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ABSTRACT

THE DRIVE TO AN AUTOMOBILE-DEPENDENT SOCIETY

By

Deborah Ellen Kosina

Despite growing traffic congestion, environmental
polution, and national defense concerns, the United States
maintains a policy that almost exclusively relies on a
dangerous, inefficient and costly system for transportation,
the automobile. To understand the automobile's grip upon
society involves a study of the key individuals and groups,
the historical events, and the government policy(ies) that led
to a "car" dependency. Although, the automobile appealed to
the American values of greater personal mobility, privacy and
status, its increased use was not entirely by free choice.
The auto industry and special interest groups influenced
policy and manipulated the physical and social environment to
eliminate transportation options and promote automobile
dependency. Understanding the developments that have led up
to the present system of automobile dependency are imperative

when planning for the future.
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INTRODUCTION

Late on a portentous June night in 1896, Henry Ford axed
down the brick wall of his backyard shed and unleashed his
"quadricycle" on an young and unsuspecting country (Wright
1988:19). Almost 100 years later, Americans, five percent of
the world's population, have 33 percent of the world's
automobiles and log in 2 trillion miles behind the wheel each
year--about as many miles as the rest of the world combined
(MacKenzie et al. 1992:vii; Flavin et al. 1989:8).

American society is unique in its automobile orientation.
The country's landscape has been carved to the vehicle's
specifications and scale and the people have adopted a drive-
through approach to living with their restaurants, hotels,
movies, banks, liquor stores and churches. The walkable
villages and markets found in Europe have been translated by
Americans into isolated islands of shopping malls.

However, in a world fraught with crises--energy,
environmental, urban and economic, to name only a few--the
energy inefficiency and problems of automobile dependency are
only too clear. Driving accounts for approximately 25 per
cent of U.S. carbon dioxide emissions that, exacerbated by

controversial oil drilling, contribute to environmental
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destruction (MacKenzie et al. 1992:vii). The growing
dependence on imported oil also leaves the U.S. vulnerable to
one of the most politically volatile areas in the world and
necessitates costly military presence there. More immediate
repercussions of automobile dependency are felt on the roads.
Automobile use continues to be one of the most dangerous means
of travel, causing a death every 11 minutes and an injury
every 18 seconds, according to the U.S. National Safety
Council (1988). And, ironically, ownership of an automobile
no longer guarantees mobility as those who commute through the
congested "expressways" of large metropolitan areas will
attest. But transforming American society into a 1less
automotive and, therefore, a less consumptive and dangerous
society presents a formidable, if not seemingly impossible,
task. The automobile and its related industries are embedded
in all societal institutions including government, defense,
employment, education and the economy.

The automobile has also found its way into the social
institution of family and its cycle of life: many of us were
conceived in autos, it is the carriage to and from our
hospital births, the wheeled davenport upon which we do our
courting, it whisks us from our weddings, carts our groceries
home, enables us to vacation from Acadia to Yosemite and
carries us to our graves.

How is it that such a machine was unquestioningly
embraced and literally brought into the American home--by way

of attached garages--as an invaluable family member? Were the
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paths that led to automobile dependency chosen freely by the
American public?

The history of the automobile-dependent society is the
history of an evolving, or expanding, system presented in
phases in which the activity named predominates: invention,
development, innovation, transfer, and growth, competition and
consolidation (Hughes 1987:56). This paper will focus on the
latter half of these phases (growth, competition and
consolidation) and discuss the influences and processes that
shaped U.S. society and led to the country's second-rate
transportation status (Snell 1973:340).

The discussion will begin with a theoretical background
that helps explain the diffusion of new technology in society
--in this case, the automobile--and discusses the elements
that escalated that diffusion and created a system that
perpetuated that technology's greater use. The second chapter
will discuss the characteristics of the young, dynamic country
and its people that fostered the growth of an automobile-
dependent society--that is, why Americans were so receptive
to the automobile's qualities. The third chapter will assess
the powerful interest groups and the government policy that
aided in the proliferation of the automobile and its related
industries.

True understanding comes not from observing the current
order, but by looking back to see what has led to those
developments. If future transportation planning is to be

effective and efficient, it is necessary to appreciate the
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American propensity for the automobile and the historical
processes that amplified these tendencies and eliminated other
transportation options. Becoming dependent on automobile use
was not a natural process but one that involved manipulation
of the physical and social environment. Although technology
may have ultimately shaped the 1landscape and refashioned
people's expectations, underlying social forces promoted this
dependency. This thesis attempts a discussion of this social
orchestration to enable a comprehensive understanding of
current U.S. transportation patterns and to discern the

obstacles for future policy.



Theoretica e

In order to understand the phenomenon known as the
automobile, one must consider the interest groups and their
subsequent social, cultural and economic influences that
promoted the auto's dissemination and widespread acceptance
in the United States. Within each of these groups, the
automobile had taken on certain meanings and had become a part
of some goal. In the case of the automobile, industrial
companies like General Motors, Ford and Chrysler (the Big
Three); unions, highway and construction associations,
lobbies, the military, and farmers, to name a few, were all
groups that developed interest in the artifact. In fact, any
collection of "consumers" or "users" of the automobile, could
also be seen as a significant social group. Even anti-
automobile groups could be considered relevant because the
artifact has taken on meaning even for them (Pinch and Bijker
1987:30-32).

For each of these significant groups the automobile
served a function, created a concern and/or held meanings or
values--such as profits, defense, employment, political
office, or an improved 1lifestyle that included greater
personal mobility. It is also important to understand why
each group thought the automobile was a viable answer to a

perceived "problem"--regardless of whether the problem was
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real or fabricated (Pinch and Bijker 1987:35-39).1

In respect to the automobile, most "problems" were in the
form of obstacles: the need for more roads which would
facilitate a better 1life away from deteriorating urban
centers, permit swift evacuation in national emergencies, and
allow access to potential markets; the isolation of rural
living; access to energy and competition from alternative
transportation.

These groups solved their "problems," or fulfilled their
goals by reordering the social and physical world in ways
considered useful and desirable (Hughes 1987:53). This
involved using whatever means were available and appropriate:
marketing a lifestyle that focused on consumerism, playing
upon national security fears, emphasizing the automobile as
a status symbol, destroying alternative modes of
transportation or securing powerful positions in government.

