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33. Que importancia tienen los siguientes factores en relacion a su comportamiento de compra?   
(en cada caso una respuesta por cuestion) 

 No importante 
en todos 

 

Algo poco 
importante 

 

Ninguna opinión 
cualquier 
manera 

 

Algo importante 
 

Extremadamente 
importante 

 

Aparcamiento 1 2 3 4 5 
Variedad de tiendas  1 2 3 4 5 
Congestion de trafico 1 2 3 4 5 
Lugares de comida  1 2 3 4 5 
Horario de apertura 1 2 3 4 5 
Seguridad 1 2 3 4 5 
limpieza 1 2 3 4 5 
Exposicion  1 2 3 4 5 
Cercania a casa 1 2 3 4 5 
Cercania a trabajo 1 2 3 4 5 

 
34. Con que frecuencia va Ud. a comprar en los siguentes negocios (en cada caso una respuesta 

por cuestion) 
 5 o mas 

veces a la 
semana 

2-4 veces a la 
semana 

Una vez a la 
semana 

Una vec a la 
semana 

Una vez al 
trimestre Nunca 

Downtown Georgetown a b c d e f 
Georgetown Plaza a b c d e f 
Wal-Mart Plaza a b c d e f 
U.S. RT. 113 Corridor a b c d e f 
Rt. 9 Corridor a b c d e f 
North Race Street  a b c d e f 

Datos socioeconomicos   
 
35. Sexo?   

 
  M   F 

 
36. A que clase de edad pertenece Ud.? 

  15-19 
  20-24 
  25-34 
  35-44 
  45-54 
  55-64 
  65 + 

 
37. Cual es su raza? 

   Africano-Americano 
   Asiatica/Pacific Islander 
 Latino 
 Native American 
   White 
   Otro:___________ 

 

38. Cuantas personas viven en su hogar?     
Ninos ___      Adultos___ 
 

39.   Codigo postal (trabajo) __________ 
 

40.   Codigo postal (casa)   ____________     
 
41. A que clasa de sueldo pertenece Ud.? 

  Less than $10,000 
  $10,000 - $19,000 
  $20,000 - $34,999 
  $35,000 - $49,999 
  $50,000 - $74,999 
  $75,000 - $100,000 
  $100,000 + 

 
42. Esta Ud. jubilado?    Si    No

Muchas gracias por su participacion! 
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Appendix C. Methodologies 
 
Trade Area–Delineation Methodology 
 
The following steps were taken to conduct the trade area–delineation portion of this analysis. 

1) Environmental System Research Institute’s (ESRI) ArcGIS Business Analyst software 
package was used to delineate the Greater Georgetown trade area.  While ESRI’s 
methods are proprietary, more information about the software can be found at 
www.esri.com.  The trade-area delineation was conducted from March–June 2007.  The 
general steps in the analysis are described below. 

2) The Huff trade-area model was used to defined the Greater Georgetown trade area.  This 
model has been described as follows: 

 
The market penetration approach assumes that there is a spatial variation in the proportion of 
households served by a store due to competition. The best example of this type of approach is the 
Huff trade area model. The trade area is conceptualized as a probability surface, which represents 
the likelihood of customer patronage. This model provides an answer to a basic question:  What is 
the probability that a customer will decide to shop at a particular store, given the presence of 
competing stores? The creation of probability surface is based on a spatial interaction model that 
takes into account such variables as distance, attractiveness and competition. 24 
 

3) For this analysis Wal-Mart Supercenters functioned as the focal points of the Greater 
Georgetown trade area and neighboring trade areas.  In the model, the location of the 
Supercenter in Georgetown increased the probability that a consumer would shop in the 
Georgetown area, while factors such as increasing distance from the Georgetown area 
and competition from surrounding stores (i.e., other Wal-Mart Supercenters) decreased 
the probability that a consumer would shop in the Georgetown area.  The output of the 
model is a “probability grid” that covers all of Sussex County.  Each individual “grid” 
has a value between 0 and 1, representing the probability that a consumer living in that 
grid will decide to shop in the immediate area focused around Georgetown’s Wal-Mart 
Supercenter.  These grids are displayed on Map 1. Greater Georgetown Trade Area.   

