnaires from convenience store customers and about the same number from 

those who do not shop convenience stores. This expected number was re

ceived from convenience store customers, but fewer than 20 non-customers 

returned the completed questionnaire. A copy of the cover letter and the ques

tionnaire is in Appendix B. These were sent to a random sample of people in 

each area with a postage paid self-addressed envelope. A brief description 

of each area follows. 

The data (Appendix A) are summarized for each area and for the total of 

the four areas. The tables of data are identified with a number and a letter 

suffix, for example 3A, 3B, 3C, 3D and 3T. The A, B, C and D identifies 

each of the four areas and T designates the total for the four geographic areas 

sampled. The geographical areas sampled included four census tracts in that 

area. Households were chosen at random fron1 :i commercial directory (Coles). 

Area A 

The composite of Area A indicates a household ii,come rating in the 

medium high range. On an A, B, C, D, E scale (where A= +$20,000; B = 
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$16,000 to $20,000; C = $12,000 to $16,000; D = $8,000 to $12,000; and 

E =below $8,000), this area rates a B. There are 3.50 persons per household, 

the median age of adults in the area is 45 years with 12. 4 years of school 

completed. One hundred nine completed questionnaires were returned from 

this area (18. 9%). 

Area B 

Area B has the lowest wealth rating of the four areas, with an average 

between D and E, the lowest two ratings on the scale. The median age of 

adults is 53 years; there are 2. 87 persons per household with 10. 5 years of 

school completed. Sixty-five completed questionnaires were returned from 

this area (11. 3%). 

Area C 

This area's four census tracts has more income variability than any of 

the other three areas. One tract has the lowest rating E, one D, one C, and 

one B for a C-D average. The average age of adults is 51 years. The average 

household has three persons. Adults have completed 11. 2 years of school. 

Seventy-seven completed questionnaires were returned from this area (13. 3%). 

Area D 

This area represents the highest income of any of the four areas, with 

a A-B average. The median age of adults is the lowest of the four areas, 45. 8 

years. The average size of households is the largest of all areas sampled, 

3.67 persons per household. This is a reflection of age of families in the area, ~ 
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(;, with this area having a large percentage of households with school age child

ren. The average adult has completed 12. 4 years of school. One hundred 

' 
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eighteen completed questionnaires were returned from this area (20. 5%). 

Concurrently with the customer survey, Open Pantry employees were 

surveyed to test the validity of employees' opinions and actions coinciding 

with customers'. These results are reported later in this section and in Ap-

dendix C. 

Table 1 

Summary Analysis of Information Contained 
In Tables In Appendix A 

This information indicates the relative strength of convenience stores. 

Open Pantry is the preferred convenience stores for 40 percent of the customers 

in Area A, 63 percent in Area B, 36 percent in Area C, 36 percent in Area D, 

and 42 percent for the composite of the total area. Stop-N-Go in Area C is 

preferred by 40 percent of the customers, the only area where Open Pantry is 

not dominant over other competitors. In this market area, Open Pantry has 

40 stores, Stop-N-Go has 22 stores, 7-11 has 19 stores, and Li'l General has 

15 stores. 

Table 2 

The data in this series is one of the more significant in the survey. 

The interpretation of this information provides ar: image profile of how cus-

tomers see convenience stores. Three or four major categories of considera-

tions are important in the Pittsburgh area, Quick Servi,-:e, Hours Open, 

Location and Availability of Food Products. Table 2T indicates that customers 
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over the four area sample do not sense a major difference between competitors, 

except possibly for quick seririce and products available; here Open Pantry has 

some advantage over 7-11, with Stop-N-Go being especially strong in image 

of quick service. There is considerable variation in image ratings from one 

geographical area to another. A high number in this series represents a strong 

image. Interestingly, employee courtesy and friendliness is not seen as a 

major factor, perhaps because all are viewed by customers as being fairly 

equal in performance. Even so, this is a consideration that cannot be ignored; 

it is important in attracting and holding customers. Only in Area B does parking 

and cleanliness enter strongly into why customers choose a convenience store. 

In this trading area, some attention might be given to why this situation exists. 

Table 3 

The data in this series of tables indicates the dominance of price as the 

reason why customers may not buy regularly or limit purchases at convenience 

stores. No store's performance is seen as significantly different over the 

entire market than other competitors. This impression is confirmed again in 

Table 10 when customers rate specific areas of store performance. If in fact 

customers do not feel there is significant differences in performance, any con

venience store's policy stressing lower margins should be re-examined. Ad

ditional comments will be made as data from Table 10 are examined. 

Table 4 

There is less variability between trading areas in how often customers 

shop convenience stores. If the first three lines of each table are totaled for 

.. 
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' each competitor (which designate the proportion of regular customers), Open 

Pantry has a slight edge (55) over Stop-N-Go in Area A, a slight disadvantage 

in Area B (51 compared to 5 7), a strong edge in Area C (64 compared to 42), a 

strong advantage in Area D (54 compared to 33). The total market indicates a 

slight edge for customers frequently shopping convenience stores to Open 

Pantry (55 to 46). At the other end of the Frequency of Shopping category, if 

the last three lines in the table are totaled (perhaps this could be considered 

undesirable), there is no strong difference between Open Pantry and Stop-N

Go. Other stores, however, have a much higher proportion of customers who 

shop less frequently. This fact may have some advertising message implica

tions for competitors in the Pittsburgh area. 

' 

Table 5 

This distribution of family size as correlated with which convenience 

store is shopped indicates that in three out of the four trading areas, the 

larger sized families tend to prefer Open Pantry. Only in Area A is the average 

size of families shopping Open Pantry less than Stop-N-Go and 7-11. In the 

total market, Open Pantry customers come from slightly larger families (3. 52 

persons) when compared with Stop-N-Go (3. 39) and significantly larger than 

7-11 (3. 08). This could be because of store location policies, in-store mer

chandising, or a combination of the two. This edge in attracting, as customers, 

those that have children is a significant influence L 11 frequency of shopping 

and total sales volume. This distribution also may have implications for adver

tising and promotion messages of various stores in the market area. 
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Table 6 

When interpreting this data, keep in mind the question asked -- Do 

you consider your family income to be average, above average, or below 

average? Thus, it's a measure of how people see themselves in their com-

munities. Those who see their income as relatively low, but live in a wealthy 

neighborhood may have above average incomes. Open Pantry seems to attract 

a greater proportion of those families who consider themselves to have average 

incomes. Open Pantry does less well with those who consider their income 

below average or above average. Both Stop-N-Go and 7-11 have significantly 

greater proportions of customers who feel their income is below average. This 

again may be because of promotion and advertising, merchandising or store 

location policies. There may be some opportunities for individual stores in ~ 

specific areas to tailor their operations as to major trading area characteristics 

{type of in-store music, special store displays, attitude of employees). 

Table 7 

Only a summary of the total area is included as there was little difference 

between areas in food items that people associated with convenience stores. 

In addition, there are not strong differences indicated by customers of dif-

ferent stores. This may be another indication that customers do not differentiate 

strongly between convenience stores. Although differences are not viewed by 

customers as very great, those stores which have a slightly different price 

structure, a slightly different location policy, a slightly different product mix, 

a slightly quicker check-out, a slightly better parking arrangement may, in ~ 

fact, have a considerable advantage. 
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The product mix that customers associate with convenience stores in 

this market were (in descending order) bread, milk, soft drinks, cigarettes 

and tobacco, luncheon meats, snacks, ice cream, newspapers and magazines, 

potato chips, and candy and gum. 

Table 8 

A question on advertising recall was included to try to get a reading on 

the effectiveness of advertising. The results should be viewed with some 

caution. This is a good example of a subject where what people say may not 

correlate well with how they act. 

Perhaps of some significance is Stop-N-Go consistently strong (high 

percentage of customers remembering) newspaper, radio and TV promotions 

' (especially radio). This may reflect strong, effective messages on all three 

media -- or one extremely effective media message with spillover effects to 

other media. Notice especially Area B. This low income area may not respond 

at all well to sophisticated printed material, but respond to verbal (radio) or 

visual (TV) ads. This is somewhat confirmed by looking a~ the Open Pantry 

handbill response in Table 8D (a high income, more educated customer). The 

advertising recall results have implicaUons for all competitors in the area for 

the media chosen as well as the message given. 

Table 9 

In the lower income areas, a large proportion c,f: Open Pantry's customers 

come from households where two or more individuals in +he family work outside 

the home. This trend is especially strong in areas B and C. Even in the high 

income area (9D), some of this size of household characteristic of customers 
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is visible. In the total for all areas, 48 percent of Open Pantry customers ~ 

come from households where two or more work at jobs outside the home. This 

is significantly above Stop-N-Go (34%) or 7-11 (36%). The national average 

is just above 40 percent. This characteristic of family size has some pos-

sibilities for advertising messages, i.e. , "The place where busy people like 

to shop," etc., for the competing stores area by area. 

Table 10 

This series of tables may contain the most significant amount of infor-

mation about store operations of any part of the survey. This is one of the few 

times customers have actually rated many operational areas of convenience 

store performance. There is much information available in this series of 

tables about customers' ratings of store operations. Only a few generalized 

observations will be made here. 

The convenience factor reflects store location and numbers of stores in 

the market area. Open Pantry ratings reflect their dominance in \sales rather 

than in store numbers in the market area (40 stores), compared with Stop-N-Go 

(65 stores), 7-11 (17 stores), and Li'l General (24 stores). 

Cleanliness ratings are above average. For satisfactory performance 

ratings should be 3. 0 or higher, except for the prices and advertising ratings. 

For prices, a 1. 75 rating is apparently a satisfactory one. For prices, 

although customers do indicate a slight advantage consistently for Open Pantry's 

operation, the difference indicated is quite small (1. 73 in the total market, 

Table lOT, compared with 1. 64 for Stop-N-Go or with 1. 53 for 7-11). Perhaps ~ 
this slight edge indicated by customers of Open Pantry is in fact quite important. 
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For employee friendliness and courtesy, Open Pantry again has a con-

sistent small advantage over other competitors, except for Stop..;N-Go in 

1 Area A. 

In the quick check-out rating, Stop-N-Go apparently enjoys some slight 

edge in the customers' view, especially in Area A. Both 7-11 and Li' 1 General 

quick check-out ratings are below those of Open Pantry and Stop-N-Go. 

There is some inconsistency indicated between areas about quality of 

products, with Area A Open Pantry customers indicating some weakness here. 

This effect is counter-balanced by Area D. The overall quality rating for 

Open Pantry is a satisfactory 3.07, for Stop-N-Go an excellent 3.14, for 

Li'l General a 3. 02, and for 7-11 a below average 2. 97. 

All stores are rated rather low on variety and selection, perhaps indi-

eating one of the characteristics, necessarily so, of convenience stores. 

Parking ratings are somewhat of a puzzle. Ratings for Open Pantry are 

consistently below major competitors in the area. Perhaps Open Pantry has 

more customers, a situation where customers may have problems finding a 

parking space at busy times. Some additional facts are needed about parking 

arrangements and perhaps an assessment of where employees may park to 

avoid using limited parking space . 

.. In hours open, Stop-N-Go customers in·~·-:;ate in Areas C and D some 

superior performance (longer hours). 

The advertising rating is also somewhat of a mnced bag, with customers 

(, apparently giving an edge to Stop-N-Go. As the advertising question data 

earlier indicated (Table 8), this subject needs a thorough examination to 
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determine important factors in advertising effectiveness. Apparently a 2. 5 ~. 

rating in this area is very good. 

In overall rating, Open Pantry (2. 98) and Stop-N-Go (2. 93) ratings 

are fairly close, with Li'l General getting low ratings (2.61) and 7-11 midway 

between the highest rating and the lowest rating (2. 83). 

Open Pantry's advantage, from the customers' viewpoint, is their 

relative strength across the whole range of indicators. There is no one area 

of extreme weakness. 

Table 11 

This series of tables indicates the range and distribution of weekly 

total food store expenditures per household. The average house hold total 

food store expenditures per week in the total area is $48. 00. The average 

expenditure per household per week for Open Pantry customers is $50.10; for 

Stop-N-Go customers, $50.70; for 7-11 customers, $44.75. This variance is 

not significant because most of the difference washes out when compared on a 

per capita basis. No significant difference is demonstrated between the three 

convenience stores in attracting households representing either the low weekly 

expenditure or high weekly total food store expenditure. 

Table 12 

This series is similar to the information in Table 11 except that total 

food store expenditures are ranged per capita. The weekly total food store 

expenditure per capita is $14.23 for Open Pantry customers, $14.95 for Stop

N-Go customers, and $14.52 for 7-11 customers. Again, no pattern of 

.. 
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significance is demonstrated when arranged by stores. The average per 

capita food store expenditure for all groups per capita was $14. 81. 

Table 13 

Of interest to those examining convenience stores are possible patterns 

that may appear when comparing convenience store expenditures. There is a 

considerable variation among stores when either low weekly expenditures or 

high weekly expenditures are compared for Areas A, B, C, and D. In Area A, 

7-11 customers had 68 percent of customers spending less than $1.00 per week 

per household. At the other end of the scale, 34 percent of Open Pantry's 

customers spent $5. 00 or more per week. Forty-one percent of Stop-N-Go 

' 
customers in Area A spent $5. 00 or more per week per household. 

In Area B, 35 percent of Open Pantry customers spent over $5. 00 per 

week in convenience stores, while 48 percent of Stop-N-Go customers spent 

$ 5. 00 or more per week. 

In Area C, this pattern was reversed with 26 percent of Stop-N-Go 

customers spending less than $1. 00 per week, as compared with 15 percent 

for Open Pantry customers. In this area, 46 percent of Open Pantry customers 

spent over $5 .00 per week, while only 36 percent of Stop-N-Go customers 

spent $5. 00 or more per week. 

In Area D, the difference between distribu~ion of convenience store 

expenditures was similar to Area C, except that the.·e proportions were still 

more pronounced. Only 9 percent of Open Pantry customers spent less than 

' $1. 00 per week, compared with 2 7 percent for Stop-N-Go and 3 7 percent for 
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7-11. In this area, 56 percent of Open Pantry customers spent $5.00 or more 

per week. This compares with 2 7 percent for Stop-N-Go and 17 percent for 

7-11. 

Per household, the weekly convenience store expenditures for Open 

Pantry customers is $3.97. A similar figure for Stop-N-Go is $3.54, for 

7-11 is $2. 70, and for the total market is $3. 35. 

Table 14 and Table 15 

When weekly convenience store expenditures are compared on a per 

capita basis, rather than on a per household basis, similar distribution pat-

terns are observed. The per person weekly food store expenditure is $1.13 

for Open Pantry customers, $1. 04 for Stop-N-Go customers, $. 70 for 7-11 

customers, and $1. 03 for total market average. One note of caution on con- ~ 

venience store expenditures as reported by customers. From severa 1 studies 

there is evidence that this figure may be low by as much as 25 percent. 

Influences on this under-reporting are quick trips paid for out of cash not 

associated with the family food budget or impulse expenditures for snacks 

and beverages again not strongly associated with the food budget. These 

influences should be similar for all stores in the area, so the relative differ-

ences between stores should still be valid .. 