According to a social constructivist approach, the
sociocultural and political situation of a social group shapes
its norms and values which, in turn, influence the meaning
given to the artifact (Pinch and Bijker 1987:46). Keeping
within this framework, the automobile was valued because it
meant personal mobility and the American Dream of a better
life in the open spaces of the suburbs. However, these values

and norms created greater physical distance in work and social

1A problem is defined as such only when there is a social group for
which it constitutes a "problem" (Pinch and Bijker 1987:30).
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relationships that necessitated a growing dependence on the
automobile.

We may look at the automobile industries and interest
groups as interacting artifacts that engineered the auto-
dependent society, or system, we now live in. The components
of the system--the inventors, engineers, managers, financiers,
workers, lobbyists, sympathetic government officials,
construction interests, automobile enthusiasts, road
promoters, the tourist industry, car buyers and others--tied
their assembled forces to one another to build a machine, or
systemn. In this case, that machine was a car-dependent
society (Latour 1987:128-9).

This systematic interaction of all the elements--either
physical or nonphysical--contributed directly or through other
components to the common system goal of continued access to
and growing use of the automobile. Within this system, as
components were removed and/or its characteristics changed,
the other artifacts in the system also altered their
characteristics (Hughes 1987:51). For example, the dismantling
of mass transit lines led to more cars purchased and more road
construction.

Once a system has gathered a mass of technical and
organizational components that possesses direction or goals
it begins to display a rate of growth suggesting velocity and
acquires "momentum" (Hughes 1987:76):

The system of automobile production created by

Henry Ford and his associates provides a classic example
of a high-momentum system. Coordinated to ensure smooth
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flow from raw material to finished automobile ready for

sale, interconnected production 1lines, processing

plants, raw material producers, transportation and

materials-handling networks, research and development

facilities, and distributors and dealers made up the

Ford system (Hughes 1987:79).

Similar to this "momentum" found in the physical
production of the automobile, there was a momentum found in
the social production of an automobile-dependent society.
This momentum was energized in a variety of ways. Management
within the system reinforced its advantageous position by
aligning itself with (or supporting) other components
(military, politicians, lobbies) that bolstered the structure,
or organizational form, and its own management (Hughes
1987:52). The cohesiveness of these newly-formed interacting
groups was enhanced by threats from concocted adversaries--
such as a national defense argument--and marketing a lifestyle
dominated by consumption.

While the automobile industry may not have controlled all
activities and resources, it came very near to the ideal of
enjoying a completely closed system (Hughes 1987:53). Over
time, it increasingly managed to incorporate factors of the
environment--government, energy sources, mass transit,
patterns of housing construction--into the system, thereby
controlling the environment and eliminating sources of
uncertainty or competition.

Of course, the goal of the auto industry--like all

technological enterprise--was and is to attract consumers and

orient them toward a positive consumptive decision. The
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ultimate consumers can either be located in the consumption
domain (as car owners are) or in some other domain (i.e., car
dealerships, automobile production, or road construction)
(Cowan 1987:273).

In order to increase the elements involved with the
product and, thus, gain wider acceptance, promotion and
consumption of the product, others must be enrolled in the
construction of what is held as fact--the automobile as a
necessity--and their behavior must be controlled in order to
make their actions predictable (Latour 1987:108). In American
society, this required a reorganization or a redirecting of
physical and social structures in order to enmesh more
elements into the use of automobiles (Cowen 1987:263).

There were many ways in which the American people were
enrolled into the construction and investment of a car-
dependent society. But in some instances, little provocation
was necessary and the needs of the consumer were "piggybacked"
onto the goals of the automakers. This was the case with
American farmers whose isolation was alleviated and whose
social lives were enhanced by the vehicle. Hence, the farmer
willingly enrolled in a system that seemed to further his own
interests while, subsequently, promoting the industry's growth

(Latour 1987:108-110) .2

2"Interests" are what lie in between actors and their goals, thus
creating a tension that will make actors select only what, in their own
eyes, helps them reach these goals amongst many possibilities (Latour
1987:108-9).
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Enrollment into a automobile society was also increased
by marketing strategies that played on people's beliefs and
values. Rhetorical approaches, whether planned or not, told
people what to believe, how to behave and how to persuade
others. Advertising became a powerful persuader that promoted
the automobile as a status symbol whether one wanted to be
seen as rich and successful or youthful and sporty (Latour
1987:30-44).

Another rhetorical approach was the advantageous
placement of pro-automobile and pro-highway people into
influential government positions. These alliances allowed for
policymaking that advanced the objectives of the automobile
industry under the guise of sagacious state decisions. This
"argument from authority" was a tactic used to promote the
interstate highway system (Latour 1987:30-44).

Another way rhetoric was used to influence the American
people was through the seeming "disappearance" of problems
because of automobile use. The problem may not have been
solved--it needed to only be seen as solved by the relevant
social groups. For instance, similar to the "safety
controversy" surrounding the high-wheeler bicycle in the late
1800s (Pinch and Bijker 1987:44), the automobile--particularly
the Corvair and Pinto--was presented as a safe means of
transportation and any damaging information was suppressed
(Nader 1965; Dowie 1977).

Another tactic was to redefine the key problem. That is,

the new problems associated with automobile use were
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acceptable since they constituted a solution to quite another
problem. For instance, automobiles meant an escape from the
unsanitary conditions created by horse "emissions" and
increased personal mobility; however, the new problems it
created--carbon dioxide emissions, 1land 1loss to roads,
increasing accidents and traffic jams--were downplayed (Pinch
and Bijker 1987:46).

Through this series of translations and transformations,
U.S. society has become intensely dependent on an inanimate
object that did not exist only a century ago (Latour
1987:128). This explosion of growth was driven by relatively
stable directing social interests (Law 1987:113) that tied
together more and more elements coming from less and less
expected resources (Latour 1987:162). The automobile industry
enrolled allies from such unexpected sources as the Department
of Defense, construction associations, the Board of Education,
farmers, and suburban residents (Latour 1987:121).

But along with this concerted effort to enroll, organize
and systematize an automobile-dependent society, the adoption
of the motor vehicle in the U.S. was advanced by another
factor. Just as timing is important in the functioning of the
automobile's engine, so it was important to American society's
receptiveness to the automobile. These intricately-woven and
systematic interactions developed when American society was
most malleable and its people most receptive. With guile and
the proper individuals steering through historical events, it

was possible to enlist an entire nation into expanding
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automobile use until the artifact became indispensable in
American society. Before long, it was the automobile owners
who were doing the moving, the begging, the compromising and
the negotiating. At first seduced by the perceived freedom
and advantages the automobile seemed to offer, they then
became enslaved by it. Whatever they did, wherever they went,
they had to utilize, subsidize and advance the interests of
the automobile manufacturers (Latour 1987:120).

