All of the Above

a. b. c. d. e.

Latent Public Spaces of the American Demographics Machine
Public space is often defined as publicly owned land, universally accessible
space, or sites of mass congregation. But images of the public also emerge
from opinion polls, government surveys, and corporate databases. In a
culture driven by demographic analysis, public spaces are sites in which
information about the public emerges. The nature of each site, as well
as statisticians' assumptions about them, projects its own bias upon the
construction of data and thus, the public body. All of the Above is a
speculative research project about the impact of environments upon
the fabrication of public identity. With devotion to the statistical ideal
of political representation, distaste for its tendency to normalize the public,
and fascination with the perversity of the quantitative, the project seeks
out an inclusive and varied public body not confined to government
ideology or commercial profit.
The projects shown here explore 6 sites of the measured public:
home, neighborhood, coordinates, zip code, database, and marketplace. Each is the site, subject, and catalyst for techniques of demographic production. The project skeptically embraces the statistician's
tools of analysis by exaggerating, redrawing, and introducing each system
to each other, finding in this odd mixture not a common measure but an
aberration from any standard. This project aspires to recover latent public
spaces for the strangely normal and the typically strange.
-Janette Kim

Statistics are “a demographic machine... that delivers presidents
and elections as fluently as it delivers customers for Honey Nut
Cheerios.” The fact factory of statistics counts, measures, polls,
sorts and re-sorts, cross-references, enumerates, and averages data
into a quantitative result. Numbers have shown support for the
Gulf War, maintained power of British Colonies, identif ed likely
terrorist behavior, and proved the power of god. Statistics are
also instrumental to a representative democracy. True, Americans
make their opinions known through elections, purchase behavior,
protests, and the occasional letter to ones congressperson. But
the expression of opinion has no force or authority without
public opinion polls, surveys and focus groups. Without them,
we would have no conception of public opinion, or even the
public body.
Statistics are also entangled among the places in which people
live, work, communicate and become active as a public. The
US Census Bureau, for example, creates a peculiar classif cation
of domestic architecture in order to comprehend the scope of
the public. Similarly, marketing researchers model their lifestyle
on the gated communities of
categories
commercial town planners.

Most often researchers adopt architecture to aff rm their
preconceptions about the public. Each way of counting and
expressing the public has its own biases and its own tendency to
determine what is normal and deviant.
Surprisingly, the great promise of statistics lies in their tendency
to distort – to invert what is normal with what is deviant. The
average, as it turns out, is an extremely bizarre thing. When 19th
Century statistician Adolphe Quetelet created the ideal man
by averaging measurements of Scottish soldier’s bodies, his
critics warned that a f gure constructed as a composite being
would result not in a model of beauty but a monstrosity. If the
average man is formed by taking the numerical
mean of measurements from hundreds of
arms, legs, and heads, it fails to represent
any one person. And by representing no
one, the statistical norm is anomalous. We
cannot comprehend the normal without
the abnormal – the two are perhaps the same
thing.

i count

What public do we take as our own? The failure

i co u n t
PUBLIC SPACES ARE SITES

D ATA

Statistics count, measure, poll, sort and resort,
classify, ennumerate, and average information about
the American public into a quantitative profile. This
information directs public policy and the design of
products, homes, and cities.

IN WHICH INFOR

of statistics to add up gives room for the public to be a public
by creating a gap between the profile and the individual. How
then can we use the same information to identify and design for
actions, tendencies, and desires without restricting people to any
one profile? Can we use these techniques to expand identities, not
reduce them?
Literary critic Michael Warner wrote, “we have no way of talking
about the public without theorizing the contexts and strategies
in which the public could be represented.” Public space is not
limited to the March on Washington. It cannot be def ned by
ownership or the public sector – this will inevitably be exclusive.
In a culture driven by demographic analysis, public spaces are sites
in which information about the public emerges. We have a new set
of places in which the public takes shape: home, neighborhood,
coordinates, zip code, database, and marketplace. The public
emerges here because in each of these environments, the public
can have a voice, a chance to interact, and the opportunity to
constantly and willfully redef ne itself.
All of the Above identif es the impact of environments upon
the fabrication of public identity. It skeptically embraces the

