
This fact sheet provides summaries of the findings of the 
best available studies on the economic impacts of large 
retail chains.  To access the studies themselves, follow the 
web links listed with each summary.  The studies are or-
ganized under the following categories of impact:

1. Retail Employment

2. Wages & Benefits
3. Existing Businesses 

4. Locally Owned vs. Chain: The Local Premium

5. Poverty Rates

6. City Costs
7. State Costs

8. Subsidies

9. Consumers & Prices

1. RETAIL EMPLOYMENT

These studies examine whether the arrival of a super-
store increases or decreases the number of retail jobs in 
the region.  

The Effects of Wal-Mart on Local Labor Mar-
kets
www.newrules.org/retail/neumarkstudy.pdf
by David Neumark, Junfu Zhang, and Stephen Ciccarella, 
Public Policy Institute of California, unpublished manu-
script, April 2006

This study presents the most sophisticated analysis to 
date of Wal-Mart's impact on retail employment and 
wages.  Analyzing national data, the study found that the 
opening of a Wal-Mart store reduces county-level retail 
employment by 180 jobs.  Because Wal-Mart stores em-
ploy an average of 360 workers, this suggests that for 
every new retail job created by Wal-Mart, 1.5 jobs are 
lost as existing businesses downsize or close.  The study 
also found that the arrival of a Wal-Mart store reduces 
total county-wide retail payroll by about $2.5 million, or 
nearly 3 percent.  This study improves substantially on 
previous studies by convincingly accounting for the en-
dogeneity of the location and timing of Wal-Mart's entry 
into a particular local market. That is, Wal-Mart presuma-
bly does not locate stores randomly.  When expanding 
into a particular region, it may, for example, opt to build 
in towns experiencing greater job growth.  Unless this 

location selection bias is accounted for, one might com-
pare job growth in towns that gained Wal-Mart stores 
versus those that did not and  erroneously conclude that 
Wal-Mart caused an expansion in employment.  The 
authors of this study have devised a persuasive method 
of accounting for this bias.  They also argue that the 
method developed by Basker (see next item below) to 
account for this bias is flawed and therefore her conclu-
sion that Wal-Mart has a small positive impact on retail 
employment is not reliable. 

Job Creation or Destruction? Labor-Market 
Effects of Wal-Mart Expansion
www.missouri.edu/~baskere/papers/
By Emek Basker, University of Missouri, Review of Eco-
nomics & Statistics, February 2005

Often cited and typically misrepresented by Wal-Mart 
supporters, this study examines the impact of the arrival 
of a Wal-Mart store on retail and wholesale employment. 
It looks at 1,749 counties that added a Wal-Mart be-
tween 1977 and 1998. It finds that Wal-Mart's arrival 
boosts retail employment by 100 jobs in the first year—
far less than the 200-400 jobs the company says its 
stores create, because its arrival causes existing retailers 
to downsize and lay-off employees. Over the next four 
years, there is a loss of 40-60 additional retail jobs as 
more competing retailers downsize and close. The study 
also finds that Wal-Mart's arrival leads to a decline of 
approximately 20 local wholesale jobs in the first five 
years, and an additional 10 wholesale jobs over the long 
run (six or more years after Wal-Mart's arrival). (Wal-
Mart handles its own distribution and does not rely on 
wholesalers). This works out to a net gain of just 10-30
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retail and wholesale jobs, and the study does not exam-
ine whether these jobs are part-time or whether they 
pay more or less than the jobs eliminated by Wal-Mart. 
The study also found that, within five years of Wal- Mart's 
arrival, the counties had lost an average of four small re-
tail businesses, one midsized store, and one large store. It 
does not estimate declines in revenue to retailers that 
survive. Basker looked at the effect of Wal-Mart on retail 
employment in neighboring communities, but found that 
the confidence intervals were too large (meaning the 
results showed wide variation) to draw any conclusion 
about Wal-Mart's impact. (Her initial working paper, pub-
lished in 2002, reported an average decline of 30 retail 
jobs in surrounding communities, but, after correcting an 
error, she determined the confidence intervals were too 
large to produce a precise result.)