Oftentimes, it is these social, cultural and political
influences that are overlooked when considering the growth of
both science and technology and planning for the future, as
Latour (1987:156) observes:

If you get inside a laboratory, you see no public

relations, no politics, no ethical problems, no class

struggle, no lawyers; you see science isolated from

society. But this isolation exists only so far as other

scientists are constantly busy recruiting investors,

interesting and convincing people.

So, too, is this analogous of the beloved automobile.
Inching along at rush hour, we do not see the social, business
and political factors that were able to shape, influence,
direct or slow our path down the hot asphalt. We do not see
the calculated destruction of mass transit, the obstruction
of safety legislation nor do we see any option for energy

efficient alternatives. What we do see is the plush interior

of our status symbol and the need for more roads.



Chapter Two

a ation into a r ture: Th erfect 4 Pla

The Mass Market Appeal

After a couple of false starts, Ford founded the present
Ford Motor Company in 1903 with the backing of 12 investors.
Unlike the carriage industry and the motor cars in Europe and
New England which were being hand-built one at a time, Ford
began to perfect a manufacturing foundation laid by Ransom E.
Olds to mass produce cars. On October 1, 1908, Ford
introduced the Model T, a car that was both cheap and reliable
(Wright 1988:15-21). Ford offered very little in the way of
custom design to his customers, but he could sell millions of
his black $500 cars because his innovative assembly line had
reduced the costs.? This manufacturing technique was
important for two reasons. First, its low production costs
allowed the automobile to be accessible to the majority of
Americans and, by the early 1920s, the widespread acceptance
of the installment plan made automobile purchases even more
popular (Berger 1979:44).‘

The second reason assembly-line production was so

3'rhe Model T received only minor changes during its 19-year
production. When production ended in 1927, more than 15 million had been
built and, in some years, it accounted for more than half the cars sold
in the U.S. costing as low as $265 in the mid-1920s (Wright 1988:21-39).

4 By 1925, almost three-quarters of all automobiles sold were sold

on credit. This trend still holds true today (Wright 1988:39).

13
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successful was its timing with mass immigration. The
simplicity of mass production was employment particularly
suited for the unskilled workers with little language skills
who were pouring into the country. It was a place anyone
could get a job and eventually buy into the new-fangled
American Dream.

The mass-produced automobile had some obvious advantages.
The automobile had an indefinite range of travel and storage
space compared to both the horse and the bicycle. It offered
affordable travel without the constraints of public
transportation, provided privacy and a means of status.
Fortunately for automobile manufacturers, the inexpensive
vehicle inundated a young country that was in the throes of
development and was highly susceptible to influences on
patterns of lifestyle and settlement.

General Motors, under William Durant, quickly took over
the leadership in car sales by combining Ford's assembly line
innovations with unsurpassed marketing skills that included
the yearly model change. Henry Ford had not developed the
automatic transmission because he didn't think it was
necessary; G.M., on the other hand, included it in a plan to
make the car more marketable and more convenient.’ The

objective was to standardize and simplify the vehicle in order

5Henry Ford's "give them any color that they want as long as it's
black" philosophy so pervaded Ford Motor Company and became a part of its
(corporate) culture, that, even today, the firm is slow to respond to
demands in the marketplace, and has maintained a consistent second place
among domestic auto makers (Bennis, Benne and Chin 1985:165).
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to reach the lowest common denominator of driving ability and
increase the market for cars. G.M. planners managed to put
driving across as a privilege, a luxury and something to which
to aspire. Their advertisements sought to set the car's
function aside from the glory of the machine itself, to make
driving seem like a less technical matter (Lord 1976:31).

But there was more than automobiles rolling off the
assembly line. With those vehicles came the beginnings of a
new culture. Robert and Helen Lynd's sociological study,
Middletown--A Study in American Culture, found that automobile
ownership in one mid-sized Midwestern city was approximately
2 cars for each 3 families by 1923 (Smith & Black 1986:183).
By 1930, 26 million automobiles were registered in the U.S.
No longer an object of curiosity nor considered a "plaything
of the rich," the motor car had become an integral part of the
daily lives of most American families (Davies 1975:8).

In fact, automobile usage was further encouraged by early
automobile proponents who were making extraordinary claims
about the benefits of the automobile and the social ills it
would alleviate. Cars were welcomed as a panacea that would
reduce the serious congestion problems caused by horse-drawn
carriages and street cars. Motor vehicles were expected to
help with the vast quantities of manure that was making city
streets unpleasant as well as causing health problems (Brown
et al. 1979:65). By 1910, American planners were heralding
the "salvation" of the city, and predicting that passenger

cars would soon render urban congestion a thing of the past
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(Brown et al. 1979:8).

In a 1923 issue of Motor, Irvin Cobb proposed an
outlandish idea that World War I might have been avoided if
all of Europe had an abundance of inexpensive automobiles.
He reasoned that the malevolence between peoples would
disappear if common men could drive around and see that those
of foreign lands were essentially good, peace-loving people
like themselves. Cobb's universal solution for peace: "Give
to every people of every 1land better roads and more
automobiles and we shall do away with most of the ill-will

that exists among human beings" (Smith & Black 1986:179).

Appealing to the American Spirit

The key players in the automobile industry filled a void
in a young country without its own folk heroes and royalty.
Henry Ford, in particular, came as close to the perfect icon
as anyone could get. Here was a man who had an idea, pursued
it and played by his own rules. He represented all that
Americans held dear: individualism, innovation and the
unlimited power of the creative mind and technology. Here was
a man of humble beginnings who, through his own drive, now
socialized with presidents and influenced the lives of others.
He epitomized the American spirit and the opportunities to be
had in the developing nation.

So, too, the automobile was attractive to the American
people because it offered mobility to a country built by

migratory people; they were restless by their very nature.
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Unhappy with their homeland, these people (or their ancestors)
had chosen not to stay but to move on, always looking for a
better or less populated place. This passion for movement
continues to be a big part of the fiercely-protected American
lifestyle. Automobiles catered to those values placed on
freedom and mobility along with the American fascination for
power and technology. When it came to the area of personal
mobility, many Americans held a faith bordering on religious
conviction in technology and industrial solutions and saw
hyper-mobility as an American birthright (MacKenzie et al.
1992:1; Lord 1976:18).

