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Advertising is essential in today’s competitive business climate
— and market research is crucial for developing cost-effective
advertising 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
studies of the Salt Lake market to arm our advertisers with supe-
rior information about the shopping activities of Salt Lake’s con-
sumers. 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 independent, nationally recognized firm
devoted to market research. Belden Associates enjoys a reputa-
tion for having the highest technical 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 counties). A random sample survey design included an in-
depth phone interview of 1,205 respondents, followed by a mailed
self-administered questionnaire. Superior information about Salt
Lake’s consumers will enhance your position in the market and
ensure The Salt Lake Tribune and Deseret News are a part of
your successful advertising plan — in other words, our success
depends on your success.

At Newspaper Agency Corporation, we are committed to max-
imizing 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 adver-
tising strategies, please contact your account executive or NAC’s
Marketing and Research Department.

INTRODUCTION AND METHODOLOGY

12-month 
shopping

12-month 
purchases

Average 
shopping 
trips per 
customer

Percent of 
shopping 

trips ending 
in purchase

Gart Sports 32% 26% 230% 69%

Kmart 20% 15% 210% 69%

REI 17% 12% 260% 68%

Fred Meyer 17% 11% 230% 54%

Sportsman’s Warehouse 15% 12% 280% 69%

Wal-Mart 15% 12% 240% 77%

Kirkham’s Outdoor Products 15% 8% 220% 52%

ShopKo 11% 7% 220% 50%

Costco 9% 6% 260% 61%

SuperTarget 9% 6% 210% 55%

Uinta Golf* 8% 6% 220% 71%

Anglers Inn* 7% 5% 250% 72%

Pedersen’s* 7% 3% 170% 34%

Pro Golf* 6% 6% 220% 62%

Play-It-Again Sports* 6% 4% 180% 35%

Sam’s Club* 6% 3% 200% 47%

Sears* 5% 3% 210% 50%

Big 5** 4% 3% 170% 75%

Ed’s Athletic** 2% 2% 220% 76%

JCPenney** 2% 1% 170% 51%

Other 7% 7% 310% 79%

How to read: 32 percent of adults have shopped at Gart Sports in the last 12 months, 
26 percent have made a purchase.  The average Gart customer make 2.3 shopping trips 
with 69% resulting in a purchase.
*small sample size; interpret with caution
**very small sample size; interpret with caution
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S P O R T I N G  G O O D S  S TO R E  M A R K E T  S H A R E  T R E N D S

1993 
12-month 
shopping

1995
12-month 
shopping

1993
to 1995 
change

1997
12-month 
shopping

1995 
to 1997 
change

1999
12-month 
shopping

1997 
to 1999 
change

Costco 4% 6% +50% 6% +0% 9% +50%

Ed’s Athletic** 4% 3% -25% 4% +33% 2% -50%

Fred Meyer ns 23% ns 15% -35% 17% +13%

Gart Sports 29% 29% +0% 32% +10% 32% +0%

JCPenney** 6% 6% +0% 3% -50% 2% -33%

Kirkham’s Outdoor Products 13% 12% -8% 12% +0% 15% +25%

Kmart 29% 23% -21% 17% -26% 20% +18%

Pedersen’s* 8% 8% +0% 6% -25% 7% +17%

Pro Golf* 4% 5% +25% 3% -40% 6% +100%

REI 15% 17% +13% 13% -24% 17% +31%

Sears* ns 9% ns 7% -22% 5% -29%

ShopKo ns 24% ns 15% -38% 11% -27%

Sportsman’s Warehouse 8% 9% +13% 9% +0% 15% +67%

SuperTarget ns ns ns 9% ns 9% +0%

Uinta Golf* 9% 8% -11% 6% -25% 8% +33%

Wal-Mart 16% 17% +6% 15% -12% 15% +0%

-52% -32% -12% +8% +28% +48% +68% +88%

Costco

Ed’s Athletic**

Fred Meyer

Gart Sports

JCPenney**

Kirkham’s Outdoor Products

Kmart

Pedersen’s*

Pro Golf*

REI

Sears*

ShopKo

Sportsman’s Warehouse

SuperTarget

Uinta Golf*

Wal-Mart

1993 to 1995 change

1995 to 1997 change

1997 to 1999 change

ns = not surveyed
*small sample size; interpret with caution
**very small sample size; interpret with caution

How to read: This table shows the percentage increase or decrease in market share from survey to survey. For example, Costco had a 
50 percent increase from 1993 to 1995, no change from 11995 to 1997, and a 50 percent increase from 1997 to 1999. 
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S P O R T I N G  G O O D S  S TO R E  C R O S S - S H O P P I N G  PAT T E R N S

