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North Star Destination Strategies has been working with communities for more than 15 years, helping them uncover, define, 
implement and integrate their own unique competitive identities. Our experience has shown that there is no substitute for 
comprehensive research when it comes to establishing a bedrock of solid support for all future marketing efforts. Ongoing 
research efforts offer numerous benefits that allow destinations to refine, reinforce or redirect their competitive growth 
strategies to ensure ongoing success.

In 2016, Downtown Frankfort, Inc. partnered with North Star to profile visitors and non-visitors to the Downtown Frankfort area 
using a consumer market study. In addition, the following report includes the Tapestry Consumer Profiling Analysis for 
Frankfort’s Trading Radius conducted as a part of the Frankfort / Franklin County branding initiative with the Frankfort Area 
Chamber of Commerce. The following is a review of the information yielded from each study.

Introduction
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The survey link was emailed to state employees, residents and consumers in outside feeder markets. The survey was open 
from April 15th, 2016 to May 31st, 2016.

The survey collected 1,069 respondents, 69% internal, 31% external and 49% were state government employees. Given that the 
entire population studied is roughly 2.5 million, this survey has a 95% confidence level and a  +/- 3 confidence interval. Data in 
charts is rounded and in some cases the represented data does not equal 100, but is accurate. In addition, other responses 
are only shown with the initial reporting of each question. 

Methodology
North Star developed a survey instrument based on Downtown Frankfort Inc’s primary goals, objectives and marketing needs. 
The survey instrument was designed to elicit reactions from Downtown Frankfort consumers and potential consumers 
regarding Downtown Frankfort as a destination, and compare responses between various visitor and non-visitor types. The 
survey comprised both open-ended and multiple-choice questions. Survey flow was designed to route respondents through 
the appropriate follow-up questions based on previous answers. The survey instrument can be found in Appendix A. To 
improve response rate, Downtown Frankfort Inc. included an incentive of a chance to win a $100 Bourbon on Main Gift Card. 
The three randomly selected email address winners in order of selection are: Kyhardy@aol.com; dgriderbfbay@gmail.com; 
logr612@gmail.com.  

Methodology

mailto:Kyhardy@aol.com
mailto:dgriderbfbay@gmail.com
mailto:logr612@gmail.com
mailto:logr612@gmail.com
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Cross Tabulations: 
We examined the responses for several questions relative to the particular responses to other questions in this study. This 
process of cross-tabulation is a type of analysis that looks at the variability of a characteristic between two or more groups. In 
other words, it compares opinions, behaviors, perceptions, etc. between different types of people (respondents). Cross 
tabulating data reveals much more detailed information than simply presenting the means, or averages, of an aggregated set 
of data. We have shared the most compelling cross-tabulations in the following pages. We present the question and
responses in aggregate form followed by the detailed cross-tabulations. The cross-tabulations we provided are: 

● Internal & External: Separated by respondents who identified themselves of being a resident of Frankfort / Franklin 
County compared to those of another market. 

● Age Groups: Separated by respondents who identified as the following groups based on their age range, Millennials 
(18 - 34), Gen X (35 - 54), Baby Boomers (65 - 75 or over). 

● State Employees & Non-State Employees: Separated by respondents who identified as being state employees. 

Methodology
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All Respondent
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Key Takeaways
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42% 
of those surveyed visit downtown Frankfort at least once a month. 

All RespondentsKey Takeaways
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46% 
of those surveyed said they would either be ‘Very Likely’ or ‘Somewhat 

Likely’ to visit within the next 12 months. 

All RespondentsKey Takeaways
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Completely Kentucky and 
Poor Richard’s Books 

Were respondents favorite arts and culture locations to shop at, 
gaining 64% and 62% respectively.

All RespondentsKey Takeaways
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71% 
of those surveyed visited downtown Frankfort for its restaurants 

and bars. 

All RespondentsKey Takeaways
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53% 
of those surveyed chose Fast Casual dining as their favorite category 

of restaurant.

All RespondentsKey Takeaways
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Only 1% 
of respondents said that breakfast was a meal that they usually 

eat out.

All RespondentsKey Takeaways
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55% 
of respondents said that parking downtown was adequate.

All RespondentsKey Takeaways
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58% 
of all respondents said that free 2-hour street parking was the 

method of parking they used most of the time .

All RespondentsKey Takeaways
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70% 
of respondents said they have never considered opening a new 

business in downtown Frankfort.

All RespondentsKey Takeaways
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51% 
of all respondents said they would be interested in living in a 

downtown environment. 

All RespondentsKey Takeaways
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64% 
Of all respondents said that more events was the most important 

factor in increasing their likelihood of visiting downtown Frankfort. 

All RespondentsKey Takeaways



1919

89% 
of respondents said they would like to visit downtown Frankfort.

All RespondentsKey Takeaways
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55% 
of respondents are what we would categorize as “Detractors,” 

those that selected from 1-6 on the likeliness out of 10 to promote 
living in downtown Frankfort to a friend, family or colleague.

All RespondentsKey Takeaways
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32% 
of respondents are what we would categorize as “Detractors” 

those that selected from 1-6 on the likeliness out of 10 to promote 
working in downtown Frankfort to a friend, family or colleague.

All RespondentsKey Takeaways
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57% 
of respondents are what we would categorize as “Promoters” those that 

selected from 9-10 on the likeliness out of 10 to promote visiting 
downtown Frankfort to a friend, family or colleague.

All RespondentsKey Takeaways



Internal vs. External Resident
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Key Takeaways
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External Respondents 
Were the least likely of all respondent groups to recommend either 
living, working, or visiting Downtown Frankfort to a friend, family, 

or colleague.

Internal vs. ExternalKey Takeaways
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Internal Respondents 
(Residents) 

Were among the top 3 respondent groups in likelihood of 
recommending living, working, or visiting Downtown Frankfort to a 

friend, family, or a colleague.  

Internal vs. ExternalKey Takeaways
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75% 
of internal respondents surveyed said that more shopping options 

would increase their likelihood of visiting Downtown Frankfort.

Internal vs. ExternalKey Takeaways
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Arts / Events 
Internal respondents are more likely to participate in the arts / culture 

(31%) or to attend an event (33%) than external respondents. 

