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Sources: All information in this statistical summary is from the Belden
Associates, 1999 Survey of the Salt Lake Primary Market Area, unless
otherwise noted.

TA B L E  O F  C O N T E N T S

BA N K I N G  A N D  F I N A N C I A L  S E RV I C E S

S A LT  L A K E  M A R K E T  A R E A

Advertising is essential in today’s competitive business climate —
and market research is crucial for developing cost-effective advertis-
ing plans. The information contained in this statistical summary is
intended to give you added confidence when making the important
marketing decisions that guide the future of your business.

At Newspaper Agency Corporation, we commission in-depth stud-
ies of the Salt Lake market to arm our advertisers with superior infor-
mation about the shopping activities of Salt Lake’s consumers.
Included in this statistical summary is the most up-to-date information
available on the Salt Lake market from the best possible sources. The
mainstay of our on-going research program is the 1999 Survey of the
Salt Lake Primary Market conducted by Belden Associates, an inde-
pendent, nationally recognized firm devoted to market research.
Belden Associates enjoys a reputation for having the highest techni-
cal standards in the industry.

The 1999 study highlights shopping and purchasing behavior,
intentions and attitudes of adults in the Salt Lake primary market area
(comprised of 628,000 adults in Salt Lake and southern Davis coun-
ties). A random sample survey design included an in-depth phone
interview of 1,205 respondents, followed by a mailed self-adminis-
tered questionnaire. Superior information about Salt Lake’s con-
sumers will enhance your position in the market and ensure The Salt
Lake Tribune and Deseret News are a part of your successful adver-
tising plan — in other words, our success depends on your success.

At Newspaper Agency Corporation, we are committed to maximiz-
ing the effectiveness of your advertising and bringing you the most for
your investment. If you have any questions about this study and how
your business can use this data to develop advertising strategies,
please contact your account executive or NAC’s Marketing and
Research Department.

I N T R O D U C T I O N  A N D  M E T H O D O L O G Y



Percent of adults 
who hold accounts

First Security Bank 16%

Zions Bank 15%

Bank One 7%

America First Credit Union 7%

Washington Mutual 6%

Mountain America Credit Union 6%

Wells Fargo 4%

Cyprus Credit Union 4%

Key Bank 3%

US Bank 3%

Granite Credit Union 2%

University of Utah Credit Union 2%

Beehive Credit Union 1%

Other Financial Institution 35%

Other Credit Union 11%
Other Bank 10%
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BA N K I N G M A R K E T  S H A R E

S A LT  L A K E  M A R K E T  A R E A

America First 
Credit Union* Bank One*

First Security 
Bank

Mountain 
America 

Credit Union*
Washington 

Mutual* Zions Bank

America First Credit Union* 3% 6% 3% 3% 9%

Bank One* 3% 10% 2% 7% 10%

First Security Bank 3% 4% 6% 4% 4%

Mountain America Credit Union* 3% 2% 17% 2% 4%

Washington Mutual* 4% 8% 12% 2% 5%

Zions Bank 4% 5% 4% 2% 2%

How to read: This table shows the percentage of an institution's customers that also bank at another institution. For example: 3 percent of America 
First customers also bank at Bank One. Note:  Other institutions were not profiled due to small sample size.

BA N K I N G  C R O S S - S H O P P I N G  PAT T E R N S

For adults who hold accounts at the institution.