Anglers Inn* Big 5** Costco Fred Meyer Gart Sports Kirkham’s Kmart Pedersen’s* Pro Golf*

Anglers Inn* 11% 26% 29% 54% 32% 39% 11% 16%

Big 5** 19% 41% 60% 78% 21% 54% 25% 10%

Costco 19% 17% 48% 49% 35% 51% 17% 14%

Fred Meyer 12% 14% 26% 54% 28% 58% 14% 5%

Gart Sports 11% 9% 14% 28% 36% 31% 20% 12%

Kirkham’s 14% 5% 21% 32% 79% 26% 30% 12%

Kmart 13% 11% 23% 50% 50% 19% 8% 8%

Pedersen’s* 10% 13% 20% 33% 90% 61% 21% 5%

Pro Golf* 17% 6% 20% 12% 61% 28% 25% 6%

Play-It-Again Sports* 14% 4% 16% 44% 69% 42% 51% 24% 13%

REI 9% 3% 16% 34% 64% 59% 23% 29% 10%

Sam’s Club* 12% 13% 29% 49% 50% 30% 54% 4% 1%

Sears* 19% 21% 31% 66% 54% 42% 68% 21% 4%

ShopKo 9% 14% 19% 52% 47% 21% 62% 15% 4%

Sportsman’s Warehouse 27% 12% 17% 34% 64% 34% 38% 9% 10%

SuperTarget 12% 12% 26% 51% 52% 28% 51% 15% 17%

Uinta Golf* 10% 1% 17% 22% 51% 30% 33% 11% 40%

Wal-Mart 4% 12% 19% 35% 41% 18% 46% 7% 12%

Play-It-Again 
Sports* REI Sam’s Club* Sears* ShopKo

Sportsman’s 
Warehouse SuperTarget Uinta Golf* Wal-Mart

Anglers Inn* 14% 22% 10% 14% 14% 60% 17% 12% 8%

Big 5** 7% 15% 19% 28% 39% 48% 29% 2% 48%

Costco 11% 31% 18% 18% 24% 27% 28% 15% 31%

Fred Meyer 17% 35% 16% 20% 34% 30% 29% 10% 31%

Gart Sports 14% 34% 9% 9% 16% 29% 15% 13% 19%

Kirkham’s 19% 69% 12% 15% 16% 34% 18% 16% 18%

Kmart 17% 20% 15% 18% 35% 28% 25% 13% 34%

Pedersen’s* 21% 69% 3% 15% 22% 18% 20% 13% 15%

Pro Golf* 13% 27% 1% 3% 6% 24% 25% 50% 27%

Play-It-Again Sports* 42% 10% 15% 24% 26% 7% 17% 23%

REI 16% 6% 10% 11% 24% 18% 17% 13%

Sam’s Club* 12% 18% 27% 41% 39% 39% 7% 64%

Sears* 19% 35% 29% 51% 21% 48% 15% 31%

ShopKo 14% 18% 21% 24% 16% 30% 8% 37%

Sportsman’s Warehouse 11% 28% 15% 7% 12% 14% 12% 26%

SuperTarget 5% 32% 23% 26% 34% 22% 20% 54%

Uinta Golf* 14% 37% 5% 10% 11% 23% 24% 23%

Wal-Mart 10% 15% 24% 11% 28% 26% 35% 12%

How to read: This table shows the percentage of a store’s shoppers that also shop at other stores. For example, 11 percent of Anglers Inn shoppers also shop at Big 5.
*small sample size; interpret with caution
**very small sample size; interpret with caution

For adults who shopped for sporting goods in the last 12 months.
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S P O R T I N G  G O O D S  S TO R E  D E M O G R A P H I C  P R O F I L E S

Market
Anglers 

Inn* Big 5** Costco
Fred 

Meyer
Gart 

Sports Kirkham’s Kmart Pedersen’s* Pro Golf*

Market Share

Percentage of Adults 100% 7% 4% 9% 17% 32% 15% 20% 7% 6%

Number of Adults 628,000 41,600 23,700 55,300 104,200 200,800 91,200 122,300 44,900 39,600