statisticians’ tools of analysis by exaggerating, redrawing, and
introducing each system to each other, f nding in this odd mixture
not a common measure but an aberration from any standard.
The act of measuring can create unexpected views of the city
through its own tendency to distort and produce alienating views
of our surroundings. We can discard standard designations such
as age, race, religion, and political association in favor of aff nities
among the population based upon actions, events, and desires.
By conducting inventive measurements, architects can actively
influence their environment, and in the process re-create portraits
of the city, the public and civic identity. In this way we can begin
to recover latent public spaces of the demographic machine.
Is it possible to be normal in ten different
ways? If family life is one standard
designation, then so too is age,
education, location, sexuality, voting
history, personality, and criminal record,
all of which do not necessarily co-exist
in any coherent manner. To be normal in
all of these ways – to be All of the Above – is
a deviation from any standard.

i count

MATION ABOUT THE PUBLIC EMERGES.

P L ACE

Data is fabricated somewhere. The site of its
fabrication affects the image of the world it puts
forth. The majority of statistical sources - the US
Census, political pollsters, and some marketing
researchers - locate the public in their homes.

PUB L I C

Statistics is the voice of the people. The census
counts the public in order to distribute votes to
voting districts, adhering as closely as possible to
the One Person One Vote ideal. Marketing
researchers use focus groups, surveys, and
purchase behavior to identify the needs and
desires of a consumer public.

"When setting out to conduct a national opinion poll, the
first thing Gallup does is select a place where all or most
Americans are equally likely to be found. That wouldn't
be a shopping mall, or a grocery store, an office building,
a hotel, or a baseball game. The place nearly all adult
Americans are most likely to be found is in their home."
- George Gallup, founder of the Gallup Poll

1 : HOME :ENUMERATION
no.

site

method

THE CENSUS BUREAU MUST CHOOSE A METHOD THAT COUNTS NO ONE TWICE
Are you a person
or a place?
Do you live in A
STRUCTURE: "a
separate building that
either has open space
on all sides or is
separated from other
structures by dividing
walls that extend from
ground to roof."
-US Census Bureau

Public opinion begins at home.
> if YES, then
you are:

a. a p l a c e

OR
D o y o u l i v e i n A U N I T:
"a separate living
quarter in which the
occupants live and eat
separately from any
other persons in the
building and which have
direct access from
outside the building or
through a common hall."
- US Census Bureau

You are a place if you resided in a living quarter on April 1, Census Day: "Living
quarters are in structures intended for residential use (for example, a one-family
home, apartment house, hotel or motel, boarding house, or mobile home).
Living quarters also may be in structures intended for nonresidential use, as
well as in places such as tents, vans, shelters for the homeless, dormitories,
barracks, and old railroad cars."
-US Census Bureau

OR

> if NO, then
you are:

b. a person

You are a Person if you sleep in a homeless shelter, happen to look homeless
on March 31st 2000, reside in an institutional setting, or live in group quarters
of ten or more unrelated persons. Sites of the homeless include: street
corners, parks, bridges, noncommercial campsites, all-night movie theaters, allnight restaurants, emergency hospital waiting rooms, train stations, airports,
bus depots, and subway stations.

Every ten years the government spends $185 billion dollars to locate, count, and analyze data about the American population. The census'
primary purpose is to apportion votes to the states and set up voting districts for the House of Representatives. It also determines the distribution of government funds, taxes, and programs throughout the country. It influences the creation of a national poverty level and determines who is eligible for welfare . It lays the foundation for marketing research and telemarketing databases. And it affects the evaluation of social programs and city planning.
The Census Bureau locates the majority of Americans by sending questionnaires to residential addresses in the government's database.
Those not in traditional homes are more difficult to find. To locate the homeless, the bureau compiles a list of street blocks and public
areas frequented by homeless people, and on "Shelter-and-Street Night" counts "all persons found at predesignated street sites from 2 a.m.
to 4 a.m. and leaving abandoned or boarded-up buildings from 4 a.m. to 8 a.m. on March 21, 1990." Enumerators are instructed to count
all people except "persons in uniform such as police and persons engaged in obvious money-making activities other than begging or
panhandling." The bureau also encourages local governments to set up temporary shelters for homeless people that will be taken down as
soon as the count has been completed.
If, however, we follow the census' classifications to the letter, strange definitions of the Ameican home begin to emerge.