Internal vs. ExternalKey Takeaways



Age Group
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Key Takeaways
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● Most likely to answer that they would like to visit downtown Frankfort at 92% 
● Most likely to be single at 49% 
● Mostly likely to have a bachelor’s degree as the highest form of education 

54% 
● 38% have less than $49,000 as the household income 
● Mostly likely to work downtown at 37% 
● Most likely to have eaten at a restaurant or a bar on their most recent trip 

(80%)
● Most likely to say they plan to visit downtown in the past 12 months (45%) 
● 82% of millennials selected “Events” as what would increase likelihood to 

visit the downtown area
● Generally shop later than other age groups (most likely to shop from 3:00pm 

- 5:00pm and after 5:00pm) 
● Most likely to be interested in living downtown environment (61%), and to 

prefer a traditional house (44%) 
● Millenials are most likely to have considered starting their own business in 

downtown Frankfort at 16% 
● Nightlife options are listed as their biggest barrier to success for downtown 

at 20% 

MillennialsKey Takeaways
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● 43% have a bachelor’s degree as the highest form of education 
● 71% of respondents ate at a restaurant or bar on their most recent trip 
● Most likely of respondent age groups to attend or participate in a 

government function (17%) 
● Most likely to be undecided about their likeliness to visit the downtown 

area in the next 12 months (30%) 
● 52% of Gen Xers selected “More Dining” as what would increase likelihood 

to visit the downtown area
● Most likely to have experienced Completely Kentucky as their arts / culture 

experience at 74%
● Most likely to shop on Saturday at 55%

Gen XKey Takeaways
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● Most likely to have 2 individuals reside in their home with 55% 
● 34% of Baby Boomer respondents have a bachelor’s degree 
● Most likely of respondent age groups to visit the Grand Theatre (20%)
● Most likely to be somewhat unlikely to visit the downtown area in the next 

12 months (30%) 
● 48% of Baby Boomers selected “More Shopping” as what would increase 

likelihood to visit the downtown area
● Most likely to have experienced Poor Richard’s Books as their arts / culture 

experience at 67%
● Most likely to shop on Monday - Thursday at 63%
● Most likely to shop in the early afternoon (from 11:00am - 3:00pm) 
● Most likely to attend the Farmer’s Market (70%)  
● Most likely to prefer Townhouses as their downtown housing (30%) 

Baby BoomerKey Takeaways



State Employees
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Key Takeaways
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● 64% of state employees are married 
● 48% have a bachelor’s degree as the highest form of education 
● 74% of respondents ate at a restaurant/bar during their most recent trips 

to downtown 
● They are less likely than non-state employees to go shopping, attend an 

event, participate in the arts and culture as well as visiting the Grand 
Theatre 

● Far more likely to eat lunch in downtown than dinner 
(64% as compared to 34%) 

● 55% of state employees would be interested in living in downtown 
environment and most likely to prefer traditional houses (38%) 

State EmployeesKey Takeaways



Advocacy
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Key Takeaways
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AdvocacyKey Takeaways

Brand Advocacy: The question “how likely would you be to recommend living, working, or visiting Downtown Frankfort 
to a friend, family member or colleague?” measures the extent to which residents and visitors advocate living working, 
or visiting to others after they’ve had those experiences. Visitors and residents who score a community high on this 
question actively recruit new visitors through positive word-of-mouth marketing.  By making a strong recommendation, 
they are willing to risk their own character, trustworthiness and overall reputation for no tangible reward.  This method 
borrows from the well know market research / customer satisfaction principle called “Net Promoter Score*.” (NPS)

Scores are calculated with response percentages in the following categories:
● Promoters (9 or 10) – Loyal visitors who will continue fueling your growth and promoting your brand 
● Passives (7 or 8) – Satisfied but unenthusiastic visitors who are vulnerable to other opinions and brands 
● Detractors (1-6) – Unhappy visitors who can damage your brand and impede growth through negative referrals 

The average results of the ratings received from residents produce a Brand Advocacy Score which indicates how likely 
respondents are to promote Downtown Frankfort.  This score can be compared to other community scores and re-
measured to track improvements over time.

Brand Advocacy Score = % Promoters – % Detractors

*Fred Reichheld, “The Ultimate Question”
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● Living in Downtown Frankfort: All segments of respondents had negative promoter scores for living in 
Downtown Frankfort. Non-State Employees were the most likely to promote living in with a NPS of -17% and 
the least likely were external respondents at -59%. 

● Working in Downtown Frankfort: Millennials were the most likely to promote working in Downtown frankfort 
with a NPS of 26% and external respondents were the least likely with a NPS with -7% 

● Visiting Downtown Frankfort: All segments of respondents had positive promoter scores for visiting 
Downtown Frankfort. The non-state employee respondents had the highest NPS of 50% and external 
respondents were the least likely to promote visiting Downtown Frankfort with an NPS of 20%. 

AdvocacyKey Takeaways



Downtown Consumer Study
Data Review
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Demographics
All Respondents and Cross Tabs
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Would you like to visit downtown Frankfort?Downtown Research Study
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Would you like to visit downtown Frankfort?
Internal vs. ExternalDowntown Research Study
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Would you like to visit downtown Frankfort?
Age GroupDowntown Research Study
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Would you like to visit downtown Frankfort?
State EmployeeDowntown Research Study
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What is your gender?Downtown Research Study



4444

What is your gender?
Internal vs. ExternalDowntown Research Study
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What is your gender?
Age GroupDowntown Research Study
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What is your gender?
State EmployeeDowntown Research Study
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Which of the following includes your age?Downtown Research Study
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Which of the following includes your age?
Internal vs. ExternalDowntown Research Study
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Which of the following includes your age?
State EmployeeDowntown Research Study
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How many individuals reside in your household?Downtown Research Study
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How many individuals reside in your household?
Internal vs. ExternalDowntown Research Study
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How many individuals reside in your household?
Age GroupDowntown Research Study
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How many individuals reside in your household?
State EmployeeDowntown Research Study
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What is your marital status?Downtown Research Study
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What is your marital status?
Internal vs. ExternalDowntown Research Study
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What is your marital status?
Age GroupDowntown Research Study
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What is your marital status?
State EmployeeDowntown Research Study
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What is your highest level of education?