 
Business Inventory Methodology 
 
The following steps were taken in order to conduct the business-inventory portion of this 
analysis. 

1) A business list for the 19947 zip code was downloaded from the ReferenceUSA Business 
Database (www.referenceusa.com) in February 2007.   Businesses were placed on a 
geographic information systems (GIS) map using Environmental Systems Research 
Institute’s (ESRI) ArcMap software package and data on latitude and longitude of 
business location obtained from the downloaded business list. 

                                                 
24 “Retail Trade Area Analysis Using the Huff Model,” Ela Dramowicz, Directions Magazine, 
<www.directionsmag.com/article.php?article_id=896>, July 2, 2005.  
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2) On-site inventories of businesses were conducted from March–May 2007 and were used 
to ground truth and augment the ReferenceUSA Business Database list.  Further sources 
used to finalize the business inventory include the phonebook, a business-license list 
provided by the Town of Georgetown, and Google Maps.  New businesses added to the 
list were classified according to the North American Industry Classification System 
(NAICS) as defined at www.census.gov/epcd/www/naics.html.  Businesses listed in the 
ReferenceUSA inventory had already been classified by NAICS. 

3) A combination of aerial photography interpretation, ground-level photography of 
storefronts, the square-footage range for each business provided by the ReferenceUSA 
dataset, and cadastral data were used to estimate the square footage of each business 
within the 19947 zip code.  

4) Businesses were categorized by their location in particular areas or shopping centers 
(e.g., Downtown, Airport, College Park, Georgetown Plaza, Wal-Mart Plaza, etc.) and 
each of these shopping centers was classified as a particular shopping-center type 
according to the definitions provided in the Urban Land Institute’s reference book, 
Dollars & Cents of Shopping Centers / The SCORE 2006 (p. 12).   

 
Sales-Analysis Methodology 
 
The following steps were taken in order to complete the sales-analysis portion of this study. 

1) Based on Tables 1-17 to 1-23 (pp. 18-24) in Dollars & Cents of Shopping Centers / The 
SCORE 2006 a table was created for median sales per square foot by NAICS category 
and type of shopping center.  Using data from Dollars & Cents of Shopping Centers / The 
SCORE 2006 on the difference between sales per square foot nationally and in the South 
region, which contains Delaware, a table was created that reflected median sales per 
square foot for the South region.  These figures were then adjusted for inflation, to reflect 
2007 dollars, using the Bureau of Labor Statistics’ consumer price index inflation 
calculator25. 

2) Sales for each business were estimated by multiplying the estimated square footage of 
each business by the factor for sales per square foot by NAICS and shopping-center type. 

3) Sales for the Wal-Mart Supercenter, gasoline stations, and automobile dealerships were 
handled slightly differently based on the nature of these industries.  These methodologies 
are summarized below: 

a. Wal-Mart Supercenter:  The square footage of the garden center, pharmacy, and 
grocery components of the Wal-Mart were estimated using the methods discussed 
in the Business Inventory Methodology and were supplemented by data from 
www.walmartfacts.com.  Sales for the garden center, pharmacy, and grocery 
components of Wal-Mart were estimated as discussed in the previous two steps of 
the sales-analysis methodology.  To calculate the sales for the general 
merchandise portion of Wal-Mart, “Sales per foot & Sales per Store – Retail 
Stores” information from BizStats.com was located for Wal-Mart26.  As with 
other data, these figures were adjusted for inflation.         

                                                 
25 Consumer Price Index Inflation Calculator, data.bls.gov, Accessed June 2007. 
26 “Sales per foot & Sales per Store – Retail Stores,”  www.bizstats.com/spf1.htm, accessed June 11, 2007. 
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b. Gasoline Stations and Automobile Dealerships:  2002 U.S. Economic Census data 
were used to calculate the ratio sales per employee for the 447 NAICS (gasoline 
stations) and the 441 NAICS (motor vehicle and parts dealers) within the 
Delaware and Town of Georgetown geographies.  A ratio of Georgetown-to-
Delaware sales was calculated and applied to more detailed NAICS codes within 
each of these three-digit NAICS categories in order to present more detailed sales-
per-employee data for Georgetown.  This figure was adjusted for inflation to 
reflect 2007 dollars.  The number of employees for each establishment in these 
NAICS categories was estimated by taking the average of the employee range 
presented by the ReferenceUSA database for each business.  Sales were estimated 
by multiplying the number of employees for each business by the estimated sales-
per-employee ratio for these NAICS categories in the Town of Georgetown.   

