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Scenescapes: The Expressive Organization of American Cities. 


There is a certain tradition of social thought that includes figures such as G.W.F. Hegel and Emile Durkheim, among others.  According to this tradition, it is possible to discern the “inner” character of a people, place, or period from their “outer” works and deeds.  Hegel read Greek tragedies to uncover the Greek “shape of world,” seeing deep cultural and social tensions between the family and the state manifest in the confrontation between Antigone and Creon.  He also drew conclusions about the differences between classical and modern culture based on variation in their modes of dress.  The ancient toga expresses a culture that values the form of the human body, revealing “the changeable expression of spirit appearing in the body”; the modern suit, by contrast, stresses artifice, as its tailoring masks the body’s movements and shapes: “once the cut is complete it remains always the same, without appearing determined by pose and movement…our manner of dress is insufficiently marked out by our inner life…it is done with and unalterable once it has been cut” (Lectures on Fine Art, p. 166). Durkheim treated legal codes as “external symbols of morality,” taking the degree of criminal vs. restitutory law as evidence for the relative strength of mechanical vs. organic solidarity.  He also pointed to the “design of our houses [and] the cut of our clothes” as prime examples of social facts (What is a Social Fact), suggesting that investigation into their content and variations could reveal the underlying values and norms that define the character of a community or people.  


This methodological program rests on more general theoretical claims, according to which the character of a person or group is ultimately revealed in the form of their actions in the world.  As the philosopher Bernard Williams puts it: “in the beginning, there was the deed.”  Social actions may be fluid and fluctuating, as Durkheim noted in his invocation of non-institutionalized “social currents.”  But as human actions crystallize into settled practices, they focalize in concrete spaces and places that provide occasions for participants to actualize themselves in determinate ways – in wearing togas or suits, in living in houses with great rooms or concealed kitchens we reveal in action, as Hegel and Durkheim suggested, certain underlying forms of life.   Such places and spaces are defined by the practices they make possible; and such practices in turn animate the styles of life, values, beliefs, hopes into which they breathe social life.  


Our theory of scenes and our methods for measuring scenes in large part flow from this tradition.  Spaces and places of sociable consumption, we argued, embody practices, practices that embody ways of seeing and being seen (theatricality), ways of tapping into sense of who one genuinely is (authenticity), and ways of affirming beliefs about the right way to act (legitimacy).  These practices invest buildings, streets, neighborhoods, cities with charged meanings that activate a range of experiences, possibilities, and moods which participants may circulate, into which they may be drawn, and to which they may contribute their energy.  From a relatively submerged, undifferentiated, and exclusive part of social life, the number, density, and accessibility of such spaces of sociable consumption have risen dramatically, adding scenes to neighborhoods, industry, and politics as central structural and practical components of cities.



To measure scenes, following Durkheim and Hegel, we treat cultural amenities and practices as external crystallizations of inner spirit.  The background, holistic sense of what is right, beautiful, and genuine defines the scene, the stage within which each individual makes an appearance.  No individual amenity makes the scene; no single dimension of meaning makes the scene.  Nevertheless, by undertaking what Baudelaire called a “botany of the street,” we can discern patterns of significance amidst the diversity of establishments on offer in our cities.   


In this chapter, we take the reader on a brief, descriptive tour of the American scenescape, as revealed by the amenities of we encounter in daily life.  Starting from the national, we move to the regional, then the metropolitan, then the zip code level, showing how amenities and scenes vary at each.  In doing so, we have a number of purposes.  The first and overriding one is to give a flavor of the lay of the land, as it were, to show what and where the scenes are.  There are other, more programmatic goals, as well: this chapter will introduce the reader to our amenities data in a detailed way, showing the components out of which our measures of the underlying scenes dimensions are built and the strengths and weaknesses of our database. It will show the impossibility of comprehending the scenescape without resorting to the sorts of abstract dimensions – like self-expression and glamour – that we have developed, giving concrete examples that show how the significance of those dimensions varies when mixed in different ways. It will show the extent to which our amenities data and scenes dimensions – despite their national scope, their origins in seemingly non-cultural sources like the census of business and the yellow pages, and the vagaries of the coding process -- do in fact capture the intuitive, living feels of many places, providing face-validity for our subsequent propositions about the effects of scenes.  And it will demonstrate in vivid, on the ground detail the extent to which the meanings of individual amenities are shaped and revealed by the broader spatial contexts in which they are situated. 
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Food, Health, the Law, and God.   What do these four have in common?  They are the objects of the most numerous businesses in the United States, as reported by the United States census of businesses.   #1 is Full-Service Restaurants, #2 is Offices of Physicians, #3 is Limited Service Restaurants, #4 is Offices of Lawyers, #5 is Religious Organizations.  The typical American street is permeated with establishments serving cultural goods, from salvation to sustenance, from vitality to order.   


Even at this level of generality, distinctive aspects of the symbolic meanings embedded in daily experience emerge.  Compare the list of the most numerous U.S. businesses to the analogous Canadian list.  North of the border, doctors are #1, lawyers fall to #8, restaurants to #9, while religious organizations are about the same rank as in the U.S.  In Canada, residential construction is #2 (#6 in the U.S.), while computer systems and design is #3.  Insurance agencies are #7 in the U.S. but not in the top 10 in Canada.  Typical American experience is more saturated with spaces for shared food consumption, more devoted to managing and distributing (and thus perhaps encouraging) risk, and more dominated by the formality and litigiousness associated with the impersonal, egalitarian rule of law (cf. Lipset) (The rule of law, as it is often observed, is the rule of lawyers).  

TABLE 1: TOP 10 MOST NUMEROUS BUSINESSES IN THE U.S. AND CANADA

	Name
	# in BIZZIP 2001
	Name
	# in CANADA Business Census 2001

	Full-Service Restaurants
	193262
	621110 - Offices of Physicians
	41118

	Offices of Physicians (except Mental Health Specialists)
	187260
	231210 - Residential Building Construction
	36026

	Limited-Service Restaurants
	173753
	541510 – Computer Systems Design and Related Services
	29360

	Offices of Lawyers
	167852
	813110 - Religious Organizations
	24948

	Religious Organizations
	165984
	541611 - Administrative Management and General Management Consulting Services
	23214

	Single Family Housing Construction
	146670
	722210 - Limited-Service Eating Places
	21706

	Insurance Agencies and Brokerages
	120891
	551113 - Holding Companies
	19986

	Offices of Dentists
	117038
	541110 - Offices of Lawyers
	19786

	Plumbing, Heating, and Air-Conditioning Contractors
	89550
	722110 - Full-Service Restaurants
	18318

	Gasoline Stations with Convenience Stores
	81171
	811111 - General Automotive Repair
	16972

	Total:
	1443431
	Total:
	251434



 These tables describe the most numerous businesses listed in the Census as a whole.  To measure scenes more directly, however, we asked Cultural Policy Expert Lawrence Rothfield, Faculty Director of the University of Chicago Cultural Policy Center, to select a smaller subset of businesses that can be construed as projecting some sort of symbolic meaning to their location, promoting or attacking at least one of the 15 cultural values described by the sub-dimensions of scenes.  This amounted to 143 types of amenities from the Census, and over 350 from the Yellow Pages, including items such as dinner theater, environmental organizations, musicians, tattoo artists, body piercing studios, Mexican restaurants, and more.  Tables 2 and 3 report descriptive statistics for the top 25 items from these two sources, nationally.

