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SUMMARY AND CONCLUSIONS

v Anchorage and Fairbanks households are an
important part of the Alaska market. These two cities
are Alaska’s largest, including about two-thirds of
the total civilian population.

1 Households in Anchorage and Fairbanks are
somewhat larger, their members are younger, have
had more schooling, own more appliances, buy more
reading materials, and have higher incomes than
average households in the South 48.

1 Both cities are similar in most characteristics.
Anchorage has slightly more middle-sized familes
in the middle income bracket. Fairbanks has a few
more in both the lowest and highest grouvinas.
Average families are similar in size — 3.7 for Anch-
orage and 3.5 for Fairbanks.

1 Anchorage homemakers have had more school-
ing than ithose in Fairbanks, bui the difference is
not great. Homemakers in both cities have a higher
level of schooling than for the nation as a whole.

1 Anchorage has more families employed by the
government, although government employment is
high in both cities. Fairbanks has more empvloyed jin
trades and construction. Both cities have about the
same percentace employed in sales and clerical work,
while less than 10 per cent in both cities are employed
as laborers.

1 Homemakers in both cities have lived in Alaska
from 8 to 12 years. Less than 10 per cent are Alaska
born. Three out of four came to Alaska from a state
west of the Mississippi. Fairbanks families have lived
in Alaska a little longer than those in Anchorage
and a greater proportion plan to make Alaska their
permanent home.

p* Both Anchorage and Fairbanks households own
more appliances than is common elsewhere. A
greater proportion have TV’s, radios, refrigerators and
deep-freezers. In Fairbanks 87 per cent of all families
have telephones.

1 Most Fairbanks homemakers shop for food
specials. Nearly a half reported buying from 50 to
100 per cent of their food at special prices. More than
a fourth reported buying from 25 to 50 per cent.

»* Anchorage and Fairbanks households have mod-
ern buying habits and higher than average incomes.
Merchants selling to them must provide quality
merchandise and services with modern sales techni-
ques.




SOME CHARACTERISTICS OF
ANCHORAGE AND FAIRBANKS
HOUSEHOLDS

This report describes incomes and spending habits
of families in Alaska. In general, it substantiates
popular observations concerning level of education,
age, size, composition and mobility of families in
our two largest cities. It shows urban Alaskans are
young and progressive, typically westerners, with
1 higher than average standard of living. Those who
want to increase sales and are aware of the market-
ing principle, “Know Your Market”, may find this
sircular of special interest.

Agricultural development in Alaska has been
limited by small local markets. Since World War IT
the Alaska market, especially in the railbelt area,
has experienced a great increase in population, in-
come and stability. Agriculture has developed accord-
ingly. Further growth in the number and size of
Alaskan farms now largely depends on the number
and composition of consuming families, their income,
buying habits and attitudes toward Alaska-grown
products.

No consumer studies have been made in the
Anchorage-Fairbanks markets in recent years, other
than the Ward Surveys. These studies involved a
small number of families, largely wage and clerical
workers. Their object was to determine cost of living
expenditures. Johnson’s study (2)* in 1951-1952 is
the only other consumer study published since the
1950 census.

This report is based on two separate studies of
the consumers of Alaska-grown foods. In Anchorage
it was a study of household purchases of dairy pro-
ducts during July of 1958. The Fairbanks information
is taken from a study of potato buying by Fairbanks
families during June, 1959. Because of interest in
the consumers of these cities, both in Alaska and in
other states, this information about household char-
acteristics is made available.

Anchorage and Fairbanks, the largest and fastest
growing cities in the new state, largely comprise
what is called Alaska’s “Railbelt Market.” This area
extends from the port cities of Whittier and Seward
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