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Rapid Assessment of a Nonprofit Thrift Store through a Beneficiary Survey 
by Divya Wodon, Naina Wodon, and Quentin Wodon 

     

Martha’s Outfitters is a thrift store operated in Washington, DC, by Martha’s Table, a nonprofit 

organization serving low income households and the homeless. The store provides clothing at no or low 

cost to its clientele.  It also makes a small profit from its sales which help in funding other programs 

implemented by Martha’s Table.  This brief presents the results of a client survey which aimed to measure 

satisfaction among the store’s clients and to provide information on their socio-economic characteristics. 

 

Divya Wodon and Naina Wodon are with the Interact Club of Washington International School. Quentin 

Wodon is with the Rotary Club of Capitol Hill and works at the World Bank. The authors are very grateful 

to Michael Bartscherer and Martin Booker for their support in conducting the survey and analyzing the 

data, and to other members of the leadership team of Martha’s table for their feedback on this work.  

 

 

Introduction 

 

Martha’s Outfitters is a thrift store operated by 

Martha’s Table, a 501c(3) organization operating 

in Washington, DC.  The store provides clothing 

and household items at no or low cost to low 

income households. The sales of the store cover 

its costs and generate a small profit which helps 

fund the nonprofit’s other programs, including a 

nationally accredited education program. This 

brief provides the results of a client survey 

implemented in the tore in July 2012 to measure 

the satisfaction of clients and provide information 

on their socio-economic characteristics.  

 

Because the store succeeded in the last two years 

in increasing its sales, the management is 

considering opening a second store in a different 

area of the city.  Part of the objective of the survey 

was to assess whether there would be competition 

between the two stores, but the survey’s objective 

was principally to assess the clientele’s 

satisfaction with the store and to provide a socio-

economic profile of the clientele.  We surveyed 

411 clients over a four day period covering the 

week between June 30 and July 6, 2012 (the store 

is opened five days a week, but was closed for 

one more day that week due to the Independence 

Day celebrations).    

 

The brief is structured as follows.  Section 2 

provides a summary of the methodology for the 

survey and its analysis.  Section 3 discusses how 

clients find the store.  Section 4 provides a 

demographic and socio-economic profile of the 

clientele.  The satisfaction of clients with the store 

and its competitive position are discussed in 

sections 5 and 6.  A conclusion follows.  

 

Methodology and Data 

 

This section briefly describes the methodology 

and data used for the analysis. A survey of the 

clientele of Martha’s Outfitters was implemented 

from Saturday, June 30, to Friday, July 6, 2012. 

The interviews were conducted all day long for 

the four days during which the store was open that 

week (Saturday, Tuesday, Thursday, and Friday; 

Wednesday was Independence Day and the store 

is not open on Sundays and Mondays). Clients 

benefitted from a 20 percent discount on their 

purchase if they participated in the survey, which 

most clients who were asked to participate did.  

 

The questionnaire of the survey is provided in 

appendix.  It was two pages long, with 24 

questions and some sub-questions within those.  

In total, 411 clients responded to the survey.  In 

the analysis in this brief, statistics from the survey 

are provided with three different weights. The 
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first weight corresponds to the share of clients. 

The second weight corresponds to the share of 

visits to the store by clients, so that clients who 

come more often receive a higher weight. The 

third weight corresponds to the share of sales 

made by the store, so that clients who spend more 

(because they come more often or because they 

spend more per visit) again receive a higher 

weight.   

 

In most of this brief we will discuss only the 

results obtained with client weights, but 

providing results with the other two sets of 

weights provides additional information which 

may be useful.  As an example, in table 1 

provided below, the data suggests that every 

week, new clients account for 21.4 percent of all 

clients, 14.5 percent of all visits to the store, and 

14.0 percent of all sales.  

 

As can be seen from the questionnaire of the 

survey provided in appendix, some of the 

questions were open ended.  This brief focuses 

solely on the answers provided to closed 

questions, but more detailed work underway also 

discusses the qualitative results.  The very 

positive evaluation of the store that emerges from 

the closed questions is also supported by the 

qualitative feedback provided by clients. 