These figures indicate that 7 percent of convenience store customers' 

food expenditures in the Pittsburgh area are spent in convenience stores. 

Earlier work has indicated that when convenience store sales are 8 percent 

of total food store sales, the market is saturated. The unknown factor here ~ 



' 

' 

-13-

is how many non-customers now could be attracted in the future with more 

stores in favorable locations? After this point, growth can come in two ways-

by merger or by competing other stores out of business. There apparently may 

still be room in the Pittsburgh market for at least another 1 percent share of 

the total food store market for convenience stores, depending on how many 

present non-customers can be attracted to new stores. For a good, sharp, 

well-managed operation, there will be additional growth available as less 

well-managed stores pass out of the picture. 
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COMMENTS ABOUT FOOD QUALITY 

Open Pantry 
Excellent 
Food prices too high. One comment made by owner was "People will buy 

no matter how expensive it is. 11 

Quality is good. 
Good. 
All name brand items so their quality is pretty well assured. Their baked 

goods are good • 
Quality not always good, prices high. 
Unsure about freshness of packaged goods. 
Don't think there is a big turnover of lunchmeats and fresh vegetables. 
The food is mostly too expensive. 
Good. 
Food quality very good but high prices. Sales 0. K. 
The food is fresh enough and most things in the fruit line that you want 

but too high price. 
O.K. 
Stale items on shelves, lunch meat too old. 
Produce -- poor. 
They don't sell anything different than the major chains, so it can't be 

different. 
Clean. 
Resent their refusal to open a 5 lb. bag of potatoes to sell me half the bag, 

same goes for fruit. 
I have purchased spoiled and/or poor quality luncheon meats at this store. 

Don't purchase anymore. Quality of fruit is poor. 
Milk can be sour at times. 
They have good products but with having a supermarket across the road from 

Open Pantry, I don't want to pay extra cost. 
Good. 
Food quality and cleanliness are fair to good. 
Everything they sell is above average. 
Adequate. 
Food quality is usually good, but general sanitary conditions of the store 

are below large chain store. 
Too high. 
Out of date items. 
The turnover on some items is poor, quality of ice cream was grainy. 
I have often found produce to be high priced and poor in quality. 

Stop-N-Go 
Good quality. 
I find that most stores are clean and salespeople very courteous. 
Very good. 
No variety, no brand choice . 
On par or above at a Stop-N-Go type store. 
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Stop-N-Go (Con 't.) 
Wish the foods were dated as to how long they've been on the shelf. 
Every item I have bought has been fresh. 
I am satisfied. 
Put less artificial preservatives in our foods. 
Has the same as other markets. 
I am concerned that frozen items do not move fast enough. 
I find that some items are very high but this is understandable. Their 

quality is excellent. 
Fair to average. 
Food quality is excellent. 
I have always found the quality of their food to be good. 
Food quality good. Packaged food sometimes old. 
Good. 
0. K. 
Good. 
Average, sometimes below average. I bought milk once and all the milk in 

the store was sour. He had to give my money back. 
They seem clean and merchandise seems fresh. 

7-11 
Prices too high. Foods are similar to supermarkets . 
O.K. 
They usually have fresh food and a reasonable variety of it. You're not pushed 

by one brand . 
The turnover isn't as great and I question the freshness of items. I have 

gotten sour milk, stale chips . 
Much higher prices for lower quality. 
Food quality is poor, there is usually no fresh stock on hand. 
7-11 is the best for fresh food, bread, milk, etc. 
Good to excellent. 
Average. 
Have small variety, but do have essential items. 
Close by, very helpful, friendly, clean, excellent prices. 
Standard brands, no specials. 
Excellent. 

CONCERNS ABOUT FOOD 

I have always been pleased with what I bought. 
Very good. 
Good quality. 2 
O.K. 3 
Everything is included that is necessary, attractively arranged and adequately 

prepared. 
Age bracket over 65. 
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Fruit juice last purchased looked arid tasted like it had been on the shelf for 
a year before I bought it. 

More concise information on pages. 
Food quality isn't good at Stop-N-Go -- brown overpriced head lettuce and 

slimy packaged meat. 
Generally good. 
Same as big stores but higher priced. 
Quality is usually good. 2 
Good. 2 
Produce has never been too good. 
Shelves usually well stocked. 
A variety of everything although not quantity. 
Friendly help, clean stores and counters, fresh food, good quality. 
No problems. 2 
They are definitely priced higher. 
As long as they keep quality foods, they will do good business. 
I don't think convenience stores have the best quality of food. 
Very little difference except higher prices. 
Ninety-five percent of items I've purchased have been fresh. 
I have no complaints. The quality is as good as any other food store. 
Too high, not fresh. 
Quality of food good. They carry all the food one needs. 
Stock lays too long -- cans are dusty. 
Some bottled dressings still on shelf after expiration date on label. 
Good brand names and fresh. 0. K. 
Quality foods and brand name goods usually found in convenience stores, 

but one must pay for convenience. 
Canned goods don't move too fast, plus help doesn't stay too long. 

Sarne as supermarkets. 
Many items get old. 
Good quality foods • 
Quality O.K. 
Pre-packaged meat not always fresh. 
Packaged meat products not as fresh as could be. 
Quality just as good as supermarkets. 
Good. 
Do not move old items off shelves • 
Questionable quality of frozen food and produce. 
Very high. 
Food is fresh. 
Some food not fresh. 
Most major brands -- good selection. 
Top quality. 
Food quality just as good as chain stores. 
Produce quality often below par -- stale items on shelf. 
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Slow moving products -- food quality poor. 
High quality but also high prices. 
Clean. 
Quality is good, prices are high. 
Quality is good. 
Always fresh. 
Small deli -- would be a success. 
Avoid buying slow moving perishable items -- never fresh. 
Quality control maintained well --quick turnover and stock replenished often. 
Not good enough meat. 
Must be the best. 
Fine. 
Lunch cakes stale. On weekends bread is stale, lunch meats move slow. 
Convenient yes, but too expensive. 
None. 
I avoid shopping there. 
0. K. 
Carry a fine line of popular brands. 
Food quality good, but too expensive. 
Very good. 
Low quality fresh vegetables and fruit. Meat not as fresh. 
Prices too high in certain items. 
None. 
Okay. 
Quality products. 
Fear food may be too old. 
Fruit is lousy -- other quality good. 
Have a good variety of items. 
Standard. 
Rarely have good variety and you pay more than in large superma1kets. 
Produce usually very low in quality. 
Same as other stores except higher prices. 
Fine. 
Out dated merchandise. 
Some slower moving items not as fresh as should be. 
Selection is small but adequate for daily items. Prices much too l igh to 

shop there frequently. 
Good. 

I think prices in general are too high, but that's inflation. 
I never buy real food there just odds and ends (snacks). 
Generally good food and conditions. Personality of employees is generally 

very good, and most times better than average. 
Good quality, good selection. 
Good. 
Fresh lunch meat, can goods high in cost. 
Food quality always good. 
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They have national brand items of good quality but the prices are too high. 
Very good. 
We have occasionally gotten old cookies and crackers, but have been 

refunded courteously. The produce is good, priced right, but the supply 
is limited. 

Food is good, good quality and fresh. 
Above average • 
Clean, fresh foods -- quick service. 
Quality isn't very good. Produce especially. 
Their food brands are of top quality. 
I don't feel like some items are as fresh as the supermarket. I don't mean 

eggs, milk or produce. I do mean flour, cake mixes, cereal, sugar, 
crackers, spaghetti, etc. 

Do not buy lunch meats, got caught once with older meat. Produce not 
acceptable. Don't buy anything but canned goods (very few) bread and 
milk. 

Sometimes good but meat and vegetables selection usually poor compared to 
supermarkets • 

Good. 
Fair. 
The quality of food seems good at the Open Pantry and the store we shop in is 

extra clean. It used to be the teenage hang-out, but they seemed to have 
solved the problem of loitering and it isn't as bad now in the evenings. 

The prices are much higher but quality about the same as supermarkets. 
Good. 
They are priced higher. 
Nothing more than freshness in produce, deli goods, baked goods and dairy 

products. 
Usually good. 
The food is good but over priced. 
Lower turnover implies less fresh products. 
High, seem interested in providing a service. 
Lunch meats are packaged and usually not as good. They usually won't carry 

too many brand names • 
Good quality, fresh. 
Don't have much selection. Most of their food doesn't move very quick. 
Good. 
Adequate. 
I find no difference in food quality. Selection is usually quite limited. · 
Satisfactory. 
Food quality is 0. K. 
Cost too high on most food. 
I'm sure food quality is equal to supermarkets, also cleanliness etc. but 

their prices are too high for our family. 
Good. 
Fair. 
Quality is good. 
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Quality appears O.K. but lack many fresh and variety items. 
For the mo st part, the food quality is good . 
Most items (outside of milk, dairy products and bread) are too high. 

known cake mix 69¢ at supermarkets -- 99¢ at Lil' General. 
Good. 
Quality good but too expensive. 
No place for produce. 

Example --

Quality always seems good, stores clean, no standing in check-out line. 
How fresh are luncheon meats, etc • ? 
Perishable food is usually fresh and good, but can goods and packaged goods 

sometimes old. 
Quality 0. K. 
The products are not always very fresh. 
Good. 
Food quality 0. K. , however, produce is generally poor. 
Unknown. 
Fresh looking and all items seemed to be displayed very well. 
Food prices have become unreasonably high in farmer profits. Bring back the 

service meat counter. 
All items are nationally known brands, but very expensive. All dairy items 

and lunch meats are fresh. 
Food quality is evidently on the decline and, of course, the prices are too 

high. ~ 
Too much loitering around in the store. 
It is always a question as to how long products have been on the shelves 

before being sold. 
Not impressed. 
Good, and necessary to a lot of people. 
Relative to the particular products the store carries. Most are brand name_, 

items of reputable quality. 
Most seem to have problems with their freezers and produce coolers. 
My husband and I watch the food ads; we eat well, but I couldn't consciencely 

squander money by shopping at a convenience store. 

CONCERNS ABOUT CONVENIENCE STORES 
(All Other Stores) 

I think they are great, I am very often grateful for them. 
Friendly and clean. 
They are clean and orderly but definitely overpriced. 
They are very clean and neat. 
Good at a higher price. 
My husband and I are senior citizens -- we need all the convenience we 

can get. 
Prices are too high -- employees don't even buy at convenience stores. 
Prices too high. 
A lot of the stores I go to don't have what I need at the time. 
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Eliminate price penalty of convenience. 
Handy and needed. 
They serve a purpose in being nearby, in having convenient hours, in 

having quick service and having good quality. 

Clean. 
Too expensive. 
Help is poor. 
More expensive than regular store. 
Prices for other than bread, milk, etc. tend to be extremely high. 
Gracious service is missing. 
The detail of pricing merchandise on shelves does not get much attention. 
Prices higher. 
Depending on operation there is no limit to number of items, type or markup; 

personally I would add a warehouse type sales room and compete at 
certain hours. 

Very convenient. 
Some are open 24 hours. 
All are clean . 
Clerks very good. 
Outrageous prices. 
None. 
Not any since I avoid shopping there. 
Most are robbers -- cheats. 
High priced on a lot of things. 
A convenience, open day and night and very clean. 
I am happy they are there when I need them. 
Pleasant clerks. 
Too expensive. 
Convenient when you forget to buy something or run out of something when 

other stores are closed. 
None. 
Have their good points and bad points. Fast service, open all night, always 

neat and clean, but -- the prices are sometimes ridiculous. 
None. 
Only advantageous in an emergency. 
Check-out is convenient. 
Expensive. 
If other stores are open, I go there. 
Really 0.K. if would drop some of the prices. 
Quick and convenient but prices way too high. 
Prices too high. 
Good. 
Extra cost is too much for such a small convenience. 
Too expensive. 
Am no judge since rarely use them. 
Could all be kept cleaner. 
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Help could be more pleasant. ~ 
Convenient when needed. 
Like them for convenience but too expensive regularly. 
Pricing way out of line with supers. 
Prices too high. 
Handy at times • 
Shop them for quick service and because are open late at night. 
Shop almost exclusively at Stop-N-Go and only then after midnight, because 

is one of few places open. 
Location -- close. 
Suggest all convenience stores should have deli's. 
Occasionally "hangouts" for teenagers. 
Available, provide a needed service, well managed, have interest in 

community and customers. 
Prices are too high. 
They are clean, fast, but expensive. 
Prices high. 
The only reason they exist is because of convenience. 
They are there when you need them. 
They serve a purpose. 
Prices are entirely too high. 
Generally they aren't worth it. My husband generally purchases cigarettes 

at local Stop-N-Go because the price is regulated. Otherwise we rarely 
use them. 

Do not shop as often there now because of higher prices. 
They are usually clean and friendly like the old time comer store. 
My feeling is prices are too high. 
Prices too high, limited products. 
Come down in price and advertise. 
Rarely have any specials. 
I think they only serve a purpose where other grocers are not available. Their 

advertising is misleading and hide the fact their prices are exorbitant and 
that larger grocer have fast service. 

Serves their purpose of being available when other stores are closed. 
They are handy and you get out of the store fast. 
They're nearby. 
Nice and handy to have around. 
They are usually clean. 
I like the layout of the store, easy to find what I want quick. 
Fast. 
I rarely use them unless I have an unexpected need or do not wish to bother 

with supermarket lines. 
It seems there is a large turnover in management, often changing prices. 
Are convenient but prices are too much higher on all items. 
Prices too high to make it a regular habit shopping there. 
I really do not like convenience stores. 
Always crowded with teenagers. 
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Never buy perishables. 
Too many young people loaf in or outside of the store. 
I suppose they have their place in the economy. 
Just too expensive. 
If the prices were better, I would shop, a few cents you wouldn't mind, 

but 15-20% is awful. 
The few that I have been in impress me with their cleanliness. 
I'm glad to have one near me. Think it's great there is a place where 

underdriving-age children can go for pop, candy, etc. 
7-11 is a mile away from our home, large shopping center is less than a half 

mile away and open Sundays. 
The 7-11 close to my house is close enough to walk, the owners are friendly 

and the store is always kept clean. 
I do very little shopping in them because the prices are out of line with 

those in larger supermarkets, which are already high. 
Glad we have them -- to bad extended supermarket hours limit their value. 
High prices -- hangouts for kids -- some are dirty. 
Since inflation prices are so high, I feel sure people only buy what they 

have to or in emergencies. 
Have essentially replaced neighborhood markets, but over priced and under-

stocked. 
Don't need them now that supermarkets are open on Sundays. 
We do not need to shop convenience stores nor do our friends or neighbors. 
They are great! 
Waste of time, money, ineffective and an eyesore. I feel their poor distri

bution, i.e. too many in a given area. 
Prices should be lower, people should be more friendly. Food should be 

fresher at all times. 
Good to have one close by for unexpected purchases. 
Limited space, limited stock, usually staffed by young (high school age) 

and store and parking lot provide a hang-out for teenagers. 