Other: 
● Associate's degree
● Dual Bachelor’s degrees
● Dual Master’s degrees

Downtown Research Study
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What is your highest level of education?
Internal vs. ExternalDowntown Research Study
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What is your highest level of education?
Age GroupDowntown Research Study
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What is your highest level of education?
State EmployeeDowntown Research Study
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Which of the following levels matches your total household income?Downtown Research Study
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Which of the following levels matches your total household income?
Internal vs. ExternalDowntown Research Study
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Which of the following levels matches your total household income?
Age GroupDowntown Research Study
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Which of the following levels matches your total household income?
State EmployeeDowntown Research Study



Visitors
All Respondents and Cross Tabulations 
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In which community do you currently reside?Downtown Research Study

Other: 
● Lawrenceburg, KY
● Versailles, KY
● Anderson, KY
● Shelbyville, KY
● Georgetown, KY
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In which community do you currently reside?
Age GroupDowntown Research Study
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In which community do you currently reside?
State EmployeeDowntown Research Study
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In the past two years have you experienced 
(dined, shopped, attended an event, etc.) downtown Frankfort?Downtown Research Study
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In the past two years have you experienced 
(dined, shopped, attended an event, etc.) downtown Frankfort? 

Internal vs. External
Downtown Research Study
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In the past two years have you experienced 
(dined, shopped, attended an event, etc.) downtown Frankfort?

Age Group
Downtown Research Study
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On average, how often do you come to downtown Frankfort?Downtown Research Study
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On average, how often do you come to downtown Frankfort?
Internal vs. ExternalDowntown Research Study
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On average, how often do you come to downtown Frankfort?
Age GroupDowntown Research Study
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On average, how often do you come to downtown Frankfort?
State EmployeeDowntown Research Study
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What did you do on your most recent trips to downtown Frankfort? 
Choose all that apply.

Other: 
● Visited the Library
● Went for a walk
● Went to work
● Went to church
● Went to the YMCA

Downtown Research Study
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What did you do on your most recent trips to downtown Frankfort? 
Choose all that apply.

Internal vs. External
Downtown Research Study
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What did you do on your most recent trips to downtown Frankfort? 
Choose all that apply.

Age Group
Downtown Research Study
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What did you do on your most recent trips to downtown Frankfort? 
Choose all that apply.

State Employee
Downtown Research Study



Non-Visitors
All Respondents and Cross Tabs 
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How likely are you to visit the downtown area in the next 12 months?Downtown Research Study
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How likely are you to visit the downtown area in the next 12 months?
Internal vs. ExternalDowntown Research Study
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How likely are you to visit the downtown area in the next 12 months?
Age GroupDowntown Research Study
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What would increase your likelihood to visit the downtown area? 
Choose all that apply.

Other: 
● More parking
● Remove abandoned 

buildings

Downtown Research Study
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What would increase your likelihood to visit the downtown area? 
Choose all that apply.

Internal vs. External
Downtown Research Study
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What would increase your likelihood to visit the downtown area? 
Choose all that apply.

Age Group
Downtown Research Study
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Based on your perceptions, 
what is the biggest barrier to success for downtown? 

Other: 
● No breakfast options
● Lack of shopping options
● None
● Government takes up too 

much building and 
parking space

● Not pedestrian conducive

Downtown Research Study
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Based on your perceptions, 
what is the biggest barrier to success for downtown?

Internal vs. External 
Downtown Research Study
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Based on your perceptions, 
what is the biggest barrier to success for downtown?

Age Group 
Downtown Research Study



State Government Employees
All Respondents and Cross Tabulations 
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Do you work for Kentucky State Government?Downtown Research Study
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Do you work for Kentucky State Government?
Internal vs. ExternalDowntown Research Study
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Do you work for Kentucky State Government?
Age GroupDowntown Research Study
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What office of Kentucky State Government do you work at?Downtown Research Study

Other: 
● Library Archives
● Fair Oaks
● Division of Water
● Jones Building
● County Government

31%

30%

18%

9%

0%

1%

1%

2%

2%

4%

4%
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What office of Kentucky State Government do you work at?
Internal vs. ExternalDowntown Research Study
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What office of Kentucky State Government do you work at?
Age GroupDowntown Research Study



Parking Downtown
All Respondents and Cross Tabs
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When you come downtown, where do you do you usually park?

Other: 
● Walk, don’t bring a car
● At employer lot

Downtown Research Study
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When you come downtown, where do you do you usually park?
Internal vs. ExternalDowntown Research Study
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When you come downtown, where do you do you usually park?
Age GroupDowntown Research Study
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When you come downtown, where do you do you usually park?
State EmployeeDowntown Research Study
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Is there adequate parking in downtown Frankfort?Downtown Research Study
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Is there adequate parking in downtown Frankfort?
Internal vs. ExternalDowntown Research Study
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Is there adequate parking in downtown Frankfort?
Age GroupDowntown Research Study
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Is there adequate parking in downtown Frankfort?
Age GroupDowntown Research Study



Arts Downtown
All Respondents and Cross Tabs
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You mentioned you experienced the arts, culture or music of downtown Frankfort. 
Did you visit/shop at any of the following places? 

Choose all that apply.

Other: 
● Kentucky Coffeetree
● Capital Cellars
● Library
● Bourton on Main
● Grand Theatre

Downtown Research Study
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You mentioned you experienced the arts, culture or music of downtown Frankfort. 
Did you visit/shop at any of the following places? Choose all that apply.

Internal vs. External
Downtown Research Study
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You mentioned you experienced the arts, culture or music of downtown Frankfort. 
Did you visit/shop at any of the following places? Choose all that apply.

Age Group
Downtown Research Study
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You mentioned you experienced the arts, culture or music of downtown Frankfort. 
Did you visit/shop at any of the following places? Choose all that apply.

State Employee
Downtown Research Study
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Is there an arts, cultural, or musical experience that distinguishes 
downtown Frankfort? (Open-Ended)Downtown Research Study
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What can downtown Frankfort do to improve the arts experience?
(Open-Ended)Downtown Research Study

Host More Events / Wider Variety of Events

Would love to see more activities and public events at the Lancaster.

Present more events, or programs within events, that are made for different 
audiences. Maybe hire Bob Gates to bring back the Kentucky Folklife Festival?

I think there should be more concerts during the spring and summer months. Get 
local school to put on art shows.

Wider variety of events such as poetry readings or art and music classes.

Outdoor painting experience on old capitol lawn by Full Circle Gallery.
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What can downtown Frankfort do to improve the arts experience?
(Open-Ended)Downtown Research Study

Advertising / Promotion

More advertisement of events and concerts that take place.

Increase marketing and awareness.