 

Finding the Store 

 

The first part of the survey questionnaire included 

questions to better understand how clients come 

to the store. Table 1 suggests that every week, one 

fifth (20.4 percent) of clients are new.  The share 

of visits by those clients as well as the share of 

sales are lower, at 14.5 percent and 14,0 percent 

respectively,  because clients who are new to the 

store tend to come less often every week, while 

some clients who are repeat customers come 

several times almost every week.   The table also 

suggests that 37.4 percent of clients came for the 

first time to the store in 2012, versus 20.7 percent 

in 2011 and 421.9 percent in 2012 or before. Thus 

many of the clients are new to the store.  

Clients who were repeat customers were asked 

how often they shop at the store. On average, each 

client comes to the store times 1.2 times a week. 

However some clients come every day the store 

is open, looking for bargains.  As one client 

explained: “I come to the store every day, I’m 

addicted, I’m always wondering if they put out 

some new clothes, and I’m missing a great 

bargain.” The average amount declared to be 

spent is 19.1 dollars.  This is reduced to 16 dollars 

when extreme values are excluded, but it is higher 

than the average sale recorded at the cashier, at 

US$ 10.  This suggests that clients overestimate 

the amount they spend.   

 

  Table 1: Basic Characteristics 
Category             Clients  Visits Sales 

Clients    

New Clients (%) 79.6 85.5 86.0 

Repeat Clients (%) 20.4 14.5 14.0 

Year of First Visit    

2012 (%) 37.4 30.5 29.3 

2011 (%) 20.7 20.8 21.4 

2010 or before (%) 41.9 48.7 49.3 

Other data    

Time (minutes) 21.1 19.6 20.3 

Amount (US$) 19.1 - - 

Frequency/week 1.20 - - 

  Source:  Authors. 

 

Table 1 suggests that it takes on average 21.1 

minutes for clients to come to the store, whether 

they come from work or home.  Table 2 provides 

data on the where the clients live by zip code. 

Almost a third of all clients live in zip code area 

20009, which is where the store is located.  Other 

zip codes with a substantial share of clients 

include zip codes 20001, 20010, and 20011, all of 

which are adjacent to zip code 20009.  Only 3 

percent live in Anacostia (zip code 20020), the 

area considered for the opening of a second store.  

This suggests that competition between stores 

would be minimal if a second store is opened.  

 

  Table 2: Zip Codes of Clientele (%) 
Category Clients Visits Sales 

20001 9.3 7.1 5.7 

20002 4.6 4.0 3.9 

20005 4.8 5.9 7.2 

20009 30.0 33.2 29.2 

20010 12.8 11.4 8.4 

20011 9.4 9.9 10.1 

20020 3.1 3.9 4.6 

Others 25.9 24.5 31.0 

  Source: Authors.  
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How did clients find out about the store? As 

shown in table 3, 51.9 percent of the clientele 

found the store simply by walking in.  The second 

most likely way to come to know about the store 

is through referral by a friend or a family 

member, at 29.3 percent.  An additional 10.1 

percent were sent to the store by social agencies.  

Each of the other ways to find the store accounts 

for less than five percent of the clientele.  The 

results are similar for the share of visits and sales, 

with the largest difference being that the share of 

walk-ins is larger when sales are factored in, 

suggesting that those who came to the store as 

walk-ins tend to spend more than other clients.   

 

  Table 3: Point of First Contact (%) 

  Source: Authors.  

 

Profile of the Clientele 

 

A number of questions were asked about the 

socio-economic profile of clients.  As shown in 

table 4, 61.7 percent of the clientele consisted of 

women, versus 38.3 percent for men. This may be 

due to the fact that women tend to like shopping 

more than men, and also tend to buy for the 

family as a whole.  Women account for an even 

larger share of visits to the store and sales.   

 

The largest age group is that of those between 45 

and 54 who account for 25.8 percent of clients, 

but the clientele is relatively evenly spread 

between the various age groups, with the 

exception of those below the age of 25 who 

account for only 12.9 percent of clients.  Note that 

those between 45 and 54 years of age account for 

an even larger share of visits and sales, which 

may be due in part to the fact that that age group 

tends to have a larger number of children living 

in the household. 

