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Introduction 
The Maxwell Street Market is among theoldest open-air public markets in the United States. 

Early Irish, Bohemian and German immigrants founded the Maxwell Street neighborhood. But 
Russian Jews, emigrating to escape the pogroms, replaced them in the Maxwell Street area towards 
the turn of the century. Many of the new immigrants turned first to street vending and pushcart 
peddling as a way to gain a foothold in the urban economy. This activity was centered in the Maxwell 
Street area to serve co-ethnic customers. Thelocationwas also proximate to suppliers ofmerchandise. 
According to Eastwood (1991), the open air market ofMaxwell Street began as an accumulation of 
Jewish pushcart peddlers who began selling in the area after the Chicago Fire of 1871. 

In 1912, the Ciry Council ofChicago passed a resolution creating an official public market 
in the Maxwell Street neighborhood. Ostensibly, the formal Market was created to serve the city's 
residents. 

The experience of other large cities, both at home and abroad has shown that indoor, 
outdoor and street markets add greatly to the convenience and health ofthe people residing 
in large districts. (City Council Reports, 1912:2326, cited in Morales 1993a). 

But a major purpose ofthe Market was to contain theJewish peddlers so they wouldn't compete with 
downtown merchants. 

Before World War I, few Blacks or Mexicans lived in Chicago. By the second decade ofthe 
20th century, European immigration decreased, but Blacks began moving into various south and 
west side neighborhoods that are close to Maxwell Street; and Mexicans began to replace Bohemians 
in the nearby Pilsen neighborhood. The market continues to attract poor immigrants as vendors and 
as shoppers, but the ethnic mix has changed to become heavily Afro-American and Latino. 

A description of the market, by the famous sociologist Louis Wirth, applies today as it did 
in 1928. 

Maxwell Street, the ghetto's great outdoor market, is full ofcolor, action, shouts, odors, and 
dirt. It resembles a medieval European fair ... Its origins are to be sought in the traditions 
ofthe Jews ... To those traditions correspond also the traditions ofother national groups 
who form their clientele. (Wirth, 1928, cited in Eastwood, 1991). 

The U niversityofIllinois and the CityofChicago are about to obtain the land that the market 
sits on. The university intends to eliminate it to build parking lots and athletic fields, and use the area 
as a land bank for future expansion. Decision makers act as ifthe market is intrinsically an eyesore, 
inconsequential, and unimportant. They seem to believe it's destruction will impose Htde cost on 
either the parties directly involved or anyone else in the city. Some observers hold the view that 
eliminatingthe market will lead to accelerated gentrification ofthis near -downtown area and windfall 
profits to nearby real estate developers (DeZutter, 1993). This is part of the movement to inhibit 
the informal self-help, micro-enterprise activities oflow-income peddlers on city streets and public 
transportation systems. Chicago has had, for a long time, some ofthe strongest anti-peddler laws in 
the nation (Eastwood, 1988). 

In contrast to this view, the authors contend that the Maxwell Street Market serves an 
important function, and that its elimination would impose enormous costs on the users ofthe market 
as well as on those who benefit indirecdy from the market's existence. Since the great majority of 
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market benefits accrue to low-income and minority people from the inner city, the closure of the 
market must further widen inequality within the city's income distribution and income earning 
opportunities. As occurred with the destruction of the famous Madison Street skid row, the 
eradication ofthe market will lead to the dispersion ofstreet selling acti vitythroughoutthecity. Thus, 
more conflict can be expected to occur between less skilled inner city people, struggling at the margins 
of capitalism, and the more established merchants and residents who want a cleaner, neater, more 
controlled urban environment. By keeping the market alive and well, one turns activities, that are 
distasteful to some people when practiced individualistically throughout the city, into a positive 
urban amenity when practiced collectively in a central location. 

Given the modest scale of most Maxwell Street operations, a casual observer can easily 
misjudge the aggregate value of the market. A full appreciation of that value requires careful 
economic analysis. Such analysis has been sorely lacking in the ongoing debate over the future of 
Maxwell Street. This article provides conservative dollar estimates of some of the major benefits 
generated by the Maxwell Street Market. These estimates strongly support the case for its 
preservation. This research also makes use ofan innovative combination ofmethods: ethnographi
cally collected data (Sociology), and economic benefit estimations (Economics). The ethnographic 
information also provided much ofthe reasoning for the qualitative discussion ofsome benefits that 
are more difficult to measure. 

Benefits 
One can view the benefits of the market along at least twO dimensions: (1) benefit group: 

whether benefits accrue to users of the market (vendors and shoppers) versus non-users and (2) ease 
of measurement: less difficult versus more difficult. This generates four categories of benefits. See 
Figure 1. This section concentrates on estimating the benefit items in the first row of Figure 1: 
Benefits that are less difficultto measure. The following section provides a briefqualitative discussion 
ofthe other benefit categories. Therefore. the dollar benefit estimates provided here can be considered 
an underestimate oftotal benefits, since several benefit items were not included. Nonetheless, even 
these incomplete estimates point out the enormous losses incurred by the elimination ofthe market. 