ADDITIONAL COMMENTS ABOUT CONVENIENCE STORE 

Open Pan try Only 
Quick check out, parking, location and hours. 
Excellent displays, expensive. 
Very good hours. 
Quick check out, good localities. 
They are just that, convenience stores. 
Provide convenience but higher prices. 
The prices are too high, only stop when necessary. 
Some prices are too high, such as double. 
Clean, organized, speedy. 
They are clean and convenient. You only save gas mileage. 
Usually clean. 
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The hours are beautiful but the prices too high. 
They're too expensive for people that aren't well off, and they can make 

their own price fixing. Things that should be sold together are separated 
and you pay twice for one product. 

Things are priced way out of line. 
They should get together as a buying group to be more competitive on prices. 
Handy. 
I try not to shop at these places because the prices are too high. 
It is close to home, supermarkets aren't. Open late at night. 
Produce is usually ugly due to the long time it sits in the store. 
I like them for a quick snack. 
Cleanliness -- well organized. 
Clean, have what I want. 
It's clean. 
Clerks courteous. 
Prices not competitive with large food stores. 
I like the hours they are open. 
Their prices are much too high. 
They have no competition in this area. 
Lack of specials -- would go there if available. 
They're good if you want something quick, but you 're also paying for it. 
Open at good hours and usually very clean and neat. ~ 

Fast service and clean. .,,,, 
Convenient when drop-in company comes. 
They are clean -- equipment is clean. 
Open till midnight. 
Employees go out of way to please and give service. 
Cooperative, pleasing attitude displayed by all employees. 
I think they are wonderful to have. 
In California, they have stores open all night and boy, do they d:J business. 
They're always jammed -- many teenagers loaf in and around them. 
I buy milk by gallon, price is right and store is open later than most. 
Are often open when other stores are closed. 
Better parking facilities. 
Not practical for families to do their weekly shopping there because of high 

prices. 
They do offer a large selection for a few items . 
Don't like them. 
Good place to go when you are caught short on any item. 
Help is not reliable -- fast change artists. 
That's just what they are, a convenience -- I wouldn't shop at these stores 

unless I had to. 
They stock the right items, but prices are a little high. 
I shop there when there is no alternative. 
Prices are too high, but I only buy things on special sale. 
Prices are high. 

• 
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Prices much higher. 
['o not like them. 
Pleasant clerks • 
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Serve good purpose for which customer pays . 
. l\re too expensive. 
All stores should package meats and produce in smaller amounts to cut down 

on waste for one and two member families. 
Cannot compete in price for family shopping with any supermarket. 
Prices too high. 
More bargains needed and lower prices on some items that are ridiculously high. 
Are very quick • 
Prices too high on certain articles. 
Mark-up is too much. 
Attractive food displays. 
!\ice to stop before Sunday school to get candy for a special treat for students. 
Selection limited. 
Kone. 
Open late or 24 hours. 
Nice to have late at night and especially on Sunday evenings or for unexpected 

company when snack foods needed. 
Stock good selection of items mostly needed and hours are usually handy 

in case of need. 
Handy to have although too expensive. 
Speed in checking out. 
Eliminate some items 
They're 0.K., but I don't make it a habit of stopping there everytime I run 

out of something, most of the time I do without. 
They would be good to have around if I didn't think that they take advantage 

of the people. If you want a convenience store you have to pay really 
high prices. 

As a working wife and mother I it is essential to be able to shop late in the 
evening and Sundays. 

They are good for quick stops . 
They are too expensive, but it's good they are open on holidays. 
Good for two income families where price is no object. 
The locations are usually very good. 
Our' s is clean, good stock and well managed. 
Close to my residence. 
I like them, especially when prices are competitive and specials are available. 
If I can shop at a chain supermarket wi~hout too much trouble, I will, because 

convenience stores are sometimes 25% more. 
They are convenient when you need something in a hurry. 
Attracts kids. 
Prices could be on the level of supermarkets. It would encourage more 

purchases. 
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Lower their prices . 
They are handy and we pay more money for convenience. 
If I buy in them it is usually something where the price would be the same 

or an emergency, like I need something late at night. 
Prices too high on standard items -- selection too limited. 
If I were within walking distance of any of these stores, I'm sure I'd buy 

more, but think that large families would find it difficult. 
7-11, fresh farm eggs in the one I shop. 
They are high priced compared to the other stores. 
Before inflation the few cents extra for each item at this type store was not 

so important and we stopped more often, but now the difference is too 
high. 

They're very handy in case of emergency. 
They are priced higher. 
There is usually one or another mentioned that is located quite handy through

out our area. This provides a choice. 
Prices on some items, larger selection. 

ADDITIONAL COMMENTS ABOUT CONVENIENCE STORES 
All Other Stores Except Open Pantry 

Stop-N-Go 
Usually higher priced on most items. Normally clean and well lit. 

Fresh food. 
I like the hours best of all. 
Well arranged and usually clean, good personnel. 
I don't use them enough to say. 
Food turnover isn't fast enough and I'm concerned about freshness. 
Friendliness is lacking. 
Some of the counter help isn't much, but that's the problem of todays youth. 
Quick check-outs, try a large supermarket with 40 check-outs with only 2 

clerks (Kroger very bad) . 
Personality of the on-the-scene manager is most important. 
Their location always seems good. 
I don't go very often but I have been able to get milk or bread earl:' in the 

morning before the supermarkets are open for breakfast or get a fast 
ingredient for a recipe • 

I appreciate them being open at night. 
They are fast and open when supermarkets are closed. 
It is important to me that wherever I shop it mu st be clean, floors, win

dows, outside area. 
The Stop-N-Go near my home is exceptionally nice. People, service and 

time. Occasionally I do buy extra items. ' 
Handy, easy parking, no waiting. ..,, 
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They do not always have a good selection. 
They're great when you run out of some things on Sundays or holidays. 
Very expensive. 
They are nice in case a person needs lunch meat, milk, bread and the 

larger stores are closed. 
Their hours are more convenient. 
Convenient hours and location but the high price just isn't worth it. 
If I can do without something I'd rather not go because they are almost 

double in price than supermarkets. 
I appreciate the longer hours when other stores are closed. 

7-11 
Very clean usually. Fast check-outs due to smaller crowds. 
Their attitude is: We are a convenience -- take it or leave it. 
I think the best thing about them is the hours. If you decide late you need 

something you can still buy it. 
The prices are much higher sometimes double. 
Fast in and out. 
Since supermarkets are open later and Sundays I have no need. 
Their prices are too high. For people who need them they are fine. For 

me, both are out of the way and I watch our money so I don't use them. 
Nice to have should the need arise. 
Don't really think they are necessary. 
Usually very clean . 
Close by, friendly, clean, fair prices. 
V\"ould like to be able to buy beer, but not legal in Pennsylvania. 
I like the fact that they are there when you need them. I also understand 

that where there is a small volume of business, prices have to be higher. 
They really, really rip you off. If you doubt me please check a few staple 

items for cost. 
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ADJUSTMENTS IN FOOD BUYING AS A RESULT 
OF HIGHER RATE OF INFLATION 

369 Households -- Pittsburgh Area 
November - December, 1975 

Seventy-five households reported no change in food buying with such 

comments as "Just paying the higher price, spending more money, God 

help the larger families." 

One hundred sixty-three households reported buying less of these 

foods. 

Snacks 
Meat 
Luxury Foods 
Convenience Foods 
Sweets and Candy 
Junk Foods 

Pork 
Baked Goods 
Cookies 
Desserts 
Expensive Meat 
Sugar 
Pop 
Cakes 
Butter 
All Other 

First six items account 
for 77 percent of adjust
ments under this heading 

Forty-one households reported buying more of these foods. (List 

arranged in order of number of times mentioned.) 

Poultry and Fish 
Store or House Brands of Food 
Whole Chickens 
Ground Beef 
Less Expensive Meats 
Soup 

First six items 
account for 76 per
cent of all adjust
ments under this 
heading 
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Canned Milk 
Meat Substitutes 
Margarine 
Better Quality 
Canned Vegetable 
Liver 
Fish 
Beans 
Potatoes 
Stew 

One hundred sixty-one households reporting shopping and buying 

habit changes. (List arranged in order of number of times mentioned.) 

Buy Specials or What is On Sale 
Use Coupons 
More Selective in Choosing Foods 

and Brands 
Buy More in Quantity 
Buy Only What is Needed 
Compare Prices More Now 

Set Limit on Expenditures 
Shop at Lower Priced Stores 
Cut Down on All Items 
Go To Store Less Often 
Look For Bargains 
Buy Cheaper Priced Items 
Avoid Convenience Stores 
Shop Several Stores 
Less Emphasis Brand Names 
Shop At Earlier Hour 
Go To Butcher For Meats 
Buy Meat in Quantity For Freezer 
Reading Labels on all Items 

First six items 
account for 
7 7 percent of 
all adjustments 
under this 
heading 

Avoid Foods With Rapidly Rising Prices 
Buy Brand and Milk at Discount Dairy Store 
Use Shopping List and Stick To It 
Have Groceries Delivered 
Buying Only Necessities 
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Twenty-four households reporting producing, preparation, storage 

changes. (Listed in order of number of times mentioned.) 

More Home Baking 
More Casseroles and One-Dish Meals 
More Freezing of Foods 
Increased or Started Garden 
Use More Leftovers 

Forty-one households reporting home use and habit changes. 

{Listed in order of number of times mentioned.) 

Prepare and Use Food Budget 
Cutting Down, Doing Without 
Eat Less Quantity 
Home Baking 
Plan Menus Around Specials 
Lots of Ground Meat Dishes 

Don't Eat At Home Anymore 
waste Very Little 
Doing Without Extras 
Cutting Down waste 
Switched To Lower Priced Meats 
Buy Cheaper Food 
Buy Less of all Items 
Buy Cheaper Grades 
Have Meatless Meals 

First six items 
account for 
78 percent of all 
adjustments made 
under this heading 
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WILL AN EMPLOYEE SURVEY GIVE SIMIIAR 
RESULTS TO A CUSTOMER SURVEY??? 

While customers in the marketing area were responding to the 

questionnaire about convenience stores, employees of Open Pantry were 

asked to respond to the same questionnaire. One objective was to deter-

mine whether employees would provide similar results as the general pop-

ulation. 

The results are documented in the following tables. Employees have 

very significant differences as to why shoppers choose convenience stores 

(Tables 2T and 2E). Employees opinions why some shoppers do not buy 

regularly from convenience stores are reasonably close to those of the 

general population (Tables 3T and 3E). Employees' families frequency of 

shopping convenience stores is very significantly different from the general 

population (Tables 4T and 4E). The family size of employees is somewhat 

different from the general population (Tables ST and SE). Employees views 

of their income levels are close to that of the general population (Tables 

6T and 6E). Employees opinions of food items customers associate with 

convenience stores indicates more similarities than differences with the 

general population (Tables 7T and 7E). Advertising recall of employees 

related to Open Pantry shows very significant differences from the general 

population (Tables 8T and 8E). No unemployment (given) appears with em-

ployees (Tables 9T and 9E). Ratings by employees of areas of store opera-

tions indicates strong bias in favor of Open Pantry and opposed to com-

petitors (Tables !OT and lOE). 
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Total household food store expenditures of employees were signi-

ficantly less (Table llTand llE; lST and lSE). Food store expenditures 

per capita of employees were significantly lower than the general popu-

lation (Tables 12T and 12E; lST and lSE). Convenience store expendi-

tures by households and per capita for employees were significantly higher 

(Tables 13T, 14T, lST and 13E, 14E, lSE). In addition, expressed con-

cems about convenience stores had a considerably different tone than those 

of the general population. 

As a result of comparing the survey results of a random sample of 

households with results obtained from employees, there is strong evidence 

of bias on the part of employees. Surveying employees will likely not give 

accurate results if the objective is to measure the business' image with ~ 

customers. 

EMPLOYEE CONCERNS ABOUT CONVENIENCE STORES . 

DK-NR 
I get things that are priced the same, very close to larger markets. 
Too many of them, a few in one area , more in another. 
Much faster service than grocery stores and a fair selection of goods. 
More friendly -- get to know customers and employees. 
The convenience stores are sure to have fresh items everyday. 
Sometimes they do not carry some of the popular brands of food itE ms. 
Friendly, personal, fast. Some prices are high, not competitive ~rith 

supermarket. 
I think they are good to have in the area. Open early and late alw<lys in 

and out quick. 
Dairy items with exception of milk tend to be stale. Frozen food items are 

also cause for cautious check. 
I my self only buy pop and cigarettes that's why my weekly food bill is so 

low. The reason is that closer and quicker. 
Good to have. 
Cleaner -- more personal touch, friendly conversation with everyday 

customers. 

• 
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Prices high, selection poor, no fresh cuts of meat. 
Prices are too high. 
I feel that convenience stores as a whole are a big asset for the 

consumers. 
Expensive but good to have around. 
The prices you pay let you know it's definitely there for convenience, 

not thrift. 
I feel they should be closed on the holidays. People should have all 

their food if they know these stores will be closed. 
Friendly -- if they haven't an item they will try and get it for you. 
I think convenience stores are better taken care of and the people 

are friendly. 
I think they should only charge for the product, not the convenience. 
They are great. 
Clean and friendly. 
Name brand items, long shopping hours. 
They're good • 
I think prices are high. 
They are compatible with supers not competitive. 
Nice to have around but too expensive. 
Very nice. 
Usually clean, fast service, closeby, open late, wide range of goods. 
When you really need something and everything else is closed you 're 

glad they're there. 
Close, small, easy. 
In order for a convenience store to profit it must be well stocked, well 

managed and most important it must be clean and offer friendly service. 
They serve their original purpose. I travel widely and it seems to me 

that Western Pennsylvania is starting to look like South Florida in 
the number of stores. Aren't there only so many pieces in the pie? 

Bring price down -- have more specials. 
Depend on late hours and most holidays open to get items needed. 
Pleasure to shop, cleanliness and courtesy at all times. 
High price, could be cleaner. 
Name brands can be bought and a good selection of variety foods. 

Long store hours • 
There is not a big enough selection. 
Some of them are kept clean and orderly and the service is quick and 

clerks are poll te • 
I think it is great for the people in the area. It is an inconvenience going 

to a supermarket and standing in line, especially when you 'te in a 
hurry. 