And the automobile reflected what the American people
thought about themselves. The overseas victories of World War
II seemed to reinforced the notions of Manifest Destiny and
unlimited growth. The automobile industry capitalized on this
triumphant, if not self-righteous, attitude and, consequently,
cars got bigger, more luxurious and more powerful:

After the War, with G.M. in charge and the spirit

of technological conquest in the air, the V-8 became a

symbol of power for the industry. A V-8 was less

economical than a 6 (even though some advertisements

claimed the reverse) but it was more powerful and it was

destined to become the standard of the industry. The

V-8 cost more and thus produced more profit for the

automaker. It was the highest state of the art in a

country that valued progress, and the V-8 emblem became

an important symbol of power and prestige, attaching

itself to hoods, fenders, and horn buttons. In post-

War car ads the V-8 emblem replaced the "buy war bonds"

slogan. Could it be that V-8 was a subliminal reminder

of the "V" for victory sign? (Lord 1976:29).

Critics labeled Detroit's products "insolent chariots,"

but the American public had come to love what vehicles

symbolized. In 1949, the auto industry enrolled more than 4.8
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million new car owners and finally topped the old record set
before the stock market crashed in 1929 by almost a million
units sold (Wright 1988:65).

By 1955, horsepower was regarded as a sure bet for market
percentage points. Acceleration was the newest fad, somehow
the only measurement that seemed to mean anything to the
public. The bigger engines were necessary to power the
accessory-laden, ever longer-lower-wider-heavier-new cars that
America wanted so badly (Jerome 1972:29). The éutomakers wvere
more than happy to accommodate the American drivers penchant
for heavy, gas-guzzling autos because, as Henry Ford II put
it: "Minicars make miniprofits" (Commoner 1971).6

Profits were anything but small during the 1950s--a
decade that consumption became a sacrosanct area of American
life and allowed one to experience power and control (Sobel
1981). The marketing of a consumptive American Dream was
essential to the country's economic well-being after the surge
in technological production during WWII. With an expanded
industrial capacity, American industrialists needed to keep
factories full of workers and stores full of buyers. This
"consumption junction" created the reorganization of such
social structures as family, work and settlement patterns to
accommodate technological production (Cowan 1987:263). The

American Dream became the life in the suburbs. Because the

6Ironically, two decades earlier Hitler had the foresight and wisdom
to value the small car and ordered Ferdinand Porsche to design a "people's
car” or "Volkswagen" (Wright 1988:45).
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isolated nuclear family 1lifestyle provided the maximum
consumption unit, romance, marriage and monogamy were
celebrated like never before. The father's role became the
sole provider while the family's job was to consume.
Advertising, for the first time, played a critical role in
motivating those consumers in what they bought and how they

lived (Lord 1976:78).

The Auto as a Status sSymbol

By the end of the 1920s, just about every family had a
car. There were literally hundreds of nameplates to choose
from, but they all functioned in more or less the same way.
Now automakers found themselves in a quandary--how to sell
cars to buyers who already owned one. The answer existed in
advertising and marketing.

While the first phase of automobile manufacturing
belonged to Henry Ford with his assembly line, replaceable
parts, and rock-bottom prices that enabled everyone to have
a Model T, the second phase belonged entirely to General
Motors. GM became the experts in marketing and advertising
to enroll the entire range of the diversified automobile
market (Jerome 1972:28). GM product strategy emphasized "a
car for every purse and purpose" (Leone 1986:98).

Now that people had come to accept that they couldn't
live without a car, it was time for them to accept the idea
that they couldn't live without the latest model. General

Motors even tagged a name on it: "dynamic obsolescence"



20

(Wright 1988:62). GM's stylist Harley Earl claimed that
changing models annually would increase the demand for new
cars and, consequently, fuel the economy. In practice,
however, it became the abandonment of quality for novelty and
succeeded in eliminating the smaller companies who found it
increasingly difficult to meet the expense of annual model
changeovers (Jerome 1972:55).

This was no longer a world where Henry Ford's "give them
any color as long as it's black" marketing philosophy could
succeed. The automobile had a hold on people's emotions. All
the clinging Calvinist sensibilities of practicality, economy,
and simplicity were discarded. This was the "Age of
Accessories." Americans wanted more and they got it; even a
car's weight was trumpeted as a virtue. Detroit found
customers wanting "custom-like cars that would give them an
illusion of having one-of-a-kind" (Jerome 1972:25-65).

An example of one of the most curious and impractical
styling fads in history is the tailfin. Inspired by the
romance and style of the ace fighter pilots and by the
technological look of the P-38, a twin fuselage WWII fighter
plane, the fins had absolutely no function whatsoever but to
sell cars:

Tailfins were first introduced in 1948 on the

Cadillac V-8, a car that offered a subliminal styling

connection to the glory of the Air Force ace. Driving

a V-8 convertible (with automatic transmission) with the

top down, his long scarf trailing in the wind, the

pilot-consumer could capture or recapture the

exhilarating feeling of flight and conquest. His radio

left an audio trail behind him like the exhaust trail
left in the sky by a jet fighter plane. This was one
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of the memorable themes portrayed by ads in wartime
issues of Life magazine (Lord 1976:25).

The automobile was no longer seen only as a means of
reasonable transportation. The emphasis on style and option
further underscored the idea that what was really being sold
was a dream, a part of the socially-constructed imagery and
symbolism that affected American daily life. The make, model,
and style of an automobile served as an expression of its
owner's status as well as a reflection of his value system
(Davies 1975:8). The automobile became a visual and an
abbreviated definition of who the owner was in society. A
century earlier, Karl Marx had speculated that who we were was
what we did at our work; now, in the U.S., who we were was
what we drove.

Next to buying a house, buying an automobile is the
largest investment many people make in their lives. But while
stiff housing costs and restrictions may prohibit upward
residential mobility among some socioeconomic groups, 1low
interest rates and plentiful car loans allow many different
groups to share the status of luxury cars. Thus, the car, a
mobile status symbol, sometimes becomes more important than
the home. "People will buy above their economic status,"
automotive consultant Thomas O'Grady has observed, "like
'dressing for success' in a car" (Weiss 1988:134-135).

The Cadillac is one car that has been seen consistently
as an ostentatious symbol of success. Called "the essence of

all that is avaricious and trivial in our middle-class
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lifestyle" (Jerome 1972:27), it has always been less
susceptible to sales fluctuations and gas shortages because
its owners usually aren't individuals who rely on cost-of-
living pay raises (Lord 1976:86).