TABLE 2: TOP 25 YP AMENITIES IN THE UNITED STATES

	 
	N
	Maximum
	Sum
	Mean
	Std. Deviation
	Skewness
	Kurtosis
	

	category Baptist Churches
	24128
	99
	57992
	2.40
	5.446
	5.010
	.016
	36.985
	.032

	category Pizza Restaurants
	28465
	69
	57380
	2.02
	3.485
	2.855
	.015
	13.782
	.029

	category Sports & Recreation Facilities
	28945
	76
	55852
	1.93
	3.572
	3.420
	.014
	22.294
	.029

	category Auto Dealers
	28945
	74
	54822
	1.89
	4.313
	4.269
	.014
	26.898
	.029

	category Hospitals
	28945
	456
	53656
	1.85
	8.927
	16.198
	.014
	478.920
	.029

	category Jewelers
	28945
	1860
	51376
	1.77
	14.890
	94.741
	.014
	10768.394
	.029

	category Bakeries Retail
	27862
	73
	39202
	1.41
	3.074
	4.315
	.015
	35.606
	.029

	category Fast Foods & Carry Out
	20668
	36
	38770
	1.88
	3.942
	2.994
	.017
	10.886
	.034

	category Fast Food Restaurants
	17158
	92
	34672
	2.02
	4.313
	3.192
	.019
	19.361
	.037

	category Antique Dealers
	28945
	180
	29185
	1.01
	3.105
	18.077
	.014
	743.772
	.029

	category Methodist Churches
	28945
	37
	29089
	1.00
	1.783
	3.892
	.014
	28.522
	.029

	category Bookstores
	28465
	57
	26322
	.92
	2.294
	4.835
	.015
	43.358
	.029

	category Health Clubs & Gyms
	28531
	45
	25696
	.90
	1.999
	4.281
	.015
	35.995
	.029

	category Commercial & Graphic Artists
	28945
	143
	24048
	.83
	3.006
	15.957
	.014
	469.471
	.029

	category Bar & Grill Restaurants
	28945
	58
	22809
	.79
	2.226
	7.578
	.014
	98.637
	.029

	category Coffee & Tea Shops
	28945
	38
	21823
	.75
	2.046
	5.520
	.014
	47.627
	.029

	category Catholic Churches
	28287
	51
	20810
	.74
	1.654
	6.257
	.015
	95.445
	.029

	category Auto Customizing, Conversion, & Restoration
	28492
	46
	19539
	.69
	1.867
	5.456
	.015
	51.494
	.029

	category Lutheran Churches
	28945
	20
	19242
	.66
	1.437
	4.014
	.014
	25.306
	.029

	category Delicatessens Retail
	28945
	66
	19134
	.66
	2.099
	8.357
	.014
	125.008
	.029

	category Cemeteries & Memorial Parks
	19220
	41
	18813
	.98
	2.079
	3.961
	.018
	26.829
	.035

	category Ice Cream & Frozen Yogurt Shops
	28945
	31
	18068
	.62
	1.333
	4.341
	.014
	42.325
	.029

	category Golf Courses
	28945
	56
	17920
	.62
	1.441
	6.578
	.014
	119.373
	.029

	category Mexican Restaurants
	28945
	30
	17864
	.62
	1.700
	4.851
	.014
	33.955
	.029

	category Equestrian Sports & Recreation
	28465
	90
	17697
	.62
	1.807
	11.866
	.015
	375.115
	.029


TABLE 3: TOP 25 BIZZIP AMENITIES IN THE UNITED STATES

	 
	N
	Maximum
	Sum
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	 722110    Full-service restaurants
	39787
	572.00
	193262.00
	4.8574
	10.68648
	8.536
	.012
	250.582