 

 

 

  Table 4: Demographic Profile (%) 
Category Clients Visits Sales 

Gender    

Men 38.3 37.7 34.6 

Women 61.7 62.3 65.4 

Age    

Under 25 12.9 12.1 12.1 

25-34 17.3 16.0 15.4 

35-44 20.5 18.9 17.8 

45-54 25.8 27.3 30.9 

55+ 23.5 25.7 23.9 

Race    

African American 49.3 54.5 58.5 

Asian 3.8 3.4 3.0 

Latino 23.4 22.4 22.2 

Caucasian 19.5 16.0 11.9 

Other/Mixed 4.0 3.7 4.4 

Household Size    

Adults 2.21 2.22 2.29 

Children 0.79 0.85 0.94 

  Source: Authors.  

 

Table 3 also provides data on the race of the 

clientele.  Almost half of the clientele is African 

American (49.3 percent), followed by Latinos 

(23.4 percent) and Caucasians (19.5 percent).  

Clients from Asian descent account for only 3.8 

percent of the sample, and all others for 4.0 

percent. African Americans tend to come more 

often to the store as shown by the statistics using 

visit weights, and they also buy more. The reverse 

is observed for Caucasians.   

 

Finally, table 3 provides data on the number of 

adults and children in the households to which 

clients belong.  On average, clients live in small 

households with only three members (2.21 adults 

and 0.79 children).  In fact, 38 percent of the 

clientele declared living alone, and another 34 

percent declared living with another adult.  

Almost two thirds (62 percent) had no children 

living at home. By contrast some other 

households were large, with more than 10 

members.  

 

Overall, the demographic profile shows that the 

clientele of Martha’s Outfitters is highly diverse, 

which suggests the need to make sure that 

information is provided in an accessible way for 

all.  For example, more could be done to provide 

pricing information in Spanish to facilitate the 

Category Clients Visits Sales 

Walk-in 51.9 53.1 54.5 

Agency referral 10.1 10.1 10.2 

Friend or family  29.3 28.7 29.4 

Work colleague 1.3 1.2 1.0 

Website 4.4 4.3 2.7 

Volunteer 2.7 2.4 2.1 

Other 0.4 0.3 0.2 



  

 4  
 

shopping experience of the quarter of the 

clientele that is Latino.  

 

Table 5 provides data on the occupation of 

clients, their income level, and whether they 

benefit from government programs as well as 

other programs run by Martha’s Table. The 

majority of the clientele is employed (56.5 

percent), but a substantial minority is 

unemployed (17.2 percent), with others being 

inactive or retired, or studying. Interestingly, the 

employed clientele tends to spend more in the 

store, accounting for 60.1 percent of the sales.   

 

  Table 5: Socio-Economic Profile (%) 
Category Clients Visits Sales 

Occupation    

Student 12.1 9.1 8.8 

Employed 56.5 56.7 60.1 

Unemployed 17.2 18.8 17.3 

Retired/Inactive 14.2 15.4 13.9 

Income    

Under $15,000 32.0 34.7 35.3 

$15,000-$30,000 24.3 24.1 23.1 

$30,000-$50,000 20.6 20.6 19.6 

Above $50,000 23.2 20.5 22.0 

Govt. Programs    

Yes 73.4 71.4 72.9 

No 26.6 28.6 27.1 

MT Programs    

Yes 93.1 90.8 89.6 

No 6.9 9.2 10.4 

  Source: Authors.  

 

Table 5 also shows that a third of the clientele 

(32.0 percent) declare living in a household with 

total income below US$ 15,000 per year, while 

another 24.2 percent earn between US$ 15,000 

and US$ 30,000 per year. In addition, 26.6 

percent of clients benefit from government 

programs such as food stamps and disability 

allowances.  Overall, the estimates suggest that 

about half of the clientele is likely to be poor or 

near-poor. Furthermore, only 6.9 percent of 

clients participate in other programs run by 

Martha’s Table.  Clearly more could be done to 

inform clients about these other programs. 