Figure 1 

Types of Benefits from the Maxwell Street Market 


Ease of Measurement Benefit Group 

User Non-User 

Additional income to Multiple effects from 
Less Difficult vendors; consumer swplus to changes in vendor income. 

shoppers. 

More Difficult 

Incubated businesses started; 
cultural continuity; reduced 

susceptibility to criminal 
activity; role model for 

youth; learning laboratory 
for university. 

Creation ofjobs from new 
busine£<leS; additional 

expenditures in city by 
tourists; reduction of 

criminal justice system 
expenditures; maintenance of 

historical tradition. 
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Methodology 
The imponance of ethnographic data for the analysis of economic development is widely 

recognized. Over the last 20 years the World Bank has assigned social scientists, typically 
anthropologists, to development projects (Cernea, 1985.documents many examples). This indicates 
both the esteem in which ethnographic research is held as well as the imponance of teaming social 
analysis in designing economically successful projects. Without good ethnographic data, policy 
analysts make decisions based on models ofbehavior that do not reflect the public's actual experience. 
Ethnographic data is panicularlywell-suited to provide information about economic activities in the 
informal sector, where subjects have a self-interest to conceal information from official interviewers, 
notwithstanding offers of anonymity. 

Ethnography is the first-hand, long-term study of social systems. Common in both 
anthropology and sociology are the ethnographic analyses ofkinship, economic activity, systems of 
myth or religion, and politics. Interaction between two or more of these categories is typical. The 
researcher observes activities of interest, next door or on another continent, usually for six months 
to two years. The idea is to experience the social activity as the "natives" experience it, and more so 
to observe and inquire of the "natives" as to what they do and why. Often the researcher develops 
close personal relationships with the people she studies. Such relationships are helpful and often 
essential for understanding more precisely what it is people are doing and why. One ofthe authors 
worked at the Maxwell Street Market as a licensed vendor for 18 months, gathering hundreds ofpages 
of field notes, which are recorded observations, interviews, and the researcher's reflections. These 
field notes also included photographs, maps, and other information. The market is heavily Hispanic 
and it was a distinct advantage that the researcher is Mexican-American and speaks Spanish fluently. 
The market is managed by a system ofclose cooperation among the vendors and an informal set of 
rules, which has evolved over time. This system allows for the reduction ofvendor conflicts and the 
smooth operation ofbusiness at the market. One of the authors was embedded in that system. In 
addition to working as an entrepreneur at his own table, he reciprocated in watching other people's 
tables, engaged in business deals with other vendors (e.g. sharing the cost ofpurchasing inventory 
to get a quantity discount), lent people money, and took pan in social events after work. These 
situations allowed the researcher to be considered by the vendors as one of their own, promoting 
information sharing that wouldn't have been available to outsiders or to formal questionnaire studies. 

In this paper we translate ethnographic data gathered from more than fifty households into 
information useful to economic analysts. From the ethnographic data base, we discovered seasonal 
patterns of market income estimates for different vendor types, and likely business relocation 
decisions, as well as different vendors' estimates oflost income due to eviction. From this work we 
have generated an appreciation for the various kinds ofbenefits and problems realized by vendors, 
as well as an overall appreciation for the role vending plays in the local economy. 

Seasonal Variation in the Market 
The market operates every Sunday during all 52 weeks ofthe year and is used by bothvendors 

and shoppers the entire year. It has been estimated that there are 850 vendors and 20,000 shoppers 
who use the market weekly on Sundays. (Community Assistance Panel, 1990, p. 7). That number 
represents peak use, and seasonal variation needs to be taken into account to estimate benefits for an 
entire year. Based on conversations with vendors and the authors' visits to the market across all 
seasons, the following seasonal use distribution will be used. See Table 1. 
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Table 1 

Seasonal Use Variation at the Maxwell Street Market 


Season Period Percent of Capacity 

January, February 
(2 months) 

40% 

May through October 
(6 months) 

100% 

March, April, Nov., Dec. 
(4 months) 

80% 

Source: Maxwell Street Market Activity Maps 1990 - 1992. 
A. Morales, Univ. ofArizona. 

Lost Income to Vendors 
Ifthe market is eliminated, we estimate that $3.2 million in annual losses would be imposed 

on the vendors who currently sell there. This estimate is based on the projected lost income for four 
vendor groups, in three relocation outcomes, and taking into account seasonal variation. Accumu
lating these losses over seven years, discounted at a rate of3 percent, gives a capitalized present value 
of $20.2 million. 

Time Frame 
I t is always hard to extrapolate to the future from the present. The time frame here represents 

how long we expect losses to continue for users ofthe market. Over time, losses will likely diminish 
as the users of the market adjust to this economic shock. The authors felt that seven years was a 
plausible and appropriate time frame to use for three reasons. First, it is a reasonable planning time 
horizon for business people. There is always uncenainty about the future, and small businesses are 
unlikely to consider possible situations as much when the effects are more than seven years off. 
Second, the seven-year time horizon was used in other economic development benefit evaluation 
studies (Persky, Felsenstein, and Wiewel, 1993). Third, it is a conservative time horizon to use; 
alternatives would be to use the view that losses continue for a generation (20 years) orthat they never 
diminish and continue out to infinity. Of course, even when an infinite time horizon is used for 
accumulating losses by discounting to the present, there will be a finite limit. A dollar loss two 
hundred years from now, discounted at 3 percent, is very close to zero. In ourcase, ifwe accumulated 
vendor losses over an infinite horizon at 3 percent, the present value would be $106.7 million. 