Promote more shows at the Grand Theatre that appeal to younger crowds and get 
the word out.

Promote workshops and participatory arts events.

More statewide advertising.
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What can downtown Frankfort do to improve the arts experience?
(Open-Ended)Downtown Research Study

Nothing

I don’t have any suggestions. I think the city does a good job with arts experience.

Not a whole lot, everyone looks forward to the summer concerts.

Just keep going and don’t stop.

I’m satisfied.

It’s fine now.



Dining Downtown
All Respondents and Cross Tabs
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You mentioned you have dined in downtown Frankfort, 
at which of these restaurants did you eat? Choose all that apply.

Other: 
● Poppy’s Bakery
● Jim’s Seafood

Downtown Research Study
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You mentioned you have dined in downtown Frankfort, 
at which of these restaurants did you eat? Choose all that apply.

Internal vs. External
Downtown Research Study
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You mentioned you have dined in downtown Frankfort, 
at which of these restaurants did you eat? Choose all that apply.

Age Group
Downtown Research Study
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You mentioned you have dined in downtown Frankfort, 
at which of these restaurants did you eat? Choose all that apply.

State Employee
Downtown Research Study
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Is there a restaurant that you believe distinguishes downtown Frankfort? 
Why? (Open-Ended)Downtown Research Study

Why Themes: 
● They have been around for a long time / local landmarks
● Provide unique cultural experiences
● Great atmosphere 
● Music
● Bourbon
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What can downtown Frankfort do to improve the dining experience?
(Open-Ended)Downtown Research Study

Wider Selection

More selection. Need a good independent steak house, a diner, a bakery, a good 
seafood restaurant,and an Indian restaurant.

Expand the number of restaurants.

More restaurants with outdoor dining.

More variety. We need an Italian restaurant.

Outdoor painting experience on old capitol lawn by Full Circle Gallery.

Offer healthier choices such as a restaurant that focuses on salads.
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What can downtown Frankfort do to improve the dining experience?
(Open-Ended)Downtown Research Study

Additional Hours

We need more places open on Sunday. It is a ghost town on Sundays.

Stay open later.

More things open at night.

Extend into the evening hours.

Better hours..

Have places open later with a specific late night menu.
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What can downtown Frankfort do to improve the dining experience?
(Open-Ended)Downtown Research Study

Parking

Better parking.

A little more parking, but all in all I think it’s fine.

Badly need more close-by parking.

Not sure, but better parking would be a plus.

More parking closer to the restaurants.
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What type of restaurants does downtown Frankfort need to add?Downtown Research Study
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When do you usually eat out?Downtown Research Study
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When do you usually eat out?
Internal vs. ExternalDowntown Research Study
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When do you usually eat out?
Age GroupDowntown Research Study
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When do you usually eat out?
State EmployeeDowntown Research Study
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How often do you eat lunch downtown?

Other: 
● 3 times a year
● 2 times a year
● Once every 3-5 months
● I don’t have the time

Downtown Research Study
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How often do you eat lunch downtown?
Internal vs. ExternalDowntown Research Study
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How often do you eat lunch downtown?
Age GroupDowntown Research Study
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When you eat out, for which meal do you usually eat out?Downtown Research Study
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When you eat out, for which meal do you usually eat out?
Internal vs. ExternalDowntown Research Study
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When you eat out, for which meal do you usually eat out?
Age GroupDowntown Research Study
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When you eat out, for which meal do you usually eat out?
State EmployeeDowntown Research Study
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What types of restaurants do you normally eat at?

Other: 
● Local / Mom and Pops
● Casual
● All of the above
● Pubs
● Ethnic

Downtown Research Study
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What types of restaurants do you normally eat at?
Internal vs. ExternalDowntown Research Study
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What types of restaurants do you normally eat at?
Age GroupDowntown Research Study
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What types of restaurants do you normally eat at?
State EmployeeDowntown Research Study
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Where do you normally go out to eat?

Other: 
● Shelbyville
● Versailles
● Lawrenceburg
● All of the Above

Downtown Research Study

39%

33%

11%

10%

5%

1%
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Where do you normally go out to eat?
Internal vs. ExternalDowntown Research Study
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Where do you normally go out to eat?
Age GroupDowntown Research Study
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Where do you normally go out to eat?
State EmployeeDowntown Research Study



Shopping Downtown
All Respondents and Cross Tabs
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You mentioned you have shopped in downtown Frankfort, 
at which of these stores did you shop? 

Choose all that apply.

Other: 
● Capital Cellars
● Broadway Barbershop
● Farmers Market
● Kentucky Coffeetree

Downtown Research Study
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You mentioned you have shopped in downtown Frankfort, 
at which of these stores did you shop? Choose all that apply.

Internal vs. External
Downtown Research Study



148148

You mentioned you have shopped in downtown Frankfort, 
at which of these stores did you shop? Choose all that apply.

Age Group
Downtown Research Study



149149

You mentioned you have shopped in downtown Frankfort, 
at which of these stores did you shop? Choose all that apply.

State Employee
Downtown Research Study
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Is there a store that you believe distinguishes downtown Frankfort? Why?Downtown Research Study

Why Themes: 
● The artistry and craftsmanship represented
● Local landmark, has been around 
● Funky vibe
● Great customer service
● Variety in the store
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What can downtown Frankfort do to improve the shopping experience?
(Open-Ended)Downtown Research Study

Attract New Business

I think downtown can attract a varied set of retail shops, maybe attract a 
menswear store to compliment Nitro.

Downtown really needs to have a decent grocery store and pharmacy.

Keep trying to attract artisan vendors and eclectic shops.

Offer a wider-array of shops. A simple grocery store would be amazing.

More shops in all the empty slots.
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What can downtown Frankfort do to improve the shopping experience?
(Open-Ended)Downtown Research Study

Extended Hours

Stay open later one evening a week.

Maybe slightly later hours.

More stores should stay open later and on Sundays.

Shops close way too early and no one is open on Sundays with the exception 
of Completely Kentucky and Poor Richard’s.

Longer hours of operation.
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What can downtown Frankfort do to improve the shopping experience?
(Open-Ended)Downtown Research Study

Advertising / Promotion

Advertise more. There were some really neat shops here that I never knew 
about until they were closing.

I wish there were more advertisement for them sometimes, especially for like 
sales or like with Grey Market I didn’t even know if it was officially open yet or 
not.

Maybe advertise a feature shop a month.