E. TO DO THIS, ALL PEOPLE ARE DIVIDED INTO TWO GROUPS; HOUSING & PERSONS

A MOBILE UNIT

( hustr1dE)
1 family house
detached
(hustr1at)
1 family house

space on all sides

attached
(hustr2 )
2 units/structure

A N A I R P O RT

( hustr3_4 )
3-4 units/structure

( hustr5_9)
5-9 units/structure

s p a c e o n a l l s i d es

(hustr10-19)
10-19 units/structure

F R E E STAN D I N G + AT TA C H E D
( hustr 20-49 )
20-49 units/structure

( hustr 50p )
50+ units/structure

you are called HOUSING.
survey forms are mailed to
residential addresses

> you can also be:

wall from ground to roof
L I V E / W O RK

(huobhom)
mobile home

( huother)
boat, RV, van, etc.

w a l l f r o m g r o u n d t o r o of

(percorin) (pernurhm)
(perjuvin) (perothin)
in correctional institutions
in nursing home
in mental institution
in juvenile institution
in other institutions

MOBILE + FIXED

(percoldr) (permilgt )
in college dormitories
in military quarters

(perengcy )
in shelters for homeless

( perstret) (perothni )
in visible street locations
in other noninstitutional groups

wall from ground to roof
you are called PEOPL E
because they live in
group institutions or
because they live now h e r e

You are person and place

Homes, airport benches, and mobile structures can all have
space on all four sides and allow for people to eat
separately from each other. The distinction between home
and person is blurred.

2: N EIGHBORHOOD :AVERAGE
no .
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GIS MAPPING SOFTWARE GENERATES PROFILES OF THE PUBLIC BY AVERAGING CENSUS
+

+

yes
+ 1 . 0 t o + 1 . 5 s t a n d ard deviatio n

Are you above average? n a t i o n

c o n g

s t a t e

r e g i o n

- 1 . 0 t o - 1 . 5 s t a n d a r d d e v i a t i on

no
-

-

THE AVERAGE AMERICAN HOME:

DISTRICT IDENTITIES:

The Censusu Bureau also conducts the American Housing
Survey every two years, gathering detailed information about
the arrangement, amenities, age, location, and cost of homes.

You are average only if your neighbor is. The census uses a technique called sampling, in
which detailed information is only collected from every sixth person to describe the nation as a
whole. Thanks to sampling practices, you are EXACTLY like six other people in this country.

Census data tends to generate pithy phrases like "40% of Americans live in a single family home" or "African Americans are now living in
greater eographical isolation than they were 10 years ago" - phrases that describe a diverse nation in a single sentence. The Census Bureau
and researchers who analyze census data also make maps to isolate national trends. The census uses mapping software such as Arcview to
assign information to geographic areas, and produce maps that represent averages and their deviations in color gradients. Arcview maps
depict a country of neighborhoods segregated by social characteristics.
Census geography works on a number of scales: the nation, region, division, state, county, county subdivision, census tract, block group
and census block. The smallest of these subdivisions available to the public, the block group, constructs the communities of Americans:
"bounded on all sides by visible features, such as streets, roads, streams, and railroad tracks, and by invisible boundaries, such as city, town,
township, and county limits, property lines, and short, imaginary extensions of streets and roads."
By producing a number of averages, the census actually confuses national identity by producing so many portraits. Taken together, these
averages can produce unexpected definitions of the American home.

