
TURN THE 
CORNER

Marquis Engel’s cutting-
edge Popular Culture 
fashion line appears out 
of place juxtaposed with a 
commonplace corner store—
that seemingly unremarkable 
go-to where one stops in 
to grab life’s monotonous 
everyday needs: bread, 
milk, a pack of smokes. The 
corner store is one of the few 
businesses dotting Livingston 
Avenue that still attracts 
patrons in the economically 
struggling neighborhoods of 
East Columbus. 

Once thriving as an original 
Columbus “streetcar suburb” 
in the early twentieth century, 
today this predominantly 
African-American part of town 
is better known for boarded-
up windows and formerly 
grand homes that have fallen 
in disrepair. The popular 
Livingston Theatre of the 1940s 
sits dormant and vacant, as do 
many of the area businesses, 
unable to turn the corner and 
develop a new identity. The 
area’s unique history—such as 
being home to Caroline Brown, 
whose house became a stop 
on the Underground Railroad—
gets lost among its current 
economic hardships.

So, upon first glance, Engel’s 
threads—clothing that  
elicits praise as fashion-
forward, fresh, and inspiring— 
seem incongruous amidst 
the canned goods aisle of 
the corner store, flanked by 
a neighborhood struggling 
to move forward and break 
through the vandalized and 
crumbling walls it’s boarded up 
behind. But Engel doesn’t see it 
that way. 

…his clothing is a “place where you can come and acquire  
 some self-esteem, a place where you can acquire an identity, a  
 place where you can see yourself, and you can buy into it,
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Just as the corner market 
solves the problem of 
the food desert along 
Livingston Avenue, Engel 
sees his brand as rising 
to the challenge of what 
he perceives as a cultural 
desert, identity desert, 
and self-esteem desert 
afflicting some members 
of the community. 
Popular Culture fulfills  
a need for a community 
in want, becoming its 
metaphoric corner store. 

For some, his clothing is 
a “place where you can 
come and acquire some 
self-esteem, a place 
where you can acquire 
an identity, a place 
where you can see 
yourself, and you can 
buy into it,” Engel says. 

An innovative 
clothing line and a 
typical corner store, 
each resolute in 
providing for needs 
in their struggling 
communities. 
There’s nothing 
unremarkable 
about that. 

 “A lot of different people use corner stores,” Engel says.  
  “Corner stores are usually in neighborhoods because there  
is no grocery store, which means there is a food desert.” 
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