	 541110    Offices of lawyers
	39787
	787.00
	167852.00
	4.2188
	19.16612
	14.963
	.012
	339.053

	 813110    Religious organizations
	39787
	57.00
	165984.00
	4.1718
	6.22176
	2.437
	.012
	7.345

	 561730    Landscaping services
	39787
	109.00
	72504.00
	1.8223
	3.72467
	4.220
	.012
	38.171

	 812112    Beauty salons
	39787
	111.00
	71944.00
	1.8082
	4.25157
	4.227
	.012
	33.141

	 445110    Grocery (except convenience) stores
	39787
	63.00
	68797.00
	1.7291
	3.47202
	5.016
	.012
	43.208

	 624410    Child day care services
	39787
	47.00
	67117.00
	1.6869
	3.26787
	3.156
	.012
	14.159

	 721110    Hotels (exc casino hotels) & motels
	39787
	214.00
	45972.00
	1.1555
	3.60959
	14.266
	.012
	513.115

	 541511    Custom computer programming services
	39787
	109.00
	43557.00
	1.0948
	3.98537
	8.497
	.012
	111.863

	 446110    Pharmacies & drug stores
	39787
	196.00
	40026.00
	1.0060
	2.27465
	18.565
	.012
	1374.042

	 453220    Gift, novelty & souvenir stores
	39787
	80.00
	33678.00
	.8465
	2.45738
	7.472
	.012
	112.851

	 813410    Civic & social organizations
	39787
	38.00
	31711.00
	.7970
	1.85738
	4.499
	.012
	33.050

	 445120    Convenience stores
	39787
	61.00
	30560.00
	.7681
	1.72591
	5.152
	.012
	69.786

	 442110    Furniture stores
	39787
	37.00
	29920.00
	.7520
	2.02165
	4.955
	.012
	36.837

	 448310    Jewelry stores
	39787
	255.00
	29780.00
	.7485
	3.06208
	26.895
	.012
	1680.559

	 445310    Beer, wine & liquor stores
	39787
	43.00
	28695.00
	.7212
	1.67628
	4.469
	.012
	37.715

	 561510    Travel agencies
	39787
	133.00
	24654.00
	.6196
	2.22943
	15.149
	.012
	532.093

	 713940    Fitness & recreational sports centers
	39787
	25.00
	24068.00
	.6049
	1.44006
	3.711
	.012
	19.755

	 453110    Florists
	39787
	29.00
	23870.00
	.5999
	1.23609
	3.218
	.012
	19.824

	 624190    Other individual & family services
	39787
	40.00
	22672.00
	.5698
	1.60035
	5.393
	.012
	49.787

	 541310    Architectural services
	39787
	112.00
	22468.00
	.5647
	2.52281
	13.462
	.012
	312.735

	 448140    Family clothing stores
	39787
	46.00
	21774.00
	.5473
	1.95553
	7.029
	.012
	74.192

	 611110    Elementary & secondary schools
	39787
	22.00
	19473.00
	.4894
	1.21447
	4.243
	.012
	27.849

	 532230    Video tape & disc rental
	39787
	17.00
	18590.00
	.4672
	1.02399
	3.091
	.012
	13.289

	 541690    Oth scientific & technical consulting services
	39787
	57.00
	17867.00
	.4491
	1.44736
	7.467
	.012
	116.987



These tables begin to show how much information about the scenes of daily life can be derived from seemingly non-cultural sources of data such as the census of businesses or the yellow pages.  Consider: Across the United States’ nearly 40000 zip codes, there are nearly 5 restaurants per zip code and just over 4 churches per zip code.  God and food, as we saw above.  But the opportunity to encounter the experiences associated with these goods is not distributed evenly nationally: the kurtosis for restaurants is over 35 times higher than it is for churches, likely indicating that dense clusters of restaurants are concentrated in a few urban centers.  Churches, by contrast, are spread along a more normal curve throughout the country.  Indeed, the 10 zip codes with the most restaurants are all located in Manhattan (ranging from over 150 to over 550 restaurants per zip code!).  However, it would be a mistake to conclude that dense restaurant scenes are the sole property of New Yorkers, or even “liberal elites” – though #11 and #12 are located in downtown San Francisco and Chicago, #13 is Myrtle Beach, SC and #17 is Virginia Beach, VA

.


Yankees and Southerners alike have their strong restaurant scenes.  Nevertheless, it takes more than one type of amenity to make a scene.  The feels of Manhattan and Myrtle Beach surely differ substantially, in ways not indicated by their relative numbers of restaurants.  This difference is clearly suggested just by adding one more amenity type to the picture.  Take jewelers.  As with restaurants, downtown Manhattan zip codes contain far more jewelers than does any other place in the country (over 1500 in one zip code, 10036!).  But after that, the list is significantly different: Los Angeles zip codes rank much higher than they do for total restaurants (#2 and #3 in jewelers, not in the top 10 in restaurants), as does Miami (#7 in jewelers, around #15 in restaurants), while San Francisco zip codes drop out of the U.S. top 20 in jewelers, and Myrtle Beach falls all the way to #242.   One small, clear example of why we insist on combining amenities to capture the whole scene: the New York restaurant scene combines with Tiffany glamour more than the San Francisco scene does.  And while Myrtle Beach may be a foody’s delight, it cannot match the glamorously shimmering glow projected by the gold and diamonds contained in the over 1700 jewelry stores in just two L.A. zip codes (90013 and 90014).


Other aspects of the amenities that comprise the U.S. scenescape emerge from these tables as well.  The Manhattan restaurant scene may be highly concentrated, but pizza restaurants – with their local and neighborly symbolism -- are arranged along a more normal distribution throughout the country, offering a contrast to the intense urbanity of NYC.  There are more civic and social organizations in the United States than beer and liquor stores, corroborating once again Tocqueville’s observations of New England town-halls as illustrating how participatory, voluntaristic, localistic, and disciplined the typical American scene is.  


And yet, there are less Tocquevillian aspects of the scenescape as well.  Across the country, there are nearly as many equestrian centers as there are ice cream parlors.  As with restaurants, and in contrast to ice cream parlors, heavy concentrations of equestrian centers are focalized in just a few dense clusters (kurtosis is 375).   But the center of the equestrian universe is Kentucky, not Manhattan: Versailles KY and Lexington KY contain the most, followed by cities like Elmont NY, Cave Creek AZ, and Bend OR.  Golf Courses & Country Clubs are quite numerous, though not likely to be hotbeds of transparently rational communicative interaction in the civil sphere that seeks consensus among all potential speech partners (#21 in YP, #35 in BZ).   Their highest density clusters are located in places like Dallas, TX, Myrtle Beach, SC, Sun City, AZ, Venice, FL, Palm Desert, CA, and Barrington, IL.  And beauty salons, with their emphasis on external aesthetics rather than inner agreement, are found in high concentrations not only to meet the needs of glitzy Manhattanites (top 5 zip codes) but also to make up Sunday’s Finest in Atlanta, GA (#6).  And, perhaps most counter-Tocquevillian
: there are more beauty shops in New England Boston’s downtown 02116 zip code than in Beverley Hills 90210 (#11)!  The egalitarian-discursive-civil association tradition is a vital part of the American scenescape, but there is much else to it.  For many, if not most, these other features – golf clubs, horse back riding, pageantry – provide the venues and contexts for their public interaction and sociability.

TABLE 4: THE TOP 20 ZIPCODES IN THE UNITED STATES FOR TOTAL RESTAURANTS, JEWELERS, EQUESTRIAN, GOLF & COUNTRY CLUBS, AND BEAUTY SALONS

	RANK
	Restaurants
	
	Jewelers
	
	Equestrian
	
	Golf & Country Clubs
	Beauty Salons

	
	Zip Code
	Total
	Zip Code
	Total
	Zip Code
	Total
	Zip Code
	Total
	Zip Code
	Total

	1


	10013 NY, New York      
	572
	10036 NY, New York      
	1860
	40383 KY, VERSAILLES    
	90
	17404 PA, York          
	16
	10021 NY, NEW YORK      
	111

	2
	10002 NY, New York      
	282
	90014 CA, Los Angeles   
	1356
	40511 KY, LEXINGTON     
	75
	75234 TX, Dallas        
	15
	10022 NY, NEW YORK      
	77

	3
	10003 NY, New York      
	228
	90013 CA, Los Angeles   
	355
	34482 FL, OCALA         
	52
	92260 CA, Palm Desert   
	15
	10013 NY, NEW YORK      
	75

	4
	10019 NY, New York      
	227
	10013 NY, New York      
	278
	40507 KY, LEXINGTON     
	42
	85375 AZ, Sun City West 
	13
	10019 NY, NEW YORK      
	61

	5
	10021 NY, New York      
	219
	10001 NY, New York      
	258
	11003 NY, ELMONT        
	34
	29577 SC, Myrtle Beach  
	10
	11354 NY, FLUSHING      
	57

	6
	10022 NY, New York      
	195
	10017 NY, New York      
	242
	40347 KY, MIDWAY        
	33
	72703 AR, Fayetteville  
	10
	30305 GA, ATLANTA       
	53

	7
	10014 NY, New York      
	186
	33130 FL, Miami         
	197
	85331 AZ, CAVE CREEK    
	30
	68512 NE, Lincoln       
	9
	33134 FL, MIAMI         
	52

	8
	10036 NY, New York      
	185
	94103 CA, San Francisco 
	184
	97701 OR, BEND          
	28
	44028 OH, Columbia Station
	8
	02116 MA, BOSTON        
	51

	9
	10012 NY, New York      
	174
	60603 IL, Chicago       
	170
	94952 CA, PETALUMA      
	24
	43130 OH, Lancaster     
	8
	23452 VA, VIRGINIA BEACH
	51

	10
	10016 NY, New York      
	155
	02108 MA, Boston        
	169
	33917 FL, NORTH FORT MYE
	24
	34105, FL, Naples
	8
	10002 NY, NEW YORK      
	48

	11
	94133 CA, San Francisco 
	154
	10018 NY, New York      
	160
	80524 CO, FORT COLLINS  
	23
	85351 AZ, Sun City      
	8
	90210 CA, BEVERLY HILLS 
	47