2. WAGES & BENEFITS

These studies examine the effect of big-box chains, par-
ticularly Wal-Mart, on wages and benefits for retail em-
ployees.

What Do We Know About Wal-Mart?
www.brennancenter.org/programs/downloads/aboutwalm
art.pdf
By Annette Bernhardt, Anmol Chaddha, and Siobhán 
McGrath, Brennan Center for Justice, August 2005

This scrupulously fact-checked and footnoted report out-
lines what we know about Wal-Mart, in terms of its 
wages, health insurance benefits, compliance with labor 
laws, and cost to states.  It details average starting wages 
for various job classifications.  It reports that Wal-Mart 

employees earn 20 percent less than retail workers on 
average.  It outlines the out-of-pocket costs, coverage 
limitations, and eligibility requirements for the retailer's 
health insurance plan, and compiles information on what 
various states are spending to provide Medicaid to unin-
sured Wal-Mart employees and their children.  The re-
port also summarizes Wal-Mart's record of labor law vio-
lations. 

Impact of Wal-Mart Growth on Earnings 
throughout the Retail Sector in Urban and 
Rural Counties
http://repositories.cdlib.org/iir/iirwps/iirwps-126-05/
By Arindrajit Dube, Barry Eidlin, and Bill Lester, Institute 
of Industrial Relations Working Paper Series, 2005

This study analyzes the impact of Wal-Mart's expansion 
during the 1990s on the earnings of retail workers.  (It 
uses a similar technique to account for possible biases in 
Wal-Mart's store location decisions as the study de-
scribed in the RETAIL EMPLOYMENT section above, 
"The Effects of Wal-Mart on Local Labor Markets.") This 
study found that, in counties that are part of Metropoli-
tan Statistical Areas (MSAs), every additional Wal-Mart 
store reduces average earnings in that county by be-
tween 0.5% and 0.8% for workers at general merchandise 
stores and between 0.8% and 0.9% for grocery store 
employees.  This drop in average earnings, combined with 
a reduction in the overall number of jobs in these sectors 
caused by Wal-Mart's arrival, produces a total loss in 
earnings for grocery and general merchandise workers of 
1.3% for each Wal-Mart store that opens.  MSAs are ur-
banized counties that account for nearly 85% of the 
population.  Between 1988 and 2000, the share of MSA 
counties that had at least one Wal-Mart increased from 
33% to 79%.  For non-MSA counties, the study found that 
Wal-Mart's arrival reduced earnings for grocery workers, 
but raised earnings for general merchandise store em-
ployees.  The aggregate effect on earnings for all retail 
workers in these non-MSA counties was zero.  The study 
estimates that, in 2000, Wal-Mart's presence reduced to-
tal earnings of retail workers nationwide by $4.7 billion. 

Reviewing and Revising Wal-Mart's Benefits 
Strategy 
www.newrules.org/retail/walmarthealthmemo.pdf
Memo to the Wal-Mart Board of Directors from Susan 
Chambers, Wal-Mart's executive vice president for bene-
fits, Oct. 2005
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This internal memo leaked to Wal-Mart Watch assesses 
Wal-Mart's current health care benefits and offers strate-
gies to both reduce the company's health insurance costs 
and neutralize criticism of its employment practices.  The 
memo reports that only 48 percent of the company's 
employees are enrolled in its insurance plan, compared to 
an average of 68 percent for national employers.  Exces-
sive out-of-pocket costs, including expensive premiums 
and high deductibles, are to blame.  "Our coverage is ex-
pensive for low-income families, and Wal-Mart has a sig-
nificant percentage of Associates and their children on 
public assistance," the memo notes.  Employees enrolled 
in Wal-Mart's insurance plan spend an average of 8 per-
cent of their income on health care, nearly twice the na-
tional average.  Almost 40 percent spend more than 16 
percent of their income, a crippling cost for workers who 
earn less than $20,000 a year on average.  The memo also 
reports that Wal-Mart has a larger share of its employees 
and their children enrolled in Medicaid compared to 
other companies.  "In total, 46 percent of Associates' 
children are either on Medicaid or are uninsured," it 
notes.  The memo offers strategies for reducing Wal-
Mart's health care costs, including increasing the percent-
age of part-time employees and "design[ing] all jobs to 
include some physical activity (e.g., all cashiers do some 
cart gathering)."  The latter recommendation aims to 
"dissuade unhealthy people from coming to work at Wal-
Mart."