Gender

Male 49% 63% 36% 48% 56% 54% 62% 49% 47% 69%

Female 51% 38% 64% 52% 44% 46% 38% 51% 53% 31%

Age

18-24 13% 8% 11% 10% 10% 19% 16% 9% 19% 20%

25-34 21% 8% 19% 26% 29% 25% 25% 27% 24% 19%

35-44 24% 34% 36% 24% 35% 25% 24% 32% 31% 14%

45-54 18% 24% 23% 12% 15% 20% 16% 17% 13% 30%

55-64 10% 21% 7% 17% 9% 6% 10% 7% 2% 9%

65 or Older 14% 5% 3% 12% 2% 6% 8% 8% 12% 7%

Homeownership

Own 75% 87% 83% 85% 82% 78% 76% 83% 70% 87%

Rent 25% 13% 17% 15% 18% 22% 24% 17% 30% 13%

Marital Status

Married 67% 77% 74% 78% 74% 75% 63% 80% 64% 70%

Single 18% 7% 21% 18% 16% 17% 26% 9% 25% 24%

Divorced 10% 11% 0% 3% 8% 5% 10% 8% 10% 3%

Widowed 5% 5% 5% 2% 2% 2% 2% 4% 1% 3%

Education Level

Bachelor’s Degree or Higher 32% 33% 19% 42% 39% 37% 49% 33% 44% 35%

Some College or Technical Training 33% 30% 36% 21% 30% 34% 24% 29% 25% 24%

High School Grad or Less 35% 37% 45% 38% 30% 29% 27% 39% 31% 42%

Occupation

Executive, Professional, Technical 29% 30% 23% 24% 36% 37% 40% 28% 36% 24%

Sales, Clerical 24% 18% 27% 34% 21% 25% 21% 23% 21% 30%

Blue Collar 22% 32% 26% 18% 27% 20% 20% 29% 19% 23%

Retired 15% 12% 3% 13% 5% 7% 10% 8% 11% 9%

Homemaker 7% 6% 6% 9% 5% 6% 5% 7% 9% 6%

Not Employed 4% 3% 15% 2% 7% 4% 4% 6% 4% 7%

Household Income

Below $25,000 14% 7% 8% 10% 5% 4% 6% 10% 4% 10%

$25,000 - $34,999 17% 8% 20% 10% 14% 14% 13% 18% 10% 4%

$35,000 - $49,999 25% 35% 13% 19% 24% 22% 16% 24% 23% 18%

$50,000 - $74,999 24% 29% 26% 29% 29% 30% 30% 27% 35% 35%

$75,000 or More 20% 20% 33% 33% 28% 31% 34% 23% 27% 32%

Readership

Daily 55% 64% 53% 69% 56% 57% 55% 57% 55% 65%

Sunday 65% 75% 74% 78% 74% 68% 67% 70% 69% 75%

*small sample size; interpret with caution 
**very small sample size; interpret with caution 
ns=none surveyed

For adults who shopped for sporting goods in the last 12 months.
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S P O R T I N G  G O O D S  S TO R E  D E M O G R A P H I C  P R O F I L E S  ( C O N T I N U E D )

Market

Play-It-
Again 

Sports* REI
Sam’s 
Club* Sears* ShopKo

Sportsman’s
Warehouse

Super-
Target

Uinta 
Golf* Wal-Mart

Market Share

Percentage of Adults 100% 6% 17% 6% 5% 11% 15% 9% 8% 15%

Number of Adults 628,000 40,300 106,500 34,800 31,700 68,200 91,300 59,200 49,100 91,700

