AP Argument Synthesis Essay 
Synthesize the following ideas from the given sources, and create an argument that evaluates society’s ideal view of beauty. 
· While reading the sources, document the claim and warrants through annotation.  Do you agree or disagree?
· Formulate your claim (thesis) and at least 3 warrants based on the given arguments in the text
· Group together sources which have similar claims and warrants and find text quotes that stand out
· Use a minimum of 6 quotes from 3 different sources to either substantiate, refute, or qualify a portion of your argument. Reference sources after quotes (Source A)
· Bring in outside concrete references in your commentary.  Are there additional examples from current events, history, pop culture, literature?

Source A:  Emerson, Ralph Waldo. Beauty. 1998. Online. http://www.rwe.org/works/Conduct_8_Beauty.htm. 

The question of Beauty takes us out of surfaces, to thinking of the foundations of things. Goethe said, "The beautiful is a manifestation of the secret laws of Nature, which, but for this appearance, had been forever concealed from us." And the working of this deep instinct makes all the excitement -- much of it superficial and absurd enough -- about works of art, which leads armies of vain travelers every year to Italy, Greece, and Egypt. Every man values every acquisition he makes in the science of beauty, above his possessions. The most useful man in the most useful world, so long as only commodity was served, would remain unsatisfied. But, as fast as he sees beauty, life acquires a very high value. 

I am warned by the ill fate of many philosophers not to attempt a definition of Beauty. I will rather enumerate a few of its qualities. We ascribe beauty to that which is simple; which has no superfluous parts; which exactly answers its end; which stands related to all things; which is the mean of many extremes. It is the most enduring quality, and the most ascending quality. We say, love is blind, and the figure of Cupid is drawn with a bandage round his eyes. Blind: -- yes, because he does not see what he does not like; but the sharpest-sighted hunter in the universe is Love, for finding what he seeks, and only that; and the mythologists tell us, that Vulcan was painted lame, and Cupid blind, to call attention to the fact, that one was all limbs, and the other, all eyes. In the true mythology, Love is an immortal child, and Beauty leads him as a guide: nor can we express a deeper sense than when we say, Beauty is the pilot of the young soul. 
Source B: Stevenson, Seth, When Tush Comes to Dove, Real Women, Real Curves, Really Smart Ad Campaign.  Slate Magazine. Online. http: www.slate.com. 

When I first saw one of these smiley, husky gals on the side of a building, my brain hiccupped. Something seemed out of place. Here I was, staring at a "big-boned" woman in her underwear, but this wasn't an Adam Sandler movie, and I wasn't supposed to laugh at her. It felt almost revolutionary. 

Indeed, Dove has portrayed its "Campaign for Real Beauty" as a progressive, humanitarian mission. The Dove press release plays up stark statistics on body image and the media: "Models weigh an average of 23 percent less than the average woman. Twenty years ago, models weighed an average of 8 percent less." There's a Dove Web site that features "beauty discussion boards," where women from around the world can whine about their thighs. (Frankly, I was terrified to read those boards, but I finally took a peek. Indicative post: "You go, Dove!") The site also has a link where you can donate money to Dove's "self-esteem fund" for young girls. 
If the women in these ads lacked self-esteem, they wouldn't be up on a billboard in their skivvies. Hey, good for them. I even have a favorite Dove chick: Stacy (the student). She's the one who poses with her backside to the camera, showing off her ample bottom. I see Stacy every day—she's on the bus stop shelter next to my house. "Check out this fiiiiiiiine bedonkadonk," she seems to say to me, grinning slyly over her shoulder. I think I may have a crush on her. But I've said too much already.

The interesting thing here is the risky bet Dove is making. Beauty-product marketing has almost always been aspirational: I wish I could look like her … perhaps if I buy this lip gloss, I will! But Dove takes a wildly different approach: That chick in the ad sort of looks like me, and yet she seems really happy and confident … perhaps if I buy this Dove Firming Cream, I'll stop hating myself!
In part, Dove's strategy is not unlike the Body Shop's old eco- and animal-friendly stance: Buy our products because you like them, but also because you're making a righteous statement. To buy Dove is to cast a vote for more "real curves" in advertising. 

But there's a dirty little secret here. Because, in the end, you simply can't sell a beauty product without somehow playing on women's insecurities. If women thought they looked perfect—just the way they are—why would they buy anything? 
These Dove ads say it's cool to be round and hefty … so long as your skin is taut and firm and perfect. (And, in case you're curious, Dove says these photos were not retouched at all.) But what's that, you say? You love your real curves, but you've got a little cellulite? Girl, run out and buy our hocus-pocus cream right now! Those cottage cheese thighs are vile! Dear God, cover them up! 

Short-Term Grade: A. These ads are real attention getters—everyone's talking about them. On that level, they're a smashing success. Also, Dove now owns the "friend of the everywoman" angle. Smart move on their part to spot this open niche and grab it. Finally, if I can get sappy for a moment, it is sort of nice to see the unperfect have their day in the sun.