The Impact of Big Box Grocers on Southern 
California: Jobs, Wages, and Municipal Fi-
nances 
www.coalitiontlc.org/big_box_study.pdf
Prepared for the Orange County Business Council by Dr. 
Marlon Boarnet of the University of California at Irvine 
and Dr. Randall Crane of the University of California at 
Los Angeles, 1999.

The most useful parts of this study deal with Wal-Mart's 
impact on wages. The study concluded that, as Wal-Mart 
builds supercenters in southern California, the company 
will absorb up to 20 percent of the region's grocery 
market and cut grocery workers' income by up to $1.4 
billion annually. Unionized supermarket workers in 
southern California make the equivalent of $18.25 an 
hour in wages and benefits, according to the study, while 
Wal-Mart employees earn just $9.63 per hour. As Wal-
Mart expands in the region, it will replace high-wage jobs 
with low-wage jobs. It will probably also force unionized 
supermarket workers to accept substantial wage and

 benefit cuts to keep their employers competitive. The 
combined losses are estimated in the range of $500 mil-
lion to $1.4 billion. The study also compares health insur-
ance benefits at unionized supermarkets and Wal-Mart, 
and examines the tax and revenue implications of super-
center development.

3. EXISTING BUSINESSES

These studies look at how the arrival of a big-box re-
tailer displaces sales at existing businesses, which must 
then downsize or close, resulting in job losses and declin-
ing tax revenue.

The Impact of 'Big-Box' Building Materials 
Stores on Host Towns and Surrounding Coun-
ties in a Midwestern State 
www.amiba.net/pdf/stone_home_improvement_center_s
tudy.pdf
by Economics Professor Kenneth E. Stone and Extension 
Program Specialist Georgeanne M. Artz, Iowa State Uni-
versity, 2001.

This study examines several Iowa communities where big 
box building supply stores, such as Menards and Home 
Depot, have opened in the last decade. Sales of hardware 
and building supplies in the host community and sur-
rounding counties are tracked over several years to test 
what the authors call the "zero-sum-game theory," 
namely that the retail sales gains generated by big box 
stores are offset by sales losses at existing, often locally 
owned, retail stores. The results confirm the theory, find-
ing that sales of hardware and building supplies grow in 
the host communities, but at the expense of sales in 
smaller towns nearby. Moreover, after a few years, many 
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of the host communities experienced a reversal of for-
tune: sales of hardware and building supplies declined 
sharply, often dropping below their initial levels, as more 
big box stores opened in the surrounding region and 
saturated the market.

What Happened When Wal-Mart Came to 
Town? A Report on Three Iowa Communities 
with a Statistical Analysis of Seven Iowa 
Counties
by Thomas Muller and Elizabeth Humstone, National 
Trust For Historic Preservation, 1996.

This study examined the impact of Wal-Mart on several 
Iowa communities. It found that 84 percent of all sales at 
the new Wal-Mart stores came at the expense of existing 
businesses within the same county. Only 16 percent of 
sales came from outside the county---a finding which re-
futes the notion that Wal-Mart can act as a magnet draw-
ing customers from a wide area and benefiting other 
businesses in town. "Although some suggest that the 
presence of Wal-Mart outside of, but near to, the down-
town area results in additional activity downtown, both 
sales data and traffic data do not show this gain," the 
study concludes. "None of the nine case studies was ex-
periencing a high enough level of population and income 
growth to absorb the Wal-Mart store without losses to 
other businesses." The study documents losses in down-
town stores after Wal-Mart opened. "General merchan-
dise stores were most affected," the study notes. "Other 
types of stores that closed include: automotive stores, 
hardware stores, drug stores, apparel stores, and sporting 
goods stores." The supposed tax benefits of Wal-Mart did 
not materialize either: "Although the local tax base added 
about $2 million with each Wal-Mart, the decline in retail 

stores following the opening had a depressing effect on 
property values in downtowns and on shopping strips, 
offsetting gains from the Wal-Mart property."