Market
America First 
Credit Union* Bank One*

First Security 
Bank

Mountain 
America 

Credit Union*
Washington 

Mutual* Zions Bank

Market Share

Percentage of Adults 100% 7% 7% 16% 6% 6% 15%

Number of Adults 628,000 43,900 45,300 99,700 37,600 38,400 96,000

Gender

Male 49% 46% 51% 50% 57% 48% 42%

Female 51% 54% 49% 50% 43% 52% 58%

Age

18-24 13% 17% 7% 11% 8% 17% 10%

25-34 21% 34% 12% 17% 25% 21% 18%

35-44 24% 19% 19% 31% 24% 28% 22%

45-54 18% 15% 17% 15% 30% 19% 26%

55-64 10% 3% 19% 11% 6% 7% 6%

65 or Older 14% 11% 26% 15% 7% 6% 17%

Homeownership

Own 75% 80% 93% 79% 84% 73% 77%

Rent 25% 20% 7% 21% 16% 27% 23%

Marital Status

Married 67% 66% 75% 70% 76% 64% 74%

Single 18% 22% 10% 14% 12% 15% 12%

Divorced 10% 8% 7% 9% 9% 21% 9%

Widowed 5% 4% 8% 7% 3% ns 6%

Education Level

Bachelor's Degree or Higher 32% 25% 33% 40% 28% 43% 31%

Some College or Technical Training 33% 32% 37% 28% 37% 30% 49%

High School Grad or Less 35% 44% 31% 31% 35% 27% 20%

Occupation

Executive, Professional, Technical 29% 28% 32% 30% 28% 37% 30%

Sales, Clerical 24% 25% 26% 26% 26% 26% 25%

Blue Collar 22% 29% 17% 20% 28% 21% 17%

Retired 15% 8% 22% 14% 4% 12% 17%

Homemaker 7% 10% 4% 7% 7% 4% 5%

Not Employed 4% 1% ns 4% 7% 1% 6%

Household Income

Below $25,000 14% 13% 13% 14% 10% 8% 12%

$25,000 - $34,999 17% 15% 17% 13% 11% 23% 17%

$35,000 - $49,999 25% 29% 14% 22% 33% 14% 19%

$50,000 - $74,999 24% 30% 31% 24% 28% 22% 25%

$75,000 or More 20% 13% 25% 27% 18% 33% 27%

Readership

Daily 55% 38% 67% 63% 54% 50% 59%

Sunday 65% 59% 73% 67% 64% 61% 60%

*small sample size; interpret with caution
Note:  Other institutions were not profiled due to small sample size.
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BA N K I N G  D E M O G R A P H I C  P R O F I L E

S A LT  L A K E  M A R K E T  A R E A

For adults who hold accounts at the institution.
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My financial future is bright.

I am a saver, not a spender.

I'd rather invest in a sure thing with a lower return than in a riskier
investment with the chance to make more money.

If I had a financial advisor I trusted, I'd rather leave my investment
strategy to him or her.

I like spreading my accounts around to different financial
institutions.

My problem is more a lack of time than a lack of money.

I follow interest rates closely.

I am a smarter investor than the average person in the market.

I follow the stock market closely.

I use the Internet to plan and implement my financial strategies.

I change investments frequently.
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F I N A N C I A L  AT T I T U D E S

S A LT  L A K E  M A R K E T  A R E A

Number of 
adults 
owning

Percent of 
adults 
owning

Deposit or checking account 561,200 89%

Any consumer or mortgage loan 328,000 52%

Brokerage or investment account 191,900 31%

T Y P E S  O F  AC C O U N T S  H E L D  B Y  S A LT  L A K E  A R E A  A D U LT S

Percentage of adults who agree with the following statements:



Other
7%

Television
10%

Direct Mail
9%

Other Internet
9%

Magazines
1%

Yellow Pages
29%

Radio
4%

Weekly Publications
3%

The Salt Lake Tribune  and 
Deseret News  Online 

Classifieds
1%

The Salt Lake Tribune  and 
Deseret News

30%
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P R E F E R R E D  A DV E R T I S I N G  S O U R C E  F O R  F I N A N C I A L  S E RV I C E S

S A LT  L A K E  M A R K E T  A R E A

Other
9%

Television
6%

Real Estate Magazines
11%

Other Internet
7%

Yellow Pages
31%

Radio
5%

Magazines
1%

Weekly Publications
4%

The Salt Lake Tribune  and 
Deseret News  Online 

Classifieds
3%

The Salt Lake Tribune  and 
Deseret News

26%

P R E F E R R E D  A DV E R T I S I N G  S O U R C E  F O R  M O R T G AG E S

Note: Percentages may total more than 100 percent because some respondents chose more than one source.

Note: Percentages may total more than 100 percent because some respondents chose more than one source.
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P R E F E R R E D  A DV E R T I S I N G  S O U R C E  F O R  H O M E  E Q U I T Y  L OA N S

S A LT  L A K E  M A R K E T  A R E A

Note: Percentages may total more than 100 percent because some respondents chose more than one source.

Percent of 
potential securities 

buyers

Plan to purchase online 16%

Plan to purchase through a traditional broker 66%

Both online and through a traditional broker 18%

For the 173,600 adults (29 percent) who plan to purchase stocks or bonds in the next 12 months.

S TO C K  P U R C H A S E  I N T E N T I O N S

Daily Sunday

Market 55% 65%

Any bank 58% 65%

Any credit union 49% 64%

Other financial institution 59% 70%

R E A D E R S H I P  B Y  I N S T I T U T I O N