4)  The estimate of potential sales was calculated by using the trade area delineated 
according to the methodology outlined above and ESRI’s ArcGIS Business Analyst 
software package.  While their methods are proprietary, more information about the 
software can be found at www.esri.com.  This analysis was conducted from July–August 
2007. 
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Appendix D. Detailed Sales Estimates 
 

NAICS 
Code Industry Classification Description Estimated Square 

Footage 
Estimated Sales in 

2007 
441 Motor Vehicle and Parts Dealers 467,500 $118,490,189 
 4411 Automobile Dealers 377,500 $96,177,802 
44111 New Car Dealers 265,000 $84,105,614 
44112 Used Car Dealers 112,500 $12,072,188 
4412 Other Motor Vehicle Dealers 46,000 $12,243,483 
44121 Recreational Vehicles 14,500 $7,851,601 
44122 Motorcycle, Boat, and Other Motor Vehicle 31,500 $4,391,882 
441221 Motorcycle 8,500 $1,030,749 
441222 Boats 8,500 $601,256 
4413 Automotive Parts, Accessories and Tire Stores 44,000 $10,068,904 
44131 Auto Parts & Accessories 40,000 $9,201,932 
44132 Tire Dealers 4,000 $866,972 
442 Furniture and Home Furnishings Stores 34,000 $5,840,656 
4421 Furniture 28,000 $4,814,405 
4422 Home Furnishing 6,000 $1,026,251 
44221 Floor Covering Store 6,000 $1,026,251 
44229 Other Home Furnishings 0 $0 
443 Electronics and Appliances 15,015 $3,169,860 
44311 Appliance, TV, and Other 7,515 $1,495,420 
443111 Household Appliances 0 $0 
443112 Radio Television and Other 7,515 $1,495,420 
44312 Computer and Software 7,500 $1,674,440 
44313 Camera and Photographic Supplies 0 $0 
444 Building Material and Garden Equipment and Supplies 119,800 $34,042,172 
4441 Building Material and Supplies 103,500 $29,715,464 
44411 Home Centers 40,000 $12,239,696 
44412 Paint & Wallpaper 0 $0 
44413 Hardware Stores 0 $0 
44419 Other Building Materials 63,500 $17,475,768 
4442 Lawn and Garden Equipment and Supplies 16,300 $4,326,708 
44420 Garden Center 10,000 $2,831,058 
445 Food and Beverage 84,976 $26,306,755 
4451 Grocery Stores 66,476 $20,817,921 
44511 Supermarkets and other Grocery 66,476 $20,817,921 
44512 Convenience 0 $0 
4452 Specialty Food Stores 11,000 $3,110,538 
4453 Beer, Wine, and Liquor 7,500 $2,378,296 
446 Health and Personal Care Stores 47,850 $17,886,152 
44611 Pharmacies and Drug Stores 36,100 $15,732,075 
44612 Cosmetics, Beauty Supplies, and Perfume 7,500 $1,206,259 
44613 Optical Goods 0 $0 
446191 Food, Health, Supplement Stores 2500 $666,359 
446199 All Other Health & Personal Care Stores 1750 $281,460 
447 Gasoline Stations 14,000 $22,966,038 
44711 Gasoline Stations 2,000 $3,150,344 
44719 Service Stations - Lube 12,000 $19,815,695 
448 Clothing and Clothing Accessories Stores 28,560 $6,351,767 
4481 Clothing Stores 21,230 $3,994,523 
4482 Shoe Stores 2,415 $414,086 
4483 Jewelry, Luggage, and Leather Goods 4,915 $1,943,159 
451 Sporting Goods, Hobby, and Musical Instrument Stores 9,500 $1,791,340 
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NAICS 
Code Industry Classification Description Estimated Square 