Better exposure.
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What type of shopping/stores does downtown Frankfort need to add?Downtown Research Study
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On which days of the week do you usually shop?Downtown Research Study
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On which days of the week do you usually shop?
Internal vs. ExternalDowntown Research Study
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On which days of the week do you usually shop?
Age GroupDowntown Research Study
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On which days of the week do you usually shop?
State EmployeeDowntown Research Study
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At which time of day do you usually shop?Downtown Research Study
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At which time of day do you usually shop?
Internal vs. ExternalDowntown Research Study
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At which time of day do you usually shop?
Age GroupDowntown Research Study
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At which time of day do you usually shop?
State EmployeeDowntown Research Study



Events Downtown
All Respondents and Cross Tabs
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You mentioned you attended an event in downtown Frankfort, 
which event(s) did you attend? 

Choose all that apply.

Other: 
● Auto show
● Flower show
● Coffeetree events
● Expo
● Flow Adventure Race

Downtown Research Study



165165

You mentioned you attended an event in downtown Frankfort, 
which event(s) did you attend? Choose all that apply.

Internal vs. External
Downtown Research Study
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You mentioned you attended an event in downtown Frankfort, 
which event(s) did you attend? Choose all that apply.

Age Group
Downtown Research Study
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You mentioned you attended an event in downtown Frankfort, 
which event(s) did you attend? Choose all that apply.

State Employee
Downtown Research Study



Housing Downtown
All Respondents and Cross Tabs
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Have you ever lived in a downtown environment?Downtown Research Study



170170

Have you ever lived in a downtown environment?
Internal vs. ExternalDowntown Research Study
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Have you ever lived in a downtown environment?
Age GroupDowntown Research Study
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Have you ever lived in a downtown environment?
State EmployeeDowntown Research Study
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Why did you choose to no longer live in a downtown environment?
Choose all that apply.

Other: 
● Rather live in nature
● Moved away for family
● Wanted a yard / more 

space

Downtown Research Study

31%

25%

15%

14%

9%

9%

8%

3%

3%

0%

1%
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Why did you choose to no longer live in a downtown environment?
Choose all that apply.

Internal vs. External
Downtown Research Study
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Why did you choose to no longer live in a downtown environment?
Choose all that apply.

Age Group
Downtown Research Study
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Why did you choose to no longer live in a downtown environment?
Choose all that apply.

State Employee
Downtown Research Study
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Would you be interested in living in a downtown environment?Downtown Research Study
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Would you be interested in living in a downtown environment?
Internal vs. ExternalDowntown Research Study
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Would you be interested in living in a downtown environment?
Age GroupDowntown Research Study
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Would you be interested in living in a downtown environment?
State EmployeeDowntown Research Study
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Why or why not?
(Open-Ended)Downtown Research Study

Why? Why Not?



182182

What type of housing would you be interested in a downtown environment?

Other: 
● Condos
● Duplexes
● All of the above
● Townhouses

Downtown Research Study



183183

What type of housing would you be interested in a downtown environment?
Internal vs. ExternalDowntown Research Study
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What type of housing would you be interested in a downtown environment?
Age GroupDowntown Research Study
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What type of housing would you be interested in a downtown environment?
State EmployeeDowntown Research Study
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What size housing would be needed to consider living downtown?Downtown Research Study
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What size housing would be needed to consider living downtown?
Internal vs. ExternalDowntown Research Study
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What size housing would be needed to consider living downtown?
Age GroupDowntown Research Study
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What size housing would be needed to consider living downtown?
State EmployeeDowntown Research Study



Business Downtown
All Respondents and Cross Tabs
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Have you ever considered starting your own business 
in downtown Frankfort?Downtown Research Study
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Have you ever considered starting your own business
 in downtown Frankfort?

Internal vs. External
Downtown Research Study
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Have you ever considered starting your own business
 in downtown Frankfort?

Age Group
Downtown Research Study
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Have you ever considered starting your own business
 in downtown Frankfort?

State Employee
Downtown Research Study
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Please rank the importance of the following to starting a business, 
1 being the most important and 10 the least important:Downtown Research Study
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Please rank the importance of the following to starting a business:
Internal vs. ExternalDowntown Research Study
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Please rank the importance of the following to starting a business:
Age GroupDowntown Research Study
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Please rank the importance of the following to starting a business:
State EmployeeDowntown Research Study
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What can the downtown area do better to encourage new business?
(Open-Ended)Downtown Research Study

Increase Customer Traffic

Have more to do to bring people downtown.

Offer specials and events that encourage more people to visit downtown.

More activities to draw people to the area.

Keep Free Friday Music to bring people downtown.

Convince other citizens to come downtown.
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What can the downtown area do better to encourage new business?
(Open-Ended)Downtown Research Study

Increase Government Assistance

Tax incentives.

Give business owners incentives or breaks for bringing buildings up to current 
code.

Government could be more supportive.

Make it easier to change a building to suite your purposes.

Relax some of the requirements by certain regulating agencies.
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What can the downtown area do better to encourage new business?
(Open-Ended)Downtown Research Study

Increase Parking

Have better parking.

Offer easier parking options.

Increase downtown parking.

Provide access to parking easily.

Add free parking.
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What is missing from downtown Frankfort
 in regards to moving or starting your own business?

(Open-Ended)
Downtown Research Study

Demand

Enough customers.

Flow through the city.

Not enough traffic on a regular basis.

There are not enough people who shop downtown, lack of customers.

Patrons that actually shop.
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What is missing from downtown Frankfort
 in regards to moving or starting your own business?

(Open-Ended)
Downtown Research Study

Hours of Operation

It closes down at night.

No weekend business.

Stores close down too early. Not conducive to shoppers and diners that work 
during the day.

Not enough nighttime activities.
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What is missing from downtown Frankfort
 in regards to moving or starting your own business?

(Open-Ended)
Downtown Research Study

Local Government Help

An attitude of wanting to help by local government officials.

Business friendly assistance.

Lack of business incentives.



How to Improve Downtown
All Respondents and Cross Tabs
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What would increase your likelihood to visit the downtown area again?
Choose all that apply.

Other: 
● More parking
● More grocery options
● All of the above
● Improved landscaping
● Improved signage / 

street lighting

Downtown Research Study
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What would increase your likelihood to visit the downtown area again?
Choose all that apply.

Internal vs. External
Downtown Research Study
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What would increase your likelihood to visit the downtown area again?
Choose all that apply.