	12
	60610 IL, Chicago       
	144
	30303 GA, Atlanta       
	149
	91506 CA, BURBANK       
	23
	85262 AZ, Scottsdale    
	7
	14221 NY, BUFFALO       
	46

	13
	29577 SC, Myrtle Beach  
	143
	96815 HI, Honolulu      
	137
	76227 TX, AUBREY        
	22
	02769 MA, Rehoboth      
	7
	60611 IL, CHICAGO       
	46

	14
	96815 HI, Honolulu      
	137
	96813 HI, Honolulu      
	121
	30004 GA, ALPHARETTA    
	21
	29910 SC, Bluffton      
	7
	10016 NY, NEW YORK      
	44

	15
	10011 NY, New York      
	133
	92683 CA, Westminster   
	119
	76087 TX, WEATHERFORD   
	21
	92253 CA, La Quinta     
	7
	40207 KY, LOUISVILLE    
	42

	16
	23451 VA, Virginia Beach
	132
	77036 TX, Houston       
	114
	40361 KY, PARIS         
	20
	54843 WI, Hayward       
	7
	15601 PA, GREENSBURG    
	41

	17
	94109 CA, San Francisco 
	132
	60602 IL, Chicago       
	113
	83642 ID, MERIDIAN      
	19
	29585 SC, Pawleys Island
	7
	85251 AZ, SCOTTSDALE    
	41

	18
	33139 FL, Miami Beach   
	128
	19106 PA, Philadelphia  
	111
	80134 CO, PARKER        
	19
	60439 IL, Lemont        
	7
	96814 HI, HONOLULU      
	41

	19
	92101 CA, San Diego     
	128
	85250 AZ, Scottsdale    
	103
	98223 WA, ARLINGTON     
	19
	45040 OH, Mason         
	7
	78216 TX, SAN ANTONIO   
	40

	20
	60614 IL, Chicago       
	121
	07652 NJ, Paramus       
	93
	70437 LA, FOLSOM        
	19
	92270 CA, Rancho Mirage 
	7
	92103 CA, SAN DIEGO     
	39



Such extremely numerous amenities on the national scale certainly do go a long way toward defining the range and variety of the scenescape.  But other amenities are less abundant but more distinctive, less plentiful in general but quite characteristic and concentrated in specific places.  Consider the 20 amenity types from BZ with the highest kurtosis:

TABLE 5: TOP 20 HIGHEST KURTOSIS, NATIONALLY

	 
	Kurtosis

	 721120    Casino hotels
	12525.629

	 711110    Theater companies & dinner theaters
	9397.996

	 312130 Wineries
	6838.054

	 512230    Music publishers
	6605.491

	 513210    Cable networks
	6135.652

	 541710    R&D in physical, engineering & life sciences
	4568.009

	 541720    R&D in social sciences & humanities
	3965.606

	 711310    Promoters of entertainment events with facility
	3658.709

	 453920    Art dealers
	3023.413

	 711510    Independent artists, writers & performers
	2992.141

	 813910    Business associations
	2468.389

	 541922    Commercial photography
	2410.498

	 711130    Musical groups & artists
	2378.673

	 813920    Professional organizations
	2367.243

	 711410    Agents, managers for artists & other public figures
	2130.110

	 487990    Scenic & sightseeing transportation, other
	1867.070

	 713210    Casinos (except hotel casinos)
	1749.213

	 512110    Motion picture & video production
	1709.185

	 448310    Jewelry stores
	1680.559

	 711120    Dance companies
	1656.683

	 611691    Exam preparation & tutoring
	1639.795

	 711219    Other spectator sports
	1571.367

	 813940    Political organizations
	1505.271

	 813319    Other social advocacy organizations
	1492.638

	 541820    Public relations agencies
	1492.464



This list is dominated by amenities in the arts and sciences, vividly depicting the extent to which “the creative class” 
is unevenly distributed across space and highlighting the extent to which geographic concentration is vital to innovative ideas and their circulation
.  Indeed, among the top 50 zip codes for “Independent Artists, Writers, and Performers,” not one besides Nashville’s 37212 comes from outside New York City or the Los Angeles area, and one must scroll down to #72 to find the next non-NY/LA zip code, Santa Fe, NM.  Musical Groups and Performers, though equally concentrated in New York and Los Angeles, do include more variation in the top 50, with Nashville (#3 and #4) and X, Y, Z.  


However, as we have stressed, scenes are more than the arts and artists.  Other non-artistic amenities help to identify the larger scene of which arts amenities are a smaller part.  Take Yoga Studios: 80310 in Boulder, CO has as many as 10001 in Manhattan and more than 90035 in Los Angeles; small college towns like Ann Arbor, MI and Santa Cruz, CA are in the top 15 nationally.  Or the now, after Putnam, iconic bowling alley:  Lancaster, PA, Lafayette, IN, and Milwaukee, WI have zip codes that contain more than the top scoring Manhattan and Chicago zip codes.  Or, on the other end of the “community-individuality-transgression” spectrum
, body art and piercing studios.  Boston, MA, home of the densest concentration of college students in the country, tops the list, followed by Baton Rouge, LA and other places like Farmington CT or Reno, NV.  Though the arts and sciences may cluster in a few cities, specific scenes defined not only by the arts, but by combinations of arts and non-artistic, but culturally meaningful, amenities.



TABLE 6: TOP ZIP CODES FOR INDIE ARTISTS, YOGA STUDIOS, BOWLING ALLEYS, AND BODY ART, NATIONALLY (stopped lists and break points)

	Independent Artists, Writers, and Performers
	Yoga Studios
	Bowling Alleys
	Body Art and Piercing
	Total