Vendor Types 
Vendors are differentiated by type of goods sold and by relocation outcome. Vendors at 

Maxwell Street can be placed into one offour categories based on what they predominantly sell: (1) 
Marginal Used Goods; (2) Specialized Used Goods; (3) Low Profit-Margin New Merchandise; and 
(4) High Profit-Margin New Goods. See Table 2. 
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Table 2 

Vendor Types: Proportion of Market and Net Income 


Vendor Type 
Proportion of the 

Market 
Typical Net Income 
at Market Capacity Income Range 

Marginal Used Goods 20% $75 $50-$150 

Specialed Used Goods 40% $175 $100-$250 

Low Margin New 
Merchandise 

30% $350 $250-$450 

High Margin New 
Goods 

10% $800 $750-$1,000 

Source: Allen (1988) and Field Research Notes by A. Morales, Univ. ofArizona 

Marginal used goods vendors sell recycled household items from basements, yard sales, and 
alley picking. These vendors compose about 20 percent ofthe market and earn, on average, a weekly 
net income from Sunday sales ofapproximately $75 during peak season. 

Specialized Used Goods vendors sell recycled durable goods such as tools, antiques, 
appliances, and automobile accessories, and theytend to specialize in one or two items, often by season 
ofthe year. These vendors compose about40 percentofthe market and earn, on average, $ 175 weekly 
in net income from Sunday sales during peak season. Low Profit-Margin New Merchandise vendors 
predominantly sell food and clothing. They tend to sell more upscale items where they have not yet 
found very-low-cost supply sources. Their margins are limited by relying on full-price wholesalers. 
These vendors compose 30 percent of the market and earn, on average, a weekly net income of 
approximately $350 during peak season. 

High Profit-Margin New Goods vendors do best at the market. They tend to sell odd-lot 
merchandise, produce, some clothing, audio tapes and CDs. Their high profit-margin comes from 
being embedded in business networks where they have information about and access to very-low
cost sources ofsupply. They make up 10 percent of the market and earn, on average, a weekly net 
income of approximately $800 during peak season. 

Relocation Outcomes and Vendor Types 
To calculate expected losses to vendors we need to know the likely relocation outcomes for 

each group ofvendors. Table 3 presents estimates of losses for each of three types of outcomes: go 
out of business entirely; relocate with low weekly losses ($30-$75 depending on vendor type); and 
relocate with high weekly losses ($40-$125). Ifthe market is eliminated, we expect that approximately 
20 percent ofthe vendors will go out ofbusiness entirely and engage in no other income-producing 
activities on Sundays; close to half of the vendors will relocate or engage in some other income
producing activity but with high weekly losses; and more than 30 percent will relocate with modest 
weekly losses. We also expect that the proportion of vendors in each relocation outcome will vary 
by type ofvendor. This expected variation is also shown in Table 3. 



6 MASRC Working Paper Series 

Table 3 

Vendor Types: Relocation Outcomes and Losses 


Relocation Outcome 

Vendor Type 

% Relocate 
with Low 
Weekly 

Lossl$loss 

% Relocate with 
High Weekly 

Lossl$loss 

% Go Out of 
Business 
Entirely % Totals 

Marginal Used 
Goods 

50% I $30 40% I $40 10% 100% 

Specialized Used 
Goods 

20% I $40 50% I $70 30% 100% 

Low Margin New 
Merchandise 

30% I $60 60% I $100 10% 100% 

High Margin New 
Goods 

70% I $75 20% I $125 10% 100% 

Source: Morales (1993b) 

Going Out of Business Entirely 
A sizable number ofvendors sell at the market as both an income-earning activity and as a 

social activity. While the extra money earned by selling at market is a welcome addition to total family 
income, it would be completely lost because of the difficulty of relocating to a place that is as 
conveniently located, as friendly to work at, and with as few hassles for sellers. Table 4 shows that 
Specialized Used Goods vendors would suffer over 40 percent ofthe total annual loss, even though 
this group accounts for only 20 percent of all vendors. 

Table 4 

Distribution ofLosses by Vendor Type and Outcome 


Relocation Outcome 

Vendor Type Low Loss High Loss Out ofBus. All Outcomes 

Marginal Used Goods 3% 3% 2% 8% 

Specialized Used Goods 3% 15% 22% 40% 

Low Margin New 
Merchandise 

6% 19% 11% 35% 

High Margin New Goods 5% 3% 8% 16% 

All Vendor Types 18% 39% 43% 100% 

Note: figures may not add to column and row totals because of rounding. 
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costs of doing business in private flea markets and similar establishments. This group ofvendors 
accounts for a bit under 20 percent of total losses. See Table 4. 