Competing with the Discount Mass Merchan-
disers
www.econ.iastate.edu/faculty/stone/1995_IA_WM_Study.
pdf
By Dr. Kenneth Stone, Iowa State University, 1995

The basic premise of this study and others by Ken Stone 
is that the retail "pie" is relatively fixed in size (it grows 
only incrementally as population and incomes grow). 
Consequently, when a company like Wal-Mart opens a 
giant store, it invariably captures a substantial slice of the 
retail pie, leaving smaller portions for existing businesses, 
which are then forced to downsize or close. This study of 
Wal-Mart's impact on Iowa towns found that the average 
superstore cost other merchants in the host town about 
$12 million a year in sales (as of 1995), while stores in 
smaller towns nearby also suffered substantial revenue 
losses. These sales losses resulted in the closure of 7,326 
Iowa businesses between 1983 and 1993, including 555 
grocery stores, 291 apparel stores, and 298 hardware 
stores. While towns that gained a Wal-Mart store initially 
experienced a rise in overall retail sales, after the first 
two or three years, retail sales began to decline. About 
one in four towns ending up with a lower level of retail 
activity than they had prior to Wal-Mart's arrival. Stone 
attributes this to Wal-Mart's strategy of saturating re-
gions with multiple stores.

St. Albans, Vermont State Environmental 
Board Act 250 Decision, 1994

A cost/benefit analysis of a proposed Wal-Mart store in 
St. Albans, Vermont, found that the store would cause 
dozens of existing businesses to close, leading to a net 
loss of 110,000 square feet of retail space. The 214 jobs 
created by the new superstore would be offset by the 
loss of 381 jobs at other businesses. The analysis also 
found that the overall tax losses expected from the small 
business failures would be greater than the tax revenue 
generated by the new Wal-Mart. Moreover, the city 
would incur a variety of new costs to provide roads, 
sewers, police, and fire protection to service the sprawl-
ing new development. The analysis concluded that for 
every dollar in tax benefit created by the superstore, 
there would be 2.5 dollars in tax losses and public costs.
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4.  LOCALLY OWNED VS. CHAIN:  THE LO-
CAL PREMIUM

The following studies have found that locally owned 
stores generate much greater benefits for the local 
economy than national chains.

The Andersonville Study of Retail Economics
www.civiceconomics.com/Andersonville
By Civic Economics, October 2004

This compelling study, commissioned by the Anderson-
ville Development Corporation, finds that locally owned 
businesses generate 70 percent more local economic 
impact per square foot than chain stores. The study's 
authors, Dan Houston and Matt Cunningham of Civic 
Economics, analyzed ten locally owned restaurants, retail 
stores, and service providers in the Andersonville neigh-
borhood on Chicago's north side and compared them 
with ten national chains competing in the same catego-
ries. They found that spending $100 at one of the neigh-
borhood's independent businesses creates $68 in addi-
tional local economic activity, while spending $100 at a 
chain produces only $43 worth of local impact. They also 
found that the local businesses generated slightly more 
sales per square foot compared to the chains ($263 ver-
sus $243). Because chains funnel more of this revenue 
out of the local economy, the study concluded that, for 
every square foot of space occupied by a chain, the local 
economic impact is $105, compared to $179 for every 
square foot occupied by an independent business.

The Economic Impact of Locally Owned Busi-
nesses vs. Chains: A Case Study in Midcoast 
Maine 
www.newrules.org/retail/midcoaststudy.pdf
by the Institute for Local Self-Reliance and Friends of 
Midcoast Maine, September 2003.