	Zip Code
	Total
	Zip Code
	Total
	Zip Code
	Total
	02118 MA, Boston        
	15

	90025 CA, Los Angeles   
	357
	10001 NY, New York      
	14
	89101 NV, Las Vegas     
	7
	70806 LA, Baton Rouge   
	13

	90067 CA, Los Angeles   
	298
	80301 CO, Boulder       
	14
	47904 IN, Lafayette     
	7
	33009 FL, Hallandale    
	12

	90212 CA, Beverly Hills 
	265
	21701 MD, Frederick     
	14
	17603 PA, Lancaster     
	6
	92109 CA, San Diego     
	11

	91436 CA, Encino        
	265
	10011 NY, New York      
	12
	21740 MD, Hagerstown    
	6
	08753 NJ, Toms River    
	11

	90069 CA, West Hollywood
	228
	90035 CA, Los Angeles   
	12
	30303 GA, Atlanta       
	6
	07728 NJ, Freehold      
	11

	91403 CA, Sherman Oaks  
	190
	10023 NY, New York      
	11
	53219 WI, Milwaukee     
	6
	30338 GA, Atlanta       
	11

	90024 CA, Los Angeles   
	184
	21218 MD, Baltimore     
	11
	43615 OH, Toledo        
	6
	06032 CT, Farmington    
	11

	90049 CA, Los Angeles   
	180
	20814 MD, Bethesda      
	10
	60614 IL, Chicago       
	5
	85281 AZ, Tempe         
	10

	10036 NY, New York      
	146
	48103 MI, Ann Arbor     
	10
	54601 WI, La Crosse     
	5
	91786 CA, Upland        
	10

	90064 CA, Los Angeles   
	132
	34231 FL, Sarasota      
	10
	14094 NY, Lockport      
	5
	92025 CA, Escondido     
	10

	90210 CA, Beverly Hills 
	125
	94102 CA, San Francisco 
	9
	48327 MI, Waterford     
	5
	07506 NJ, Hawthorne     
	10

	10019 NY, New York      
	121
	95060 CA, Santa Cruz    
	9
	97603 OR, Klamath Falls 
	5
	32073 FL, Orange Park   
	10

	91604 CA, Studio City   
	105
	60614 IL, Chicago       
	9
	53051 WI, Menomonee Fall
	5
	01605 MA, Worcester     
	10

	90046 CA, Los Angeles   
	91
	92024 CA, Encinitas     
	9
	08034 NJ, Cherry Hill   
	5
	12866 NY, Saratoga Sprin
	9

	91364 CA, Woodland Hills
	90
	45208 OH, Cincinnati    
	9
	48328 MI, Waterford     
	5
	48840 MI, Haslett       
	9

	90405 CA, Santa Monica  
	90
	19380 PA, West Chester  
	9
	44130 OH, Cleveland     
	5
	70060, LA, Metairie
	9

	90068 CA, Los Angeles   
	76
	52402 IA, Cedar Rapids  
	9
	61554 IL, Pekin         
	5
	81501 CO, Grand Junction
	8

	10022 NY, New York      
	72
	20001 DC, Washington    
	9
	45211 OH, Cincinnati    
	5
	89502 NV, Reno          
	8

	90036 CA, Los Angeles   
	72
	02116 MA, Boston        
	8
	98661 WA, Vancouver     
	5
	85712 AZ, Tucson        
	8

	90401 CA, Santa Monica  
	71
	93101 CA, Santa Barbara 
	8
	21502 MD, Cumberland    
	5
	85705 AZ, Tucson        
	8

	91423 CA, Sherman Oaks  
	69
	87505 NM, Santa Fe      
	8
	44601 OH, Alliance      
	5
	07470 NJ, Wayne         
	8

	10011 NY, New York      
	67
	19103 PA, Philadelphia  
	8
	04976 ME, Skowhegan     
	5
	94102 CA, San Francisco 
	8

	10017 NY, New York      
	67
	92037 CA, La Jolla      
	8
	54217 WI, Luxemburg     
	5
	85201 AZ, Mesa          
	8

	91505 CA, Burbank       
	63
	91711 CA, Claremont     
	8
	49519, MI, Wyoming
	5
	95926 CA, Chico         
	8

	
	
	97239, OR, Portland
	8
	10003 NY, New York      
	5
	10016 NY, New York      
	8

	
	
	10025, NY, New York
	8
	
	
	15857 PA, Saint Marys   
	8

	
	
	
	
	
	
	28054 NC, Gastonia      
	8

	
	
	
	
	
	
	37917 TN, Knoxville     
	8

	
	
	
	
	
	
	90710 CA, Harbor City   
	8

	
	
	
	
	
	
	90210 CA, Beverly Hills 
	8

	
	
	
	
	
	
	94941 CA, Mill Valley   
	8

	
	
	
	
	
	
	94111 CA, San Francisco 
	8

	
	
	
	
	
	
	53715 WI, Madison       
	8

	
	
	
	
	
	
	92629 CA, Dana Point    
	8



New York, Chicago, Los Angeles.  Let us continue our tour of the scenescape by looking more closely at how the composition of amenities varies within a few cities, rather than only attending to the national distribution of specific amenity types.  We focus on the three most populous American cities -- New York, Los Angeles, and Chicago -- in order to highlight the extent to which population and density, though certainly key drivers of “sub-cultural urbanism” (Fischer), leave much unexplained, especially the specific experiential content of large cities’ diverse amenities.   Tables 7 and 8 summarize the top 20 BZ and YP most numerous amenity types within Los Angeles, Chicago, and New York.

TABLE 7: TOP 20 BZ AMENITIES IN LA, CHICAGO, AND NY.

	RANK
	LOS ANGELES
	N
	Sum
	Mean
	CHICAGO
	N
	Sum
	Mean
	NEW YORK
	N
	Sum
	Mean

	1


	 541110    Offices of lawyers
	291
	7114.00
	24.4467
	 541110    Offices of lawyers
	318
	5425.00
	17.0597
	 722110    Full-service restaurants
	200
	6076.00
	30.3800

	2
	 722110    Full-service restaurants
	291
	6319.00
	21.7148
	 722110    Full-service restaurants
	318
	4756.00
	14.9560
	 541110    Offices of lawyers
	200
	4801.00
	24.0050

	3
	 711510    Independent artists, writers & performers
	291
	4623.00
	15.8866
	 813110    Religious organizations
	318
	3046.00
	9.5786
	 445110    Grocery (except convenience) stores
	200
	4000.00
	20.0000

	4
	 512110    Motion picture & video production
	291
	3483.00
	11.9691
	 541511    Custom computer programming services
	318
	2096.00
	6.5912
	 813110    Religious organizations
	200
	2316.00
	11.5800

	5
	 813110    Religious organizations
	291
	2875.00
	9.8797
	 812112    Beauty salons
	318
	2025.00
	6.3679
	 812112    Beauty salons
	200
	2091.00
	10.4550

	6
	 445110    Grocery (except convenience) stores
	291
	2255.00
	7.7491
	 445110    Grocery (except convenience) stores
	318
	1802.00
	5.6667
	 446110    Pharmacies & drug stores
	200
	1665.00
	8.3250

	7
	 812112    Beauty salons
	291
	1781.00
	6.1203
	 561730    Landscaping services
	318
	1801.00
	5.6635
	 541511    Custom computer programming services
	200
	1423.00
	7.1150

	8
	 624410    Child day care services
	291
	1697.00
	5.8316
	 624410    Child day care services
	318
	1529.00
	4.8082
	 561510    Travel agencies
	200
	1292.00
	6.4600

	9
	 446110    Pharmacies & drug stores
	291
	1368.00
	4.7010
	 561510    Travel agencies
	318
	1093.00
	3.4371
	 448310    Jewelry stores
	200
	1202.00
	6.0100

	10
	 541511    Custom computer programming services
	291
	1356.00
	4.6598
	 541430    Graphic design services
	318
	948.00
	2.9811
	 624410    Child day care services
	200
	1181.00
	5.9050

	11
	 812930    Parking lots & garages
	291
	1257.00
	4.3196
	 541310    Architectural services
	318
	930.00
	2.9245
	 711510    Independent artists, writers & performers
	200
	1156.00
	5.7800

	12
	 561510    Travel agencies
	291
	1192.00
	4.0962
	 446110    Pharmacies & drug stores
	318
	818.00
	2.5723
	 812930    Parking lots & garages
	200
	1122.00
	5.6100

