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Barker, Cyril Josh. "Major Retailers' Effect on Mom-and-Pop Shops Devastating." New York 

Amsterdam (2010): 6. Academic Search Premier. Web. 11 Oct. 2012. 

 Cyril Josh Barker is a writer for the New York Amsterdam Newspaper. He has 
written over 550 articles for the newspaper, and is currently still working for the 
newspaper team.  
 Wal-Mart is attempting to make new stores in East New York to help create more 
jobs as did Target and Kmart has in that same community and convenience; but mom and 
pop shops have suffered because of their existence. An example of this happening is in East 
Harlem where a Target opened is hurting small business owners, but others somehow 
manage to stay open due to their traditional values such as greeting customers, not giving 
into Targets low prices, and their historical significance. Two more stories are given: one 
on how it’s hurting business and the other how it isn’t significant.  
 I am going to use the personal stories told in the article to help strengthen this side 
of the debate that dislikes major retail stores; mainly the ones who were hurt so bad that 
they were forced to close down. This will help because it brings personal stories that the 
reader will feel bad for, improving one side of the argument.  
 This article relates to Sobel and Dean’s article because in Sobel and Dean’s article 
they describe how the appearance of major retail stores in a community doesn’t affect how 
small business preform. In Barker’s article he describes how the appearance of major retail 
stores in East New York has hurt the community with personal stories from small business 
owners.    
 
DeMarco, Michael, and Jonathan Matusitz. “The Impact of Central-Place Theory on Wal-

Mart.” Journal of Human Behavior In The Social Environment 21.2 (2011): 130-141. 

Academic Search Premier. Web. 21 Oct. 2012. 

 Jonathan Matusitz is currently an associate professor in the Nicholson School of 
Communication at the University of Central Florida, studying globalization, culture, 
terrorism, and health communication. 
 The main point of this article is how Wal-Mart is using the Central-Place Theory in 
order to maximize their popularity in order to expand. The Central-Place theory consists of 
locating stores in the center of town or in a town that has potential to be heavily populated 
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in order to draw in customers for convenience. The researchers of the study have come to 
find out that their success in fulfilling the Central-Place Theory has led to expansion 
worldwide.  
 I am going to use the strategy of Central-Place Theory by Wal-Mart in order to 
strengthen the side of the argument that major retail stores are bad because they leave 
little room for small businesses to expand or even exist. With the Central-Place  
Theory intact, major retailers’ will leave little space for small businesses to open and 
flourish.  
 Using Sobel and Dean’s article, “Has Wal-Mart Buried Mom and Pop?: The Impact of 
Wal-Mart On Self-Employment and Small Establishments In The United States,” I have 
come to a decision that there is no right answer in the debate if major retail stores are bad 
for the U.S.; both sides have facts, both sides have opinions. I came to this decision because 
I couldn’t choose a side to this argument. With both arguments right in front of me, I 
couldn’t lean to one side. One side believes major retail stores take away small business 
and promote child labor in foreign countries. 
 
Featherstone, Liza. "Walmart Exposed." Nation 294.21 (2012): 4-6. Academic Search 

Premier. Web. 25 Oct. 2012. 

Liza Featherstone is a journalist in New York City. Her work on student and youth 
activism has been published in The Nation, Lingua Franca, the San Francisco Bay Guardian, 
Left Business Observer, Dissent, The Sydney Morning Herald and Columbia Journalism 
Review. She has also written for the New York Times, the Washington Post, Newsday, In 
These Times, Ms., Salon, Nerve, US, Nylon and the Rolling Stone. She has also co-authored 
the novel Students against Sweatshops: The Making of a Movement and the author of Selling 
Women Short: The Landmark Battle for Worker’s Rights at Wal-Mart.  

Wal-Mart is being accused of bribing Mexican politicians in order to expand into 
Mexico. Walmex, Wal-Marts foreign operation, has given more than 24 million dollars in 
bribes. This type of law-breaking is nothing new to Wal-Mart nor its consumers; allegations 
of wage violations and sex discrimination are known to happen. Wal-Mart needs the 
support of the Democrats in order to expand to the coastal cities, which is usually 
controlled by Democrats. 

I am going to use cases in which the article describes in order to help deepen the 
argument that Wal-Mart and other major retail store are bad for the U.S. Using cases in 
which Wal-Mart is being accused of breaking laws will make my reader think twice about 
shopping at Wal-Mart. If the company gets the reputation of a criminal, the customers will 
not want to give their money lawbreakers.  

Comparing this article to “Major Retailer’ Effect on Mom-and-Pop Shops Devastating 
written by Cyril Josh Barker, they both take the side that Wal-Mart is a bad thing in the U.S. 
by using personal stories. Barker’s article has stories told by storeowners and employees’ 
and how their business is doing. Featherstone’s article uses stories of criminal actions they 
have had over the past few years. With these personal stories, the reader of my article will 
feel emotional against Wal-Mart, which improves my essay very much.  
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Lerman, Dawn, and Luke Kachersky. "Occupy has wrong 'Target': Consumers and economy 

value Wal-Mart et al." Christian Science Monitor 27 Mar. 2012: N.PAG. Academic 

Search Premier. Web. 30 Oct. 2012. 