Footage 
Estimated Sales in 

2007 
4511 Sporting Goods, Hobby, and Musical Instruments 9,500 $1,791,340 
4512 Book, Periodical, and Music 0 $0 
452 General Merchandise 99,772 $30,112,981 
4521 Department Stores 71,524 $26,458,873 
452990 All Other General Merchandise Stores 28248 $3,654,108 
453 Miscellaneous Retailers 49,450 $12,123,482 
4531 Florists 1,500 $399,815 
4532 Office Supplies, Stationery, Gifts 9,900 $2,173,661 
453310 Used Merchandise Stores 12700 $3,015,120 
4539 Other Miscellaneous (Pet Supplies, Art, Tobacco) 25,350 $6,534,887 
722 Food Service and Drinking Places 87,380 $23,849,915 
7221 Full-service Restaurants 1,700 $587,215 
7222 Limited-service Eating Places 75,680 $20,047,183 
7223 Special Food Services 4,000 $1,381,683 
7224 Drinking Places 6,000 $1,833,833 
 Total Retail Trade and Food Service Sales 1,057,803 $302,931,308 

Source:  Greater Georgetown Area Business Inventory and Sales Analysis, Institute for Public Administration, 2007.  
Note:  “NAICS” refers to the North American Industry Classification System.  For more information on NAICS, 
including industry definitions, see www.census.gov/epcd/www/naics.html. 
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Appendix E. Maps 
 
Map 1.  Greater Georgetown Trade Area 
 
Map 2.  Census 2000 Median Household Incomes in Sussex County by Block Group 
 
Map 3.  Retail and Accommodation and Food Service Businesses in Georgetown 
 
Map 4.  Retail and Accommodation and Food Service Businesses in 19947 Zip Code 
 
Map 5.  Estimated Retail Sales by Census Block Group in 19947 Zip Code 
 
Map 6.  Estimated Food Service Sales by Census Block Group in 19947 Zip Code 
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Map 1.  Greater Georgetown Trade Area
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Sources: 
 
Probability of Consumer Patronage - Calculated by IPA staff using the Huff 

Trade Area Model within ESRI's Business Analyst software.  See 
Appendix C of the Greater Georgetown Area Comprehensive Market 
Analysis for further details. 

Primary Trade Area - Calculated by IPA staff as equal to those areas with a 
"Probability of Consumer Patronage" exceeding 18%.  See Appendix C 
of the Greater Georgetown Area Comprehensive Market Analysis for 
further details. 

19947 Zip Code Boundaries - 2000 5-Digit ZIP Code Tabulation Areas 
(ZCTAs), Department of Commerce, Census Bureau, Geography 
Division 

Municipal Boundaries - Delaware Municipal Boundaries, Office of State 
Planning Coordination, 2008. 
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Sources: 
 
Median Household Income – 2000 Census Block Group Geography and 
Demographics, Department of Commerce, Census Bureau, Geography 
Divisions  

Primary Trade Area - Calculated by IPA staff as equal to those areas with a 
"Probability of Consumer Patronage" exceeding 18%.  See Appendix C 
of the Greater Georgetown Area Comprehensive Market Analysis for 
further details. 

19947 Zip Code Boundaries - 2000 5-Digit ZIP Code Tabulation Areas 
(ZCTAs), Department of Commerce, Census Bureau, Geography 
Division. 

Municipal Boundaries - Delaware Municipal Boundaries, Office of State 
Planning Coordination, 2008. 
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Sources: 
 
Estimated Food Service Sales in 2007 - Greater Georgetown Area Business 

Inventory and Sales Analysis, Institute for Public Administration, 2007 
and 2000 Census Block Group Geography, Department of Commerce, 
Census Bureau, Geography Divisions.  

19947 Zip Code Boundaries - 2000 5-Digit ZIP Code Tabulation Areas 
(ZCTAs), Department of Commerce, Census Bureau, Geography 
Division. 

Municipal Boundaries - Delaware Municipal Boundaries, Office of State 
Planning Coordination, 2008. 

Roads in Sussex County - Delaware Department of Transportation centerline 
file, June 2007.  

 
 