Age Group
Downtown Research Study
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What would increase your likelihood to visit the downtown area again?
Choose all that apply.

State Employee
Downtown Research Study
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Based on your experience,
 what is the biggest barrier to success for downtown?

Other: 
● Lack of interest / 

mindset
● Overpriced
● Historical restrictions
● All of the above

Downtown Research Study
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Based on your experience, 
what is the biggest barrier to success for downtown?

Internal vs. External
Downtown Research Study
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Based on your experience, 
what is the biggest barrier to success for downtown?

Age Group
Downtown Research Study
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Based on your experience, 
what is the biggest barrier to success for downtown?

State Employee
Downtown Research Study
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IntroAdvocacy Comparisons

Brand Advocacy: The question “how likely would you be to recommend living, working, or visiting Downtown Frankfort 
to a friend, family member or colleague?” measures the extent to which residents and visitors advocate living working, 
or visiting to others after they’ve had those experiences. Visitors and residents who score a community high on this 
question actively recruit new visitors through positive word-of-mouth marketing.  By making a strong recommendation, 
they are willing to risk their own character, trustworthiness and overall reputation for no tangible reward.  This method 
borrows from the well know market research / customer satisfaction principle called “Net Promoter Score*.”

Scores are calculated with response percentages in the following categories:
● Promoters (9 or 10) – Loyal visitors who will continue fueling your growth and promoting your brand 
● Passives (7 or 8) – Satisfied but unenthusiastic visitors who are vulnerable to other opinions and brands 
● Detractors (1-6) – Unhappy visitors who can damage your brand and impede growth through negative referrals 

The average results of the ratings received from residents produce a Brand Advocacy Score which indicates how likely 
respondents are to promote Downtown Frankfort.  This score can be compared to other community scores and re-
measured to track improvements over time.

Brand Advocacy Score = % Promoters – % Detractors

*Fred Reichheld, “The Ultimate Question”



Living Downtown  
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague

 living in downtown Frankfort?
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague living in downtown Frankfort?

Internal vs. External
Advocacy Comparisons



219219

On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague living in downtown Frankfort?

Age Group
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague living in downtown Frankfort?

State Employee
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague living in downtown Frankfort?

All Cross Tabs
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague 

working in downtown Frankfort?
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague working in downtown Frankfort?

Internal vs. External
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague working in downtown Frankfort?

Age Group
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague working in downtown Frankfort?

State Employee
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague working in downtown Frankfort?

All Cross Tabs
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague 

visiting downtown Frankfort?
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague visiting downtown Frankfort?

Internal vs. External
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague visiting downtown Frankfort?

Age Group
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague visiting downtown Frankfort?

State Employee
Advocacy Comparisons
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On a scale of 1 to 10 with 1 being “not at all likely” and 10 being “extremely likely,” 
how likely would you be to recommend to a friend or a colleague visiting downtown Frankfort?

All Cross Tabs
Advocacy Comparisons
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Tapestry

An Introduction to Tapestry
For the past 30 years, companies, agencies and organizations have used segmentation to divide and group 
their markets to more precisely target their best customers and prospects. This targeting method is 
superior to using “scattershot” methods that might attract these preferred groups. Segmentation explains 
customer diversity, simplifies marketing campaigns, describes lifestyle and lifestage of the residents and 
consumers and incorporates a wide range of public and private data. 
 
Segmentation systems operate on the theory that people with similar tastes, lifestyles and behaviors seek 
others with those same tastes. These behaviors can be measured, predicted and targeted. The Tapestry™ 
segmentation system combines the who of lifestyle demography with the where of local neighborhood 
geography to create a model of various lifestyle classifications or segments of actual neighborhoods, 
identifying distinct behavioral market segments. 

Based on the foundation of proven segmentation methodology introduced more than 30 years ago, the 
Tapestry system classifies U.S. neighborhoods into 14 larger LifeMode groups and within those 14 larger 
groups, 67 more distinct market segments. Neighborhoods with the most similar characteristics are 
grouped together while neighborhoods showing divergent characteristics are separated. 



Introduction
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Tapestry

Understanding your customers (residents and consumers), knowing customers’ shopping patterns, 
assessing the media preferences of customers, cross-selling to customers, and successfully retaining 
existing customers for a lifetime are just some activities that are supported by mining customer files. 
Some of these marketing activities include:

• Customer profiling
• Media targeting
• Direct mail
• Site analysis

The customer profiles reveal the demographics, lifestyles and product preferences of a community’s 
consumers. Consumers can be visitors, residents or businesses, anyone who actively buys or sells goods 
in the community. By understanding who its customers are, more appropriate responses can be formed to 
address their needs with better messaging, products and services. 
 
Said simply, the more you can learn about your customers (in this case your residents and visitors), the 
better you can serve them, keep them and find more like them. 
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Tapestry Consumer Who Report
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Tapestry Consumer What Report
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What Report
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Lifestyle/Media Groups:
Apparel, Appliances, Attitudes,  Automobiles, 

Auto/Aftermarket, Baby Products, Alcohol, Books, 
Cameras, Civic Activities, Convenience Stores, 

Electronics, Financials, Furniture, Garden/Lawn, 
Grocery, Health, Home Improvement, Insurance, 

Internet, Leisure, Yellow Pages, Watch, Read, 
Listen, Personal Core, Pets, Restaurant, Shopping, 
Smoking, Sports, Telephone, Tools, Toys/Games, 

Travel, Video/DVDs, Miscellaneous

Once segments have been identified, we can draw 
conclusions about consumer habits and lifestyle preferences.