Clean, not cluttered. Shelves are of a certain height and easy to reach. 
Clean, (most). 
They serve their purpose, they are there when you need them and usually 

have what you need. 
They are cluttered and dirty. 
Replaced mom and pop stores but the}'.' aren't too friendly -- too cold atmosphere. 
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EMPLOYEES CONCERNS ABOUT FOOD 

DK-NR 
Food quality is good, good selection of all food items. 
The larger stores are more economic but the convenience stores, of course, 

are more convenient and it's good that we have them. 
Food is in many cases left on the shelf beyond the shelf date. Therefore, 

it is stale or moldy. 
Good to excellent. Stores are clean, bright, cheerful, not crowded. 
I never have had any problem with any o.f the food. 
Good. 
Good. 
Food is higher, quality good. 
Would never buy health or beauty products here. Too expensive. Same 

goes with pop. 
As good if not better than that of supermarkets • 
Open Pantry #24 excellent ratings. 
For the prices, the food quality is no better than that of the major food 

chains, sometimes even worse. 
I feel the food is of excellent quality and the price is right. 
Good. 
It's the same as any other store so why charge more. 
Very good. 
Good quality of food. Stock is always fresh. 
It's all right. 
Some things are still on the shelves that are out of code date and should 

be taken off but they are not. 
More cleanliness • 
Fair. 
Good. 
Food quality good, sell name brand. 
Excellent. 
Good. 
Coded products should be taken off shelves immediately after date of code. 
Food quality good. 
Name brand food and very good produce. 
Very good. 
All foods are found at reasonable prices. Stock always is fresh. 
The food and food quality is excellent. 
Food quality is good on most items, but some items move very slow. 
Food quality is the same as in the supermarkets. 
Poor and too high priced. 
Merchandise is always fresh because they don't have to order in large 

quantities • 
Good. 
The quality is good. The stores are usually neat and clean. 
Very good. 
Shelf turnover seems slow. 
Very poor 1n all stores. 
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TA?LE lA 

CONVENIENCE STORES SHOPPED 

% of Convenience 
Convenience Store Store Customers 

Open Pantry 40 

Stop-N-Go 31 

7-11 20 

" All Others 9 ~ 

Total Market 100 

_, 
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TA31:8 lB 

CONVENIENCE STORES SHOPPED 

Convenience Store 

Open Pantry 

Stop-N-Go 

7-11 

All Others· 

Total Market 

% of Convenience 
Store Customers 

63 

10 

5 

22. 

100 

· .. ,,_ ...... 
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TA:SL:S lC 

CONVENIENCE STORES SHOPPED 

% of Convenience 
Convenience Store Store Customers 

Open Pantry 36 
-\ . 

• 
\ Stof)-N-Go 40 

7-11 4 

' All Others 20 

Total Market · 100 



CONVENIENCE STORES SHOPPED 

Convenience Store 

Open Pantry 

Stop-N-Go 

7-11 

All Others· 

Total Market ___ ·- ··- - -- , 

% of Convenience 
Store Customers 

36 

13 

30 

21 

100 

·~·· 
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TABLE lT 

CONVENIENCE STORES SHOPPED 

% of Convenience 
Convenience Store Store Customers 

Open Pantry 42 

Stop-N-Go 24 

7-11 16 

' All Others 18 

Total Market 100 



TAP·LB ?.A 

W fN SHOPPERS CHOOSE CONVENIENCE STORES 

-· - - Responses Per 100 Customers Of 
Open Stop- All Total -

FACTORS Pantrv N-Go 7-11 Others Market 

QUICK SERVICE 
Need something quickly 41 56 '7 "\ 58 45 .)G 
Fast in & out,_ better service 
Convenience, avoid crowded 

stores 
Save time, gas 

HOURS OPEN 
Longer, nights, holidays 64 41 62 25 50 
Sundays, when others are -- ---

closed 

LOCATION 
Closeby, nearness, 16 15 23 8 16 

accessible, near other 

~ stores of necessity 

PRODUCTS AVAIIABLE 
Fill in items, give outs 7 2 - - 3 
Essentials, quality, brand 

names 
Different products 

COURTESY, FRIENDLINESS .• 

Nice, courteous, friendly - 2 - - 1 
Accommodating,_ enthusiastic 

. 

PARKING 
No parking problems or - - - - - -

struggle or hassle 

. . -
OTHER 

Cleanliness, service, nice - - - 8 1 
place 

Number of Customers 44 3L~ 22 9 109 
~ -



' ·v,rHY SHOPPERS CHOOSE CONVENIENCE STORES 

Resoonses Per 100 Customers Of 
Open Stop- All Total 

FACTORS Pantrv N-Go 7-11 Others Market 

QUICK SERVICE 
Need something quickly 51 L:-3 - 1 0 -U 42 
Fast in & out, better service 
Convenience , a void crowded 

stores 
Save time, gas 

HOURS OPEN 
Longer, nights, holidays 54 ·29 --- ·--i2 L~O -
Sundays, when others are 

closed 

LOCATION 
Closeby, nearness, 27 57 - 18 28 

accessible, near other 
stores of necessity 

PRODUCTS AVAIIABLE 
Fill in items, give outs 3? 29 - 12 29 
Essentials, quality, brand 

names 
Different products 

COURTESY I FRIENDLINESS 
Nice, courteous, friendly - - - - -
Accommodating, enthusiastic 

PARKING 
No parking problems or 2 29 - - 5 

struggle or hassle 

. . 
OTHER 

Cleanliness, service, nice 
..., 18 6 c. - -

place 

Number of Customers l+ r) - 1.7 (,5 { 



Tl1?L~ 2C 

WHY SHOPPERS CHOOSE CONVENIENCE STORES 

Resoonses Per 100 Customers Of 
Open Stop- All Total 

FACTORS Pantrv N-Go 7-11 Others Market 

QUICK SERVICE 
Need something quickly 32 "ZQ 

_./ ,, 33 33 35 
Fast in & out, better service 
Convenience , a void crowded. 

stores 
save time I gas 

HOURS OPEN -
Longer, nights, ,holidays 50 55 b6 20 '• 47 
Sundays, when others are 

closed 

LOCATION 
Closeby, nearness, 46 35 33 67 45 

accessible, near other. 
stores of necessity 

PRODUCTS AVAIIABLE 
Fill in items I give outs 18 16 33 13 17 
Essentials, quality, brand 

names 
Different products 

COURTESY, FRIENDLINESS ' 
Nice, courteous, friendly - - - - -
Accommodating, enthusiastic 

PARKING 
No parking problems or - 3 - - 1 -

struggle or hassle 

-
OTHER 

Cleanliness, service, nice 4 '7 - 7 4 :J 
place 

Number of Customers 2()· 
·~ . .31 3 15 77 

'~ -
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~A?LE 2D 

WHY SHOPPERS CHOOSE CONVENIENCE STORES 

Responses Per 100 Customers Of 
Open Stop- All Total 

FACTORS Pantry N-Go 7-11 Others Market 

QUICK SERVICE 
Need something quickly 47 27 26 28 34 
Fast in & out, better service 
Convenience, a void crowded 

stores 
Save time, gas 

HOURS OPEN 
Longer, nights, holidays 35 60 !+6 32 41 
Sundays, when others are 

closed 

LOCATION 
Closeby, nearness, 56 20 43 28 42 

' 
accessible, near other 
stores of necessity 

PRODUCTS AVAIIABLE 
Fill in items, give outs 2 7 2 - :.; -
Essentials, quality, brand 

names 
Different products 

... - --··- ·--
COURTESY, FRIENDLINESS , 

Nice, courteous, friendly - - . - - -
Accommodating, enthusiastic 

PARKING 
No parking problems or - - J.l - 1 

struggle or hassle 

OTHER 
Cleanliness, service, nice 5 13 11 16 10 

place ' 

Number of Customers ,, 7 l c; ~.G ;::ir:; 118 ·,-J -./ - _, --



WHY SHOPPERS CHOOSE CONVENIENCE STORES 

Resoonses Per 100 Customers Of 
Open Stop- All Total 

FACTORS Pantry N-Go 7-11 Others Market 

QUICK SERVICE 
Need something quickly '+4 l • P, "'Z 7, 33 41 T'-' ..J./ 

Fast in & out, better service 
Convenience, avoid crowded· 

stores 
Save time, gas 

- ·-- ---- ·-·-· --
HOURS OPEN 

Longer, nights, holidays 51 52 57 24 47 
Sundays, when others are 

closed 

LOCATION 
Closeby, nearness , 35 28 37 32 33 

accessible, near other 
;> stores of necessity 

PRODUCTS AVAIIABLE 
Fill in items, give outs 15 9 3 6 10 
Essentials, quality, brand 

names 
Different products 

COURTESY, FRIENDLINESS , 
Nice, courteous, friendly - 1 - - -
Accommodating, enthusiastic 

PARKING 
No parking problems or 1 ·) 2 -- ]_ -

struggle or hassle . -· . - -·· 

-· . .. 
OTHER 

Cleanliness, service, nice 3 3 7 12 5 
place 

Number of Customers 156 
("\,.., 

60 66 369 v( 

y -



...... 

' 

' 

vVHY SOME SHOPPERS DO NOT BUY REGULARLY 
FROM CONVENIENCE STORES -

Resoonses Per 100 Customers Of 
Open Stop- All Total 

FACTORS Pantrv N-Go 7-11 Others Market 

HIGHER PRICES 
Can't afford, more expensive 100 0 c: 

l.J ../ 100 100 96 
Much higher, a little higher 
Too high, out of reach 
Mostly price, stuff too high 
Rip off, outrageous 
Fewer specials 
Canned foods more expensive 
Too high for poor people 

LIMITED SELECTION 
Not enough variety 20 21 36 Lilt 

r ' 26 
Not enough brand names 
Less variety 
Don't carry full line 
Not as good a selection 

NO FRESH MEATS 2 - - - 1 

PRODUCE 
Poor produce 2 r- 11 3 - ~, 

.,/ 

Not fresh 
No fresh vegetables 
Not enough produce 
None 

OTHER 
Supermarket habit, prefer super 2 /" 7; 0 - - ~ 

Don't know how good service is 
Store too small 
Personnel not helpful 
No credit, afraid of robberies 
Lack of quality, not near one 
Supers have better sales 
Do not have stamps 

DON'T KNOW ~ -, - - -.. :J 

Number of Customers Li.!'· 3L:. 22 9 109 ' ' 



m • ''L.,, 3··-· ll~- . .~ ..:,._) 

\tVHY SOME SHOPPERS DO NOT BUY REGULARLY 
FROM CONVENIENCE STORES -

Responses Per 100 Customers Of 
Open Stop- All Total 

FACTORS Pantry N-Go 7-11 Others Market 

HIGHER PRICES 
Can't afford, more expensive 95 71 - 6L~ 32 
Much higher, a little higher 
Too high, out of reach 
Mostly price, stuff too high 
Rip off, outrageous 

. Fewer specials -- . 

Canned foods more expensive 
Too high for poor people 

LIMITED SELECTION 
Not enough variety 17 - - 12 14 
Not enough brand names 
Less variety 
Don't carry full line 
Not as good a selection 

NO FRESH MEATS - - - - -
PRODUCE 

Poor produce 2 - - 6 3 
Not fresh· 
No fresh vegetables 
Not enough produce 
Norie 

OTHER 
Supermarket habit, prefer super 7 - - 24 J.l 
Don't know how good service is 
Store too small 
Personnel not helpful 
No credit, afraid of robberies .. 

Lack of quality, not near one 
Supers have better sales 
Do not have stamps 

DON'T KNOW ") 29· - 29 12 '-

Number of Customers L~l 7 - . 17 65 

. 

-



' 

~t -:·L7 3C x ... :... ,J ~-~ 

WHY SOME SHOPPERS DO NOT BUY REGULARLY 
FROM CONVENIENCE STORES -

Resoonses Per 100 Customers Of 
Open Stop- All Total 

FACTORS Pantrv N-Go 7-11 Others Market 

HIGHER PRICES 
Can't afford, more expensive 93 ?? 100 80 92 
Much higher, a little higher 
Too high, out of reach 
Mostly price, stuff too high 
Rip off, outrageous 
Fewer specials 
Canned foods more expensive 
Too high for poor people - . - . -

LIMITED SELECTION 
Not enough variety 18 29 - 13 21. 
Not enough brand names 
Less variety 
Don 1t carry full line 
Not as good a selection 

NO FRESH MEATS 4 - - - 1 

PRODUCE 
Poor produce 4 - - - l 
Not fresh· 
No fresh vegetables 
Not enough produce 

.. 

None ' 

OTHER 
Supermarket habit, prefer super 3 23 - 13 16 
Don't know how good service is 
Store too small 
Personnel not helpful 
No credit, afraid of robberies 

.. 

Lack of quality, not near one 
Supers have better sales 
Do not have stamps 

DON'T KNOW - - - 1 -::.; 3 _ _,, 

Number of Customers ;::>? 31 3 1 r:-. 77 - ,_, _ _, 



TA:?LS 3D 
\VHY SOME SHOPPERS DO NOT BUY REGULARLY 

FROM CONVENIENCE STORES -

Responses Per 100 Customers Of 
Open Stop- All Total 

FACTORS Pantrv N-Go 7-11 Others Market 

HIGHER PRICES 
Can't afford, more expensive 86 93 100 38 C'? ,-

Much higher, a little higher 
Too high, out of reach 
Mostly price, stuff too high 
Rip off, outrageous 
Fewer specials 
Canned foods more expensive 
Too high for poor people 
~· 

... --- ··--· ' ..... . -
LIMITED SELEG TION 

Not enough variety .. 14 47 17 12·· 19 
Not enough brand names 
Less variety 
Don't carry full line 
Not as good a selection 

NO FRESH MEATS 2 7 - .g 3 

PRODUCE 
Poor produce - - - - -
Not fresh 
No fresh vegetables 
Not enough produce 
None 

OTHER 
Supermarket habit, prefer super 5 - - - 2 
Don't know how good service is 
Store too small 
Personnel not helpful 
No credit, afraid of robbeiies 

..... 

Lack of quality, not near one 
Supers have better sales 
Do not have stamps 

.DON.'T KNOW ...., 
L - - 12 3 

· Number of Customers Li-3 15 35 25 118 

-

. 



' 

' 

' 

vVHY SOME SHOPPERS DO NOT BUY REGULARLY 
FROM CONVENIENCE STORES -

Resoonses Per 100 Customers Of 
Open Stop- All Total 

FACTORS Pantrv N-Go 7-11 Others Market 

HIGHER PRICES 
can't afford, more expensive 94 90 100 80 92 
Much higher, a little higher 
Too high, out of reach 
Mostly price, stuff too high 
Rip off, outrageous 
Fewer specials 
Canned foods more expensive 
Too high for poor people 

LIMITED SELEG TION 
Not enough variety 17 26 23 17 20 
Not' enough brand names 
Less variety 
Don't carry full line 
Not as good a selection 

NO FRESH MEATS 2 - 2 3 2 

PRODUCE 
Poor produce 3 - 2 2 3 
Not fresh 
No fresh vegetables 
Not enough produce 
None 

OTHER 
Supermarket habit, prefer super l+ 10 - 10 6 
Don't know how good service is 
Store too small 
Personnel not helpful 
No credit, afraid of robberies· -·. . - -· -·-· .. 