Nonetheless, the Great Depression proved too trenchant
even for the hardy Cadillac and GM seriously considered
dropping the model. However, Nicholas Dreystadt, a Cadillac
service manager at the time, noticed that the car was very
popular with middle-class blacks, despite Cadillac's policy
of not selling to blacks. Dreystadt pointed out that wealthy
blacks had adopted Cadillac as a status symbol since they had
limited access to high-status housing and other signs of
success. He also pointed out that blacks paid a premium to
white buyers to front for them. Demand like this should be
exploited, he said, and the committee gave Dreystadt 18 months
to develop the black market. By the end of 1934, cCadillac
sales were moving up and the division was making money (Wright
1988:55) .

Today, automobiles continue to be an American status
symbol. As the more than 752 different models of cars and
trucks sold in the U.S. become increasingly similar under the
hood, such issues as fuel economy, safety, reliability, and
manufacturing quality are rapidly becoming "non-issues"
(Naisbitt 1982:260). In the future, personality and image,
more than anything else, will sell cars and trucks, according
to one senior GM executive (Morris 1990:69). Even with

today's small economy models, the single central goal is still
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the appearance of luxury. Extremely expensive cars continue
to serve as models and the features that make them exclusive
are carefully scrutinized for possible adaptation (Jerome
1972:27).

Even during the 1970s gas shortages, Americans were
reluctant to resort to more energy efficient models.
Consumers were unsure that everyone would make similar efforts
to conserve and they feared the loss of status involved with
driving a smaller car and doing without the energy-driven
accouterments of the middle-class lifestyle (Cunningham and
Lopreato 1977:26).

Yet a status assigned to a particular model can be
fleeting. Left to their own devices, automakers alter the
profile of their customers by redesigning cars and targeting
their advertising to different markets (Weiss 1988:136). 1In
the past, this conscious targeting of markets also dictated
the location of an automaker's dealers and led to regional
biases. After World War II, General Motors made a marketing
decision to follow consumers to the suburbs and concentrated
their dealers accordingly. Meanwhile, Chrysler-Plymouth
carved out its turf in communities of Midwestern blue-collar
workers and Ford opened dealerships to cater to America's farm
towns. This marketing manipulation of brand loyalty among Big
Three customers contributed to a "closed system" that foreign
automakers found difficult to infiltrate beyond the big city

markets (Weiss 1988:139; Hughes 1987:53).
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The Automobility of Social Patterns

The automobile helped cultivate the "recreational
environment" that emerged between 1910 and 1920 and changed
the ways in which both adults and youths used their leisure
time. Movies, bowling alleys and skating rinks appeared even
in small towns. But along with these changes in how one's
leisure time was spent, the automobile was changing with whom
that time was spent. The automobile tended to multiply
friendships based on age, sex, and similar interests, as
opposed to those dependent on family relationships and
geography (Berger 1979:106).

Studies of Oxfordshire, England, villages found that for
150 years marriage partners had been collected from the
surrounding 10 kilometers, and two-thirds came from the same
parishes. After the railway was built in 1850, the distances
jumped to about 40 kilometers and the numbers from the same
parish dropped to one-third (Townroe 1974:59). Similarly, the
automobile enlarged the radius of travel which 1led to
increased intermarriage between men and women 1living in
different geographic areas (Berger 1979:67).

And while the automobile allowed for a wider choice of
friends, it also meant more privacy in those relationships.
The Lynds found that boys and girls went riding without their
parents approximately 40 percent of the time (Lynd & Lynd
1929:257). It seemed that the car had replaced the parlor

when it came to socializing:
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Cars became mobile living rooms, and Americans
moved right in. A Ford brochure proclaimed: "The '49
Ford! There's room and to spare for three people on
each of those "sofa seats"...trimly upholstered in new,
modern fabrics. And there's “"picture window"
visibility... the rear window is 88 percent larger! Yes,
it's a living room on wheels, this '49 Ford!" (Lord
1976:31)

And Buckminster Fuller, architect and philosopher
observed that:

...After the automobile, people stopped building
porches onto their houses. The porch--that vantage
point from which one could observe the world--had taken
on wheels and became in effect the home away from home.
The weekend "spin" gradually became the two-week

vacation on wheels. Mobility became more frequent, and
more important than the stasis of the home (Pactolus

1970:24).

With that "weekend 'spin' and the two-week vacation on
wheels" came an immense economic growth in the area of
tourism. The automobile enabled the individual to travel to
places one could never travel to before. Leisure travel
became a booming business and towns with special character,
festivals, fairs, theatres and concert halls sprang up
everywhere and people flocked to them. Once one's leisure
time was limited to the confines of one's parlor or the limits
of one's horse. Now, "weekending" in a recreational vehicle
replete with microwave and television 500 miles from home is
a common occurrence. The automobile had created new
expectations in socializing and had successfully appealed to

the American affinity for travel and leisure.
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Down on the Farm

If the automobile industry was looking to capture, or
"enroll," as many markets as possible it certainly did not
have to try very hard with the rural community. Although the
automobile was initially thought of as expensive "plaything
of the rich" and some rural inhabitants did take steps to slow
the onrush of automobiles to the country, the vehicle seemed
custom tailored to the farmer's interests. Consequently, the
number of automobiles used on farms went from 85,000 in 1911
to 2,146,512 in 1920 (Berger 1979:26-51).

That same year, a survey conducted by the National
Automobile Chamber of Commerce showed that the average farmer
drove his car 4,600 miles a year, with business purposes
accounting for 78 percent of the distance. It was also found
that only 10 percent of the automobiles were used for pleasure
driving exclusively (Berger 1979:42).

As a matter of business, the automobile improved the
condition of the farmer and provided a shortcut to his goals
(Latour 1987:111-112). The cars were used in ingenious ways
to lighten farm work: sawing wood, pumping water, generating

electricity, running small grain mills and unloading hay.7

7The motor vehicle and the cheap tractor (which appeared between 1915
and 1918) were mixed blessings. Increased crop yields drove down the
price of crops. At the same time, the farmers' own costs increased because
the new technology was not cheap. This paradoxical problem of increased
efficiency undermining the prosperity of the farmer persists to this day.
Increased productivity and low crop prices drove more of them off the farm
and into the cities. The Great Depression started with the stock market
crash in October 1929, but a rural depression preceded it by several years
(Wright 1988:39; Hill 1967:76).
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The automobile (and later the truck) also widened the
market range of the farmer while its maintenance was
relatively inexpensive. It was a practical option because
most farmers had experience with power-driven machinery and
standardized parts were available through the mail; therefore,
the farmer could fix his vehicle himself (Berger 1979:41-9).
The automobile, too, provided many advantages that the horse
did not have. It did not require feeding when not in use and
the land used for horse feed could be relegated to other uses.