	13
	 561730    Landscaping services
	291
	1084.00
	3.7251
	 445120    Convenience stores
	318
	817.00
	2.5692
	 541430    Graphic design services
	200
	1084.00
	5.4200

	14
	 445310    Beer, wine & liquor stores
	291
	1064.00
	3.6564
	 453220    Gift, novelty & souvenir stores
	318
	810.00
	2.5472
	 541310    Architectural services
	200
	1021.00
	5.1050

	15
	 721110    Hotels (exc casino hotels) & motels
	291
	1039.00
	3.5704
	 448310    Jewelry stores
	318
	805.00
	2.5314
	 512110    Motion picture & video production
	200
	977.00
	4.8850

	16
	 448310    Jewelry stores
	291
	1011.00
	3.4742
	 445310    Beer, wine & liquor stores
	318
	795.00
	2.5000
	 445310    Beer, wine & liquor stores
	200
	832.00
	4.1600

	17
	 442110    Furniture stores
	291
	955.00
	3.2818
	 442110    Furniture stores
	318
	782.00
	2.4591
	 611110    Elementary & secondary schools
	200
	827.00
	4.1350

	18
	 541430    Graphic design services
	291
	890.00
	3.0584
	 721110    Hotels (exc casino hotels) & motels
	318
	700.00
	2.2013
	 453220    Gift, novelty & souvenir stores
	200
	807.00
	4.0350

	19
	 541310    Architectural services
	291
	836.00
	2.8729
	 541690    Oth scientific & technical consulting services
	318
	670.00
	2.1069
	 541810    Advertising agencies
	200
	779.00
	3.8950

	20
	 453220    Gift, novelty & souvenir stores
	291
	833.00
	2.8625
	 541810    Advertising agencies
	318
	665.00
	2.0912
	 812113    Nail salons
	200
	771.00
	3.8550

	21
	 512191    Teleproduction & oth postproduction services
	291
	782.00
	2.6873
	 624190    Other individual & family services
	318
	630.00
	1.9811
	 442110    Furniture stores
	200
	735.00
	3.6750


TABLE 8: TOP 20 YP AMENITIES IN LA, CHICAGO, AND NY.

	
	LA
	
	
	CHICAGO
	
	
	NEW YORK
	
	

	RANK
	 
	N
	Mean
	 
	N
	Mean
	 
	N
	Mean

	1
	category Jewelers
	260
	14.62
	category Fast Food Restaurants
	301
	6.26
	category Jewelers
	163
	26.29

	2
	category Fast Food Restaurants
	260
	7.64
	category Pizza Restaurants
	298
	6.13
	category Delicatessens Retail
	163
	11.35

	3
	category Bakeries Retail
	260
	7.47
	category Jewelers
	301
	5.45
	category Bakeries Retail
	163
	10.38

	4
	category Commercial & Graphic Artists
	260
	6.10
	category Bakeries Retail
	301
	4.58
	category Pizza Restaurants
	157
	8.61

	5
	category Auto Dealers
	260
	5.66
	category Sports & Recreation Facilities
	301
	4.58
	category Sports & Recreation Facilities
	163
	7.48

	6
	category Pizza Restaurants
	253
	5.42
	category Bar & Grill Restaurants
	301
	4.56
	category Commercial & Graphic Artists
	163
	7.36

	7
	category Sports & Recreation Facilities
	260
	5.09
	category Baptist Churches
	298
	4.34
	category Antique Dealers
	163
	6.99

	8
	category Coffee & Tea Shops
	260
	4.35
	category Auto Dealers
	301
	4.08
	category Fast Foods & Carry Out
	157
	5.11

	9
	category Baptist Churches
	253
	3.88
	category Hospitals
	301
	3.33
	category Health Clubs & Gyms
	163
	4.49

	10
	category Bookstores
	253
	3.80
	category Cemeteries & Memorial Parks
	301
	3.29
	category Chinese Restaurants
	157
	3.92

	11
	category Health Clubs & Gyms
	260
	3.12
	category Commercial & Graphic Artists
	301
	2.93
	category Hospitals
	163
	3.92

	12
	category Mexican Restaurants
	260
	3.09
	category CDs, Tapes, & Records Retail
	301
	2.85
	category Bookstores
	157
	3.90

	13
	category Cafes
	253
	3.04
	category Health Clubs & Gyms
	301
	2.60
	category Sportswear Retail
	163
	3.73

	14
	category Donuts Retail
	260
	3.00
	category Catholic Churches
	298
	2.58
	category Auto Dealers
	163
	3.62

	15
	category Children`s & Infants` Clothing Retail
	253
	2.93
	category Bookstores
	298
	2.39
	category Bar & Grill Restaurants
	163
	3.20

	16
	category Hospitals
	260
	2.88
	category Coffee & Tea Shops
	301
	2.15
	category Coffee & Tea Shops
	163
	3.01

	17
	category Antique Dealers
	260
	2.85
	category Lutheran Churches
	301
	2.04
	category CDs, Tapes, & Records Retail
	163
	2.90

	18
	category Christian Churches
	253
	2.63
	category Antique Dealers
	301
	1.93
	category Designer Clothing & Accessories
	163
	2.84

	19
	category Talent Agencies & Casting Services
	260
	2.50
	category Non-Denominational Churches
	298
	1.74
	category Baptist Churches
	157
	2.82

	20
	category Sportswear Retail
	260
	2.47
	category Ice Cream & Frozen Yogurt Shops
	301
	1.70
	category Cafes
	157
	2.62

	21
	category Martial Arts Instruction
	260
	2.46
	category Parks & Playgrounds
	298
	1.66
	category Pentecostal Churches
	157
	2.58



The first thing to note about these tables is that the three metropolises do, as one would expect, share many common characteristics: 15 items are on the top 20 BZ list for all three cities; 13 items are shared across the top 20 YP lists.  


But striking differences emerge as well when we look at the relative rankings of various items.  If we were to stroll through the scenes of New York City, what would we see?  Lawyers and restaurants are #1 and #2 in all three cities.  But in New York alone one finds more restaurants than lawyers (and by a considerable margin, over 6 more per zip code).    As we leave our restaurant, it is highly likely we would pass by a designer clothing store (there are over 2.8 of them per zip code, #18 in NY compared to under 1 in Chicago and Los Angeles) or a nightclub (2.5 per zip, compared to 1.4 in LA and .7 in Chicago) or an art dealer (2.3 per zip, compared to .7 in LA and .6 in Chicago) – Elizabeth Currid’s “Warhol Economy” of Fashion, Art, and Music incarnate.  But we would also find the thickest distribution of delicatessens, convenience stores, news dealers, and pizza restaurants – all testaments to the future-directed, constant motion that characterizes the City that Never Sleeps.