DATA AT A NUMBER OF SCALES AND APPLYING IT TO GEOGRAPHIC LOCATIONS.
+

+

+

+

yes
+0.5 to +1.0 standard deviation

g r e s s i o n a l
d i s t r i c t

z i p

c e n s u s

c o d e

-1.5 to -2. 0 s t a n d a r d d e v i a t i on

6

-0.5 to -1.0 standard deviation

-0.5 to -1.0 standard deviation

-1.0 to -1 . 5 s t a n d a r d d e v i a t i on

b l o c k
g r o u p

h o u s e h o l d s
-0 . 5 t o - 1 . 0 s t a n d a r d d e viation

no

-1.0 to -1.5 standard deviation

no
-

no
-

0

-

CAN YOU BE AVERAGE IN 10 DIFFERENT WAYS?

Every point in the United States can be described by 10 Census geographies. At any time you can be defined by 10 different
demographic profiles: You are exactly average, above average, and below average all at once. This suggests that the we are not
confined to the strictly domestic, but take part in institutional and transient living as well. What happens when we mix all of these
together?

-

3: C OORDINATES :MAPPING
no .
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FIND THE AVERAGE AMERICAN LANDSCAPE WITH A GPS RECEIVER, A

AVE R A G E A M E R I C A , v. 1 ( m edian)

HOW TO FIND AVERAGE AMERICA, VERSION 1
1. average population data to produce coordinates

The median center is located at the intersection of two
median lines, a north-south line (a meridian of
longitude) constructed so that half of the Nation's
population lives east and half lives west of it, and an
east-west line (a parallel of latitude) selected so that
half of the Nation's population lives north and half lives
south of it."
- US Census Bureau

2. locate point with GPS receiver

3. identify closest home and landscape

38.75644 North Latitude,
86.93074 West Longitude

Closest home to the median center point

Van Buren township, Daviess County, Indiana,
approx 13 miles northeast of Washington, IN.

Phelps County has a monument
complete with two benches and a
flagpole to mark the Center of the
Population, positioned approximately
3/4 of a mile away from the actual
point, beside a graveyard.

VAN, A BOAT, AND THE US CENSUS BUREAU CENTER OF POPULATION CALCULATIONS.

AVE R A G E A M E R I C A , v.2 ( mean)

HOW TO FIND AVERAGE AMERICA, VERSION 2
1. average population data to produce coordinates

The mean center of population is the point at which
an imaginary, flat, weightless, and rigid map of the
United States would balance if weights of identical
value were placed on it so that each weight
represented the location of one person."
- US Census Bureau

2. locate point with GPS receiver

3. identify closest home and landscape

37.69699 North Latitude
91.80957 West Longitude
Phelps County, MO, 2.8 miles east of Edgar Springs

Closest home to the median center point

4: Z IP CODE:SEGMENTATION
no.

site

$0

01 BLUE BLOOD
ESTATES

02 WINNER'S CIRCLE

03 EXECUTIVE SUITES 04 POOLS & PATIOS

05 KIDS & CUL-DESACS

Blue Blood Estates
Winner's Circle
Executive Suites
Pools & Patios
Kids & Cul-de-Sacs
Urban Gold Coast
Money & Brains
Young Literati
American Dreams
Bohemian Mix
Second City Elite
Gray Power
Country Squires
God's Country
Big Fish, Small Pond
Greenbelt Families
Young Influentials
New Empty Nests
Boomers & Babies
Suburban Sprawl
Blue-Chip Blues
Upstarts & Seniors
New Beginnings
Mobility Blues
Gray Collars
Urban Achievers
Old Yankee Rows
Mid-City Mix
Latino America
Middleburg Managers
Boomtown Singles
Sunset City Blues
Towns & Gowns
New Homesteaders
Middle America
Red, White, & Blues
Military Quarters
Big Sky Families
New Eco-topia
River City, USA
Shotguns & Pickups
Single City Blues
Hispanic Mix
Inner Cities
Smalltown Downtown
Hometown Retired
Family Scramble
Southside City
Golden Ponts
Rural Industria
Norma Rae-Ville
Mines & Mills
Agri-Business
Grain Belt
Blue Highways
Rustic Elders
Back Country Folks
Scrub Pine Flats
Hard Scrabble

"Of all the business professions, marketing research is
probably the most noble because it makes constituents
out of consumers - empowering [them] with information
that gives them the power to choose what they want and
redirect resources towards the invention of better
products and services."
- Marketing researcher William Neal

method

CLARITAS, INC. DIVIDES THE NATION INTO 62 DIFFERENT CONSUMER LIFESTYLES.