Overall Grade: D. Sadly, this is not a winning play for the long haul. If Dove keeps running ads like this, women will get bored with the feel-good, politically correct message. Eventually (though perhaps only subconsciously), they'll come to think of Dove as the brand for fat girls. Talk about "real beauty" all you want—once you're the brand for fat girls, you're toast.
Source C:  Bacon, Francis (1561-1626), Of Beauty
 In beauty, that of favor, is more than that of color; and that of decent and gracious motion, more than that of favor. That is the best part of beauty, which a picture cannot express; no, nor the first sight of the life. There is no excellent beauty, that hath not some strangeness in the proportion. Not but I think a painter may make a better face than ever was; but he must do it by a kind of felicity (as a musician that maketh an excellent air in music), and not by rule. A man shall see faces, that if you examine them part by part, you shall find never a good; and yet altogether do well. If it be true that the principal part of beauty is in decent motion, certainly it is no marvel, though persons in years seem many times more amiable;  for no youth can be comely but by pardon, and considering the youth, as to make up the comeliness. Beauty is as summer fruits, which are easy to corrupt, and cannot last; and for the most part it makes a dissolute youth, and an age a little out of countenance; but yet certainly again, if it light well, it maketh virtue shine, and vices blush. 

Source D:  Levine, Michael. Why I Hate Beauty. 
Psychology Today,  July, 2001 . Michael Levine,  Estroff Marano
I live in what is likely the beauty capital of the world and have the enviable fortune to work with some of the most beautiful women in it. With their smooth bodies and supple waists, these women are the very picture of youth and attractiveness. Not only are they exemplars of nature's design for detonating desire in men, but they stir yearnings for companionship that date back to ancestral mating dances. Still, beauty is driving me nuts, and although I'm a successful red-blooded American male, divorced and available, it is beauty alone that is keeping me single and lonely.

It is scant solace that science is on my side. I seem to have a confirmed case of the contrast effect. It doesn't make me any happier knowing it's afflicting lots of others too.

Psychologists Sara Gutierres, Ph.D., and Douglas Kenrick, Ph.D., both of Arizona State University, demonstrated that the contrast effect operates powerfully in the sphere of person-to-person attraction as well. In a series of studies over the past two decades, they have shown that, more than any of us might suspect, judgments of attractiveness (of ourselves and of others) depend on the situation in which we find ourselves. For example, a woman of average attractiveness seems a lot less attractive than she actually is if a viewer has first seen a highly attractive woman. If a man is talking to a beautiful female at a cocktail party and is then joined by a less attractive one, the second woman will seem relatively unattractive.

The contrast principle also works in reverse. A woman of average attractiveness will seem more attractive than she is if she enters a room of unattractive women. In other words, context counts.

In their very first set of studies, which have been expanded and refined over the years to determine the exact circumstances under which the findings apply and their effects on both men and women, Gutierres and Kenrick asked male college dormitory residents to rate the photo of a potential blind date. (The photos had been previously rated by other males to be of average attractiveness.) If the men were watching an episode of Charlie's Angels when shown the photo, the blind date was rated less desirable than she was by males watching a different show. The initial impressions of romantic partners--women who were actually available to them and likely to be interested in them--were so adversely affected that the men didn't even want to bother.

Since these studies, the researchers have found that the contrast effect influences not only our evaluations of strangers but also our views of our own mates. And it sways self-assessments of attractiveness too.

Most recently, Kenrick and Gutierres discovered that women who are surrounded by other attractive women, whether in the flesh, in films or in photographs, rate themselves as less satisfied with their attractiveness--and less desirable as a marriage partner. "If there are a large number of desirable members of one's own sex available, one may regard one's own market value as lower," the researchers reported in the Personality and Social Psychology Bulletin.

There's an extraordinarily high concentration of gorgeous females in Los Angeles, and courtesy of the usually balmy weather and lifestyle, they tend to be highly visible--and not just locally. The film and television industries project their images all over the world, not to mention all the supporting media dealing with celebrities and gossip that help keep them professionally viable. As the head of a public relations agency, I work with these women day and night. You might expect that to make me feel good, as we normally like being around attractive people. But my exposure to extreme beauty is ruining my capacity to love the ordinarily beautiful women of the real world, women who are more likely to meet my needs for deep connection and partnership of the soul.

	Source E:  Peters, Cynthia. Trivializing Teens, ZNet Magazine Commentary. Jan 27 2001. Online. 
The good news is: It takes a constant bombardment of advertising, articles, and advice to convince teens that they ARE their skin-exfoliators, hair de-frizzers, and lip moisturizers. The bad news is: There IS a constant bombardment of advertising, articles, and advice to convince teens that they are their skin-exfoliators, hair de-frizzers, and lip moisturizers. 

The goal of teen magazines is to provide an advertising platform to marketers. That’s how they make their money and keep stockholders happy: They sell advertising. Teen magazines thus compete with each other to provide the most attractive context for advertisers, not, as some might think, to meet the needs of the most readers. They still must address themselves to readers, though, so what they do is publish articles – many of which are virtually indistinguishable from advertising – that find different ways of telling teens about their flaws and pointing out purchasable remedies. 