Relocating But Incurring Large Weekly Losses 
In addition to the higher costs ofdoing business facing the last group ofvendors, this group 

will find its total sales considerably reduced. As discussed below, many ofthe shoppers at Maxwell 
Street will not follow vendors to new inconvenient and higher cost locations. Moreover, these 
vendors will face more established and sophisticated competition in these locations. Overall this 
group is expected to account for about 40 percent ofall annual losses. Loss from relocation will also 
accrue because alternative vending locations do not have the same volume of customers. 

Total Vendor Losses 
The overall annual loss to vendors of$3.2 million demonstrates the size and importance of 

the Maxwell Street Market. This is a gross figure showing the lost net income to current Maxwell 
Street vendors. As shoppers at the market transfer at least some oftheir business elsewhere, ofcourse, 
other merchants will experience gains. To this extent, part ofthe vendor loss will be redistributed. 
However, given the relatively low incomes ofMaxwell Street vendors, this redistribution is likely to 
be highly regressive. In many cases larger, better established businesses owned by corporations or 
suburban residents will profit at the expense ofsmall independent Chicago micro-entrepreneurs. It 
is difficult to defend such a regressive redistributive policy. 

F rom this section, using a seven-year horizon, the present value ofvendor losses was estimated 
to be $20.2 million. If one divided that amount by the total number ofvendors (850), that would 
result in afigureof$23,765 income pervendor. This can be taken to represent how much the vendors 
value the opportunity ofselling at the market This can be viewed as how much money they would 
be willing to take to voluntarily leave the market because that amount would compensate them for 
the foregone opportunity of earning that much income. 

From the field research, a question was asked directly to long-term vendors, "how much 
money would it take to get you to leave the market.» The responses ranged upwards from $20,000 
to as much as $100,000. In fact, many vendors felt that no financial amount could compensate them 
for leaving. This interview data provide rough corroboration of the conservative nature of our 
estimates of the loss to vendors. 

Indirect Losses 
The reduction in vendor incomes will produce two types of indirect losses. Those local businesses 
currently supplying Maxwell Street vendors will experience a reduction in wholesale sales and hence 
of their economic activity. At the same time, since vendor income will be reduced, vendors will 
themselves spend less in their own communities. 

To estimate the overall effect of reduced vendor income, we have used a multiplier of 1.7. 
This figure is obtained from output multipliers estimated for retail activity in large regional models 
such as the REMI (Regional Economic Models Incorporated) used by the City ofChicago. This 
multiplier implies a present value (seven-year time horizon, 3 percent discount rate) ofindirect losses 
of$14.1 million. Ifan infinite horizon is used with the same discount rate, the present value rises 
to $75 million. 

http:1\....11
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Ofcourse, just as in the case ofdirectlosses, some ofthese indirect losses will be offset in other 
neighborhoods as non-Maxwell Street businesses capture a portion of former Maxwell Street 
shoppers. These businesses will also generate multiplier effects. But again these offsets are 
disappointing ifwe consider their regressive nature. The new indirect effects are likely to be felt in 
relatively more prosperous neighborhoods through more affluent business owners and spenders. 
Rather than recycling income back into poorer communities, the new indirect effects will accrue in 
more prosperous areas, including those outside the city. 

Lost Benefits to Shoppers 
We estimate the present value oflost benefits to shoppers ifthe Maxwell Street Market closes 

to be $15 million. We consider this to be a conservative estimate because the market is so unique 
and difficult to reproduce. We use benefit estimates based on what people would pay for the next 
best alternative. We briefly discuss why the market is unique followed by a description of shopper 
characteristics. We then present our method of calculation for this loss item. 

Uniqueness 
Maxwell Street in not just a flea market or a street bourse. It is an open-air urban bazaar that 

is one ofthe oldest public street markets in the U.S.; it has historical traditions; and it is a town-center 
meeting place for several different ethnic groups. It is unique to Chicago and perhaps to the United 
States. Its uniqueness stems from two factors: for a shopper there is no fee to enter, and fora vendor 
there is almost no fee to selL A Maxwell Street Market license cost just $25 a year. This allows for 
a wide variety ofmerchandise and food, free blues and gospel music; opportunity to meet your own 
ethnic group members as well as to interact with others, and positive spontaneous events. With no 
commercial rent, even people with marginal things to sell find it pays to work Sundays at the market. 
Since many people do this and since" one persons trash is another person's treasure," there is usually 
something for everyone at the market. Further, it is easy and inexpensive to travel to, located near 
downtown by the intersection of two major expressways, and it is a legacy from Chicago's past, 
carrying a lot of goodwill value. 