 Dawn Lerman is the director of the Center for Positive Marketing and Professor of 
Marketing at Fordham University. Luke Kachersky is a project coordinator for the Center of 
Assistant Professor of Marketing at Fordham University. 
 The occupy movement is no longer protesting against Wall Street, but now against 
the nation’s biggest retailers. They have been targeted because they offer low wages with 
relatively few benefits and drives small businesses out of local communities. But little do 
they know, Wal-Mart, Amazon.com, and Target are among the companies the American 
public values most as consumers. Research shows that among all of the major retail stores, 
they all have seven things in common on how they are able to do so well: physiological, 
safety, social, ego, self-actualization, experiential, and happiness. Major retail store manage 
to sell some many products in their stores due to those characteristics; they excel at them.  
 I am going to use quotes supporting the side that believes Wal-Mart and other retail 
stores are good for the U.S. The quotes I am going to use are the ones that admire how 
major retail stores sell their goods, the science of it. V-Positive is a quarterly survey from 
Fordham University, identifying how well brands help consumers to satisfy the wide 
variety of needs that we have as human beings.  
 Comparing this article to “The Impact of the Central-Place Theory by Wal-Mart” 
written by Michael Demarco and Jonathan Matusitz, they both discuss the science used my 
major retail stores (Wal-Mart) in order to influence customers to go to their store. They are 
two different sciences but they both are studying for the same reason which is how do 
major retailers attract so many customers. 
  
Siegel, Jeremy J. "In Praise of WAL-MART." Kiplinger's Personal Finance 61.1 (2007): 75-76. 

Academic Search Premier. Web. 25 Oct. 2012. 

 Jeremy Siegel is the Russell E. Palmer Professor of Finance at the Wharton School of 
the University of Pennsylvania. Graduating from Columbia University in 1967, he received 
his Ph.D. in Economics from the Massachusetts Institute of Technology in 1971, and then 
spent one year as a National Science Foundation Post-Doctoral Fellow at Harvard 
University. He taught for four years at the Graduate School of Business of the University of 
Chicago before joining the Wharton faculty in 1976. He has also appeared frequently on 
CNN, CNBC, and NPR. Professor Siegel has written three books; his most popular, Stocks for 
the Long Run, which was published its fourth edition in 2008, was named by the 
Washington Post as one of the ten-best investment books of all time. In 1994 he received 
the highest teaching rating in a worldwide ranking of business school professors conducted 
by Business Week Magazine.  
 Wal-Mart is providing many jobs that people actually want. People want to work for 
Wal-Mart due to the over $10/hour rate with benefits. Also, Wal-Mart has cheap prices that 
the consumers’ enjoy, also leading to a better U.S. economy. People who criticize Wal-Mart 
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for their sweatshops also fail to see the big picture that both economies are benefitted (U.S. 
and the foreign country).  
 I am going to take some statistics about Wal-Mart that favors the argument that 
Wal-Mart and other major retail stores are beneficial for the U.S. The statistics that I am 
going to help prove that major retail stores are beneficial to the U.S. are: “Wal-Mart is the 
largest private employer in the U.S. and the second-largest employer overall, behind only 
the federal government. Its 1.3 million domestic workers would more than fill all of the 
ballparks in the major leagues, and the number of shoppers over a two-week period 
exceeds the population of the U.S.” This quote will help prove that Wal-Mart is beneficial to 
the U.S. because it proves that Wal-Mart creates many jobs which benefits the economy.  
 This article is similar to Sobel and Dean’s article “Has Wal-Mart Buried Mom and 
Pop?: The Impact of Wal-Mart on Self-Employment and Small Establishments in the United 
States” because they use similar strategies in order to make the reader favor their side of 
the argument of whether Wal-Mart and other major retail stores are bad or not. They make 
the reader feel shocked when certain statistics are presented.  
 
Sobel, Russell S., and Andrea M Dean. "Has Wal-Mart Buried Mom And Pop?: The Impact of 

Wal-Mart on Self-Employment And Small Establishments in The United States." 

Economic Inquiry 46.4 (2008): 676-695. Academic Search Premier. Web. 22 Oct. 

2012. 

Russell S. Sobel earned his Bachelor's degree in business economics from Francis 
Marion College in 1990, and his Ph.D. in economics from Florida State University in 1994 
and now works as a researcher for West Virginia University in the James Clark Coffman 
Distinguished Chair in Entrepreneurial Studies. Andrea M. Dean is a Kendrick Fellow also at 
West Virginia University in the business department. 

This article discusses the different views on whether major retail stores are bad or 
good for the U.S. The article addresses the bias in certain statistics or claims in a very 
professional way, by providing both biases. The article mainly focuses on Wal-Mart due to 
their popularity. The article’s purpose is to use econometric estimation techniques to 
analyze the rate of self-employment and the number of small employer establishments in 
communities where Wal-Mart has entered. 

I do not know which side of the argument of whether major retail stores are bad or 
not, but I find the argument very interesting. One side believes they are bad because they 
are destroying small businesses and hurting the economy. The other believes they are good 
because they started off as a small business so why limit them, provide many jobs, and they 
are able to give cheaper prices on most of their products. I am going to take evidence from 
both sides of the argument from the article and address how that piece of evidence can be 
bias using the reasoning by the expert authors.  

The article I am comparing to Sobel and Dean’s article is “The Impact of Central-
Place Theory on Wal-Mart” by Michael DeMarco and Jonathan Matusitz (works cited in 
footer). The similarities between the two articles is that they are both scholarly articles and 
they both present both sides of the argument in their pieces of evidence. The difference 
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between the two is they are structured differently and have different strategies on how to 
approach their explanations on the main point of their articles. DeMarco and Matusitz’s 
article starts from the beginning of Wal-Mart, then the beginning of the Central-Place 
Theory, then combining the two: how Wal-Mart uses the Central-Place theory.  
 
 

 
 
 
 
 
 
 
  