Gender

Male 49% 62% 65% 55% 39% 47% 68% 45% 51% 50%

Female 51% 39% 35% 45% 61% 53% 32% 55% 49% 50%

Age

18-24 13% 23% 19% 9% 12% 13% 9% 13% 7% 12%

25-34 21% 33% 28% 35% 23% 34% 24% 35% 18% 30%

35-44 24% 25% 23% 43% 29% 31% 38% 27% 22% 30%

45-54 18% 14% 13% 10% 19% 19% 19% 14% 28% 17%

55-64 10% ns 11% 1% 15% 2% 7% 10% 17% 4%

65 or Older 14% 6% 6% 1% 2% 2% 3% 1% 9% 8%

Homeownership

Own 75% 72% 68% 78% 77% 76% 83% 75% 91% 74%

Rent 25% 28% 32% 22% 23% 24% 18% 25% 10% 26%

Marital Status

Married 67% 64% 62% 78% 60% 67% 83% 72% 85% 69%

Single 18% 26% 28% 8% 23% 20% 11% 20% 8% 13%

Divorced 10% 8% 10% 9% 16% 7% 6% 5% 5% 10%

Widowed 5% 3% 1% 5% 2% 5% 1% 2% 3% 8%

Education Level

Bachelor’s Degree or Higher 32% 41% 48% 38% 31% 30% 37% 38% 36% 34%

Some College or Technical Training 33% 32% 29% 33% 31% 35% 27% 35% 28% 32%

High School Grad or Less 35% 28% 24% 30% 38% 35% 36% 27% 36% 34%

Occupation

Executive, Professional, Technical 29% 40% 41% 42% 29% 34% 34% 32% 29% 32%

Sales, Clerical 24% 25% 18% 24% 20% 22% 23% 28% 33% 25%

Blue Collar 22% 22% 23% 19% 23% 27% 32% 23% 15% 24%

Retired 15% 5% 9% 2% 5% 3% 5% 3% 12% 7%

Homemaker 7% 4% 5% 9% 7% 9% 4% 9% 5% 9%

Not Employed 4% 5% 4% 4% 16% 6% 2% 5% 6% 4%

Household Income

Below $25,000 14% 9% 11% 6% 8% 7% 6% 2% 4% 8%

$25,000 - $34,999 17% 16% 12% 15% 22% 14% 11% 12% 4% 16%

$35,000 - $49,999 25% 29% 15% 33% 19% 31% 22% 29% 22% 32%

$50,000 - $74,999 24% 16% 29% 19% 22% 22% 30% 29% 36% 22%

$75,000 or More 20% 30% 35% 27% 29% 27% 31% 28% 35% 23%

Readership

Daily 55% 57% 52% 61% 52% 54% 53% 57% 64% 57%

Sunday 65% 64% 64% 65% 67% 72% 67% 71% 70% 70%

*small sample size; interpret with caution
ns=none surveyed

For adults who shopped for sporting goods in the last 12 months.

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



5

D I S TA N C E  S H O P P E R S  A R E  W I L L I N G  TO  T R AV E L
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Sports equipment
Groceries (trip to stock up)
Stereo system

Type of Shopping Trip
up to 
1 mile

up to 
5 miles

up to 
10 miles

up to 
15 miles

up to 
20 miles

up to 
30 miles

over 
30 miles

Sports equipment 100% 87% 56% 26% 12% 7% 4%
Groceries (trip to stock up) 100% 88% 47% 19% 12% 5% 3%
Stereo system 100% 94% 70% 44% 23% 12% 6%

How to read:  Almost nine out of ten adults are willing to travel up to five miles for sports equipment. Only one out of four are willing to travel 15 miles. 
Note: The statistics for groceries and a stereo system are shown for comparison purposes.

Forty-nine percent
men and 72 percent
women, agree that
they watch what

they eat to lower or
maintain weight.

SPORTS EQUIPMENT AND  VEHICLE PURCHASE INTENTIONS

Adults who plan to purchase these items in the next 12 months.

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

Number of 
Adults

Percentage 
of Adults

Camping equipment 293,200         47%

Fishing equipment 215,300         34%

Bicycle or mountain bike 141,900         23%

Golf equipment 123,800         20%

Hunting equipment 95,400           15%

Snow skiing equipment 66,600           11%

All-terrain vehicle 63,200           10%

Tennis or racquetball equipment 59,500           10%

Travel trailer or 5th wheel 22,500           4%

Jetski or personal watercraft 19,300           3%

Boat 19,200           3%

Snowmobile 16,800           3%

Motorhome 6,300             1%

How to read: 293,200 adults plan to purchase camping equipment in the 
next 12 months, this represents 47 percent of the population of 628,000.
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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  S P O R T S  E Q U I P M E N T

Television
11%

Weekly Publications 7%

Magazines 3%

Other Internet
2%

The Salt Lake Tribune and 
Deseret News Online Classifieds 2%

Yellow Pages
15%

Direct Mail
12%

Radio
12%

The Salt Lake Tribune 
and Deseret News

49%

Advertising source adults find most useful when making a purchase.

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

All adults Men Women

Quality conscious 48% 52% 44%

Price conscious 52% 48% 56%

P R I C E - Q UA L I T Y  P R E F E R E N C E  F O R  S P O R T I N G  G O O D S

Did in last
12-months

Plan to do
in next 

12-months

Use a chiropractic doctor or clinic 17% 15%

Join a health club, gym, or community recreation center 14% 14%

Use or attend a day spa or day treatment facility for facials, massage therapy, etc. 8% 12%

Purchase home exercise equipment costing $500 or more 7% 7%

Use a weight loss clinic or treatment 5% 6%

Use a personal trainer 3% 3%

How to read: This table show past and future health and wellness purchases. For example 17 percent of adults used a 
chiropractic doctor in the last year. Fifteen percent plan to use one in the next 12 month.