Tapestry
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Automobiles - Top Index
2015 Bought motor oil last 12 mo: at Walmart 138
2015 HH owns/leases truck 128
2015 Most recent HH vehicle purchase/lease: Buick 127
2015 HH bought/leased used domestic vehicle last 12 mo 126
2015 Most recent HH vehicle purchase/lease: Chevrolet 123

Automobiles - Bottom Index
2015 Rented car (personal use) last 12 mo: Enterprise 85
2015 Rented car for personal use in last 12 months 84
2015 Rented car (personal use) last 12 mo: Budget 84
2015 Bought veh battery last 12 mo: Sears 84
2015 Rented car (personal use) last 12 mo: Hertz 78

Baby Care - Top Index
2015 Used store-brand diapers/underpants in last 6 mo 123
2015 HH owns playpen 119
2015 HH owns high chair 116
2015 HH owns stroller 115
2015 HH owns infant crib 113

Baby Care - Bottom Index
2015 Bought for child last 12 mo: girl action figure 94
2015 Bought for child last 12 mo: sound game 90
2015 Bought for child last 12 mo: word game 90
2015 Used organic baby food in last 6 months 89
2015 Used baby oil in last 6 months 89

Tapestry What Report
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Civic Activities - Top Index
2015 Political outlook: very conservative 117
2015 Political party affiliated with: Republican 115
2015 Political party affiliated with: Independent/none 109
2015 Political outlook: somewhat conservative 109
2015 Political outlook: middle of the road 109

Clothing/Shopping - Bottom Index
2015 Spent on big ticket women`s clothing: $300+ 81
2015 Bought athletic shoes in last 12 mo: Converse 80
2015 Bought men`s clothing/12 mo: 3+ big ticket items 79
2015 Bought athletic shoes in last 12 mo: Jordan 73
2015 Spent $150+ on dry cleaning in last 6 months 72

Clothing/Shopping - Top Index
2015 Bought work boots in last 12 months 117
2015 Bought athletic shoes last 12 mo: tennis 113
2015 Spent on low ticket men`s clothing/12 mo: $100-199 112
2015 Spent on clothing for child <13 last 6 mo: <$51 112
2015 Bought athletic shoes in last 12 mo: Skechers 111

Civic Activities - Bottom Index
2015 Political outlook: somewhat liberal 87
2015 Participated in environmental grp/cause last 12 mo 86
2015 Contributed to arts/cultural org in last 12 months 86
2015 Made contribution to NPR in last 12 months 84
2015 Political outlook: very liberal 79

Tapestry What Report
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Electronics and Internet - Top Index
2015 Internet last 30 days: obtained latest news 54,598
2015 Own Kodak camera 120
2015 Purch most recent hm computer at dept/discount str 120
2015 Connection to Internet at home: dial-up modem 115
2015 Spent on cameras in last 12 months: $1-99 114

Electronics and Internet - Bottom Index
2015 Internet last 30 days: downloaded TV program 77
2015 Visited website in last 30 days: twitter.com 77
2015 Visited website in last 30 days: linkedin.com 73
2015 Connection to Internet at home: fiber optic 66
2015 Visited any Spanish language website last 30 days 59

Finance - Top Index
2015 Have personal loan - not for education 127
2015 Have auto loan 123
2015 Have auto insurance: 3+ vehicles in HH covered 121
2015 Have combined home and auto insurance policy 119
2015 Acquired home/pers property insur from agent 119

Finance - Bottom Index
2015 Own/used card last 12 mo:American Express Platinum 77
2015 Credit/debit card rewards: hotel/car rental awards 73
2015 Bank/financial institution used: Citibank 71
2015 Own/used card last 12 mo: American Express Green 69
2015 Have medical insurance: Kaiser Permanente 44

Tapestry What Report



264264

Grocery and Alcohol - Top Index
2015 Shopped at grocery store/6 mo: Meijer 145
2015 Shopped at grocery store/6 mo: IGA 140
2015 Shopped at grocery store/6 mo: Aldi 125
2015 Shopped at grocery store/6 mo: Kroger 125
2015 Shopped at grocery store/6 mo: Walmart Supercenter 121

Grocery and Alcohol - Bottom Index
2015 Drank cognac in last 6 months 61
2015 Shopped at grocery store/6 mo: Trader Joe`s 61
2015 Shopped at grocery store/6 mo: Stop & Shop 58
2015 Shopped at grocery store/6 mo: Vons 50
2015 Shopped at grocery store/6 mo: Ralphs 34

Health & Fitness - Top Index
2015 Filled prescription last 12 mo: discnt/dept store 124
2015 Own treadmill 121
2015 Smoked non-menthol cigarettes in last 12 months 119
2015 Filled prescription last 12 mo: supermarket 118
2015 Wear bi-focals 115

Health & Fitness - Bottom Index
2015 Vitamin/dietary suppl used/6 mo: antioxidant 80
2015 Used last 6 mo: lactose intolerance product 77
2015 Used tooth whitener (gel) in last 6 months 77
2015 Used hair growth product in last 6 months 73
2015 Spent $150+ at barber shops in last 6 months 73

Tapestry What Report
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Home & Garden - Top Index
2015 HH owns lawn or garden tractor 161
2015 HH owns riding lawn mower 155
2015 HH owns garden tiller 151
2015 HH owns welder 141
2015 HH owns chain saw (gas) 139

Home & Garden - Bottom Index
2015 HH used professional carpet cleaning service/12 mo 92
2015 HH used srv for property/garden maint last 12 mo 91
2015 Used housekeeper/maid/prof HH cleaning srv/12 mo 85
2015 Used housekeeper/maid in last 12 months 85
2015 Used professional HH cleaning srv in last 12 mo 74

Household Goods - Top Index
2015 HH owns generator (portable) 134
2015 HH owns dehumidifier 128
2015 HH owns separate freezer 126
2015 HH owns heat pump 124
2015 HH owns vacuum sealer 123

Household Goods - Bottom Index
2015 Used green prod/6 mo: biodegr laundry detergent 88
2015 Used green prod/6 mo: recycled paper towels 88
2015 Used green prod/6 mo: biodegr general HH cleaner 87
2015 Used green prod/6 mo: biodegr glass/extrnl cleaner 85
2015 Used green prod/6 mo: biodegr dishwashing liquid 84

Tapestry What Report
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Leisure - Top Index
2015 HH owns ATV/UTV 140
2015 Member of veterans club 126
2015 Did birdwatching in last 12 months 124
2015 Did woodworking in last 12 months 121
2015 Went on overnight camping trip in last 12 months 116

Leisure - Bottom Index
2015 Attended classical music/opera performance/12 mo 80
2015 Attended movie in last 90 days: once/week or more 79
2015 Gambled in Las Vegas in last 12 months 76
2015 Rented movie/oth video/30 days: foreign 76
2015 Gambled in Atlantic City in last 12 months 59

Magazine & Newspapers - Top Index
2015 Read magazine (hard copy)/6 mo: fishing/hunting 133
2015 Read newspaper: classified section 122
2015 Read newspaper: circulars/inserts/fliers 115
2015 Read newspaper: advertisements 114
2015 Read newspaper: comics 112

