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WARSAW--THROUGH THE EYES OF THE CONSUMER

Commerical development in a small town is often a great challenge to local propri-
etors and developers. Warsaw is oo exception. 1In November 1982, approximately
12,000 questionnaires Foncerning services and facilities in the Warsaw area

were distributed (pages 18-21). According to the Chamber of Commerce, response

to the survey ran close to 20 percent of the distribution. A random sampling

was chosen for tabulation from the returmed surveys. This sampling represented

approximately 4 percent of the total distribution. It should be noted that a

2 percent sampling is considered valid from a statistical point of view.

Within this paper we would like to share our interpretation of what local consumer
attitudes appear to be according to the survey tabulation results. A general
profile of the Warsaw area consumer is presented in the first section of the
paper. The second section reveals how existing services and facilities are
viewed, Section 3 then expresses the new or additional services and facilities

desired by the community.

SPECTAL NOTE FROM THE GREATER WARSAW CHAMBER OF COMMERCE:

We want the readers of this paper to clearly understand that this paper reflects
statistics based only upon a random sampling of consumer attitudes. The reflections
of thege attitudes do not mean that our area's market is In a position to

support the business the consumers feel we need. This paper alone should not

be used as a statistical sales tool Iin soliciting new commercial business or

in encouraging expansion of existing commercial establishments.




PROFILE OF THE WARSAW AREA CONSUMER

The average consumer (Consumer W) is between the ages of 26 and 45 and has a
family income of $20,000 or more* per year. Consumer W lives outside the corpora-
tion limits and works within the greater Warsaw area. Consumer W Is basically
settled and would like to stay in Warsaw although he would moée to another com—

munity, -

Grocery and appliance shopping is doue'in the general Warsaw area for Consumer W.
He vacillates between downtown and the surrounding area. Consumer W purchases
furniture and obtains financial services downtown while dining and obtaining

auto services in the surrounding area. Generally, consumer W goes to Ft. Wavne
to shop for clothing. If he does shop locally, it will be downtown. Consumer W
goes out of town for entertaimment most of the time. When he does stay in Warsaw,

he goes someplace in the greater Warsaw area as opposed to downtown.

Consumer W goes out to eat several times a month--usually once per week. Ha

eats in Warsaw, but not downtown, and spends $3-10 per person.

*Note: Over 0% of the éurvey regponders fell into the $20,000 and above income
category. Income would be able to play a more influential role in the survey

analysis if it had been broken into incremental groups above as well as below

$20,000.



r

From our profile, it appears that consumer W generally utilizes the services
and facilities in Warsaw. Promotional efforts such as street fairs, crafts
shows, etc., encourage consumer W to shop locally, but he does have some unmet
needs and degires. We will look at the positiveé and negatives expressed in

terms of available services and facilities in the next section.




THE CONSUMER'S VIEW OF EXISTING

SERVICES AND FACILITIES

In the following paragraphs, we will examine the response mix for each category

of services and facilities in Table 1 (page 14) and the resulting trends.

Over 60 percent of the éurvey respondentd expressed dissatisfaction with Warsaw
shopping facilities. A major area of dissatisfaction appeared to be with clothing
store facilities, even with generally‘;atisfied gshoppers, Nearly one~third of

the satisfied shoppers purchase thairhclothing outside of Warsaw. Actually

close to two-thirds of the responding shoppers (satisfied and dissatisfied)

purchase their clothing away from Warsaw,

Seventy~two percent of the respondents indicated satisfactlion with the professional
and financlal services available in Warsaw. Nearly two-thirds of those unhappy

with these local services were generally discontent with shopping overall.

Local consumers' attitudes about and reactions to local dining facilities are
split in half (507 satisfied and 50% dissatisfied). Both groups expressed a
need for an additional, moderately priced major restaurant in Warsaw. Greater
selection and better quality food'are majior reasons for dining outside of

Warsaw.

The table shows that over half of the respondents are discontent with the recre~

ational and entertainment facilities locally available. Most of this group



were also displeased with local shopping facilities. We see thus far that a
maior part of the Warsaw area population is spending clothing, recreation, ‘and

entertaimment dollars in surrounding communities, specifically Ft. Wayne.

Sales persons were found to be courteous by two-thirds of the responders. The
dissatisfied group was largely made of women; and this group expressad concerns
about local shopping, dining, entertainment, variety and pricing of merchandise,

and parking in the downtown area.

»

The majority of the respondents indicated discontentment with the variety of
merchandise and prices of items offered in Warsaw stores. Many of these shoppers
also expressed disfavor with area shopping, dining, and entertainment facilities

in general.

Two out of every three consumers responding to the survey expressed satisfaction
with the parking conditions for shopping throughout the greater Warsaw ares,

Over half of those dissatisfied with parking facilities also indicated discontent-
ment with Warsaw shopping facilities in general. An interesting note is that

half of those contented with local parking facilities shop for clothing in

Ft. Wayne or South Bend.

Two-thirds of the respondents were favorable toward the downmtown traffic fiow.
Those who expressed dissatisfaction with the traffiec flow ranked this item as

unimportant in terms of whether or not they shop loecally.

Regarding store hours, the table indicates that most shoppers are content with
the current hours. The discontent one~third is also not content with shopping

in general in Warsaw.






















