By 1928, the effects of the motor vehicle prompted rural
sociologist Newell L. Sims to write that "the automobile,
needless to say, has been the greatest revolutionizing force
yet experienced by rural society" (Berger 1979:10). The very
nature of farming--the isolation, the land in need of constant
attention and the limited availability of social activities
--made the automobile very appealing to the rural community.
It offered a new mobility that effectively doubled the farm
family's range of social activities from six or seven miles
with horse and buggy to nine to twelve with the motor car and
enabled constant availability of commercialized sources of
recreation and amusements (Berger 1979:63).

No one championed the automobile's dispersion into the
countryside more than the farmer's wife. Although the early
hand crank hindered the rate of rural women driving, the motor
car became so popular with farm women that it was often

preferred and purchased before household appliances:
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What the critics seemed to ignore was that the

automobile lessened the chores of the farm woman, and

this lighter work load allowed her more leisure time.

For example, she no longer had to grow or make all

foodstuffs that the family would consume during the

year, especially during winter. The farmer's wife now

could drive to town or a nearby city to purchase produce

shipped in from the south, thereby avoiding malnutrition

(Janeway 1956:165).

Rural schoolchildren, too, benefitted from the growth in
motor vehicle use. Educators had long realized that distance
from school was a reason for poor attendance, which in turn
usually led to unsatisfactory school work. One 1920 study of
rural Maryland schools found that "...Children living greater
distances attend fewer days, do inferior work and get farther
behind, and then being both farther from school and farther
behind in school, they lose still more time, do more inferior
work, and still more often fail, and get even farther behind"
(Berger 1979:154).

But besides increased mobility and availability of
bookmobiles and libraries, educators were recognizing the
benefits of consolidating schools. 1In 1923, a comparative
study of one-room and consolidated schools found that the
consolidated school was superior in holding power and in
grade, age, and subject achievement, and that these
differences increased as pupils progressed through school.
Centralization also allowed a more economical use of
facilities and equipment, as well as administration and
faculty (teachers could now visit parents at home much to some

students' chagrin).

Consolidation, or centralization, may have meant a better
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education, but it also meant a greater distance to be traveled
for that education. Thus, when it came to greater knowledge
and education, "authorities" were exalting the motor vehicle
as the elixir for what ailed the rural area (Latour 1987:30-
44; Berger 1979:149-165).

The automobile altered other areas of rural society as
well. It became necessary to redefine the Sabbath since
"going to church" no longer amounted to a full day's event.
Automobile ownership led to strained community cohesiveness
because the vehicle provided the option for many rural
Americans to desert their local churches and attend the
higher-quality services in urban churches. Following in the
path of the education system and reacting to the exodus,
individual religious sects consolidated into centralized
regional activity (Berger 1979:127-145).

Another important aspect of farm life that was affected
by the horseless carriage was the area of health. No other
occupational group enrolled in the automobile society with so
little debate as did rural physicians. It increased the
geographical area for health care and freed the physician from
the tiring horse and buggy. House calls and ambulatory care
were made easier and patients were less apt to inconvenience
the doctor with false emergencies because the doctor was more
accessible on short notice (Berger 1979:177).

Although the economic, educational, religious and health
benefits may have been paramount in the farmer's mind, he was

not immune to the primal attractions of the vehicle as a
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powerful plaything that the urban man was also feeling. At
least one Studebaker agent felt that there was a social
explanation for the appeal of the motor car: "No farmer ever
bought one purely from the standpoint of saving time and
money. It's the fun of the thing that appeals to him. I
usually cinch a sale after my man has driven the car slowly
for a quarter of a mile or so. He is tickled to death with
the sport" (Berger 1979:43).

But despite alleviating some discomforts of farm living
and adding some "fun," the automobile came with some drawbacks
as well. Besides a loss of community cohesiveness, the
consequences of "automobility" struck closer to home. The
farm house was no longer the focus of leisure activities.
Farm families paid for their loss of isolation with a decrease
in what rural sociologists Pitirim A. Sorokin, Carle C.
Zimmerman, and Charles J. Galpin term "the familistic basis
on which rural society was organized in the past..." (Sorokin
et al. 1930-2:642).

But these negative effects, or new problems, seemed
inconsequential compared to all that the motor vehicle
provided to those previously sequestered in rural areas:

While the automobile may have had the potential

to alter rural institutional life and mores radically,

this was not the prime concern of the average farm

family. Their isolation had led them to think in

individualistic terms, and their primary concern was

enhancing their existence, rather than developing the

community. The automobile offered a means to this end

by providing rapid, direct transportation at minimal

cost. One computation placed the immediate cash cost

of a country trip for a family of five at eighteen cents
a mile by railroad, as compared with only a penny a mile
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in a Model T Ford. Furthermore, the car delivered you

to the door and was faster than a horse-and-buggy, thus

allowing longer trips in shorter time (Berger 1979:61).

It was for these reasons--improved and more accessible
medicine, markets, leisure-time pursuits, religion, education,
and mail service--that the automobile became a necessity for
the rural family:

...For in changing the transportation habits of

rural America, the motor car transformed the very

institutions that defined life outside urban areas. The

extended farm family, the crossroads rural community,

the Protestant church, the little red school house, the

country doctor--these were some of the traditional

foundations of rural American life that were destined

to be altered radically by the twentieth-century

transportation and communications revolution, in which

the motor car was to play such an important role (Berger

1979:52).

Rural families used the automobile to fulfill what they
felt to be their needs and best interests. It alleviated the
characteristic loneliness and isolation of farm 1living and
promised to make it a more enjoyable place to live. If
automobile manufacturers were 1looking to "enlist" new
supporters to their system, the farmers were more than willing

to join in.

Changing Settlement Patterns: Suburbia

From the beginning, the love affair with the car was more
passionate in the U.S. than in Europe, where incomes were
lower and 1less well-distributed and where the shorter
traveling distances made the need for cars less obvious (Brown
et al. 1979:10).

Like most highly industrialized countries, the United
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States is characterized by regular displacements of population
and by far more movement in, around, and between places of
settlement and occupation (Barbour 1982). But unlike other
industrialized countries, its youthfulness and differences in
development made the automobile especially suitable for the
American landscape.