Three times as much money stays in the local economy 
when you buy goods and services from locally owned 
businesses instead of large chain stores, according to this 
analysis, which tracked the revenue and expenditures of 
eight locally owned businesses in Midcoast Maine. The 
survey found that the businesses, with had combined 
sales of $5.7 million in 2002, spent 44.6 percent of their 
revenue within the surrounding two counties. Another 
8.7 percent was spent elsewhere in the state of Maine. 

The four largest components of this local spending were: 
wages and benefits paid to local employees; goods and 
services purchased from other local businesses; profits 
that accrued to local owners; and taxes paid to local and 
state government. Using a variety of sources, the analysis 
estimates that a national big box retailer operating in 
Midcoast Maine returns just 14.1 percent of its revenue 
to the local economy, mostly in the form of payroll. The 
rest leaves the state, flowing to out-of-state suppliers or 
back to corporate headquarters. The survey also found 
that the local businesses contributed more to charity 
than national chains.

Economic Impact Analysis: A Case Study 
www.liveablecity.org/lcfullreport.pdf
by Civic Economics , December 2002.

This study examines the local economic impact of two 
locally owned businesses in Austin, Texas---Waterloo Re-
cords and Book People---and compares this with the 
economic return the community would receive from a 
Borders Books store. The study finds that spending $100 
at Borders creates $13 worth of local economic activity, 
while spending $100 at the local stores generates $45 in 
local economic activity. The difference is attributed to 
three factors: a higher local payroll at the independent 
stores (because, unlike Borders, none of their operations 
are carried out a an out-of-town headquarters office); 
the local stores purchased more goods and services lo-
cally; and the local stores retained a much larger share of 
their profits within the local economy.
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5. POVERTY RATES

Counties that gained Wal-Mart stores in the 1990s have 
fared worse in terms of family poverty rates, according to 
this study. 

Wal-Mart and County-Wide Poverty
www.blackwell-synergy.com/doi/abs/10.1111/j.1540-6237.
2006.00377.x
by Stephan Goetz and Hema Swaminathan, Social Science 
Quarterly, June 2006
 
The presence of a Wal-Mart store hinders a community's 
ability to move families out of poverty, according to this 
study. After controlling for other factors that influence 
poverty rates, the study found that U.S. counties that had 
more Wal-Mart stores in 1987 had a higher poverty rate 
in 1999 than did counties that started the period with 
fewer or no Wal-Mart stores.  The study also found that 
counties that added Wal-Mart stores between 1987 and 
1998 experienced higher poverty rates and greater usage 
of food stamps than counties where Wal-Mart did not 
build, all other things being equal. Although the study 
does not attempt to draw a conclusion about why Wal-
Mart expands poverty, the study's authors suggest several 
possible factors, including a loss of social capital that oc-
curs when locally owned businesses close and the shift 
from comparatively better paying jobs at independent 
retailers to lower paying jobs at Wal-Mart. (An earlier, 
unpublished draft can be downloaded for free here: 
cecd.aers.psu.edu/policy_research.htm  Many university 
libraries also carry Social Science Quarterly.)

6. CITY COSTS

These studies compare the municipal tax benefits of big-
box development with the cost of providing these stores 
with city services, such as road maintenance, police and 
fire—finding that cities do not always come out ahead.

Understanding the Fiscal Impacts of Land Use 
in Ohio
www.regionalconnections.org/documents/pdf/fiscalimpact
s.pdf
by Randall Gross, Development Economics, August 2004

This report reviews and summarizes the findings of fiscal 
impact studies conducted in eight central Ohio commu-
nities between 1997 and 2003. In seven of the eight 
communities, retail development created a drain on mu-
nicipal budgets (i.e., it required more in public services, 
such as road maintenance and police, than it generated in 
tax revenue). On average, retail buildings produced a net 
annual loss of $0.44 per square foot. "The concept that 
growth is always good for a community does not seem to 
correlate with the findings from various fiscal analyses 
conducted throughout central Ohio," the report con-
cludes. It cautions cities not to be taken in by the prom-
ise of high tax revenue from a new development without 
also considering the additional costs of providing serv-
ices. Unlike retail, office and industrial development, as 
well as some types of residential, produced a net tax 
benefit.

