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TechNews is a dedicated to the belief that a strong
campus newspaperis essential to a strong campus
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TechNews. There willbe nocensorship of TechNews
publication by the faculty or staff of |IT. Sole
authority and responsibility for publication and
adherence to thevalues set forth inthis policyrests
with the TechNews staff. This paper seelksto bring
together the various segments of the Illinois Tech
community and strives throughbalance and content
to achieve a position of respect and excellence.
TechNews strives for professionalism with due
respect to the intellectual values of the university
andits community. All material submittedbecomes
the property of TechNews, and is subject to any
editorial decisions deemed necessary.
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technewsiit.com.
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Black Friday

Violence, negativity plague shopping holiday

By Shreeyeh Rajan
OPINION EDITOR

Most of us only refer to “Black Fri-
day” - the day following Thanksgiving Day - as
one of the biggest shopping days of the year.
We picture the endless line of families covered
with blankets and sitting on portable chairs
waiting for Wal-Mart to open at 10 p.m., or
the crowd of 20-year-old girls wearing four-
inch boots waiting for Macy’s to open at 3 a.m.,
or even the 12-year-olds running through the
aisles of Target snatching anything with a dis-
count tag at midnight. But there’s more to this
popular occasion, its not just called Black Fri-
day for nothing.

The reason it’s called Black Friday is
because of the numerous traffic accidents, vio-
lence, injuries and even death that happen due
to stampedes in the stores. When surveyed,
the most dangerous places seem to be the Wal-
Mart’s consumer electronic departments.

In 2011, in an attempt to get a Wii
for a 60% discount, a woman pepper-sprayed
an entire crowd in a Los Angeles Wal-Mart
store. The worst Black Friday incident hap-
pened in 2008, when a man was trampled to
death. According to an online source, “in 2008,
Jdimytai Damour, a Long Island Wal-Mart
temporary employee was trampled to death
on Black Friday when shoppers at Green Acres
Shopping Center pushed against the doors

to try to get them to open. Workers pushed
back to try to keep the doors from breaking,
but ultimately the masses won out and over
2000 people streamed in, trampling Damour.
The paramedics who arrived and tried to save
Damour were also trampled and seriously in-
jured by shoppers who apparently didn't care
that there was a dying man lying at the en-
trance of the store with paramedics trying to
resuscitate him. All total, five shoppers had
to be hospitalized at that one location.” With
nearly 135 million people shopping, as well as
limited security and police officers, incidents
like these are increasing.

When a survey was held to ask peo-
ple whether they had a positive or negative
feeling about the day, 71% rated it as negative.
Why is that? [ wouldn’t question the gut feeling
of the survey takers at all.

All of the “black” days we've had in
history have all referred to bad incidents: the
scandals on September 24 1869, the Haymar-
ket affairs on November 11 1887, the panic of
foreign exchange dealers worldwide in Sep-
tember 1984, etc. Coincidentally, they all fall
on a Friday.

With 212 million shoppers spend-
ing about $39 billion on this Friday, retailers
see it quite differently. Initially, retailers hated
the term “Black Friday” because in spite of
their profit, the term always reflected negativ-
ity. So to change that, many retailers reversed

the whole meaning by promoting the day with
advertisements, commercials and coupons.
Comparing how accountants use black ink to
signify profit and red ink to signify loss, retail-
ers started reversing the negativity. They began
advertising ‘Black Friday” as the day to get the
biggest and best deals of the year.

You may think that there’s only com-
petition among the millions of shoppers shop-
ping to get the best discounts, but there is also
a lot of competition in the retail business.

When Target opens at midnight, a 3
a.m. Macy’s shopper is bound to choose Target
over Macys. Is this a good idea? Of course of
its a good idea as none of the other clothing
stores open at that time.

So basically, stores are stealing cus-
tomers who regularly shop in other stores. But
how long will these clever ideas last? It’s not
going to last very long. Customers and other
retailers will eventually figure it out.

So, Black Fridays can be pretty dan-
gerous, but it doesnt always have to be that
way. Before the day, narrowing down the best
deals and the best sales can save you time and
effort. Circling all the ads that interest you and
paying attention to the deals’ deadlines are also
important. Prioritizing what is necessary for
you right now and what can be bought later
can speed up your shopping. Black Fridays can
be intense, but if you shop smartly, you won't
have to risk most of the craziness!
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