Magazine & Newspapers - Bottom Index
2015 Read magazine (hard copy)/6 mo: travel 77
2015 Visited website in last 30 days: wsj.com 75
2015 Read magazine (hard copy)/6 mo: airline 73
2015 Visited website in last 30 days: nytimes.com 67
2015 Read any Spanish lang magazine (hard copy)/6 mo 55

Tapestry What Report
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Media (Radio) - Top Index
2015 Radio format listen to: country 139
2015 Radio format listen to: classic hits 122
2015 Radio format listen to: classic rock 121
2015 Radio format listen to: rock 120
2015 Listened to/purch last 6 mo: country music 120

Media (Radio) - Bottom Index
2015 Radio format listen to: urban 75
2015 Listened to/purch last 6 mo: Spanish/Latin music 65
2015 Radio format listen to: rhythmic 63
2015 Radio format listen to: all news 52
2015 Radio format listen to: Hispanic 44

Media (TV) - Top Index
2015 Watched last week: CMT (Country Music Television) 140
2015 Watched last week: Outdoor Channel 138
2015 Watched last week: Speed Channel 126
2015 HH has satellite dish: Dish Network 124
2015 HH has satellite dish 121

Media (TV) - Bottom Index
2015 Viewed TV show (video-on-demand) in last 30 days 82
2015 Watched last week: BET (Black Entertainment TV) 80
2015 Watched last week: TV One 73
2015 HH subscribes to fiber optic 61
2015 Viewed any program on Spanish TV network last week 49

Tapestry What Report



268268

Pet and Pet Products - Top Index
2015 HH owns any pet 39,844
2015 HH used 9+ pounds pkgd dry cat food last 30 days 127
2015 HH purch pet food last 12 mo: from discount store 127
2015 HH owns 2+ dogs 125
2015 HH purch flea control prod from vet last 12 months 124

Pet and Pet Products - Bottom Index
2015 HH purch pet food last 12 mo: from wholesale club 107
2015 HH used 8+ containers of cat food in last 7 days 106
2015 HH purch pet food last 12 mo: from PetSmart 104
2015 HH purch pet food from pet specialty store/12 mo 102
2015 HH purch pet food last 12 mo: from PETCO 91

Phone & Yellow Pages - Top Index
2015 Yellow Pages/12 mo: banking/finance/insurance 126
2015 Yellow Pages/12 mo: auto parts/supplies 124
2015 Yellow Pages/12 mo: doctors/dentists/other med srv 120
2015 Yellow Pages/12 mo: pizza 119
2015 Yellow Pages/12 mo: pharmacies 118

Phone & Yellow Pages - Bottom Index
2015 Have a working cell phone: T-Mobile 80
2015 Made a collect call in the last 6 months 77
2015 Srv on cell phone use most often: T-Mobile 74
2015 HH made phone call to foreign country last 30 days 68
2015 Srv on cell phone use most often: MetroPCS 57

Tapestry What Report
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Advertising & Psychographics - Top Index
2015 Global warming is not a serious threat 113
2015 Buying American is important to me 112
2015 Do not use Internet for banking transactions 111
2015 Rarely eat organic foods 110
2015 Do not follow a regular exercise routine 110

Advertising & Psychographics - Bottom Index
2015 Buy vehicles that show environ support 81
2015 Have seen ad inside taxi in last 6 months 81
2015 Buying American is not important to me 79
2015 Eat organic foods regularly 79
2015 Somewhat likely to lease a vehicle in next 12 mo 75

Dining - Top Index
2015 Fam rest/steak hse/6 mo: Bob Evans Farms 143
2015 Fast food/drive-in last 6 mo: A & W 135
2015 Fam rest/steak hse/6 mo: Logan`s Roadhouse 135
2015 Fast food/drive-in last 6 mo: Arby`s 133
2015 Fast food/drive-in last 6 mo: Long John Silver`s 130

Dining - Bottom Index
2015 Fast food/drive-in last 6 mo: Baskin-Robbins 74
2015 Fast food/drive-in last 6 mo: Boston Market 73
2015 Fast food/drive-in last 6 mo: Jack in the Box 72
2015 Fam rest/steak hse/6 mo: California Pizza Kitchen 60
2015 Fast food/drive-in last 6 mo: Carl`s Jr. 58

Tapestry What Report
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Shopping - Bottom Index
2015 Dept/cloth/shoe/spec store/3 mo: Sports Authority 71
2015 Dept/cloth/shoe/spec store/3 mo: DSW 70
2015 Dept/cloth/shoe/spec store/3 mo: Banana Republic 69
2015 Dept/cloth/shoe/spec store/3 mo: H&M 59
2015 Dept/cloth/shoe/spec store/3 mo: Nordstrom 58

Sports - Top Index
2015 Participated in hunting with rifle in last 12 mo 146
2015 Participated in hunting with shotgun in last 12 mo 141
2015 Participated in archery in last 12 months 140
2015 Participated in motorcycling in last 12 months 134
2015 Participated in fishing(fresh water) in last 12 mo 132

Sports - Bottom Index
2015 Watch on TV: bicycle racing 84
2015 Participated in soccer in last 12 months 82
2015 Watch on TV: soccer (MLS) 82
2015 Watch on TV: soccer (World Cup) 82
2015 Attend sports events: basketball game-NBA reg seas 75

Shopping  - Top Index
2015 Shopped at SuperAmerica/Speedway in last 6 months 144
2015 Bought at c-store/30 days: cigarettes 120
2015 Bought at c-store/30 days: gas 120
2015 Spent at c-store in last 30 days: $100+ 119
2015 Shopped at BP Food Mart in last 6 months 119

Tapestry What Report
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Travel - Top Index
2015 Visited on domestic trip last 12 mo: North Central 125
2015 Stayed in hotel last 12 mo: Comfort Inn 118
2015 Stayed in hotel last 12 mo: Days Inn 117
2015 Stayed in hotel last 12 mo: Holiday Inn Express 111
2015 Went to beach on domestic vacation in last 12 mo 109

Travel - Bottom Index
2015 Visited travel website/30 days: orbitz.com 73
2015 Took 3+ foreign trips by plane in last 3 yrs 73
2015 Airline used on foreign trip/3 yrs: American 73
2015 Took 3+ round trips by plane in last 12 months 72
2015 Foreign travel/3 yrs: used airline-specific site 72

Tapestry What Report
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