Marketing research has its own set of vital statistics: INCOME

Are dollar votes really votes?

$140,000

$120,000

$100,000

$80,000

$60,000

$40,000

$20,000

06 URBAN GOLD
COAST

07 MONEY & BRAINS

08 YOUNG LITERATI

09 AMERICAN
DREAMS

10 BOHEMIAN MIX

11 SECOND-CITY
ELITE

12 UPWARD BOUND

13 GRAY POWER

14 COUNTRY
SQUIRES

15 GOD'S COUNTRY

16 BIG F
SMAL

Marketing researchers use statistical research in order to understand how the consumer lives, makes decisions, and forms desires. They
construct a commercial public in which 'constituents' use dollar votes to influence the design, production and advertisement of products
ranging from Coca-Cola to a three-bedroom house.
Marketing segmentation is a technique of marketing research that targets a portion of the market rather than trying to appeal to the mass
market. In theory, this enables companies to better understand their customers and concentrate their marketing on people who really buy
their products. Whether they use GIS technology or Freudian analysis, almost all marketers compile and cross-reference a range of
geographic, demographic, and psychological information into a set of lifestyles that predict the behaviors of American consumers.
Claritas, Inc. is a marketing company that envisions the nation as a collection of exactly 62 lifestyle groups. Identities are formed according
to similarities in income, race, education, tastes in television, patterns of cheese consumption, and magazine readership, among others.
According to Claritas, all of us - that is, all 62 of us, are remarkably predictable in our behavior, rarely straying out of the lifestyles we have
in common.

IN CLARITAS' WORLD, I ONLY SEE WHAT I MIGHT ALSO LIKE.

$ 39, 6 5 7 n a t i o n a l a verage

FISH,
LL POND

You are what you eat; You are where you live.
The logic if "if you like... you'll also like" made popular by Amazon.com has been practiced by Claritas for decades on an urban scale. Claritas founder Jonathan Robbin explains this: "Humans group into natural areas where the
resources - physical, economic, and social -- are compatible with their needs where adjacent households, and the
individuals dwelling in them, make up a distinct social group that shares demographic and economic characteristics."

17 GREENBELT
FAMILIES

18 YOUNG
INFLUENTIALS

19 NEW EMPTY
NESTS

20 BOOMERS &
BABIES

21 SUBURBAN
SPRAWL

22 BLUE-CHIP BLUES 23 UPSTARTS &
SENIORS

24 NEW BEGINNINGS

25 MOBILITY BLUES

26 GRAY COLLARS

27 URBAN ACHIEVERS 28 BIG CITY BLEND

29 OLD YANKEE ROWS 30 MID-CITY MIX

31 LATINO AMERICA

44-SHOTGUNS & PICKUPS

26-GRAY COLLARS

CLARITAS INC. PRACTICES TOWN PLANNING UNDER THE GUISE OF RESEARCH; IT

Columbus, Ohio: Test Market, USA
Columbus Ohio is a test market for the United States. Residents of Columbus are said
to be representative of the rest of the nation: products and presidents popular in Ohio do
well on the national market. If you live in Ohio, chances are you are an Average
American.