 

Client Satisfaction 

 

Another section of the survey asked clients about 

their experience in the store. Clients were asked 

to rate the store on a scale from 1 to 5 (with 5 

being extremely satisfied) in terms of (1) the 

variety, quality, and pricing of clothing; (2) the 

variety, quality, and pricing of household items; 

and (3) the signage and the store layout; and (4) 

the atmosphere, the customer service, and finally 

the overall experience in the store. 

 

Table 6 provides the results for clothing items. In 

general, between 55 percent and 60 percent of 

clients are very satisfied, and an additional 24 

percent to 30 percent are somewhat satisfied with 

the variety, quality and pricing of clothing items.  

Satisfaction levels are slightly lower for pricing, 

with a larger share of clients either not at all 

satisfied or somewhat dissatisfied. As expected, 

satisfaction rates are higher when taking into 

account visit or sales weights as clients coming 

more often to the store or buying more tend to be 

more satisfied (this is observed with variety and 

quality, but not with pricing).  

 

  Table 6: Clothing - Satisfaction (%) 
Category Clients Visits Sales 

Clothing variety    

Not at all satisfied 0.4 0.3 0.3 

Somewhat diss. 1.8 1.2 0.5 

Neutral 11.4 10.1 9.6 

Fairly satisfied 29.7 27.7 26.4 

Very satisfied 56.7 60.7 63.2 

Clothing quality    

Not at all satisfied 0.6 0.4 0.4 

Somewhat diss. 1.4 1.0 0.4 

Neutral 11.4 10.5 10.0 

Fairly satisfied 30.6 28.2 28.3 

Very satisfied 56.1 59.9 60.9 

Clothing pricing    

Not at all satisfied 1.3 1.4 1.0 

Somewhat diss. 4.0 3.2 2.6 

Neutral 10.4 10.9 11.9 

Fairly satisfied 24.2 23.8 24.6 

Very satisfied 60.0 60.7 60.0 

  Source: Authors. 

 

Table 7 provides the results for household items. 

Satisfaction levels are a bit lower, especially in 

terms of the variety and quality of the items, but 

the overall conclusion is the same: most clients 

tend to be somewhat or very satisfied, and few are 

not at all satisfied or somewhat dissatisfied. Note 

that customer satisfaction with the pricing of 

household items is higher than with the variety 
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and quality of the items, while the reverse was 

observed for clothing.  

 

  Table 7: Household Items – Satisfaction (%) 
Category Clients Visits Sales 

HH Items Variety    

Not at all satisfied 1.1 1.6 0.8 

Somewhat diss. 5.5 5.4 3.8 

Neutral 17.6 14.1 16.9 

Fairly satisfied 30.3 30.3 31.3 

Very satisfied 45.5 48.8 47.2 

HH Items Quality    

Not at all satisfied 0.3 0.2 0.2 

Somewhat diss. 4.2 3.9 2.5 

Neutral 16.6 14.8 17.5 

Fairly satisfied 30.2 28.4 29.0 

Very satisfied 48.7 52.7 50.7 

HH Items Pricing    

Not at all satisfied 0.9 1.1 1.2 

Somewhat diss. 4.7 4.0 3.1 

Neutral 14.0 12.6 12.3 

Fairly satisfied 25.8 24.5 24.9 

Very satisfied 54.7 57.9 58.5 

  Source: Authors. 

 

Table 8 provides the ratings for store layout and 

signage. Again, about 60 percent or more of the 

clients are very satisfied, with only three percent 

or less being not at all satisfied or somewhat 

dissatisfied. Even higher satisfaction rates are 

observed for store atmosphere, customer service, 

and the overall assessment of the store. In these 

areas, the share of clients being very satisfied 

reaches up to 75 percent. Not one client declared 

being not satisfied at all in any of those three 

areas, and very few declared being somewhat 

dissatisfied.  

 

Table 9 provides summary ratings for the various 

aspects of the store simply by averaging the 

ratings from one to five. As already noted, the 

store ranks highest on overall satisfaction, 

service, and store atmosphere, and lowest (but 

still high) on household items.  The ratings tend 

to be slightly higher when using visit or sales 

weights, as expected. 