If the market is eliminated, it is unlikely to be replaced. It would not be replaced because a 
for-profit market, or governmental bureaucratic market would charge shopper entrance fees and/or 
vendor fees and impose extensive regulation. Such changes inevitably would reduce the market's size 
and diversity, and it would lose its free-wheeling spontaneous character. Theclosest thing to Maxwell 
Street in Chicago are the several for-profit flea markets which dot the city. They are bland in 
comparison: ubiquitous in merchandise, often charging fees, with no live music, no ethnic orcultural 
tradition, difficult to travel to, and lacking a heritage. It is difficult to place a price tag on the loss 
to shoppers of such urban resources. However, before we attempt to do so, characteristics and 
attitudes of Maxwell Street shoppers will be described. 

Shopper Characteristics and Attitudes 
According to a recent survey ofMaxwell Street shoppers, their average age is about 44 years, 

and it is common to have three generations of the same family shopping: grandparents come with 
their grown children and their grandchildren (Eastwood, 1993). Theaverage length oftime that these 
shoppers had been coming to the market was 21 years. About halfofMaxwell Street shoppers come 
every Sunday of the year. Another 25 percent shop once or twice a month. 
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Eastwood (1993) lists several reasons why people shop at Maxwell Street. These include 
opponunities to find bargains, a chance to find treasures, to make friends, to watch people, for fun 
and adventure, and for fresh air. Some shopper quotes from the survey give some notion ofthe vitality 
of the market. 

It's one of the greatest free things in Chicago. 
I love this place - it's where I come when I'm bummed out. 
Any country you go to they ask about Maxwell Street. 
It's not fake. 
It's wonderful to go face-to-face in this day of mass marketing. 
It's living culture. 

Dollar Value of Shopper Loss 
The dollar value of shopper losses if the market were eliminated is based on how much 

shoppers, on average, value (in monetary terms) their shopping experience at Maxwell Street. As a 
proxy for a typical shopper's value for the shopping at the market, we use the entrance fee ofanother 
prominent market in the Chicago area, the Kane County Collectible Market. This market is 
decidedly different than Maxwell Street, but it is very large and very popular. The entrance fee there 
is $3. We use this as a measure ofhow much a typical shopper values a visit to the Maxwell Street 
Market because this is what many shoppers are willing to pay in another market in the region. 

The number of shoppers in peak season has been estimated to be 20,000 (Community 
Assistance Panel, 1990, p. 7). However, there is seasonality at the market. There are significandy 
fewer shoppers during January, February, March, April, November and December. Therefore, we 
use the seasonality estimates from Table 1 to estimate the total number ofyearly shoppers. The total 
loss (i.e. foregone benefit) is calculated by multiplying our shadow entrance fee ($3) by the number 
ofyearly shoppers; and then finding the present value of this annual loss over seven years. 

Our estimate ofthe present value ofthis shopper loss is $15 million. This is a conservative 
estimate because it does not include additional transportation costs for shopping, the loss of the 
experience ofshopping in the spirit ofthe market, nor the loss due to not being able to find certain 
goods atother markets (e.g. used door knobs, foreign chewing gum, live performances by blind gospel 
singers). Moreover, this estimate is again restricted to a seven-year time horizon using a 3 percent 
discount rate. With an infinite time horizon and the same discount rate the present value would be 
$80 million. 

Other Lost Benefits 
There are other types of benefits that are, perhaps, more imponant and ofa greater dollar 

magnitude than the losses ofvendor incomes and shopper benefits. These other foregone benefits 
of the market include: incubated businesses statted. creation of jobs from those new businesses, 
reduced susceptibility to criminal activities. reduction of criminal justice system expenditures, 
cultural continuity, role modeling, tourist expenditures, maintenance of historical tradition, and 
being a learning laboratory for the university. 

These other benefits are more difficult to measure. Therefore. at this stage ofour research, 
all we can do is to describe these benefits which would be lost ifthe market were closed, and to suggest 
that these (and similar activities) serve an imponant and sizable economic function for society. 
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Incubated Businesses Started and Jobs Created 
Perhaps one the strongest benefits of the market is the creation of new businesses started as 

a result ofvending activity there. The causes of this incubator effect are the social networking, the 
low cost of entry, and the opportunity to acquire some financial capital. One of the unique aspects 
ofthe market is that much ofthe social networking is inter-ethnic. Business information (where to 
buy, what to sell. sources of capital. cooperative relationships) is produced, reproduced and 
transmitted between members of different ethnic groups. 

The long tenure ofmost ofthe sellers results in periodic contact for a long enough time that 
trust is produced with its consequent sharing of information. Even ifthe market were moved, it is 
not likely that everyone would follow. Thus, the social networking infrastructure built up over 
generations would be severely impaired. 

There are a variety of types of new businesses incubated at the market. Perhaps, the more 
sizable businesses started are ones where initial contacts are made at Maxwell Street but the business 
itselfis not actually in the market. Vendors also "graduate" from the market: someone may learn of 
a store for rent, a business for sale, a new line ofmerchandise, an additional source ofcustomers, or 
someone looking for a partner. One can use that information to abandon selling at the market or to 
add to the portfolio ofbusinesses that one becomes involved in. Of course this provides space for a 
new person to try vending. It is interesting to listen to conversations between vendors and observe 
the writing down ofinformation and exchangeofphone numbers orhome addresses. Ofcourse, some 
ofthe new businesses merely involve someone handling a new line ofmerchandise at the market. or 
bringing in a friend or relative to become a new seller. Nonetheless, some of these new sellers may 
become regular sellers who then leave the market to form fixed-location businesses that grow to 
become sizable corporations. Berkow (I977) documents many of these success stories. 