Lack of quality, not near one 
Supers have better sales 
Do not have stamps 

DON'T KNOW 2 "7 - (~6 4 :J 

Number of Customers l_ 5(, C.7 60 :~.s 7J~O __, '-' ,/ 



HOW OFTEN CONVENIENCE STORES ARE SHOPPED 

% of Customers Shoooing 
Open Stop- All Total 

FREQUENCY Pantry N-Go 7-11 Others Market 

EVERY DAY - 6 - - 2 

SEVERAL TIMES A WEEK 32 23 18 11 .? c:; -..--

ONCE A WEEK ,?7 23 a 11 10 -..} _, 
~ ,/ 

.. - ---·· -· 

SEVERAL TIMES A MONTH 18 12 5 11 13 

ONCE A MONTH 14 6 14 - 10 

_,,,_ 

A FEW TIMES A YEAR 14 30 54 67 31 

OTHER RESPONSES 
Only when absolutely 

necessary 
Once in a blue moon 
Not very often 
Almost never, very seldom 
Very often 

DON'T KNOW - NO RESPONSE 

Number of Customers LLlt 34 ,_2_2_, • 9 109 -- ·-· 



' 
T_iLSLE L!.3 

HOW OFTEN CONVENIENCE STORES ARE SHOPPED 

% of Customers Shooolno 
Open Stop- All Total 

FREOUENCY Pantry N-Go 7-11 Others Market 

EVERY DAY 2· - - 6 3 

SEVERAL TIMES A WEEK 15 14 - 23 17 

ONCE A WEEK 34 43 - 18 29 
.. 

SEVERAL TIMES A MONTH 17 ll~ - - 12 

' 

ONCE A MONTH 2 - - 6 3 

' A FEW TIMES A YEAR 2L~ 14 - l;8 22 

OTHER RESPONSES 5 14 - 23 11 
Only when absolutely 

necessary 
Once in a blue moon 
Not very often 
Almost never, very seldom 
Very often 

DON'T KNOW - NO RESPONSE - - - 6 2 

Number of Customers 41 7 - 17 65 ...... -····· ,. . 

' 



HOW OFTEN CONVENIENCE STORES ARE SHOPPED 

% of Customers Shoooina 
Open Stop- All Total -

FREQUENCY Pantrv N-Go 7-11 Others Market 

EVERY DAY - - - - -

SEVERAL TIMES A WEEK 39 19 33 33 30 

·-

ONCE A WEEK 25 23 - 26 23 

SEVERAL TIMES A MONTH .. -- 21 .. ·16 - - 7 16 

ONCE A MONTH - 10 - 7 5 

A FEW TIMES A YEAR b. 
" 

10 - 7 6 

OTHER RESPONSES - lJ,. 16 67 - 13 
Only when absolutely 

necessary 
Once in a blue moon 
Not very often 
Almost never, very seldom 
Very often 

DON'T KNOW - NO RESPONSE - 6 - 20 6 
' -

Number of Customers 28 31 3. 15 77 -·--· -·. - -· - . T . 



HOW OFTEN CONVENIENCE STORES ARE SHOPPED 

- % of Customers Shopplna 
Open Stop- All Total 

FREOUENCY Pantrv N-Go 7-11 Others Market 

EVERY DAY 5 - - - 2 

SEVERAL TIMES A WEEK 'Z, Cj .., _, 20 1? - 20 

ONCE A WEEK 14 13 6 12 10 

SEVERAL TIMES A MONTI:I 12 1 ..,. 
-:J 17 --· b.. . I2 

ONCE A MONTH 12 20 1 l!. -- ' 12 14 

A FEW TIMES A YEAR - .27 l7 16 12 

OTHER RESPONSES 22 7 26 L~g 27 
Only when absolutely 

necessary 
Once in a blue moon 
Not very often 
Almost never, very seldom 
Very often 

DON'T KNOW - NO RESPONSE 3 '"' ~ - - \') _,, 

Number of Customers I 7 1 r:; 3 _::; 25 ll8 .. ·+_./ -_, 

' 



HOW OFTEN CONVENIENCE STORES ARE SHOPPED 

% of Customers Shopping 
Open Stop- All Total -

FREQUENCY Pantry N-Go 7-11 Others Market 

EVERY DAY 2 2 - 2 2 

SEVERAL TIMES A WEEK 29 21 18 15 23 

ONCE A WEEK 24 ~-:z; 
~-~_, 7 l Q .'. u .. 19 

SEVERAL TIMES A MONTH 17 14 12 5 17 -::> ' 

ONCE A MONTH. 8 10 1 -;; _ _,, 6 9 

A FEW TIMES A YEAR 11 ?O 30 21 J.8 

OTHER RESPONSES 10 8 18 21+ 14 
Only when absolutely 

necessary 
Once in a blue moon 
Not very often 
Almost never, very seldom 
Very often 

DON'T KNOW - NO RESPONSE - 2 2 9 3 

Number of Customers 156 "7 /._,• 60 G6 7i<9 _, ·.J -



·. ,·.····!.·.·\,· 

' 
FAMILY SIZE OF CONVENIENCE STORE SHOPPER - A 

% of Customers 
Open Stop- All Total 

FAMILY SIZE Pantrv N-Go 7-11 Others Market 
-

ONE 11 3 a 11 8 .,I 

1WO 18 1(3 . .13 .... 5.6 21 --· ·-

THREE 30 35 27 - 28 
.. 

. -
FOUR 22 2L~ llt 11 20 

' FIVE 9 12 2-z - 12 _, 

SIX 7 9 0 22 7 .,I 

OVER SIX 2 - - - 1 

.. 
Number of Customers 44 31+ 22 9 109 

Ave~a:e F~~ily Si~e 3.36 3.5l:- 2.99 3.23 



FAMILY SIZE OF CONVENIENCE STORE SHOPPER 

% of Customers 
Open Stop- All Total 

FAMILY SIZE Pantrv N-Go 7-11 Others Market 

ONE 2 - - 12 5 

TVVO 22 29 - c; 'Z, 31 .-' _,. 

··- ... .. --
THREE· 29 29 - l? 26 _._, 

FOUR 27 29 - 6 22 . 

-
FNE 15 14 - 12 14 

. --

SIX - - - - -
OVER SIX - 5 - . - -- --- 3 

Number of Customers 41 ? - 17 65 --

LveT"r> :_:e Fa::1ily Size 3.51 3 . .3·1 .. ,... ...., "'4 _). --



• -~;ft•··.,.. 

' 
FAMILY SIZE OF CONVENIENCE STORE SHOPPER 

% of Customers 
Open Stop- All Total 

FAMILY SIZE Pantry N-Go 7-11 Others Market 
- . 

ONE - /" - ... 3 ".) 

TWO 21 ~o 67 27 29 -,, 
.v: 
-~· 

. -· . --- ... -~ •.... 

THREE 21 19 - 13 18 ·r· 

·' 

FOUR 36 23 - 27 27 
·:i 

FIVE 7 1 '.) - 7 12 - -, 

SIX 7 - 33 - 4 
; ."/ 
'.J 

OVER· SIX 4 -z, - - LL 
I -' 

···-·~ 

Number of Customers 2,3 ::;1 3 15 77 _, -
:'.en 

7n;··1i 1 v 
- . ---·- ---v 3. 51:. 2.65 " ~6 ,... '· -·. _, 

., 

' 



FAMILY SIZE OF CONVENIENCE STORE SHOPPER 

% of Customers 
Open Stop- All Total 

FAMILY SIZE Pantry N-Go 7-11 Others Market 

ONE - - - 4 l 

TVVO 19 33 31 32 27 

THREE . 
21 20 ·-31 20 ·-

.,... 
24 

I 

FOUR 35 27 14 16 25 

FIVE 9 13 q 16 11 _,, 

SIX 12 7 -· 6 4 8 

OVER SIX r:; - 3 4· ... 
./ .:; 

-

Number of Customers 43 15 35 25 118 
-

Aver2~e ~e~!ly Size 3.l+l 3.01 



f'T1 ;°' "T -.1 !:""'.' r.1 
.:-...:i: .. .w_..J ... ./ ..!. 

·-
FAMILY SIZE OF CONVENIENCE STORE SHOPPER 

% of Customers 
Open s·top- All Total 

FAMILY SIZE Pantry N-Go 7-11 Others Market 

ONE 4 3 3 6 4 

T\NO 20 25 .... n 41 26. CJ) 

THREE ... - 26 2:6 . ""2,S i5-·- 24 
.. 

FOUR 29 24 13 14 23 

FIVE 10 15 13 11 12 
·--

SIX 6 c:; 0 2 6 .; () 

OVER SIX 4 l - 3 2 

Number of Customers 156 87 {._() 
·-· ,.._,,, 66 369 

3.52 3 7(\ 
• _..J ,,/ 2.77· 3.24 

' 



FAMILY INCOME GROUPS OF HOUSEHOLDS 
SHOPPING CONVENIENCE STORES 

· % of Households Shoooing 
Open _Stop- All 

INCOME GROUP Pantry : N-Go 7-11 Others 

BELOW AVERAGE INCOME 27 3G ~-1 ,22 --

AVERAGE INCOME 61 50 55 55 

-

ABOVE AVERAGE 7 o· 
:;I 4 -

NO INCOME - - - -

DON'T KNOW 5 
.., 

22 _., -

Number of Customers 4~- 34 2Lt- 9 

To~l 
Market 

33 

S6 
~ 

-
6 

-

5 

109 



' 

' 

FAMILY INCOME GROUPS OF HOUSEHOLDS 
SHOPPING CONVENIENCE STORES 

-

% of Households Shopping 
Open Stop- All 

INCOME GROUP Pantrv N-Go 7-11 Others 

BELOW AVERAGE INCOME 12 14 - 18 

.. --- .. .. . . ···-- . 
.. .. 

AVERAGE INCOME . 73 57 - 53 

.. 

ABOVE AVERAGE 12 29 - 29 

-
NO INCOME - - - -

·- -

DON'T KNOW 3 - - -

Number of Customers l~l 7 - 17 

Total 
Market 

14 

65 

18 

2 

-

65 



1"' ;~\ T)T -:~ !. ,...... _. __ .,_._._,! _1 ' v 

FAMILY INCOME GROUPS OF HOUSEHOLDS 
SHOPPING CONVENIENCE STORES 

% of Households Shopplna 
Open Stop- All 

INCOME GROUP Pantrv N-Go 7-11 Others 

BELOW AVERAGE INCOME 7 19 67 27 

··-· 

AVERAGE INCOME 79 75 33 47. 

ABOVE AVERAGE 7 3 - 13 

NO INCOME - - - . -· 

DON'T KNOW 7 3 - 13 

. 
Number of Customers 28 31 3 15 

- . " . 

Total 
Market 

18 

69 

6 

·-

6 

·77 



' 

• 

' 

·. ~ 

FAMILY INCOME GROUPS OF HOUSEHOLDS 
SHOPPING CONVENIENCE STORES 

% of Households Shoooing 
Open Stop- All 

INCOME GROUP Pantrv N-Go 7-11 Others 
-

BELOW AVERAGE INCOME 28 33 26 12 

AVERAGE INCOME 56 53 --77 72 
I 

ABOVE AVERAGE 14 14 17 12 

NO INCOME - - - -
- -

DON'T KNOW 2 - - 4 

Number of Customers 43 15 35 25 

,. . 

Total 
Market 

25 

59 

14 

-

2 

118 



FAMILY INCOME GROUPS OF HOUSEHOLDS 
SHOPPING CONVENIENCE STORES 

% of Households ShoooinCJ 
Open Stop- All 

INCOME GROUP Pantry N-Go 7-11 Others 

BELOW AVERAGE INCOME 20 29 42 18 

AVERAGE INCOME 
.. ~ 

66 -- 60 ·--ILL.i. .•. --50 
' ' ,I• 

ABOVE AVERAGE 10 0 l~- 15 / 

. 

NO INCOME - - - -

DON'T KNOW 4 2 - 8 

Number of Customers 156 rq v 60 66 

Total 
Market 

24 

62 

11 

-

3 

369 

• 



' :!"")~~-..,~ r-t:. 
.• L_.l..; :.1 ( -

. . . 

FOOD ITEMS CUSTOMERS ASSOCIATE WITH CONVENIENCE STORES 

No. of Times Mentioned Per 100 Customers Of 
Open Stop- All 

ITEMS Pantrv N-Go 7-11 Others Averaqe 

.. 

Bread 78 57 65 67 h9 '-' 

Milk .Sl 62 57 ~ () 

)0 63 
Soft Drinks 39 31 ?""" -:J 14 30 
Cigarettes & Tobacco 39 "r:: C.,J 30 17 23 
Snacks, Cookies, Crackers 25 20 27 Cl 21 ./ 

····---

Ice Cream 13 7 7 6 0 
./ 

Newspapers & Magazines 14 ... . . 5 l - 7 
Candy & Gum 4 7 8 6 6 
Eggs ;: 3 3 - ~ 

J _,, 

' 
Potato Chips 8 3 7 2 7 
Canned Goods & Soup 1 2 r:; 6 3 ~ 

Luncheon Meats-& Meats 26 18 28 ll+ 22 
Coffee , - 1 1 - 1 
Cereal & Breakfast Foods 3 ·2 - 1 2 
Staples, Sugar, Salt - 1 - 3 1 

Dog Food - - l 1 1 

Detergents--Soaps - - - - -
Picnic Items--Charcoal - - 1 l 1 
Juices 1 2 - 1 1 

Cheese 3 1 - - ? 

Gas - - - - -
Sandwich Items l ]_ - - l 
Catsup--Tomato Paste - - - - -
School Supplies 

. - - - - -
Gtl-~-~r ll ,_,) 1 0 Cl '_) 

~ 

' 



CUSTOMER RECALL OF ADVERTISING 

Rest>onses per 100 Customers Of 
Open Stop- All Total 

Media Pantry N-Go 7-11 Others Market 

NEWSPAPERS 23 32 9 23 24 

RADIO 11 35 9 - 18 

N 16 15 14" 8 15 -. -

HANDBILLS 41 47 - 23 34 
. -

DID NOT SEE OR HEAR 
ADVERTISING 45 20 .,, 45 ? .... -:J 39 

DK- NR 2 3 - 23 4 

l 

f 
I 
' i 

··•! 

~ot2ls add to ~ore th~n 100% becouse of 3Ultiple responses. ! t 

. · l 
. I 

I 

~'. 

. -· .. ::~<··~t~ 
. - '; :.1 



' TA3LE 8B 

CUS10MER RECALL OF ADVERTISING 

Responses per 100 Customers Of 
Open Stop- All Total 

Media Pantrv N-Go 7-11 Others Market 

NEWSPAPERS 22 71 - 35 31 

RADIO . 7 -85 -- . - .... ·-~-----__....- 14 

TV 20 100 - 12 26 
' 

HANDBILLS 37 14 - 18 29 
. ·-

' DID NOT SEE OR HEAR 
ADVERTISING 34 ':-3 - '+7 

.., () 
:JO 

. DK - NR - - - c ..., 
'- c. 

' 



k 
>-.' .. :· 
·~ . 

CUSTOMER RECALL OF ADVERTISING 

Responses oer 100 Customers Of 
Open Stop- All 

Media Pantry N-Go 7-11 Others 

-· 

NEWSPAPERS 29 16 57 45 

RADIO - 23 - -
·- -

TV 7 10 33 13 . 
- -

HANDBILLS li-3 29 - 7 

. - ··-
DID NOT 'SEE OR HEAR 

ADVERTISING 36 35 33 53 

DK - NR } I ~ - 13 ' _,, 

Tot~ls ~~y add to more than 100% because of multiple res:0~ses. 

Total 
Market 

25 

9 

10 

29 

39 

5 



' 
CUS'IDMER RECALL OF ADVERTISING 

Responses per 100 Customers Of 
Open Stop- All Total 

Media Pantry N-Go 7-11 Others Market 

NEWSPAPERS 33 60 9 16 25 
- - -

RADIO 21 100 n 4 24 7 

.. . ,. -... 