H E A LT H  A N D  W E L L N E S S  P U R C H A S E S

S A LT  L A K E  M A R K E T  A R E A
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W E L L N E S S  A N D  R E T I R E M E N T  L I V I N G  D E M O G R A P H I C  P R O F I L E S

Market
Member of a 
health club

Plan to join 
health club in 

next 12 
months

Plan to 
purchase 
exercise 

equipment 
costing $500 

or more in 
next 12 

months*

Plan to use a 
weight loss 

clinic in next 
12 months*

Plan to use a 
day spa or 

day 
treatment 
facility in 
next 12 
months

Plan to use a 
chiropractic 

doctor in 
next 12 
months

Will be 
making a 

decision on a 
retirement or 

assisted 
living 

community in 
next 12 
months*

Market Share

Percentage of Adults 100% 23% 14% 7% 6% 12% 15% 4%

Number of Adults 628,000 144,800 89,700 43,500 39,400 75,000 95,600 25,200

Gender

Male 49% 57% 53% 48% 32% 37% 51% 44%

Female 51% 44% 47% 52% 68% 63% 49% 56%

Age

18-24 13% 17% 23% 22% 22% 21% 10% 15%

25-34 21% 25% 33% 31% 15% 27% 16% 8%

35-44 24% 25% 24% 29% 19% 25% 31% 26%

45-54 18% 16% 14% 13% 35% 15% 23% 24%

55-64 10% 7% 2% 2% 9% 5% 12% 12%

65 or Older 14% 10% 5% 4% 1% 8% 9% 15%

Homeownership

Own 75% 76% 71% 67% 63% 69% 79% 87%

Rent 25% 24% 29% 33% 38% 31% 21% 13%

Marital Status

Married 67% 67% 64% 66% 65% 59% 73% 77%

Single 18% 22% 25% 25% 24% 33% 16% 14%

Divorced 10% 9% 9% 8% 11% 5% 8% 6%

Widowed 5% 3% 2% 2% 1% 3% 2% 3%

Education Level

Bachelor’s Degree or Higher 32% 43% 25% 18% 21% 28% 24% 36%

Some College or Technical Training 33% 32% 38% 35% 40% 35% 35% 26%

High School Grad or Less 35% 25% 37% 47% 40% 38% 42% 38%

Occupation

Executive, Professional, Technical 29% 37% 39% 26% 41% 29% 32% 31%

Sales, Clerical 24% 23% 25% 17% 26% 27% 23% 31%

Blue Collar 22% 20% 24% 31% 23% 26% 25% 13%

Retired 15% 9% 2% 6% 2% 8% 12% 15%

Homemaker 7% 7% 6% 13% 5% 7% 7% 7%

Not Employed 4% 3% 5% 7% 4% 4% 1% 3%

Household Income

Below $25,000 14% 7% 11% 20% 15% 11% 14% 10%

$25,000 - $34,999 17% 9% 16% 17% 23% 14% 16% 7%

$35,000 - $49,999 25% 20% 28% 18% 18% 13% 29% 25%

$50,000 - $74,999 24% 32% 25% 22% 16% 25% 25% 37%

$75,000 or More 20% 32% 21% 24% 28% 36% 16% 21%

Readership

Daily 55% 55% 46% 52% 54% 50% 49% 69%

Sunday 65% 66% 64% 61% 61% 62% 61% 79%

*small sample size; interpret with caution
ns =none surveyed

S A LT  L A K E  M A R K E T  A R E A
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R E T I R E M E N T  L I V I N G  P R E F E R E N C E S

89%

91%

82%

85%

86%

89%

83%

96%

74%

94%

0% 20% 40% 60% 80% 100%

Close to where other family members live

Transportation available for shopping, 
doctor appointments, recreation activities, etc.

Many different types of social activities

Availability of 24-hour care

Private apartments

Meals available

On-site medical care

Reputation for quality care

Costs that are lower than other facilities

Will accept your insurance

 

Adults who responded “very important” or “important” for choosing a retirement community 
or assisted-living center.

Four percent of adults will be making a decision on a retirement
community or assisted living center for themselves or someone in
their family in the next 12 months.



Utah

Enlarged
Area

The Salt Lake Primary Market
area includes ZIP Codes in Salt 

Lake and southern Davis Counties.
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Angler's Inn
Big 5
Costco
Ed's Athletic
Fred Meyer
Gart Sports
JC Penney
Kirkham's
Kmart
Pederson's
Pro Golf
Play It Again
REI
Sam's Club
Sears
ShopKo
Sportsman's Warehouse
SuperTarget
Uinta Golf
Wal-mart
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