Fiscal Impact Analysis of Residential and 
Nonresidential Land Use Prototypes
www.amiba.net/pdf/barnstable_fiscal_impact_report.pdf
by Tischler & Associates, July 2002.

Big box retail, shopping centers, and fast-food restaurants 
cost taxpayers in Barnstable, Massachusetts, more than 
they produce in revenue, according to this analysis. The 
study compares the tax revenue generated by different 
kinds of residential and commercial development with 
the actual cost of providing public services for each land 
use. The study found that big box retail generates a net 
annual deficit of $468 per 1,000 square feet. Shopping 
centers likewise produce an annual drain of $314 per 
1,000 square feet. By far the most costly are fast-food 
restaurants, which have a net annual cost of $5,168 per 
1,000 square feet. In contrast, the study found that spe-
cialty retail, a category that includes small-scale Main 
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Street businesses, has a positive impact on pubic revenue 
(i.e., it generates more tax revenue than it costs to serv-
ice). Specialty retail produces a net annual return of $326 
per 1,000 square feet. Other commercial land uses that 
are revenue winners include business parks, offices, and 
hotels. The two main factors behind the higher costs for 
big box stores, shopping centers, and fast-food outlets, 
compared to specialty retail shops, are higher road main-
tenance costs (due to a much greater number of car trips 
per 1,000 square feet) and greater demand for public 
safety services.

Understanding the Tax Base Consequences of 
Local Economic Development Programs
www.rkg1.com/pdfs/taxbasemgmt.pdf
by RKG Associates, 2001

The city of Concord, New Hampshire provides an exam-
ple of what can happen when a community allows mas-
sive commercial growth while failing to protect its exist-
ing economic assets. Over the last 12 years, Concord 
added 2.8 million square feet of new commercial and in-
dustrial development. Yet tax revenue has actually de-
clined by 19 percent. To make up for lost revenue, the 
town now has one of the highest property tax rates in 
the state. This study by RKG Associates, an independent 
economic consulting firm, found that there were several 
reasons for the declining tax base. One was that new 
retail development, primarily big box stores, had harmed 
local businesses. Property values, and subsequently tax 
revenue, in the older shopping areas had declined sharply. 
Another factor was that the new development had 
eroded the value of residential property, probably due in 
part to increased traffic and noise. The end result was 
that the city actually experienced a declining tax base 
despite all of the new growth.

Impacts of Development on DuPage County 
Property Taxes
Prepared by DuPage County Development Dept. for the 
County Regional Planning Commission, Illinois, Oct. 1991.

This study demonstrated that the costs of encouraging 
new commercial development--- extending highways and 
utilities, expanding municipal services like police and fire 
protection, and providing development financing and 
incentives---exceeded the new property and sales tax 
revenues the new development generated. The study 
concluded "... there is a significant statistical relationship 

between new development (both residential and non-
residential) and increases in personal property taxes."

7. STATE COSTS

Because many of their employees do not earn enough to 
make ends meet, states are reporting high costs associ-
ated with providing healthcare (Medicaid) and other pub-
lic assistance to big-box employees.  In addition to the 
following studies, see Good Jobs First's web page  
(www.goodjobsfirst.org) detailing states that have dis-
closed how much they are spending on providing health 
insurance for employees of Wal-Mart, Home Depot, Tar-
get, and other big-box retailers.