TV 14 66 14 12 20 

HANDBILLS 51 40 11 '8 29 

' DID NOT SEE OR HEAR 
ADVERTISING 42 40 1+3 40 42 

DK - NR - - 3 8 3 

,''i' 



Media 

TAELE 8T 

CUSTOMER RECALL OF ADVERTISING 

Res er 100 Customers Of 
Open 
Pan tr 7-11 

All Total 
Others Market 

Tota.ls may add to more than 100%. because of· multiple responses. 

·, :_ 
. . ·_:,._,,. 

f~h·~ ~'--·.·~~ ... ·, 
. . . 

/~,~-~f:,;,~{~-? .. :f~;.~'.7: ,·. ':;;3,f·&~:~*~~ ~:i;1.··. 



' 

' 

·, - '!'ff c-r-~ 

! 

EMPLOYMENT 

NONE EMPLOYED 

ONE EMPLoYED 

TWO EMPLOYED 

TA2LE 9A 
CONVENIENCE STORE CUSTOMERS 
EMPLOYMENT OU TS IDE OF HOME 

·- % of Ho.us.eholds Who Shop At 
Open Stop:-- All 

Pantry N-Go 7-11 Others 

11 6' -- - 33 

48. 50 64 22 

27 20 
./ 27 22 

--
THREE OR MORE EMPLOYED 11 1 c:; 

-..; 9 22 

... -

22 0 
./ 

Total 
Market 

·-
9 

50 

28 

•· 

11 

109 



EMPLOYMENT 

NONE EMPLOYED 

ONE EMPLOYED 

1WO EMPLOYED 

TABLE 9B 
CONVENIENCE STORE CUSTOMERS 
EMPLOYMENT OU TS IDE OF HOME 

% of Households Who Shoo At 
Open Stop- All 

Pantry N-Go 7-11 Others 

' -

7 - - 53 

41 71 - 35 

41 29 - 6 

THREE OR MORE EMPLOYED 10. - - 6 

41 7 17-

.. ........ ~ -· . 

Total 
Market 

- -- . 
18 

43 

31 

8 

65 

.·•. 



' 

' 

EMPLOYMENT 

-
NONE EMPLOYED 

ONE EMPLOYED 

'IWO EMPLOYED 

7P.:?L:S SC 

CONVENIENCE STORE CUSTOMERS 
EMPLOYMENT OU TS IDE OF HOME 

% of Households Who Shop At 
Open Stop- All 

Pantrv N-Go 7-11 Others 

.. -··- . ····--

4 19 33 13 

39 58 33 33 
·-. - ·-. -· 

43 19 - 27 

THREE OR MORE EMPLOYED 14 3 33 13 

28 31 j 15 

Total 
Market 

... 

13 

45 

28 

10 

77 



r 

t 
~~> .. :;.- ' 

i:. 

'':. 

" 

f*~<. 
~ ... .., ~ 
;ii·:!"• 

EMPLOYMENT 

.. -
NONE EMPLOYED 

ONE EMPLOYED 

TWO EMPLOYED 

:i:ABLE 9D 

CONVENIENCE STORE CUSTOMERS 
EMPLOYMENT OUTSIDE OF HOME 

% of Households Who Shoo At 
Open Stop- All 

Pantrv N-Go 7-11 Others 

- - - - -- ·- - .. -~·· 
3 7 9 4 

47 53 46 44 
-

30 33 26 36 

THREE O}l MORE EMPLOYED 19 7 20 16 

43 15. 35 - 25 

Tota,! 
Market 

.. 

118 



,.. ..... .,.. 

' .. 
CUSTOMER RATINGS OF CONVENIENCE STORES 

4 • 0 -- Excellent 
3 .0 -- Good 
2 .0 -- Fair 
1.0 -- Poor 

.. 

Open Stop- Lll' 
Pant N-Go General 7-11 s 

Convenient to my home 3.43 2.88 1.13 ·3.00 1.56 

Cleanliness 3.49 . 3.43 2.57 2.77 3.00 

Competitive prices . 1.56 .. · .. 1.55 1.57 1.41' 1.50 

' Friendliness, courtesy 3.06 3.20 2.50 2. L~l1. 2.50 

Quick check out 3.58 3.73 3.75 3.07 3.40 

Quality of products 2 .• 85 3.18 2.71 2:.4L:. ;;.11 .... 

Variety & selection o~ item 2.63 2.66 2.43 2.43 2.38 

Adequate parking 3.05 ;; ..,6 .,, . :; 3.38 .., 3" } ;-.. -. 3.20 

Hours open 3.78 3.79 - l'.'.'3 ).o 3.5L:. 3.63 

Advertising ? 7i8 - ..... 2.60 ~. lJ.3 2.05 1.86 

' Overall rating 3.03 3.0L~ 2.50 2.82. 2.75 

-::fa.',_; 

(.. '7 5C 8 26 (' 

~· v 



EMPLOYMENT 

NONE EMPLOYED 

ONE EMPLOYED 

TWO EMPLOYED 

CONVENIENCE STORE CUSTOMERS 
EMPLOYMENT OU TS IDE OF HOME 

% of Households Who Shoo At 
Open Stop- All 

Pantrv N-Go 7::.11 Others· 

6 10 7 23 

44 55 52 36 

- - _.. .. -
26 18 

---·---· 

35 23 

THREE OR MORE EMPLOYED 13 8 18 11 

-

156 87 60 6E 

·, .. 

• 

Total 
Market 

10 

47 

28 

1-2 
I 

. \ 

369 



' 

' 

CUSTOMER RATINGS OF CONVENIENCE STORES 

4 .O -- Excellent 
3 .0 -- Good 
2 .0 -- Fair 
1.0 -- Poor 

Convenient to my home 

Cleanliness 

Competitive prices 

Friendliness, courtesy 

Quick check out 

Quality of products 

-

variety & selection of items 

Adequate parking 

.. - .. - . . . . - ---- -- .. 

Hours open 

Advertising 

Overall rating 

-

Open Stop- Lil' 
Pantrv N-Go General 

.. . - -·--· 

3.35 2.43 2.08· 

3.13 3.2:6 3.25 

1.88 1.58 1.82 

3.04 3.00 3.09 

3.39 3 ...,.,-
• _)O 3.28 

-

3.04 .3.00 ,--: . 96 

2.73 2.Go 2.87 

2.53 2.80 2.73 
. - . .. 

3 .L;.6 3.3L:- 3.21 
-

2.16 2. r:o 1 • ~'O 

2.76 2.71 ;? • ::l:. 

7-11 Speedy 

- ---- .. -- -· 

1.36 1.70 

3.00 3.00 
--- .. 

1. 60- 1.71 

2 .?O 3.18 

3.09 ).33 

-

3.00 / Q9 ~ •. :J 

2.67 2.71 

2.67 2.63 
.. 

3. L~L~ 3.25 

l :' '7 
_:..._ . '- ( 1.35 

? l 7 
' - • .J..:,) .?. .14 



CUSTOMER RATINGS OF CONVENIENCE STORES 

4 .0 -- Excellent 
3 .0 -- Good 
2 .0 -- Fair 
1.0 -- Poor 

Convenient to my home 

Cleanliness 

Competitive prices 

Friendliness, courtesy 

Quick check out 

Quality of products 

variety & selection of items 

Adequate parking 

_,,. 

Hours open 

Advertising 
' 

Ovei:a 11 rating 

Open 
Pantrv 

2.95 

3.38 

1.-173 

3.38 

3.52 

~ 09 ..-' . 

2.80 

3.02 
.. . 

3.49 

2 .L~? 

2.93 

44 

Stop- Lil' 
N-Go General 

3.33 2 .L~2 

3.18 3.48 

1.78 1.50 

3.08 3.04 

3.43 3.Li.6 

.).-10 2.96 

2 .DL1- 2.75 

3.31 3.L:D 

3. 8l1. 3.27 

2.C5 1. -38 

3.00 2.70 

39 26· 

- . 

Z-11 Speedy 

1.75 2.2 

2.56 3.13 

1 -7'~-. :;_, 1~64 

2.88 3.27 

2.86 3.40 

2.7.b 3.00 

,2.33 2.87 

~ 3""' 5. .) .., I 7 ..) • 4 

3.27 2.22 

1.88 1.77 

2.55 2.93 

8 15 



' 

' 

CUSTOMER RATINGS OF CONVENIENCE STORES 

4 • 0 -- Excellent 
3 .0 -- Good 
2 .0 -- Fair 
1.0 -- Poor 

Convenient to my home 

Cleanliness 

Competitive prices 

Friendliness, courtesy 

Quick check out 

Quality of products 

variety & selection of items 

Adequate parking -

Hours open 

Advertising 

Overall rating 

Open 
Pantrv 

--
3.26 

,3.43 

1.75 

.. -

3.25 

3.49 

3.30 

2.87 

--- ;;.l]_ 

- . 

3 .1+2 

;:: /,Q ·--. ,·" 

3.12 

Stop- Lil' 
N-Go General 

-- -
3.08 2.76 

3.08 2 • 1S9 

1.66 1.62 

---

3.00 2.86 

3.Li-7 3.42 

3.20 7- 16 _,.. . . 

2.30 2.45 

;. • 2'-'.· :; ")l 
-·. £_ - •• 

. . 

;; • 62 :;. • I 1-1 

---. ·:·c! 1 ,, (:. . - ~ . . .... --

") "Q 
c__ •. {_) ./ !') • t'~() 

7-11 Speedy 

3 • .P~i- 1.00 

3.35 2.90 

1.61 1.40 

3.28 2. 70· 

3.43 3.28 

3.30 2.so 

2.93 2.00 

3.53 -'_) 09 
t._ • G 

? . L:.L~ ':.': i 3 ,,.,,,, . _,_ 

JJI) : ':) P, -.. ..,., ·-

: .. oo 2.22 

',() ,- ~ ..,_O 



' 

CUSTOMER RATINGS OF CONVENIENCE STORES 

4 • 0 -- Excellent 
3 .0 -- Good 
2 .0 -- Fair 
1.0 -- Poor 

Convenient to my home 
-

Cleanliness 

Competitive prices 

Friendliness, courtesy 

Quick check out 

Quality of products 

.. 
variety & selection of items. 

Adequate parking 

Hours open 

Advertising 

Overall rating 

Open 
Pantrv 

3.27 

3.36 

1.73 

- 3.17 

3.50 

3.07 

2.76 

2.95 
.. . 

3.54 

2._;,3 

2.98 

235 

. -. 

-

Stop- Lil' 
N-Go General 

2.96 2.36 
- --

3.24 3.12 

1.64 1.63 

3.09 2_.93 -

3.53 . 3. L~2 

3. ll~ 3.02 

- . 

2.76 2.64 

3.23 3.17 
. 

~ 6() 
). •C 3-Y+ 

2.56 1.71 

2. 93' 2.61 

174 97 

7-11 Speedy 

2.72 1.69 
. - -

_3.07 3.02 

1.53 1.56 

2.83 2.95 

3.24 3.29 

2.97 2.98 

2.72 2.68 

"7 "· 
) • .)0 3.12 

~ 1·5 :>. ·-} 3~33 

1.r'38 1.71 

2.83 2.58 

·94 42 
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.·~ 

/ 

Weekly 
Ex pen di tu ref; 
in Doiiars 

Under $10 

$10-$19.99 

$20 - $29 .99 

$30 - $39 .99 

$40 - $49 .99 

' 
$50 - $59 .99 

$60 - $ 69 .99 

$70 & Oyer 

DK- NR 

TOTAL 

' 

TOTAL FOOD STORE EXPENDITURES PER HOUSEHOLD 
PER WEEK (including Supermarkets) 

% of Households Shoppinq 
Open Stop- All 

Pantrv N-Go 7-11 Others 

- - - -
7 5 4 -

11 5 17 22:· 

20 15 13 22 

18 21 17 11 

18 24 9 22- . 

11 21 9 -
9 9 22 -
5 - 9 22 

., . 

Total 
Market 

-
6 

... 
l::i .. 

18 

19 

17 

13 

11 

t:j _,. 

100 Cl 
/'J 

. ' 
.' ' 



Weekly 
Expenditures 
in Dollars 

Under $10 

$10-$19.99 

$20 - $29 .99 

$30 - $39 ~99 

$40 - $49 .99 
.. 

$50 - $59 .99 

$60 - $69 .99 

$70 & Over 

DK- NR 

'IOTAL 

T.\?LS J_lB· 

'IOTAL FOOD STORE EXPENDITURES PER HOUSEHOLD 
PER WEEK (including Supermarkets) 

% of Households Shopping 
Open Stop- All 

Pantrv N-Go 7-11 Others 

- - - -
10 - - 6 

2 •. 29 - 24 

20 14 - 2L~ 

22 - - 12 

12 29 - -
7 28 - -

20 ·- - 12 

7 - - 24 

.. 

-· 

Total 
Market 

-
8 

·-
11 

20 

17 

11 
, . 

8 

15 

10 

100 
cl 
/0 

j 

... ; 



' 
Weekly 

Ex pen di tu res 
in Dollars 

Under $10 

$10-$19.99 

$20 - $29 .99 

$30 - $39 .99 

-$40 - $49 .99 

$50 - $59 .99 

$60 - $ 69 .99 

$70 & Over 

DK -_NR 

TOTAL 

' 

TOTAL FOOD STORE EXPENDITURES PER HOUSEHOLD 
PER WEEK (including Supermarkets) 

% of Households Shoooing 
Open Stop- All 

Pantry N-Go 7-11 Others 

- - - -
--

l.i. - - -. 
4 16 33 -

- - - ·- -· --

25 20 /_ 33 20 

25 6 33 13 
' 

18 20 - 7 _, 

11 - - 13 

13 13 - 27 

- 6 - 20 

Total 
Market 

-
1 

9 
-· 

26 

16 

19 

6 

16 

6 

100 °1 -- l'J 



Weekly 
Expenditures 
in Dollars 

Ui:ider $10 

$10 ·- $19.99 

$20 - $29 .99 

$30 - $39 .99 

$40 - $49 .99 

$50 - $59 .99 

$60 - $69 .99 

$70 & Over 

DK-. NR 

TOTAL 

- . 

TOTAL FOOD STORE EXPENDITURES PER HOUSEHOLD 
PER WEEK (including· ~fopermarkets) 

% of Households Shoppinq 
Open Stop- All 

Pantrv N-Go 7-11 Others 

- - - -
c::; 
/ - 3 -
c:: 7 11 12 ..I ···-, 

7 20 23 16 

12 27 26 12 

28 7 23 24 

14 27 11 12 

30 13 3 12 

- - - 12 
·,. 