If we moved our gaze to the Los Angeles scenescape, a very different picture emerges.  First, we would likely be driving, and it would not be hard to find a car: auto dealers are the fourth most numerous amenity in Los Angeles and the number of parking lots is very high (check).  And we might also be eating a Big Mac: there are many more fast food restaurants per zip in L.A. than in Chicago or New York.  But above all, if we stopped at one of the numerous cafes (3 per zip in LA, 1.4 in Chicago, 2.6 in NY), there is a good chance that we would find an artist at work.  Indeed, in Los Angeles there are more independent artists per zip code than churches!.  Or, with the 2.5 talent agencies per zip code (.18 in Chicago, 1.02 in NY), we might be lucky enough to overhear a new star being discovered.  And failing that, with the over .7 body art studios per zip code (.3 in Chicago, .5 in NY), it would not be hard to find a way to get noticed.  Nevertheless, lest L.A.’s distinctiveness be solely ascribed to its status as Hollywood’s company town, it is worth noting that children and infant’s retail clothing appears on the top 20 list in L.A., but not in NY and Chicago, and that there are considerably more video rental stores per zip code in L.A. compared to Chicago and New York (2.2 in LA compared to 1.6 and 1.5 in Chicago and N.Y, respectively) as well as more environmental organizations and recycling centers.  Not only do Angelinos spend more time making movies in L.A., their streets are saturated by opportunities to bring the movies home, and they spend their leisure time going green.  
Not only do stars dress for the part; children in L.A., rather than receiving hand-me-downs, will find many more occasions for being fitted with their own unique wardrobes – from birth outfitted for self-expression rather than tradition.  And, in addition to the world of cars, McDonalds, and movies, our drive would be dotted with amenities projecting various types of ethic authenticity, from Mexican restaurants (3.1 per zip; 1.6 in Chicago; 1.3 in NY) to Martial Arts studios (2.5 per zip; 1.3 in Chicago; 2.2 in NY).  


Leaving L.A. in the Sunset, we bring our tour to the shores of Lake Michigan.  As we look out from the El, our view would likely be filled with churches (Religious organizations are the third most numerous amenity in Chicago), steak houses (4.5 bar and grill restaurants per zip code, compared to .35 in LA and 3.2 in NY), family restaurants (1.5 per zip, .9 in LA, .8 in NY), and public libraries (1.07 per zip in Chicago, .56 in L.A.,.78 in N.Y).  We would also see lots of green space, with much valuable urban land devoted to preserving the memory of the dead (3.3 cemeteries per zip code, 1.4 in LA, unlisted in NY) or for families to play (1.7 per zip in Chicago, .36 in LA, .23 in NY
).  Tradition, neighborliness, and local authenticity are built into the very urban design of Chicago.


Yet we could not help but notice a New Chicago emerging in the scenescape.    The fourth most numerous BZ amenity in the city – more than beauty salons or grocery stores -- is custom computer programmers (6.6 per zip, nearly as many as NY’s 7.1, and more than double L.A’s); and the tenth is graphic design services.  Moreover, we would also soon notice fairly extreme differences among neighborhoods, with one zip code containing 36 art dealers (still far short of NY, but over double the maximum in L.A., even though the mean # of art dealers is lower in Chicago than L.A.), another containing 6 art schools (1 less than the maximum in NY), another containing 27 live theaters (7 more than the max in L.A.), another with 23 coffee and tea shops (more than the max in L.A., just below NYC’s), another with 10 Used, Rare, and out of Print Book Shops (just three fewer than the max in NY, more than in L.A.), another with over 30 adult entertainment services stores (in Boystown, highest maximum in the three cities, though less than the Castro!, and more than in L.A., even though the L.A. mean is over double the Chicago mean), and another with 20 nightclubs (even though the citywide mean is only .72).  Indeed, it is likely that these few neighborhoods with high concentrations of more artistic, expressive, and transgressive amenities would stand out to us more than similar neighborhoods would elsewhere, in that they are embedded within a more broadly traditional city (a proposition that we generalize and test in chapter 5).

FIGURE 1: CITYWIDE YP MEANS FOR SELECTED AMENITIES IN L.A., CHICAGO, AND N.Y.
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FIGURE 2: CITYWIDE BZ MEANS FOR SELECTED AMENITIES IN L.A., CHICAGO, AND N.Y.
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From Individual Amenities to Scenes.  So far, our tour around the American scenescape has focused on individual amenities.  But this, as we have seen, is highly misleading: two zip codes may contain many art galleries, but one may be surrounded by yoga studios, health food stores, and environmental organizations, while the other may include more tattoo parlors, body art studios, and adult entertainment products and services.  These are clearly two different scenes, and our tools for viewing the scenescape need to be calibrated to capture their differences.  


As we argued in chapter 2, our solution to this problem is to translate individual amenities into the grammar of scenes by coding them in terms of the 15 cultural values we have isolated that combine to make a scene.  Having gotten a flavor of the amenities components out of which our scenes measures our built, let us now take another look at the scenescape, this time through the lens of the grammar of scenes.  THE BELOW SECTION IS TAKEN FROM THE SOCIAL FORCES PAPER, BASICALLY UNREVISED.

Analyzing Scenes:  Validation by “Scenescapes” Analysis

What picture of the American scenescape emerges from our scene profiles? Do our measures provide a valid proxy of the “cultural life of cities”? Since there are no similar measures to contrast our proposal against using “construct-validity” (convergent or divergent) (Webber 1990: 18-19) we initially pursue validation by “face validity” (are theoretical concepts and measures adequate to the judgements of researchers or to previous knowledge, do the scenes measures discriminate among different cultural contexts that are well documented by previous literature?) and “hypothesis validity” (can the measure illuminate theoretical relationships (Webber, 1990: 18-22), are the scenes measurements confirmed by the “culture and cities” literature?).

Basic Descriptive Insights: Confirming Expectations of Regional and Urban Cultural Life by Cross-Territorial Comparisons

Simple statistical analysis of our measures of scenes helps to document the cultural variations among different regions, cities, and local contexts
Figure 1: Regional Variation in Scenes
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These are simple correlations, Pearson r’s, of dummy variables of the four major US regions with some of the sub-dimensions of scenes. Each zip code is assigned 1 if it is within the region, and 0 if it is not.

We have pursued many descriptive analyses for face validity and more. Some brief examples: Scenes in the Northeast and West combine amenities that rely more on individual self-expression for their legitimation, while those in the South and Midwest express more traditionalistic legitimacy. Scenes in the South and Midwest cluster amenities that offer neighborly theatricality, while Northeastern and especially Western scenes manifest more transgression. These fit common views. A similar clear example: we tabulated glamour for each Los Angles zip code, and found Hollywood scores near-highest and Watts scores near-lowest. These regional differences are striking, as they at once confirm that our methods yield results consistent with broad expectations from other sources, and identify cultural contexts varying within an emerging more expressively-oriented consumer society. Equally striking are variations among New York City, Chicago, and Los Angeles as widely discussed global centers identified with the new economy, where rents, education, arts and culture, technology jobs, and young people are rapidly increasing (Gyourko, Meyer, and Sinai 2006; Cortright, 2001; Currid, 2007). Yet each of these three cities channel these changes in strikingly different ways: from the clustering of finance in downtown New York (Sassen, 2001), to Major Richard Daley’s enthusiastic embrace of culture and aesthetics as central to urban policy (Clark, forthcoming), to the individualism, fragmentation, and image-building that lead some to name Los Angeles as ground zero of the post-modern age (Dear, 1981). Critical differences appear in Figure 2. 
Figure 2 (a): Urban Variation in Scenes
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Figure 2 (b): Urban Variation in Scenes