 

 

 

 

 

 

  Table 8: Store - Satisfaction (%) 
Category Clients Visits Sales 

Signage    

Not at all satisfied 0.4 0.3 0.2 

Somewhat diss. 2.9 2.5 2.6 

Neutral 10.3 9.0 7.2 

Fairly satisfied 24.4 25.8 27.0 

Very satisfied 62.0 62.4 63.0 

Store Layout    

Not at all satisfied 0.2 0.2 0.04 

Somewhat diss. 2.1 1.9 1.0 

Neutral 5.8 4.8 3.5 

Fairly satisfied 31.0 31.6 35.3 

Very satisfied 60.9 61.6 60.2 

Store Atmosphere    

Not at all satisfied 0.0 0.0 0.0 

Somewhat diss. 1.0 0.7 0.3 

Neutral 7.1 5.4 5.1 

Fairly satisfied 23.3 24.8 26.8 

Very satisfied 68.6 69.1 67.9 

Customer Service    

Not at all satisfied 0.0 0.0 0.0 

Somewhat diss. 1.9 1.8 1.2 

Neutral 6.0 5.6 5.3 

Fairly satisfied 17.9 17.4 19.7 

Very satisfied 74.2 75.3 73.9 

Overall Experience    

Not at all satisfied 0.0 0.0 0.0 

Somewhat diss. 0.6 0.4 0.0 

Neutral 4.8 5.0 5.5 

Fairly satisfied 22.2 21.0 21.2 

Very satisfied 72.4 73.6 73.4 

Source: Authors.  

 

  Table 9: Average Satisfaction (1-5) 

  Source: Authors. 

 

Competitive Position 

 

Additional questions were asked about the 

competitive position of the store. How cheap do 

clients find Martha’s Outfitters in comparison to 

other thrift stores?  Do clients shop at other thrift 

Variable Clients Visits Sales 

Clothing variety 4.41 4.47 4.52 

Clothing quality 4.40 4.46 4.49 

Clothing pricing 4.38 4.39 4.40 

HH items variety 4.13 4.19 4.20 

HH items quality 4.23 4.30 4.28 

HH items pricing 4.29 4.34 4.36 

Signage 4.45 4.47 4.50 

Store layout 4.50 4.53 4.55 

Store atmosphere 4.59 4.62 4.62 

Customer service 4.64 4.66 4.66 

Overall evaluation 4.66 4.68 4.68 
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stores? Does Martha’s Outfitters compare 

favorably with other thrift stores? Finally, are 

clients finding all that they are looking for in the 

store? 

 

As shown in table 10, four in ten clients (39.4 

percent) consider the store to be cheap in 

comparison to other thrift stores, and 37.7 percent 

considered the prices to be normal. Only 3.8 

percent considered the store to be expensive, 

versus 19.2 percent who considered it to be very 

cheap. Still, while most clients consider the store 

cheap, qualitative feedback suggests that some 

clients would like prices to be further reduced.  

 

  Table 10: Competitive Position (%) 
Category Clients Visits Sales 

Cost    

Very cheap 19.2 20.0 21.9 

Cheap 39.4 37.2 34.5 

Normal 37.7 39.3 41.2 

Expensive 3.8 3.5 2.4 

Other Thrift Stores    

Yes 47.2 48.1 49.4 

No 52.8 51.9 50.6 

Comparison    

Worse  1.4 1.0 0.8 

Similar 34.3 29.7 28.0 

Better 64.3 69.4 71.3 

Items Not Found    

Yes 28.0 27.9 28.1 

No 72.0 72.1 71.9 

  Source: Authors. 

 

About half of the clients shop at other thrift 

stores. In comparison to other thrift stores, only 

1.4 percent of clients said that Martha’s Outfitters 

was worse, versus 64.3 percent who said that the 

store was better. As expected, with sales weights 

the share of clients who consider Martha’s 

Outfitters to be better is even higher.  Finally, 

when asked whether they could find all the items 

that they were looking for, 72.1 percent of clients 

said yes, with the rest saying that they did not find 

at least some of the items that they were looking 

for.  