Total 
Market 

-
3 

8 

15 

18 

23 

14 

16 

3 

100 % 



' 
Weekly 

Expendl tu res 
in Dollars 

Under $10 

$10 - $19.99 

$20 - $29 .99 

$30 - $39 .99 

$40 - $49 .99 

$50 - $59 .99 

$60 - $69 .99 

$70 & Over 

DK - NR 

TOTAL, 

10TAL FOOD STORE EXPENDITURES PER HOUSEHOLD 
PER WEEK (including Supermarkets) 

% of Households Shoooing 
Open Stop- All 

Pantrv N-Go 7-11 Others 

- - - -
6 2 3 . -2'· 

6 13 13 12 
-·-

17 29 20 23 

19 15 23 14 

19 22 17 14 

11 15 10 8 
--- -·-

19 10 10 12 

3 2 3 15 

Total 
Market 

-
--

4 

10 

20 

18 

18 

11 

14 

5 

100% 



Weekly 
Expenditures 

In Dollars 

Under $8.00 

$ 8. 00 - $ 9. 9 9 

$10.00 - $11.99 

$12.00 - $13.99 

$14.00 - $15.99 

$16.00 & Over 

DK- NR 

TOTAL 

TOTAL FOOD STORE EXPENDITURES PER CAPITA 
PER WEEK (including Supermarkets) 

% of Households Shopping 
Open Stop- All 

Pantry N-Go 7-11 Others 

7 6 - -
9 - 18 -

18 .l.5 ll:- ----

23 26 18 11 

20 21 a -./ 

18 32 32 67 

.5 - a 22 ./ 

-

Total 
Market 

5 

7 

15 

22 

17 

28 :" 

6 

100% 



' 
Weekly 

Ex pen di ture s 
In Dollars 

Under $8. 00 

$8.00 - $9 .99 

$10.00 - $11.99 

$12.00 - $13.99 

$14.00 - $15.99 

' 
$ 16. 00 & Over 

DK - NR 

TOTAL 

' 

TOTAL FOOD STORE EXPENDITURES PER CAPITA 
PER WEEK (including Supermarkets) 

% of Households Shoooing 
Open Stop- All 

Pantry N-Go 7-11 Others 

12 l~- - 18 

_? l L• _ - -··- ... 
. -- - ---· 

15 14 - 12 

12 1 Lt - ' - 6 

20 - - 23 

27 44 - 18 

7 - - 23 

Total 
· Market 

14 

6 ----· 

lL;. 

11 

18 

26-· 

11 

lOOX 



Weekly 
Expenditures 

In Dollars 

Under $8.00 

$8.00 - $9.99 

$10. 00 - $11. 99 

$12. 00 - $13. 99 

$14.00 - $15.99 

$16.00 & Over 

DK - NR 

TOTAL 

TOTAL FOOD STORE EXPENDITURES PER CAPITA 
PER WEEK (including Supermarkets) 

% of Households Shoooina 
Open Stop- All 

Pantrv N-Go 1-11 Others 

11 J_O ;... .... 

.4 J-6 - -.. ·-· 

2:7 23 33 l~ 
--../ 

21 3 33 20 

11 10 .. - 20 
-

28 35 33 27 

- 3 ,_ 10 

Total 
Market 

8 

p 
. _.__.__ 

22 

1-L:-

12 

31 

5 

100% 



' 
Weekly 

Expenditures 
In Dollars 

Under $8. 00 

$ 8. 00 - $ 9. 99 

$10. 00 - $11. 99 

$12 . 00 - $ 13 • 9 9 

$14.00 - $15.99 

$16. 00 & Over 

DK- NR 

TOTAL 

TOTAL FOOD STORE EXPENDITURES PER CAPITA 
PER WEEK (including Supermarkets) 

% of Households Shoppinq . Open Stop- All 
Pantry N-Go 7-11 Others 

5 I' 
l+ - 1) 

5 - J_l 12 

9 20 14 12 

28 33 23 ~-

12 20 ll:- 16 

. -· 41 --27 2!:j -~6 

- - 3 16 

, .. _ ... 

Total 
Market 

4 

8 

13 

22 

14 

't:; :> _, 

4 

10)% 



Weekly 
Expenditures 
In Dollars 

Under $8 .00 

$ 8. 00 - $ 9. 99 

$10. 00 - $ 11 . 9 9 

$12. 00 - $13. 99 

$14.00 - $15.99 

$16.00 & Over 

DK- NR 

TOTAL 

TA:?LE l?-T 

TOTAL FOOD STORE EXPENDITURES PER CAPITA 
PER WEEK (including Supermarkets) 

% of Households Shopping 
Open Stop- All 

Pantry N-Go 7-11 Others 

8 7 3 6 
·--· 

6 7 13 5 

16 18 15 9 

21 18 22 12 

16 15 12 17 

30 34 3.0 31 

3 1 5 20 

·- ---- ... ~----

Total 
Market 

7-

7 

15 

18 

15 

32 

6 

lOJ% 



.- . ·~··· 

' 
Weekly .. 

Expenditures 
In Dollars 

Under$ .SO 

$.so - $. 99 

1.00 - 1.99 

2.00-2.99 

' 3 .oo - 3 .99. 

4 .00 - 4.99 

5 .00 - s. 99 

$6.00 & Over 

DK- NR 

TOTAL 

CONVENIENCE FOOD STORE EXPENDITURES 
PER WEEK PER HOUSEHOLD 

. % Of Households Shoooing 
Open Stop- All 

Pantrv N-Go 7-11 Others 

18 20 54 56 

- 3 14 -
·----

16 9 ·- 11 
-

14 . 12 9 - •. 

9 6 9 -
-

2 9 - -

14 18 5 -
20 23 9 11 

- 7 - - 22 

·-~~- ·- ... .. -

Total· 
Market 

29 

4 

10 

11 

·7 

L~ 

12 

18 

5 

lOO'X . .~ 



Weekly 
Expenditures 

In Dollars 

Under$ .SO 

$ .50 - $ .99 -· 

1.00 - 1.99 

2.00 - 2.99 

3.00-3.99 

4.00-4.99 

5 .00 - 5 .99 

$6.00 & Over 

DK- NR 

TOTAL 

CONVENIENCE FOOD STORE EXPENDITURES 
PER WEEK PER HOUSEHOLD 

. - .. % Of Households Shoppinq 
Open Stop- All 

Pantrv N-Go 7-11 Others 

5 - - li-0 

2 - - ---·· 

- 5 - - -

22 14 - 1$ 
.. 

9 14 - -

7 - - 6 

20 14 - -
.. -- -· 

15 L~4 - 18 

15 14 - 18 

... . -· ....... .... - ......... . . 

Total 
Market 

l li_ 
·- I 

2-.-

l:. 

f 

20 
. f 

8 

6 

13 

18 

15 

_. 

100% 
·- . 

~-



' 
Weekly 

Expenditures 
In Dollars 

Under$. 50 

$. 50 - $. 99 

1.00-1.99 

2 .oo - 2. 99 

' 3.00-3.99 

4.00-4.99 

5.00 - 5.99 

$6.00 & Over 

DK- NR 

TOTAL 

' 

CONVENIENCE FOOD STORE EXPENDITURES 
PER WEEK PER HOUSEHOLD 

% Of Households Shoooinq 
Open Stop- All 

Pantrv N-Go 7-11 Others 

11 23 33 13 

4 3 - -. ·- --- ·--

7 20 - 7 

17 3 - -

4 6 - -
. 

Li- 6 - 13 

11 20 33 20 

35 16 33 33 

7 3 - 13 

. . . ..... ·- ... -·- -

Total 
Market 

l? 

___ 3 

12 

8 

--"· 

4 

6 

17 

27 

6 

10C15b 



Weekly 
Ex pen di tu res 

In Dollars 

Under$. 50 

$.50 - $.99 

-· 

1.00 - 1. 99 

2 .00 - 2. 99 

3-.00-3.99 

4 .00 - 4. 99 

5 .00 - 5 .'99 

$6.00 & Over 

DK- NR 

TOTAL ·-. 

CONVENIENCE FOOD STORE EXPENDITURES 
PER WEEK PER HOUSEHOLD 

% Of Households Shoooing 
Open Stop- All 

Pantry N-Go 7-11 Others 

7 20 34 L~O 

2 7 3 L~ 

--- ···- -~ 

7 20 14 -
14- 20 17 8 

7 7 3 8 

5 -- 3 -

26 20 14 12 

30 7 3 16 
..... 

2 - 9 12 
'' 

. .... ·-·-· . ............. . . ·- ..... - - -

Total 
Market 

25 

3 
' -

9 

14 

6 

3 

18 

16 

6 

lOO'i; 
. . . . . . '~· 



' 
Weekly 

Expenditures 
In Dollars 

Under$. 50 

$ .50 - $. 99 

1.00 - 1.99 

2 .oo - 2 ;99 

' 3 .oo - 3. 99 

4.00-4.99 

5.00 - 5.99 

$6.00 & Over 

DK - NR 

TOTAL . . 

' 

CONVENIENCE FOOD STORE EXPENDITURES 
PER WEEK PER HOUSEHOLD 

% Of Households Shoooing 
Open Stop- All 

Pantry N-Go 7-11 Others 

10 20 42 3E 

2 3 7 2 

·-. --- -

-9 14 8 3 

17 10 13 8 

8 7 5 3 -. 
- ---~ 

4 6 2 4 

18 18 12 a 
~ 

24 20 7 20 

n ? 5 15 0 ,_ 

- . .. 

Total 
Market 

22 

3 

9 

13 

6 

4 

15 

20 

7 

JOO% 



Weekly 
Expenditures 

In Dollars 

Under$. 20 

$.20 - $.49 

$.50 - $.99 

$1.00 - $1.49 

$1.50 - $1.99 

$2.00 - $2.49 

$2.50 - $2.99 

$3.00 &·Over 

DK - NR 

' TOTAL 

CONVENIENCE FOOD STORE EXPEND ITU RES 
PER WEEK PER CAPITA 

% of Those Shoooing 
Open Stop- All 
Pantry N-Go 7-11 Others 

20 ., () ,, 
~--6 ~·-() /,/ 

... .. 
rJ 15 r:: 
( ./ -

16 ,, ( 11 _, ./ 

.. - .. --· 

. 1D 26 c.: -./ 

c: 12 - ... _, 

-·-·-· - .. 

7 - s -... ) 
- ---

r) (' - -( ./ 

i_·;, (' (' 11 ./ , 

If - - ,...._,-, 

( cc. 

- . - . --.. 

Total 
Market 

: () 

r. 

t) 

12 

17 

/ u 

t 

6 

11 
-

4 

1 - ,r 
_;__ · • .1 --·'I -' 



' --~. . .. . . 
CONVENIENCE FOOD STORE EXPENDITURES 

PER WEEK PER CAPITA 

Weekly % of Those Shopping 
Expenditures Open Stop- All Total 
In Dollars Pantrv N-Go 7-11 Others Market 

- -

Under$ .20 7 - - 41 15 

$. 20 - $ .49 5 - - - 3 

- .. -.. 
$.so - $ .99 20 29 - 18 20 

$1.00 - $1.49 24 29 - 6 20 

$1.50-$1.99 ,7 - .. ~ -- -- 5 

$2 .oo - $2.49 10 - - 6 8 

$2 .so - $2 .99 7 - - - 5 

- . 
$3 .00 & Over 5 29 - 12, 9 

DK - NR 15 13 - 18 15 

- -·-- .. . 
100% TOTAL 

' 
'--~ , 



Weekly 
Expenditures 

In Dollars 

Under$. 20 

$.20-$.49 

$.50 - $.99 

$1 • 00 - $1 • 4 9 

$1.50 - $1.99 

$2.00 - $2.49 

$2 .so - $2 .99 
•. 

$3.00 & Qver 

DK - NR 

TOTAL 

CONVENIENCE FOOD STORE EXPENDITURES 
PER WEEK PER CAPITA 

% of Those Shoooing 
Open Stop- All 
Pantrv N-Go 7-11 Others 

, 

14 26 33 13 
-

7 13 - 7 

-~ .. - - -- --
18 10 - -

- --

7 1.3 - 13 

11, 10 - 13 

-- . 

'4 10 - 7 

14 6 33 13 
.. 

18. 10 33 20 - - -

7 3 - 13 

. ---·· - ··-··- -- -·-·- -·· - . -· ... 

Total 
Market 

19 

9 

-----·· 
10 

11 

11 -~-

6 

12 

16 

6 

-



' 
Weekly 

Expenditures 

I 
In Dollars 

Under$ .20 

$.20-$.49 ., 

$. 50 - $ .99 

.. 

$1.00 - $1.49 

$1.50 - $1.99 

$'2 .oo - $2 .49 

$2 .so - $2 .99 

$3 .00 & Over · 

DK - NR 

TOTAL 

' 

'T;\?LE 1-'+-D 

CONVENIENCE FOOD STORE EXPENDITURES 
PER WEEK PER CAPITA 

% of Those Shoooinq 
Open Stop- All 
Pantry N-Go 7-11 Others 

9 27 31 36 

·- ..... -
5 7 14 4 

28 27 23 16 

21 13 q 4 .. - ... . _, 

- 20 3 4 

7 - ·3 ·4 

7 7 8 12 

... 

21 - 3 4 
. -· 

2 - 6 16 

.. ·• 

Total 
Market 

24 

8 

24 

13 

4 

4 

8 

9 

6 

100% 

.......... 



Weekly 
Expenditures 
In Dollars 

Under$ .20 

$.20-$.49 -

$ .50 - $ .99 

$1.00 - $1.49 

$1.50 - $1.99 

$2 .oo - $2 .49 

$2 .so - $2 .99 

$3 .00 & Over 

DK - NR 

TOTAL 

: . 

CONVENIENCE FOOD STORE EXPENDITURES 
PER WEEK PER CAPITA 

% of Those Shoooinq 
Open Stop- -All 
Pantry N-Go 7-11 Others 

13 20 ~-2 34 

6 11 10 3 

21 13 -17 12 

19 20 8 6 
-

5 11 2 5 

7 5 5 5 

.. 
" /' ,-, 8 () ·~ { 

14 13 7 11 

··-

7 
,.., 

3 16 c:_ 

. - -······ .•... - ... . ---.. , ....... 

. -

Total 
Market 

2~ _, 

7 

17 

15 

6 

6 

7 

12 

7 

100% 



' TP.:?L:S 15-T 

WEEKLY FOOD EXPENDITURES 

Open Stop- All Market 
·- ·-· Pantrv N-Go 7-11 Others Averaae 

Average Household 
Total Food Expenditure $50.10 $50.70. $44.75 ·~46.30 $48.oo 

Average Capita Total 
Food Expenditure 14.23 14.95 14.52 16.71 14.81 

... 

Average Household 
Convenience Expenditure 3.97 3.54 2.17 2.98 . 3.35 

·--· -
Average Capita Convenience 

Expenditure 1.13 1.04 .70 1.08 1.03 

% Food Expendi turE3 in 
Convenience Stores 7.9% 6 . I • 950 4.8% 6.4% 6'.9% 

Size of Family 3.52 3.39 .3.08 2_. 77 3.24 

·• 

' 



APPENDIX B 

Copy of questionnaire and cover 
letter used in survey 



October, 1975 

TO: Selected Food Store Customers in the Greater Pittsburg Area. 

Food quality, prices, packaging, store location, selection of brands, 
employee courtesy, cleanliness, freshness, and many other items are im
portant to most food store customers. 