[image: image5.png]0.6

0.5

0.4

0.3

0.2

0.1

Glamorous

Transgressive

Rational

Locality

State

Corporateness

HLA.
™ Chicago
¥ New York





These are z-scores of the mean performance scores (like Traditionalistic) of all zip codes within each of the county areas overlapping these three cities: Los Angeles County, Cook County, and the five county boroughs of New York. They show the strength of these scenes-dimensions in these cities relative to the national average.
Compared to the average U.S. zip code (scored 0), scenes in these three cities are legitimated more by individual self-expression and utility than by tradition and egalitarianism; they encourage transgression, glamour, and formal codes more than neighborliness; and they root identities in rational calculation, the state, and corporation more than in local culture. Broadly, “urbanism as a way of life” (Wirth, 2004; Simmel, 1971) continues in the late modern city, as more abstract, formal, distanced social relations are linked with heightened individualism and weaker primordial ties. The three cities also show striking differences. Los Angeles scenes are defined much more by individual self-expression and glamour, highlighting more amenities like art schools, arts organizations and information, movie theaters, dance companies, yoga studios, exercise and fitness classes, and infant and children’s clothing accessories. New York scenes more strongly affirm that identity is based in the power of reason and the stamp of the corporate brand; they legitimate themselves by appeals to efficiency and material success, and promote the formal theatricality of the business suit and the dress code, featuring, relative to Chicago and Los Angeles, more amenities like night clubs, book stores and book publishers, art dealers, designer clothing and accessories, convenience stores, advertising agencies, and news stands. In Chicago, scenes are the most neighborly, traditionalistic, and egalitarian of the three, stressing more amenities like pizza restaurants, bowling alleys, churches, parks and playgrounds, and public libraries. Similar demographic patterns are here mediated by different cultural settings, which in turn might well account for divergent economic and political outcomes that would be otherwise difficult to capture.  This all has much face validity and is consistent with recent urban scholarship. These data are simply the first to document these patterns so systematically.

Perhaps even more striking than these differences in levels are different relations among the sub-dimensions of scenes. Figure 3 shows correlations within New York City, Chicago, and Los Angeles of charismatic legitimacy by zip code and Figure 4 shows correlates of self-expressive individualism scores with selected sub-dimensions. 

Figure 3: Correlations with Charismatic Legitimacy in N.Y., Chicago, and L.A.
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Figure 4: Correlations with Self-Expressive Individualism in N.Y., Chicago, and L.A.
Strikingly, in Chicago, amenities that legitimate practices by charismatic authority correlate strongly with amenities that support a sense of neighborliness and appeal to equality.  By contrast, in New York City and Los Angeles, the more charismatic scenes are more individually self-expressive and glamorously theatrical. In Chicago, scenes high on individual self-expression also show a sense of corporate identity (the fabulously post-modern Millennium Park was built with massive corporate donations). Further, self-expression in Chicago is less strongly opposed to local roots and abstract reasoning, and less tied to transgressiveness and glamorousness. In New York and Los Angeles, zip codes high on self-expressive individualism tend to show more transgression and glamour, less rootedness in the local, less faith in reason, and more hostility to corporate culture. The scenes of these cities channel the power of charisma in different directions, some into individualism and transgression, others into the local neighborhood -- there is no single track for The City of the Future, but multiple scenes structuring alternative responses to a social life more attuned to cultural consumption.

SECTION ON DDB

TRANSITION TO PROPOSITION CHAPTERS, 5, 6, 7.

Found Mistake in ccity5: Hyde Park zips (60637, 60615) listed as 12, not 2.

SHB 2/4/09 

My suggestions for what to change in this chapter center around the “levels of generality,” which is referenced early in the chapter and remains a theme throughout.  This chapter works with variations in scenes at the national level (US vs. Canada), at the regional level (south vs. NE vs West, etc) and at the city level (Chicago, NY and LA—both in terms of performance scores and individual amenities.  A few suggestions:
1)Include a section on variation of amenities at the zip level.  Do not collapse high concentrations of amenities in particular zips to the city level, as you seem to do when you reference tattoo parlors, yoga, etc for the first time. Since zip analysis is the majority of the book, we should make clear here that variation at levels lower than city are very significant.  You allude to this when talking about glamour scores in different parts of LA, but I believe that zip code variance should have its own section.   
2)  think about organizing the chapter according to level of generality to make for a more coherent reading experience.  I like how it begins with national differences between America and Canada, moves on to lower level analyses.  Perhaps formalize this by beginning with national, proceeding to regional, then city, then zip.

3)  You only make the transition from amenities to performance scores with regard to NYC, Chicago and LA.  Perhaps bring in some performance scores in other contexts as well?
�What is this list supposed to show?  If the highest concentration not in a “liberal elite” city is at #13, and you give only two examples of highly ranking Southern zips, this seems to show that dense restaurant scenes ARE the sole property of the liberal cities.


�13 out of 40000 is pretty high.


�I’ve never read more than a bit of Toqueville, but this doesn’t sem to contradict what I know about him.  Above, you characterized toqueville as asserting the voluntarism and participatory nature of the typical American scene, without distinguishing between boston and Beverly hills.  Perhaps elaborate exactly what idea of Toqueville’s this thought contradicts.


�Once again, you seem to go back and forth between characterizing America as a whole, like you appear to do by quoting toqueville, and saying that its diversity in amenities is coherently organized into to Scenes.  Emphasize the latter more, I would say.   


�In my opinion, he jump from arts and science amenities to “creative class” isn’t intuitive enough to skip over a brief sentence or note linking the two.  Ditto perhaps for the jump from kurtosis scores to “the extent to which geographic concentration is vital to innovative ideas.” 


�Ditto for the jump from kurtosis scores to “the extent to which geographic concentration is vital to innovative ideas.”  I think we need to establish this link more explicitly.


�Simply marker for where to add later, or is this supposed to mean something.  The above chart is brilliant.


�The reference to this spectrum confuses me. Seems to imply yoga studios and bowling alleys are on the “community” end of this spectrum, when I’m not sure that either is, according to Putnam at least.


�I read this as emphasizing the binary between arts and non-arts, which I don’t believe is your intention.  However. the binary also seems to be present since the bit about kurtosis. 


�Dan, you heavily stress the differences between different cities—and it is of course true that on the whole, Manhattan amenities are different from LA or Boston amenities.  However, looking at the below table as a novel reader, I wonder why Boston has the top spot for tattoos but not any other zips in the list for tattoos.  I would suggest emphasizing more the extent to which scenes can vary at the ZIP level in addition to at the city level.  You kind of get to this point later, but taking note of it here would also help


�Excellent answer preempting criticisms about Hollywood as source of LA’s scene.  Shows clearly Hollywood is part of LA’s scene, not the cause of.  


�Reference specific amenity.  I assume public parks?


�Tried testing; did not prove to be the case (I think—to be confirmed by TNC et al)
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