32 MIDDLEBURG
MANAGERS

33 BOOMTOWN
SINGLES

34 STARTER FAMILIES 35 SUNSET CITY
BLUES

36 TOWNS & GOWNS

37 NE W HOMESTEADERS

38 MIDDLE AMERICA

39 RED, WHITE, &
BLUES

40 MILITARY
QUARTERS

41 BIG SKY COUNTRY 42 NEW ECO-TOPIA

43 RIVER CITY, USA

44 SHOTGUNS &
PICKUPS

45 SINGLE CITY
BLUES

46 HISPANIC MIX

47 INNER C

In the 1960's, Claritas founder Jonathan Robbins conducted studies for the government's "War on Poverty" program, creating a typology of
poverty populations organized according to a "Poverty Index." This led to a report entitled "Index of Susceptibility to Civil Disorder" that
could predict with 87% accuracy the cities in America that would experience riots. The same methods led to the development of Claritas
lifestyle groups. According to Robbins, this research simply holds a mirror up to contemporary society - it reflects a growing divide among
different communities. But by forming these lifestyle groups Claritas is part marketing researcher and part urban planner. It exploits
differences among people, carving up the nation into communities isolated by economic disparities, highway embankments, and zip code
boundaries.
Homebuilders in turn use this or similar marketing research databases to identify what they call "target markets." Using Claritas' mapping
software, they develop land in selected zip codes and design communities that would, according to the database, attract the right customers.
As a result, neighborhoods of young "starter families" are inundated with baby clothing stores, revitalized urban cores with loft
condominiums, and small towns with Wal-marts.
The same network of lifestyle segments, however, can be re-used to create new connections among communities. We have more in
common with our fellow consumers than Claritas gives us credit for.

CREATES A NATION OF GATED COMMUNITIES IN WHICH THE PUBLIC IS A COMMMODITY

CITIES

You are what you buy: ALL of it
Above is a proposed interactive interface for the Claritas database that
emphasizes links among individuals over segmentation.

48 SMALLTOWN
DOWNTOWN

49 HOMETOWN
RETIRED

50 FAMILY SCRABBLE 51 SOUTHSIDE CITY

52 GOLDEN PONDS

53 RURAL INDUSTRIA 54 NORMA RAE-VILLE 55 MINES & MILLS

56 AGRI-BUSINESS

57 GRAIN BELT

58 BLUE HIGHWAYS

59 RUSTIC ELDERS

60 BACK COUNTRY
FOLKS

61 SCRUB PINE FLATS 62 HARD SCRABBLE

"Every household gets a score and the highest scores are
the most likely to generate and to exhibit that target behavior." …"I'll not only talk to you differently, but I'll invest differentially if you're a high-value versus a low-value
customer."
-Marketing Researcher, anon.

5: D ATABASE :STANDARD DEVIAT I O N
no.

site

method

MARKETERS ORGANIZE THE PUBLIC WITH DATABASES THAT PRIORITIZE "PURCHASE

1. Identify what New Yorkers like to do.

New York is on the opposite end of the statistical globe from
Columbus, Ohio. Columbus is a swing state, a test market for
America, and a microcosm for the rest of us. New York is a
blue state, an appendage at the edges of the continent, and
scores low in affinity modelling with the rest of the country.
My Kind of Town locates the statistical profile of New York City
by presenting two statistically equivalent maps of the area.
The first is a three-dimensional map of data gathered by the
US Census Bureau and the marketing research company,
Claritas. The map makes physical the public and its
environment as envisioned within the logic of these
researchers. The second map is a digital map that models
itself on information provided by the user. The map is a
questionnaire, asking participants about their place of
residence, domestic activities, and buying habits, among other
topics. Each response causes the map to redraw itself,
repositioning sections of the city based upon statistical
similarity rather than geographic location.

New York City is the antiColumbus

Target Cluster Index of PRIZM Lifestyles Report: generated by
Claritas, Inc. for several zip codes on Manhattan's west side.
The Target Cluster Index tells the propensity of people in a given
PRIZM cluster relative to a national average. A 100% index
indicates that the cluster is as likely to follow certain behaviors
as the nation is; 110% means they are 10% more likely than the
national average while 90% means they are 10% less likely than
the national average.
New Yorkers do only what they are expected to do. What
happens when we conduct urban planning based on the premise
that for every activity New Yorkers are likely to do we introduce
an activity that New Yorkers are unlikely to do?
We can sort through databases of the public and come up with
strong and powerful images of the public in a way that does not
establish that particular community as the primary voice of the
nation.

What are you least likely to do?