Attached is a survey form and a self-addressed, postage paid envelope. 
The information which you furnish will provide students interested in food 
marketing up to date information about your opinions and values and give 
them experience in analyzing food markets. Th3 results will be useful to 
these students, to consumers and to managers of stores as they seek to 
better serve their customers. 

You need not identify yourself on the questionnaire. However, if you 
wish to _receive a summary of the survey results, please write your name and 
address on the back flap of the return envelope. A self-addressed, postage 
paid envelope is attached for your convenience in returning the questionnaire. 

I would like to express my appreciation and thanks for your consideration 
and, hopefully, your cooperation in completing the enclosed questionnaire and 
returning it to me at your earliest convenience. 

Sincerely, 

blt.:V~ 
Ed wa tkins I Food Marketing 
The Ohio State University 
212 0 Fyffe Road 
Columbus, Ohio 43210 



Cniversity Market Research - Food Stores B 

This is one of a continuing series about food stores and their customers. Infor
mation from such surveys is used with consumer groups on food marketing information, ~ 

i,vith store management on improving store performance and with students interested in ....., 
food marketing. 

This survey is especially interested in your opinions of convenience food stores. 
Examples of these stores in this area are Open Pantry, Stop-N-Go, Li'l General, 7-11, 
and Speedy. 

Even though you may not be a regular customer of convenience stores, your 
experience and opinions are important based, perhaps, on what you have heard from 
friends and neighbors. 

1. When did you last shop at a convenience food store? ----

2. v.rhy do people shop at convenience food stores? 

3. vVhy do other shoppers not buy regularly in convenience stores? 

4. How often do you shop at convenience stores? 

5 • Which convenience food store do you usually shop? 

6. \Vhat items are most families likely to purchase at convenience food stores? 

7. How many individuals are in the family who usually eat at home? --------
8. How many members of your household work at a job outside the home? -----
9. About how many dollars per week do you spend in food stores, including supermarkets? 

$ Of this total about how much is spent per week in convenience 
stores? $ 

10. Do you feel your family income is below average, average, or above average? 

11. Of the convenience stores named above, which stores advertising tend to catch 
your attention? In Newspapers? -------------------

On Radio? 
On TV? 

~---·-------------------~ 
With Hdndbills? --------------------Do not see or hear this advertising. CJ 

(Additional questions on back) 



12. v~'hat additional comments do you have about: 
a. Convenience stores? 

-----------------------~ 

C..., b. Food, food quality and related concerns'? ---------------

13. -Nhat changes or adjustments have you made in your food buying as a result of 
recent high rates of inflation? ----------------------

14. Additional information from those who shop once a month or more in convenience stores. 

Please rate the convenience stores where you shop based on your impressions of them. 
Please use the rating system below. 

A 
B 
c 
D 

RATING 
Excellent 
Good 
Fair 
Poor 

Convenient 

EXAMPLE 
Li'l General 
A B D 

Please circle A, B, C or D for each rating below as in the example above. 

Open Stop- Ll'l 
Pantrv N-Go General 7-11 SPeedv . 

Convenient to my home A B c D A B c D A B c D A B c D A B c D 

Cleanliness A B c D A B c D A B c D A B c D A B c D 

C omoetitive Prices A B c D A B c D A B c D A B c D A B c D 

Friendliness. courtesy A B c D A B c D A B c D A B c D A B c D 

Cuick check out A B c D A B c D A B c D A B c D A B c D 

Cualitv of products A B c D A B c D A B c D A B c D A B c D 
Variety & selection 

of items A B c [, A B c D A B c D A B c D A B c D 

Adeouate narkino A B c D A B c D A B c D A B c D A B c D 

Eours oDP.n A B c D A B c D A B c D A B c D A B c D 

Advertlsina A B c D A B c D A B c D A B c D A B c D 

Overall ratina A B c D A B c D A B c D A B c D A B c D 

6 Thanks for your cooperation in providing the above information. Please mail this com
~ pleted questionnaire in the attached self-addressed envelope. 

Sjncerely, Ed Watkins ~- ? f'~,,. 
The Ohio State University t/tf/~~ 
2120 Fyffe Road · " 
Columbus, Ohio 43210 



APF~NDIX C 

Results of concurrent 

Open p.~n try Er:i::-l_oyee 

~ Survey which v·y be 

co~pared with results of 

Convenience Store Customer 

Survey in Aprendix A 



.. '.,. 

r<~~ 
,...-~ ~ 

'...,, -_-. 

TABLE 1-E 

CONVENIENCE STORES SHOPPED 

Convenience Store 

Open Pantry 

Stop-N.,...Go 

7-11 

All Others· 

Total Market 

··-~······-- ... • ... 7 -· 

% of Convenience 
Store Customers 

97 

1 

l 

. ,-:- ; . ' ~, _., : 



c.., 

TAJLE 2-E 

WHY SHOPPERS CHOOSE CONVENIENCE STORES 

FACTORS 

QUICK SERVICE 
Need something quickly 
Fast in & out, better service · 
Convenience, avoid crowded 

stores 
save time I gas 

HOURS OPEN 
Longer, nights, holidays 
Sundays, when others are 

closed · 

LOCATION 
Closeby, nearness, 

accessible, near other 
stores of necessity 

PRODUCTS AVAIIABLE 
Fill in items; give outs 
Essentials, quality, brand 

names 
Different products 

COURTESY, FRIENDLINESS 
Nice, courteous, friendly 
Accommodating, enthusiastic 

PARKING 
No parking problems or 

struggle or hassle 

.. 
OTHER 

.... 

Open 
Pantrv 

68 

16 

19 

3 

? 

1 

Cleanliness, service, nice 6 
place 

Number of Customers 68 

Responses Per 100 Customers Of 
Stop- All Total 
N -Go 7 -11 Others Market 



\ 

TABLE 3-E 
WHY SOME SHOPPERS DO NOT BUY REGULARLY 

FROM CONVENIENCE STORES -

Resoonses Per 100 Customers Of 
Open Stop- All Total 

FACTORS Pantrv N-Go 7-11 Others Market 

HIGHER PRICES 
Can't afford, more expensive 91 
Much higher, a little higher .. 
Too high, out of reach 
Mostly price, stuff too high 
Rip off, outrageous 
Fewer specials 
Canned foods more expensive 
Too high for poor people 

LIMITED SELEG TION 
Not enough variety ·. l@' 

Not enough brand names 
Less variety 
Don't c;ari-y full line 
Not as good a selection 

NO FRESH MEATS. 1 

PRODUCE 
Poor produce 
Not fresh 
No fresh vegetables 
Not enough produce . 
None 

OTHER ' 
Supermarket hc1bit, prefer super 3 
Don't know how good service is 
Store too small 
Personnel not helpful 
No credit, afraid of robberies 

... 

Lack of quality I not near one 
Supers have better sales 
Do not have stamps 

DON'T KNOW 6 

Number of Customers 68 
.. 

. 

.. 



HOW OFTEN CONVENIENCE STORES ARE SHOPPED 

% of Customers Shoppino 
Open Stop- All Total 

FREOUENCY Pantrv N-Go 7-11 Others Market 

EVERY DAY 35 

SEVERAL TIMES A WEEK 35 

ONCE A WEEK 13 

SEVERAL TIMES A MONTH 3 

ONCE A MONTH -

A FEW TIMES A YEAR -

OTHER RESPONSES 3 
Only when absolutely 

necessary 
Once in a blue moon 
Not very often 
Almost never, very seldom 
Very often 

DON'T KNOW - NO RESPONSE 11 

Number of Customers 



ir'l!J."l'.':':TY5-7 .L ... • ~ .J..J .,....J ··--' 

FAMILY SIZE OF CONVENIENCE STORE SHOPPER 

% of Customers 
Open Stop- .. 

All Total 
FAMILY SIZE Pantrv N-Go 7-11 Others Market 

ONE 3 

TWO 12 ·- . - -·-

THREE 12 
-

FOUR 44 
·- - . .. -------

FNE 15 

- --
SIX 7 

OVER srx 4 

Number of Customers 68 



TAEL~ (-;~ 

FAMILY INCOME GROUPS OF. HOUSEHOLDS 
SHOPPING CONVENIENCE STORES 

% of Households Shooolng 
Open Stop- All 

INCOME GROUP Pantry N-Go 7-11 Others 

BELOW AVERAGE INCOME 15 
,. 

..- _ _._ 

AVERAGE INCOME 6~ 

-
ABOVE AVERAGE 15 

NO INCOME -
-

DON'T KNOW 4 

Number of Customers 68 

Total 
Market 

·-



M ·' '"'L''"' 7 E il:...:-· 1 1~ -

FOOD ITEMS CUSTOMERS ASSOCIATE WITH CONVENIENCE STORES 

No. of Times Mentioned Per 100 Customers Of 
Open Stop- All 

ITEMS Pantrv N-Go 7-11 Others Averaae 

Bread 58 
Milk 63 
Soft Drinks . - .41 . . __ ..... 
Cigarettes & Tobacco 38 
Snacks,. Cookies, Crackers 25 

Ice Cream 10 
Newspapers & Magazines 2 
Candy & Gum 12 
Eggs 4 
Potato Chips J-2 
Canned Goods & Soup 1 

..,,, .. 

Luncheon Meats & Meats 11 
.. 

Coffee l 
Cereal & Breakfast Foods -
Staples, Sugar, Salt 1 

Dog Food 2 . -

Detergents--Soaps 4 
Picnic Items--Charcoal 1 
Juices -
Cheese 1 
Gas -
sandwich Items -
Catsup--Tomato Paste --- i·- t--- .. ... .. ·- ,. ~ 

School Supplies 

, ~ --·. 



CUS1DMER RECALL OF ADVERTISING 

Responses per 100 Customers Of 
Open Stop- All Total 

Media Pantry N-Go 7-11 Others Market 

NEWSPAPERS 18 
- -

- -- - . •-A-·-

RADIO 48 

N 22 

HANDBILLS 46 

DID NOT SEE OR HEAR 
ADVERTISING 12 

DK - NR 1 



EMPLOYMENT 

··-NONE EMPLOYED• 

., 

ONE EMPLOYED 

TWO EMPLOYED 

TA:::LS 

CONVENIENCE STORE CUSTOMERS 
EMPLOYMENT OUTSIDE OF HOME 

% of Households Who Shop At 
·Open Stop~ All 
Pantry N-Go 7-11 -Others 

- ·-- -···--
1 

-· ~--

12 

46 
.. 

- -

THREE OR MORE EMPLOYED 38 

. . ·- ... ._...,...~:-- .. --- ...... 

.. 

Total 
Market 



:1A3LB 10-E 
-· 

CUSTOMER RATINGS OF CONVENIENCE STORES 

4 • 0 -- Excellent 
3 .0 -- Good 
2 .0 -- Fair 
1.0 -- Poor 

Convenient to my home 

Cleanliness 

Competitive prices 

Friendliness, courtesy 

Quick check out 

Quality of products 

Variety & selection of items 

Adequate parking 

- .. 

Hours open 

Advertising 

Ove:rall rating 

Open 
Pantry 

3.7 

3.7 

2.8 

3.8 

3.8 

3.6· 

. 3.5 

3.3 
-

3.7 

3 •. 0 

3.7 

Stop- Lil' 
N-Go General 

2.6 , 9 -· 
2.5 2.5 

'· 

1.8 2.0 

.. -- -

2.?' 2.8 

3.2 3.1 

3.0 2.8 

2.6 2.3 

2.7 3.0 
-- . . 

3.6 3.0 

2.6 1.7 

2.7 2.5 

7-11 Speedv 

·1.6 1.3 

2·.4. 2.3 
.. 

. 1.8 1.7 

. . 

2.7 2.? 

2. cj" 2.7 

2;5 2.6 

2.2. 2.3 

2.5 2.6 
. . . 

3.4 2.? 

1.8 2.0 

2.2 2.4 

•. : .... 



Weekly 
Expenditures 
in Dollars 

Under $10 

$10 - $19 .99 

$20 - $29 .99 

$30 - $39 .99 

$40 - $49 .99 

$50 - $59 .99 

$60 - $69 .99 

$70 & Over 

DK- NR 

TOTAL 

TOTAL FOOD STORE EXPENDITURES PER HOUSEHOLD 
PER WEEK (including Supermarkets) 

% of Households Shoooinq 
Open Stop- All 

Pantry N-Go 7-11 Others 

- ' 

4 

6 

- 7 

.. "5 c. 

15 

7 

22 

13 

Total. 
Market 

' 



• 

Weekly 
Expenditures 

In Dollars 

Under $8. 00 

$ 8. 00 - $ 9. 99 

$10.00 - $11.99 

$12.00 - $13.99 

$ 14 • 00 - $ 15 • 9 9 

$16. 00 & Over 

DK - NR 

TOTAL 

TOTAL FOOD STORE EXPENDITURES PER CAPITA 
PER WEEK (including Supermarkets) 

% of Households Shoooinq 
Open Stop- All 

Pantry N-Go 7-11 Others 

a 
,,/ 

8 

..J..8 ·--- ----· 

14 

14 

19 

18 . - . 

Total 
Market 

' 
. - . 



Weekly 
Expenditures 

In Dollars 

Under$. 50 

$.so - $. 99 

1.00 - 1.99 

2 .00 - 2. 99 

3.00 - 3.99 

4 .oo - 4. 99 

5.00-5.99 

$6.00 & Over 

DK- NR 

TO';l'AL 
.• 

I1A~LE 13-~ 

CONVENIENCE FOOD STORE EXPENDITURES 
PER WEEK PER HOUSEHOLD 

% Of Households Shonnina 
Open Stop- All 

Pantrv N-Go 7-11 Others 

3 

-·-· -····· 

-

3 

8 

- - --.~ 

1 

-

1 

8 

66 
-

10 

-- -· ... -·· - .. ...-·- --· -- - - . ' . 

• 

Total 
Market 

-



• 

• 

Weekly 
Expend! tures 
In Dollars 

Under$. 20 

$.20-$.49 

$.50-$.99 

$1.00 - $1.49 

$1.50 - $1.99 

$2 .00 - $2.49 

$2.50 - $2.99 

$3 .00 & Over 

• DK - NR 

I 

TOTAL 

CONVENIENCE FOOD STORE EXPEND ITU RES 
PER WEEK PER CAPITA 

% of Those Shonoinq 
Open Stop- All 
Pantry N-Go 7-11 Others 

1 -

-4 - ·- ---·. - -- ---

·-. 

4 
' 

9 

-

12 
.. 

6 

10 

43 

10 .. -· 

-·. - - . .. ' 

Total 
Market 

. , 

..... : .. ~. . :, ... 



• 
WEEKLY FOOD EXPENDITURES 

• 
Open Stop- All Market 
Pantry N-Go 7-11 Others Averaqe 

Average Household - . 

Total Food Expenditure $50.95 

Average Capita Total 
I 

Food Expenditure 13.06 .. -- ..... -

Average Household 
Convenience Expenditure 5.72 - - - --- -

Average Capita Convenience - . 

Expenditure ·- 1.46 

% Food Expenditure in 
Convenience Stores 11.2%. 

Size of Family 3.9 
·-

... 
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