The low cost ofentry is another factor causing new business startups. This allows people to 
try new ideas and fine tune them at little cost. The market acts as a research laboratory where people 
can try out a product. and if it fails, either abandon it for another or try it again but with a different 
marketing approach. Many nascent entrepreneurs, in general, terminate their entrepreneurial efforts 
because of the cost of trying out new ideas. By lowering the cost of trying, the market increases 
persistence. Thus, the existence ofthe market increases the probability that effective business starts 
occur. 

Still another factor is that the extra income earned by vendors on market day can be saved 
as a nest egg for future business or human capital investment. With declines in real wages for low
skilled workers. opportunities for earned additional income, that can be saved for personal economic 
development, are crucial for achieving upward economic mobility. Vendors also invest in education 
for their children. parochial schools. universities. even professional/graduate schools are financed 
from vending business (Morales. 1993). 

The profits ofbusinesses started are direct benefits to the vendors. The income from the jobs 
created by those businesses is a real benefit for non-users ofthe market. Employment is obtained and 
income is generated because of entrepreneurial energies stimulated by the market. 

Reduced Susceptibility to Criminal Activities and 
Reduction of Criminal Justice System Expenditures 

Thevendors and shoppers at the market are. for the most part, honest and kindly law-abiding 
citizens. Only two police officers patrol the entire market on Sunday, and rarely is there a major 
incident. Many shoppers come in family groups spanning three generations. 
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Nonetheless, owing to the vendors' low income and living in inner city neighborhoods, many 
are likely to be exposed to criminal subcultures and criminal opportunities. In any population (rich 
or poor), there are criminal opportunities and some people will always be at the margin ofwhether 
or not to take advantage of those criminal opportunities. In this regard, the market serves as a 
mechanism to keep people out of the net of the criminal justice system. 

The market provides wholesome activities to engage in while also providing a source ofextra 
income to supplement one's job. If the market did not exist, some of it's users might be engaged in 
criminal activity both as something exciting to do, and as a way to make money. A vendor expressed 
it this way, "It keep (sic) you away from the street. I used to go hang around with my friends. Now, 
when I come home from the market, I'm tired and I stay home." 

The cost to the individual for engaging in criminal activity is large both in terms of lost 
earnings during incarceration and having a criminal record, not to mention the increased risk to one's 
life. The cost to society for adjudicating the criminal court cases and incarceration are huge. In an 
evaluation study ofthe"Supported Work Experiment, " Kemper, Long, andThornton (1984) found 
that modest reductions in criminal participation attributable to an employment training program led 
to large external monetary benefits to society causing the program to pass a basic cost-benefit test of 
efficiency. The Maxwell Street Market likely generates similar crime prevention benefits. 

Cultural Continuity 
The market goes by different names depending on the ethnicity ofthe user. The Latino name 

is"La Garaenla Calk Quatorce" (the Rag at 14th Street) or"La Pulga" (the flea). The Afro-American 
name is "Jew Town"-a term of respect, not denigration. Maxwell Street is the term used by most 
other groups. 

Closing the market would be a severe blow to Chicago's cultural and social well being. It has 
provided an unbroken opportunity for accumulating and passing knowledge to current and future 
generations. Abolishing Maxwell Street is analogous to destroying an important member of a 
uniquely evolved species. Removing its contribution to the city's social and cultural diversity would 
be a great blow financially but also in other less easily measured terms. 

At one corner ofthe market is the St. Francis Catholic Church. Visiting the market after mass 
has provided festive entertainment for Mexicans and Central European immigrants for more than 
a century. Mexican immigrants visiting the market expose their children to the tradition ofopen air 
festivals from Mexico-thefiesta. Children can hear, taste and see the rich folkways that their parents 
experienced in Mexico. The market exposes children ofmany ethnic groups to the work ethic. They 
see their adult co-ethnics working hard to accomplish upward economic mobility in a cooperative 
and live-and-Iet-live fashion. The market demonstrates, week after week, how multi-ethnic 
populations can get along. This benefit is an immeasurable addition to the city's social and cultural 
well-being. 

Tourist Expenditures 
The Discovery Channel recently showed a nationally televised travelogue program about 

Chicago. The show started with the following opening line: "First and foremost, Chicago is a City 
ofDiversity." That diversity is anchored in its ethnic neighborhoods, and the Maxwell Street Market 
stands as one of its finest embodiments. 

I t is difficult to estimate the proportion ofvisitors traveling to Chicago from both near and 
far to visit Maxwell Street. Walking through the market, one sees a moderate proportion ofshoppers 
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with video and still cameras. A retired geography professor regularly provides ethnic bus tours ofthe 
city for foreign visitors and includes the area as one of his most popular destinations. One of the 
authors hosted avisitingjournalist from France who wanted to seethe "Negro blues music atMaxwell 
Street." As franchises proliferate and mass marketing becomes global, unique cultural attractions 
become more important in differentiating one city from another. The Maxwell Street Market 
contributes to the positive and distinctive image of Chicago. It could lead to even larger tourist 
expenditures to the city ifitwere promoted properly. The market may not be a draw for Disneyland 
vacationers, but it certainly provides a taste of immigrant Chicago unlike any other. 