Hidden Cost of Wal-Mart Jobs
http://laborcenter.berkeley.edu/lowwage
by UC Berkeley's Institute for Industrial Relations, August 
2004 

California taxpayers are spending $86 million a year pro-
viding healthcare and other public assistance to the 
state's 44,000 Wal-Mart employees, according to this 
study. The average Wal-Mart worker requires $730 in 
taxpayer-funded healthcare and $1,222 in other forms of 
assistance, such as food stamps and subsidized housing. 
Even compared to other retailers, Wal-Mart imposes an 
especially large burden on taxpayers. Wal-Mart workers 
earn 31 percent less than the average for workers at 
large retail companies and require 39 percent more in 
public assistance. The study estimates that if competing 
supermarkets and other large retailers adopt Wal-Mart's 
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wage and benefit levels, it will cost California's taxpayers 
an additional $410 million a year in public assistance.

Everyday Low Wages: The Hidden Price We 
All Pay for Wal-Mart
http://edworkforce.house.gov/democrats/releases/rel216
04.html
by the Democratic Staff of the House Committee on 
Education and the Workforce, Feb.2004

Although this study uses different methodology than the 
one above, it arrives at the same conclusion: Wal-Mart's 
low wages and meager benefits are costing taxpayers. The 
average Wal-Mart employee requires $2,100 per year in 
public assistance, including Section 8 housing vouchers, 
reduced-cost lunches for dependent children, health care 
programs, and tax credits for the working poor.

8. SUBSIDIES

Shopping for Subsidies: How Wal-Mart Uses 
Taxpayer Money to Finance Its Never- End-
ing Growth 
www.goodjobsfirst.org/pdf/wmtstudy.pdf
by Good Jobs First, August 2004

This study identifies 244 Wal-Mart stores and distribu-
tion centers in 35 states that have received state and lo-
cal development subsidies totaling just over $1 billion. 
The subsidies took many forms, including property tax 
rebates, free or reduced-priced land, and funding of site 
preparation and on-site infrastructure. Tax increment fi-
nancing (TIF) ranked as one of the most common 
mechanisms used by local governments to underwrite 
Wal-Mart's growth. The total value of public giveaways to 
Wal-Mart is undoubtedly much higher than the $1 billion 

documented by the report. Obtaining complete data on 
subsidies is virtually impossible. In most states, local gov-
ernments and state agencies are not required to report 
subsidies, and there is no centralized record or database. 
Good Jobs First relied primarily on the online archives of 
local newspapers to assemble the list of subsidy deals, the 
details of which were confirmed by interviews with local 
officials.

9. CONSUMERS & PRICES

Wrestling with Wal-Mart: Tradeoffs Between 
Profits, Prices, and Wages
www.epi.org/content.cfm/wp276
By Jared Bernstein, Josh Bivens, and Arindrajit Dube 
Economic Policy Institute, June 15, 2006

This analysis refutes the findings of a 2005 study by 
Global Insights (GI) that found that Wal-Mart saves U.S. 
consumers $263 billion a year, or $2,329 for the average 
household.  The Economic Policy Institute concludes that 
the GI study is "fraught with problems."  It identifies ma-
jor internal inconsistencies and finds that the firm's sta-
tistical analysis "fails the most rudimentary sensitivity 
checks."  The authors state, "Once we addressed these 
weaknesses the statistical and practical significance of 
Wal-Mart's price effects effectively vanished." 

Time to Switch Drugstores?
Consumer Reports, October 2003.

"If you're among the 47 percent of Americans who get 
medicine from drugstore giants such as CVS, Eckerd, and 
Rite Aid, here's a prescription: Try shopping somewhere 
else. The best place to start looking is one of the 25,000 
independent pharmacies that are making a comeback 
throughout the U.S." opens this article, which presents 
the results of a year-long survey of more than 32,000 
readers about their drugstore experiences. The survey 
found that, by "an eye-popping margin," independent 
drugstores outranked all other pharmacies-- --including 
drugstore chains, supermarkets, mass merchandisers (e.g., 
Wal-Mart), and internet companies---in terms of provid-
ing personal attention, offering health services such as in-
store screenings, filling prescriptions quickly, supplying 
hard-to-find drugs, and obtaining out-of-stock medica-
tions within 24 hours. Prices at independent pharmacies 
were lower than at chain pharmacies, but higher than at 
mass merchandisers and internet companies.
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