 

 

 

 

 

 

Conclusion 

 

This objective of this brief was to provide an 

evaluation of Martha’s Table Outfitters thrift 

store on the basis of a client survey implemented 

in July 2012.  The clientele of the store appears to 

be diversified in terms of gender, age, race, 

occupation, and income levels.  About half of the 

store’s clients are likely to be poor or near poor.  

The store scores very well on all measures of 

client satisfaction, and it is rated highly by clients 

in comparisons to other thrift stores in the greater 

Washington DC areas.  All those results are 

encouraging in light of the store’s management 

intention of opening a second store. 
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Appendix: Questionnaire for Martha’s Outfitters Client Survey 

Thank you for taking the time to answer this survey.  It should take you only about five minutes to complete.  

Your feedback will assist us in serving you better.  Please be assured that your answers to all questions will 

be kept completely anonymous and confidential.  If for any reason some questions make you 

uncomfortable, please feel free not to answer them.   

 

Part I.  Coming to the Store 

 

1. Is this your first visit to Martha’s Outfitters? Yes O  No O  

 

If answer is yes to question 1, skip to question 4. 

 

2.  When did you first visit the store? This year O In 2011 O In 2010 or before O 

 

3. How often do you shop at the store?  

Most days O Once a week O      Once a month O  Every few months O     Once a year/less O 

 

4. How much do you typically spend or expect to spend per visit to the store? ___________ 

 

5. How did you first hear about Martha’s Outfitters Store? (Open question) 

Walk in O Referral agency O  Friend or family member O Work colleague O Website O 

Other O   If other, please specify:___________________________________________________ 

 

Part II.  Experience in the Store 

 

6. How satisfied are you with various characteristics of the store? 

 
Not 

Satisfied 

Somewhat 

Dissatisfied 
Neutral 

Somewhat 

Satisfied 

Extremely 

Satisfied 

Unsure/Not 

Applicable 

Clothing  

Variety O O O O O O 

Quality O O O O O O 

Pricing O O O O O O 

Household goods  

Variety O O O O O O 

Quality O O O O O O 

Pricing O O O O O O 

Experience in the store  

Signage/information O O O O O O 

Store layout O O O O O O 

Store atmosphere O O O O O O 

Customer service O O O O O O 

Overall experience O O O O O O 

 

7.  In comparison to other stores, including thrift stores, where you buy clothes or household goods, how 

cheap do you find Martha’s Outfitters?  

Very cheap O   Cheap O Normal O Expensive O 
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8. What types of items are you typically looking for in the store or would like to find?  

______________________________________________________________________________ 

______________________________________________________________________________ 

 

9. Were there any items you needed but were not available today?  Yes O  No O 

If yes, please specify: ____________________________________________________________ 

 

10. Are you shopping at other thrift stores?  Yes  O  No  O 

If yes, please specify which thrift stores: _____________________________________________ 

 

11. How would you compare our store with other thrift stores?  Worse O Similar O      Better O 

Please explain: _________________________________________________________________ 

______________________________________________________________________________ 

 

12. What do you like best about the store and what do we need to improve? 

______________________________________________________________________________ 

______________________________________________________________________________ 

 

Part III.  Socio-Economic Characteristics 

 

14. What is your zip code? __________ 

 

15. If you are working, what is the zip code of your workplace? ____________ 

 

16. How much time does it take you to come to the store from you house or work? ___________ 

 

17. Gender Male O  Female O 

 

18. Age   Under 25 O    25-34 O    35-44 O   45-54 O Above 55 O 

 

19.  Occupation    Student O Employed O Unemployed O   Inactive/retired O 

 

20. How many people currently live in your household?  Adults _____   Children ______ 

 

21.  Race African American O Asian O   Hispanic O White O Other O 

 

22. In the following brackets of income, where does your total household income fall? 

Under $15,000 O $15,000- $30,000 O $30,000-$50,000 O Above $50,000 O 

 

23. Do you receive any form of government support, such as for example food stamps? 

If yes, please specify: ____________________________________________________________ 

 

24. Do you participate in any other programs of Martha’s Table?  No O   If Yes, please specify: 

Pantry Day program O  Emergency Grocery Assistance O Education O      Other O 

If other, please specify: __________________________________________________________ 

 

Thank you for your time! Your feedback is much appreciated! 

 