Role Model for Youth 
The market has very impottant benefits for youth: they earn money, learn bargaining skills, 

are taught responsibility for business, and supply important labor, for instance language translation 
and business set-up. Vendors who have children that accompany them at the market speak with pride 
about their children. Onevendor recalls howherchildren were instrumental in getting their tentative 
business rolling: "I brung 'em (sic) down here and they learned so much. You learn a lot in school 
but this was different schooling and they all got A's." Today, these middle-aged men own businesses 
in the Chicago area, but continue to practice vending, employing children, and conveying important 
lessons learned from their own youth. 

Children are often hired by members of different ethnic groups, fostering an incalculable 
trust between members occasionally antagonistic with one another. It is not uncommon to see Black 
and Latino youth vending with Korean business people orLatinos with non-Spanish speaking White 
vendors. Vending at the market fosters more than good inter-ethnic relations: the experience is 
invaluable for youth whose next job is so often in the community where they come from. In Pilsen 
and otherChicago neighborhoods, working at the market is notdisdained, instead it is seen as a useful 
experience that teaches responsibility and the good work habits that come with early rising, physical 
labor and communicating with an ethnically diverse clientele. 

Lost Benefits to the University 
The market would provide five benefits to the University of Illinois at Chicago. Foremost, 

it would act as a learning laboratory. Students and faculty could participate in and/or observe the 
market to study entrepreneurship, anthropology, architecture, urban history, music, marketing, folk 
art, social work, urban planning, human ecology, micro-economics, foreign languages, government, 
and Black, Jewish, Asian, and Latino Studies. The Maxwell Street Market can be treated as a real
life business incubator, a natural enterprise zone experiment, anda setting for examining inter-ethnic 
relations. In addition, the market demonstrates how a heterogeneous society like our own manages 
to enact astable social orderweek after week witho ut government intervention and sometimes in spite 
of it. 

Second, the Market's existence on campus would be consistent with the university's plan of 
developing its Great Cities mission. According to a university document, 

The Great Cities concept includes creative partnerships with public and private institutions 
to ensure that UIC's (University of Illinois at Chicago) intellectual resources are fully 
engagedwithsuch institutions in mutually beneficial ways; the fullest possible contributions 
to the cultural life and general quality of life of the metropolitan region. It expresses an 
institutional commitment to have our work address human needs in the Chicago metropoli
tan area.... Since the university is not the sole repository of knowledge, the pursuit of 
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knowledge requires increased interaction with off-campus public. 

Specific types ofprogrammatic activities are recommended: assist in economic development 
of the UIC neighborhoods without displacing current residents; engage in technology 
transfer activities to increase business success; assist minority and female-owned businesses 
and new ventures through the new Center for Urban Business.... UIC should develop new 
models for collaboration with other institutions. (Great Cities Advisory Committee. 1993). 

Third. the campus environment would be improved. It would enliven an otherwise 
monotonous and dreary campus providing additional shopping and food service amenities to 
students and facul ty. The mixed use ofthe land would provide additional pedestrian eyes on the street 
generating a greater sense of safety on Sunday when the university is mostly empty. 

Fourth. the market could also be a convenient source for part-time employment for students 
coping with the high cost of higher education. Finally. it would provide class diversity as well as 
further ethnic diversity to the campus setting. All ofthese benefits would provide a richer educational 
experience as well as provide product differentiation. This would increase the university's ability to 
compete for students in the highly competitive higher education market. 

Loss of Historical Tradition 
One has to consider the market's longevity. Immigrants have used the market as a source of 

education about the norms oftheir new home. Most people, on the subway or on the street, can relay 
a story or an impression about the market. It is compared by patrons ofstreet markets allover the 
country. "This is great, butyou should see Chicago's Maxwell Street" was heard at an outdoor market 
in Tucson recently. This quote echoes in the ears of the authors when conducting comparative 
investigations ofother street markets. Even Madison, Wisconsin. titles its fall festival "Maxwell Street 
Days.» The market is more than an on-going recognition of Chicago's hardworking ethnically 
diverse population. It is an immigrant icon. Berkow (1977) calls it "the Ellis Island ofthe Midwest. " 

As our society becomes more involved in the fast-paced, globally competitive information 
age, flexibility and change become the focus for successful economic strategies. This puts a strain on 
people's personal lives, where touchstones to the past can provide soothing relief from present 
anxieties. A preserved Maxwell Street Market is an important urban amenity that enriches the life 
ofmany: a living museum. To forego this preservation activity would reduce the value of living in 
and visiting Chicago for many generations to come. The market's reputation. good, bad, and 
indifferent. is widely known and mostly cherished by Chicagoans allover the country. Losing the 
market can be avoided. Intelligent public policy can save it. 