The U.S., in the throes of expanding settlement, seemed
a place with an infinite amount of land in which to push out
into with no containment. If one didn't like a particular
area there was always the option of a less populated place.
Space was so abundant that there was even a time when the
government gave land away. Europe, on the other hand, was a
place tight in living space. Living quarters were within
walking or horse riding distance from shops and extended
families. These areas were places firmly settled, a place
where a car could not develop into a necessity so readily.

In 1925, the United States Chamber of Commerce, in an
effort to encourage road building and the redistribution of
the population, praised the automobile because it afforded its
owners "the ability to 1live in pleasant and healthful
surroundings yet depend on transportation facilities that
permit work in the urban centers" (Davies 1975:8).

These "pleasant and healthful surroundings," otherwise
known as suburbs, were a totally new form of human community,
created and dominated by the automobile. In earlier years,
cities sprang up around something: a river, a factory, a

university, or mineral deposits. The congregat%pn of people
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into one location was an unplanned response to whatever a
region or a new community had to offer (Pactolus 1970:23).

The suburb did not employ this type of evolution. 1In
fact, quite the opposite occurred. 1Its key feature was not
what the center had to offer, but rather it created a sprawl
of roads that were then packaged into lots and sold for the
most advantageous offer (Pactolus 1970:23). Thus the
suburbanite got a "better life" via rush hour traffic and went
home to a landscape sculpted by the automobile:

The suburbs were designed for the automobile.

Churches, schools, and stores were almost always beyond

walking distances. So were places of employment. 1In

fact, the active suburban family with two children found

two cars a virtual necessity for its daily pattern of

existence, thereby increasing traffic problems (Davies

1975:29).

Besides the impact that expressways had in greatly
accelerating the movement to the suburbs, there was also the
factor of just who was doing the moving. Suburbanization and
new roads had the opposite effect of what was prophesied.
While most urban planners saw the automobile as the solution
to city transportation problems, crowding and urban problems
in general, the result was that the affluent moved out of the
cities and actually sped up urban decay. Urban flight grew
out of many factors: dislike for the congestion and the
confusion of the central city, a fear of violence, the
attractions (which often proved temporary) of lower land
prices and much lower property taxes, a longing for more

living space and clean air, and a desire to escape the growing

number of poor blacks who were moving into the central cities



34
in large numbers (Davies 1975:29).

Thus, suburbanites traded old problems for new ones. In
the quest for a utopia outside the city, the commuter endured
congested roads and greater travel times, created more
pollution and developed a deeper dependency on automobiles and
petroleum (Pinch and Bijker 1987:46). The automobile industry
had succeeded in "piggybacking" its needs onto the consumer
needs (as it had done with the farmer) and had enrolled more
elements into the automobile system (Latour 1987:108-110).
In sum, the automobile was thus both cause and effect of the
massive growth of the American suburbs following World War II
and those affluent enough to leave the cities also had the
greatest ability to buy cars and influence politicians in

policymaking.



The Real Power Behind the Automobile:

nterest Groups d Polit ie

The Early Push for Automobiles
When the automobile was first introduced, the U.S.
government did relatively little to control its use, or to
foster alternatives--in fact, it was only after some years
that vehicle registrations, driver's licenses, and traffic
signals were required. But by the 1950s, it looked as if the
U.S. government was in the automobile business and subsidizing
its use. When it had an office to fill it looked over the
executives at the "Big Three"; when it needed to bolster the
economy it promoted some financial incentive to the auto
industry; and then there was the Interstate Highway System--
40,000 miles of asphalt and concrete heavily funded by the
federal government.
 The auto industry understood this symbiotic relationship
and its privileges. In its wake, mass-transit companies were
destroyed to ensure a growing market for the automobile;
artificially low gas prices were maintained in order to
continue profits from guzzlers; and energy-efficient options
--foreign or otherwise--were limited or eliminated on the
American market (Clark and Page 1981). Time and again, the
auto-addicted consumer blindly accepted the government-
approved misdeeds of Detroit in an economic system where there

seemed to be no alternatives. Soon, most Americans had taken

35
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up the chant: "What's good for GM is good for America" (Wright

1988:68).

The Drive for NMore Roads: An Example of Special Interest

Ironically, the push for more and better roads after the
Civil War originated with the popularity of the bicycle--the
automobile's antagonist on the road today. Bicyclists were
soon joined by various rural and farm organizations. In 1893,
the National League for Good Roads (NLGR) held the first "Good
Roads Convention" in Washington, D.C. with the expressed goal
to "1lift our people out of the mud" (St. Clair 1986:20).

This "Good Roads Movement" culminated in the passage of
the Federal Aid Road Act of 1916, or the Good Roads Act, which
began the active federal highway program. This legislation
also created state highway departments and established a 50
percent matching-funds funding formula which characterized
federal-state financing arrangements for the next 40 years
(St. Clair 1986:20; Davies 1975:10).

The next decade's legislation defined the exclusively
rural orientation of the federal highway program. The Post
Office Appropriation Act of 1919 transferred all surplus war
materials suitable for highway construction to the Department
of Agriculture (St. Clair 1986:21). The Federai Highway Act
of 1921 set up the Federal Aid Primary System which limited
the use of federal funds to 7 percent of the total rural roads
in a state. Again, urban areas were explicitly excluded from

the system (St. Clair 1986:21). But it wasn't long before the



37
auto industry was feeling the road block that was keeping it
from tapping into a huge potential market and began openly
complaining of the waste of resources that was occurring in
the rural roads program. In the industry's view, the point
of diminishing returns had long since been reached in this
area (St. Clair 1986:22).

By the mid-1920s, the "Highway Lobby" was established
and exerted considerable control in national politics.
Journalist Marquis Childs, a 1long-time observer of the
Washington political scene, once aptly described the Highway
Lobby as "the most powerful economic-political bloc in the
nation...a force that can move mountains, 1literally or
figuratively" (Davies 1975:16).

Automobile use received further nudges from an important
lobbying group, the National Highway Users Conference (NHUC),
organized by Alfred P. Sloan, Jr., president of GM, in 1932.
This organization brought highway users together to resist the
diversion of user taxes during the Great Depression. After
1946, the NHUC began devoting its energies to highway
lobbying. Sloan remained the chairman of NHUC from 1932 to
1948 and then was succeeded by another GM chairman, Albert
Bradley. Although the NHUC boasted some 3,000 member groups,
the auto industry always played a dominant role. These
"congresses" continued until the passage of the interstate
legislation in 1956 (St. Clair 1986:138).