But don’t teens have a lot of insecurities about clothes, looks, and sexuality, and aren’t these insecurities a factor in teen magazines’ choice to publish articles on “getting kissed by midnight,” strategies for being “naughty and nice,” how to “think pink for flirty fun,” and treating “your most kissable feature to a colorful makeover”? It may be true that being on the brink of adulthood is a time of uncertainty for many young people, but my hunch is that teen magazines actually work hard to push teens to feel less confident, more than they play off already existing insecurities. Teen magazines want a readership that will be vulnerable to their advertisers’ message, so, in every issue, they pummel readers with the news that they are what they buy. 

Over and over again, human agency is portrayed as the power to purchase, self-worth is measured in breast dimensions, and happiness is a direct result of hair volume. One ad in Seventeen Magazine says, “It’s who I am,” and then offers check-boxes next to “eyes,” “lips,” and “face.” Articles throughout the magazine back up the advertiser’s message by reporting on the beauty regimen required to get ready for a date, the key beauty treatments every girl must carry in her purse, and the latest in belly- and thigh-exposing eveningwear. 

In a stunningly cynical marketing ploy, a “Teen People” poll poses as an investigation of materialism in today’s society. In fact, the poll collects important information that can be used to construct consumer profiles of Teen People’s readership – age, gender, importance of brand name, saving habits, etc. as well as direct questions such as, “How do you and your friends shop?” and “If you had all the money in the world, would you…” (The multiple choice answers to the latter question, by the way, only pertain to shopping. In other words, shopping is the only conceivable thing you can do with money.) 

Does it really matter, though, that giant media conglomerates mobilize their massive resources in order to beat teens senseless with the equation: human expression equals consumer choices? Perhaps the U.S.’s greatest crime against young people is that almost one-fifth of them live in poverty. (When considering all races and both genders by age group, the U.S. census bureau (1999) finds that the age groups “under 18” and “18-24” to have the largest percentages of people living in poverty.) Or that almost a million children per year in the U.S. are victims of child “maltreatment” – neglect, abuse or sexual molestation. Or that public schools repeatedly fail the children who need them the most. The bad news: Corporate media monopolies assault teens with a constant barrage of messages that reinforce gender stereotypes, promote unattainable images of beauty, and convince them that shopping is fundamental to human expression. 

The good news: Teens are not an easy sell. A quick perusal of teen magazines shows that the media giants understand they have to be relentless in their portrayal of teens as image-obsessed consumers. 

The even better news: Teens resist. Given a non-advertising based outlet, they have plenty to say about what is important to them, the complex ways to create identity, and the multiple ways to express agency in the world. 


Source F:  This entry is adapted from Robert Augros, “Beauty Visible and Divine” published in The Aquinas Review, Volume II, 2004)

The Definition of Beauty
Saint Thomas defines beauty in four simple words: id quod visum placet, [*] that which pleases merely by being seen. Visum names the part of beauty pertaining to knowledge, and placet, the part pertaining to its ability to gratify. The notions seeing and pleasing are appropriate for this definition because they are more known than beauty and together manifest its nature. Not just anything that causes pleasure when seen is an example of beauty. Id quod visum placet means, not that the pleasure merely happens to follow vision, but that the vision alone causes the pleasure. 
The painter, the biologist, the chemist, and the physicist all encounter the beauty of grass at different levels. Nature’s beauty is not skin-deep; it penetrates the marrow. In all natural things, living and nonliving, and at every level within each thing, from grassy plain to electron, proton, and neutron, beauty saturates nature. Such abundant beauty of so many kinds and at so many levels could never come from chance. Beauty is so abundant in nature, it cannot arise from chance; there must be some reason for it. But that reason must be open to alternatives, since there is no absolute necessity that animals, plants, and nonliving things exhibit beauty in the first place. Therefore, the beauty found in nature proceeds from a cause not bound by necessity and yet with a reason for acting. Such a cause is a mind. Therefore, a mind is responsible for the beauty of natural things. 

Source G:  Personality and Social Psychology Bulletin, Vol. 20, No. 2, 210-217 (1994)
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Evolution and Social Cognition: Contrast Effects as a Function of Sex, Dominance, and Physical Attractiveness 

Douglas T. Kenrick Steven L. Neuberg; Kristin L. Zierk ; Jacquelyn M. Krones  Arizona State University 

Previous research indicates that males, compared with females, evaluate their relationships less favorably after exposure to physically attractive members of the other sex. An evolutionary model predicts a converse effect after exposure to opposite-sex individuals high in dominance, which should lead females to evaluate their current relationships less favorably than males. Women and men rated their current relationships after being exposed to opposite-sex targets varying in both dominance and physical attractiveness. Consistent with earlier research, males exposed to physically attractive, as compared with average, targets rated their current relationships less favorably. Males' relationship evaluations were not directly influenced by the targets' dominance, although the effect of physical attractiveness was significant only for men exposed to women low in dominance. However; females' evaluations of their relationships were unaffected by exposure to physically attractive males but were lower after exposure to targets high in dominance. These data support predictions derived from an evolutionary model and suggest that such models can be used to generate testable hypotheses about ongoing social cognition.
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