Relocation vs. Elimination 
The university plans to replace the market with athletic fields and a motor pool. One has to 

question this judgment. That location is well-suited to retail activity. Itprovides a foundation for the 
success ofthe market. The site is accessible to both shoppers and vendors. It is near the intersection 
of two interstate highways. There is bus transportation, and the market is near a subway stop. It is 
visible from one ofthe major expressways, which helps to advertise its presence. Its existence at that 
general location for over one hundred and twenty years has led to the accrual ofsubstantial good
will value. The neighborhoods bordering the market provide both shoppers and vendors: the 
predominantly Mexican Pilsen neighborhood is on the southern border; the Hispanic St. Francis 
Church at the northern border; and The Jean Wright HUD housing project on the western border. 
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Funher, two major commercial institutions also border the market; they provide sources ofinventory 
supply. 

The Roosevelt/Halsted Commercial district is on the eastern border, and the South Water 
Wholesale Produce Market is on the western border. These provide opportunities forvendors to visit 
wholesalers with little transportation cost. Low-cost inventory acquisition cost, plus almost no sales 
overhead, plus a competitive selling environment means low prices for consumers and a wide 
assortment ofmerchandise. We think the market should be left where it is, because itwill be extremely 
difficult to replicate these locational factors. 

The opportunity cost for keeping the market at its present site is very low. The market is 
outdoors, on the streets and sidewalks of the area and only operates on Sunday mornings. The 
university has no classes on Sunday, so it can expand in that area in the interiors ofthe blocks and 
share the street, sidewalk, parking, and open space with the market on Sunday mornings. The 
university, however, refuses to allow the market to continue on the site. It doesn't want to assume 
the legal and landlord responsibilities for the market. Leasing arrangements, organizing a vendor run 
Community Development Corporation, and city government participation could solve these 
problems, but the university does not see the market as part of its mission. 

Our estimates oflosses and the discussion above assume the market is either eliminated or 
very imperfectly relocated. If the market were intelligently relocated, the losses we have described 
could be partly mitigated. 

The following nine principles would seem prudent to follow to closely replicate the 
current market ecology: 

L Maintaining proximity to sources of supply. 
2. Locating as near to the present location as possible to maintain good access by 

vendors and shoppers, visibility from major thoroughfares, and historical ties. 
3. Maintaining at least the pres en t scale ofthe market: all vendors are allowed access 

and have adequate space. 
4. Keeping as close to present regulatory framework as possible. 
5. Maintaining the present entry cost. 
6. Having neighbors who appreciate the market. 
7. Having businesses nearby that reap benefits from the market (e.g. tailors who alter 

clothing; sit-down delicatessens.) 
8. Obtaining vendor and shopper preferences. 
9. Remaining on ethnically neutral and gang neutral territory to maintain cultural 

diversity. 

The success ofany transplanting will depend on replicating as closely as possible the current 
social organization and physical environment. It is the authors' view that this can be most easily 
achieved by keeping the market at or near its present location and by maintaining its present laissez
faire governance structure. 

Summary and Conclusion 
The elimination ofthe Maxwell Street Market would impose a cost on users ofat least $35.2 

million. See Table 5. Adding in the indirect losses from reduced spending of the vendors (the 
multiplier effect) , brings the total estimate oflosses to $49.3 million. This loss is equivalentto aspecial 
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annual discriminatory tax levied on minority and impoverished inner-city Chicago people. The 
Maxwell Street Market involves 850 vendors selling to 20,000 shoppers at peak times of the year. 
Variation in both seasonal use and types ofvendors were taken into account as well as the stream of 
losses over time, discounted to the present. 

Table 5 

Economic Losses Imposed by Elimination or Movement of the Market 


Loss Category Loss Amount 

Lost Income to Vendors $20.2 Million 

Loss of Consumer Surplus of 
Shoppers 

$15.0 Million 

Subtotal: Losses to 
Users of the Market 

$35.2 Million 

Indirect Lost Income from 
Reduction in Vendor Income and 

Activity (Multiplier Effect) 
$14.1 Million 

TOTAL $49.3 Million 

Eleven different categories ofloss were discussed: lost vendor income, lost consumer benefits 
to shoppers, adverse multiplier effects from lost income to vendors, fewer businesses started, lost jobs 
from fewer incubated businesses, fewer entrepreneurial role models, interruption in cultural 
continuity, increased criminal justice expenditure, lost tourist revenue, loss ofhistorical sites, and lost 
university benefits. Losses were, however, estimated for only three of these categories: lost income 
to the vendors, indirect lost income from the multiplier effect, and lost benefits to shoppers. 
Therefore, these estimates are an undercount ofthe cost imposed by the closure ofthe market, since 
the amount of most of the loss categories were not estimated yet. 

Far from being an inconsequential eyesore, the Maxwell Street Market selVes imponant 
economic andsocial functions. Its closurewouldamountto a substantial loss imposed upon segments 
ofsociety least able to afford it. Public policy concerning the market warrants serious and deliberative 
attention. 
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