2. Locate activities in the city. For
each activity with a high propensity
score, introduce an activity with an

Marketers increasingly locate people through technologies that are not assigned to place: email, online shopping, frequent buyers cards, and
the ever-powerful social security number. Marketers can obtain information about you from voting records, land titles, property tax records, the DMV, voter registration, hunting and fishing licenses, credit card companies, supermarket frequent buyers cards, census records,
surveys, warranty cards, mailing lists of magazines and subscriptions, doctor's office visits, pharmacies, and insurance companies. Companies can even find out if I am polite to telemarketers when they call. Marketers sort through database after database to find consumers
most likely to buy their products. Information is processed through "affinity modeling" algorithms that generate your "propensity scoring"
or in other words, the probability that you will buy an estate house or an under-$10,000 car. Thanks to Direct Marketing, I can purchase the
names of architects, cryogenics enthusiasts, and people who buy sliced lunch meat. List providers actually copyright lists of names and sell
them by the thousand.
In common marketing practice, the tendency to organize people by income and purchase power obscures any other portraits of the public.
However, the use of databases does not have to prioritize income, propensity for Coca-Cola , or taste in domestic architecture. The
strength of the database is that it can create nonhierarchical and layered associations among individuals.

POWER." THE SAME DATABASE CAN LINK PEOPLE WITH UNEXPECTED AFFINITIES

3. Sprinkle new activities to encourage
mingling and evolution of new activities.

6: MARKETPLACE :SAMPLING
no .

site

method

IN A NATION OF CONSUMERS THE PUBLIC IS FOUND IN THE PLACE OF CONSUMPTION.

We are a nation of couch potatoes
The "Passive People Meter" is an audience measuring device designed by engineers at Nielsen Media Research that uses sonar to locate people. Audience members were
compared to "storm centers" that could be distinguished from "ground clutter," or other objects. The sonar device had a tendency to misread other movements, and would
often include ceiling fans and large dogs in its audience counts. The use of military technologies in the home is not unusual; other engineers employed thermal infrared
detectors that, in addition to counting warm bodies scattered throughout the room, had a tendency to measure a warm spot on the chair left behind after someone left the room
and even water pipes embedded in the walls.

Recent marketing trends have moved towards viewing consumer behavior directly in the marketplace. Here, the place of the public is the
mall, the internet interface, the TV room, and the supermarket - a wide range of spaces that have nothing in common except that they
house the exchange of goods and services.
In the TV advertising industry, ratings giants such as Nielsen Media and Arbitron monitor the way people watch television. They cross-reference viewership ratings with demographics, lifestyle categories, and purchase behavior. It is not enough to know that the television is on
in the family room. Nielsen and Arbitron want to know what we are really doing when the television is on. Do we watch the commercials
or do we take restroom breaks? How does one count viewership when people constantly flip between channels? Ever since a water commissioner in Toledo, Ohio in 1952 noticed that the city-wide water pressure suddenly dropped during an I Love Lucy commercial break ,
TV audience engineers have fought a war of ratings accuracy, often by adapting technology from law enforcement and the battlefield to the
American home.
New measuring technologies track consumers in a shifting urban context. Individuals have more in common with others who watch the
same TV shows than they do with people in their own households. If someone impulsively starts to watch a different TV show, then he or
she temporarily becomes a member of another kind of community. Here the public is made and remade within the database.

INDIVIDUALS' BEHAVIORS ARE SAMPLED BY SURVEILLANCE IN THE MARKETPLACE.

... And a nation of moving targets
Arbitron, a leading TV ratings producer, is currently experimenting with a device called the Portable People Meter, is a small pager-like gadget that hooks onto the clothing of
participants. It detects inaudible identification codes embedded into radio and television transmissions. In this way, the Portable People Meter keeps tabs on the radio shows I
listen to at work, the TV programs I watch at home (including specific commercials, or 30 second segments on which I hesitate while channel surfing), or a TV show I watch in
the doctor's waiting room. In theory, it can even take note of something I hear on the radio of a passing car as I walk down the sidewalk.