Proponents claimed the expenditure on new roads was

justified on two counts: urban decay and defense. 1In 1941,
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a special Inter-Regional Highway Committee prepared a master
plan for postwar highway construction. The plan called for
a system that would connect urban centers, thereby
facilitating high speed traffic from the downtown area to
outlying areas. The committee strongly argued that the plan
would stop the problem of urban decay and would curb
decentralization. And, just as in 1917-18, the encroaching
war was used as an impetus by the Roosevelt administration to
discuss the importance of more roads to augment the defense
system (Davies 1975:12-13). And, again, here were those
considered "authorities" proselytizing to others the glories
of the automobile (Latour 1987:30-44).

Although the drain of manpower and resources during World
War II actually halted most highway construction, the war
marked radical changes in U.S. transportation policy. Once
an exclusively rural highway program and emphasizing public
transportation through regulated transit franchises, this new
policy--inspired by Hitler's autobahn and the U.S.'s
victorious industrial front--stressed the construction of
urban expressways and freeways to solve urban transportation
problems (St. Clair 1986:3).

The promotion of a new highway system was assisted by the
advantageous placement of pro-automobile and pro-highway
people into positions of authority in government. The close
ties the auto industry established with U.S. government and
the lengthy list of the industry's executives that made their

way into government office allowed for policymaking that
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advanced the objectives of the automobile industry. By
employing the perceived expertise of "authorities" and using
such rhetorical ploys as playing upon the public's national
security fears, government committees were successful in
promoting the interstate system (Latour 1987:30-44).

In 1956, highway lobbyists found an ally in Dwight D.
Eisenhower who was looking to alleviate a pressing political
problem in the face of a presidential campaign. At the time,
the interstate program seemed the logical solution to the
spiralling traffic accident rates and growing urban rush hour
traffic jams (Davies 1975:6).

Two year earlier, the Highway Lobby had enthusiastically
endorsed Eisenhower's creation of a special advisory committee
chaired by General Lucius Clay, a Cold War hero from the
Berlin Blockade. Clay carefully selected his committee
members from well-recognized friends of the Highway Lobby.
During the hearings, the committee effectively restricted
testimony to pro-highway groups and succeeded in ignoring the
plaintive requests for a "balanced" transportation system from
a token spokesman for the outnumbered transit interests
(Davies 1975:18).

What should have been a major topic of discussion--the
role of urban mass transit--never received a proper discussion
or study at this crucial time. Nor was any effort made to
distinguish between the need for improved travel between
cities and within them (Davies 1975:17).

Whether the interstate system was thought of as a
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necessity by the average citizen is unclear. Only 2 percent
of the people polled after 1956 knew what the interstate
system was. But virtually no one challenged the highway
system when it was established. Congress accepted the claims
made by the Eisenhower administration and its many boosters
that the system was essential for national defense--
specifically, for the evacuation of cities in the event of
atomic attack, and the rapid movement of troops and equipment
in times of emergency (St. Clair 1986:25; Davies 1975:4) .8

But the Eisenhower administration had made its decision
within a very narrow framework, one which did not provide for
a consideration of viable alternatives. Still, those involved
were pleased--they had 1launched the greatest construction
project in the history of mankind since the building of the
Great Wall of China and the construction of the roman highways
(Davies 1974:5). Sometimes referred to as the "national
defense installation," the 40,000 miles of concrete and
asphalt touched every major American city (Lord 1976:63;
Davies 1975:4). The automobile industry and the Highway Lobby
had served their own interests while appearing to
simultaneously solve the American people's "problems":

The Clay Committee Report, submitted to the
president in January of 1955, concluded that the

8In 1971, the issue of national defense was again sold as an
essential aspect of the Good Roads Bill, despite the fact that in the
country's last full-scale mobilization in World War II, the railroads
carried 90 percent of the military freight and 97 percent of the military
passenger traffic. When the original bill was passed, there was a single
vote against it in the U.S. Senate (Lord 1976:63; Jerome 1972:115).
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metropolitan areas needed expressways as soon as
possible: Our cities have spread into suburbs, dependent
on the automobile for their existence. The automobile
has restored a way of life in which the individual may
live in a friendly neighborhood, it has brought city and
country closer together, it has made us one country and
a united people. But America continues to grow. Our
highway plan must similarly grow if we are to maintain
and increase our standard of living. There can be no
serious question as to the need for a more adequate
highway system. Only the cost and how it is to be met
poses a problem (Davies 1975:21).

Eventually, it was decided that the Interstate Highway
System would be backed by a generous and clever device called
the Highway Trust Fund. This fund mandated that all federal
taxes collected on motor vehicles, gasoline, and ancillary
equipment would go to building a network of "superhighways,"
until completion of the system. The funding ratio was changed
from the existing 60 percent provided by federal funds and 40
percent state-provided to increasing federal participation to
90 percent to the states' 10 percent.9

Construction began that same year consecrated with
Secretary of the Treasury George M. Humphrey's fiscal
blessing: "America lives on wheels, and we have to provide the
highways to keep America living on wheels and keep the kind
and form of life we want" (Davies 1975:4).

As originally conceived the system would cost $27 billion
and take thirteen years to complete. Fifteen years and $43
billion later, the system was still not complete and the

estimates had risen to 25 years and $70 billion (St. Clair

9In some western states the ratio was 95 percent federal funds to §
percent state funds.
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1986:160; Lord 1976:63; Davies 1975:15-23; Jerome 1972:105).
But a completion date was no longer important. American
society was incorporated into an automobile-dependent system
whose momentum was intensifying. Today, although the massive
highway building is ending, the U.S. still spends nearly $200
million every day building and rebuilding the nation's streets
and roads, despite predictions that congestion and delays will
become worse (MacKenzie et al. 1992:3). It seems highway
builders and automakers had developed a symbiotic economic
relationship unsurpassed in its effectiveness.

This large and interwoven network of associations and
pressure groups continues to influence the way America moves
or doesn't move--as is the case in most urban rush hour
traffic. The American Association of State Highway Officials
is just one of the bureaucratic empires that depends on
continued highway construction. Another, the American Road
Builders Association, is made up of a myriad of "contractors,
manufacturers and distributors of highway construction
equipment, materials producers and suppliers, faculty members
and students of engineering colleges and universities,
engineers, investment bankers, state and federal highway
officials, and members of Congres