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IntroductionIntroductionIntroductionIntroductionIntroduction

Beauty is one of those subjects that always gets attention.  My own fascination with the

subject came from my attraction to beautiful women.  Much to my surprise, however, it

didn’t take long before I became as interested in what was behind the beautiful visage as

I was with the package it came in. Beauty affects virtually every aspect of our emotional and

cultural life. Even our physical health is impacted by beauty. On the other hand, when it comes to

appreciating the profound importance of beauty, virtually no other subject is as well protected by a

mantle of denial and dismissiveness. It seems to be accepted that serious authors and researchers

don’t write about beauty. The subject area, like beauty itself, is presumed to be only skin deep.

Beauty, as a subject area, is a seamless tapestry made up of many different colors, but

always a part of the same fabric. This seamless quality to the subject area is reflected in this book.

When we discuss plastic surgery, for example, we end up exploring beauty’s relationship to sexu-

ality. And when we explore the relationship between sexuality and beauty, we end up discussing

the rich man/pretty woman connection.

 My expertise on the subject of beauty is the culmination of twenty years of formal study

and professional work. In the late 1980’s I held a medical psychology fellowship in plastic surgery.

My work in plastic surgery afforded me the opportunity to study, in depth, both patients and surgi-

cal procedures. Before that, I wrote a dissertation on the relationship between physical attractive-

ness, personality and family environment. In 1980 I conducted research at a large mental hospital

in the Midwest, in an effort to ferret out the connection between physical attractiveness and mental

illness. For seven years I held a position at a consulting firm as a developer, writer and teacher of

various subjects related to beauty and attractiveness, with the sole purpose of increasing both for

our clients. I have judged over 100 beauty pageants, including The Miss and Mrs. California USA

Beauty Pageants. Ten years after the original publication of my research which identified, for the

first time, the personalities of patients who undergo plastic surgery, I still receive requests from all

over the world for reprints from surgeons and students interested in the relationship between beauty

and personality.

My work in forensics, especially in the courtroom, has impressed upon me the value that

comes from understanding beauty. After twenty years of study and work in the area, I say with

some conviction that anyone who thinks that beauty is only skin deep hasn’t thought a lot about the

subject. Understanding beauty provides a window into the soul of man. No matter who you are,

your life has been changed by beauty.
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Chapter I: Beautiful WomenChapter I: Beautiful WomenChapter I: Beautiful WomenChapter I: Beautiful WomenChapter I: Beautiful Women

There are two kinds of women: beautiful women, and women who want or have wanted to

be beautiful. Beautiful women and those who want to be beautiful have spawned a multi-

billion dollar beauty industry, an industry which sells hair color, plastic surgery, and ev-

erything imaginable in between. Beautiful women both feel and can arouse deep emotion, but it is

not always positive emotion. For example, beautiful women are forever chasing greater beauty,

while at the same time anxiously trying to fend off the effects of aging. Consider that unattractive

women in pursuit of beauty often hate, with a passion, those women who already possess the

beauty they so desperately desire.

Men, like women, are profoundly affected by beauty. Consider the shared human experi-

ence which gave rise to the song: When You’re in Love with a Beautiful Woman, made popular by

the band Dr. Hook:

When you’re in love with a beautiful woman, it’s hard. When you’re in love with a beautiful woman,

you know it’s hard, cause everybody wants her, everybody loves her, everybody wants to take your

baby home.

When you’re in love with a beautiful woman, you watch your friends. When you’re in love with a

beautiful woman, it never ends, you know that is crazy and you wanna trust her, then somebody

hangs up when you answer the phone. When you’re in love with a beautiful woman, you go it alone.

Maybe it’s just an ego problem, problem is that I’ve been fooled before by fair-weather friends and

faint hearted lovers, and every time it happens it just convinces me more.

When you’re in love with a beautiful woman, you watch her eyes. When you’re in love with a

beautiful woman, you look for lies,’ cause everybody tempts her everybody tells her she’s the most

beautiful woman they know. When you’re in love with a beautiful woman, you go it alone.

Or how about the song If You Want to be Happy, by Jimmy Soul, which topped the charts in 1963.

This song gives voice to what many men come to feel after years and years of frustration dealing

with beautiful women.

If you wanna be happy for the rest of your life,



8

Awakening Beauty

never make a pretty woman your wife, so from my personal point of view, get an ugly girl to marry

you.

A pretty woman makes her husband look small.

And very often causes his downfall. As soon as he marries her, then she starts to do the things that

will break his heart.

But if you make an ugly woman your wife,

you’ll be happy for the rest of your life. An ugly woman cooks her meals on time; she’ll always give

you peace of mind.

Don’t let your friends say you have no taste.

Go ahead and marry anyway, though her face is ugly, her eyes don’t match, take it from me she’s

a better catch.

Say man, hey baby, saw your wife the other day.

Yeah? Yeah, she’s ugly. Yeah, she’s ugly but she sure can cook. Yeah? Alright.

Men are inherently attracted to beautiful women, but as these song lyrics poignantly illus-

trate, men also mistrust beautiful women and often harbor many negative feelings about them. This

love-hate relationship is difficult for men to navigate, but imagine how confusing and painful it is

for women. After all, women strive to be physically attractive; yet, when they achieve it, more

often than not, they bemoan the fact that men are just interested in them for their looks or mistrust

them because they are beautiful. Marilyn Monroe summed up her feelings about beauty on the

night she committed suicide. According to author Anthony Summers, Marilyn called her psychia-

trist on the night of her death and complained that here she was, the most beautiful woman in the

world, and she didn’t even have a date for Saturday night.

Defining BeautyDefining BeautyDefining BeautyDefining BeautyDefining Beauty
What constitutes beauty? The short answer is that beauty is defined by genetic and cultur-

ally based ideals, tempered with some minor variations in personal taste. Both nature and nurture

define our ideals of beauty. The biologically based determinants of beauty include such variables

as symmetry, consistency of texture and color, lucidity in form, and proportionality.

Environmental influences shape our genetic predispositions to find certain characteristics

beautiful. For example, the sixty years since World War II heralded a transition from the more full-

figured Hollywood movie stars of the 1940s and 50s, to the often gaunt and anorexic stars of the
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early twenty-first century, all the while waist to hip ratios remained the same.  But don’t think that

because culture helps to define what we think is beautiful, that our definition of beauty is signifi-

cantly influenced by individualized tastes that vary significantly from one person to another.

My own research, along with others, has refuted the accepted idea that “beauty is in the eye

of the beholder,” a notion that suggests that each and every person has their own very different and

individualized definition of what is beautiful. Notwithstanding the empirical research on the sub-

ject, a short jaunt along the path of logical reasoning illustrates that what constitutes beauty may

not be subject to great differences in individualized taste. The fact that there are beautiful women,

recognized all over the world for their beauty, demonstrates that significant numbers of people

agree on what is and what is not beautiful.

Conversely, the fact that people agree that there are unattractive women, recognized every-

where as unattractive, is another way of illustrating the same principle. If we all had a unique,

individualized standard of beauty; that is, “beauty is in the eye of the beholder,” not enough of us

could agree and there would be no “beautiful” women.

Learning What is BeautifulLearning What is BeautifulLearning What is BeautifulLearning What is BeautifulLearning What is Beautiful
One hundred years ago, the model du jour belonged to the fashion industry and its patrons

in Paris and New York. Today, thanks to technology that makes possible world-wide media distri-

bution, the model du jour belongs to the world. The images we see and the sounds we hear, without

exception, are dominated—virtually permeated in every way—by an obsessive emphasis and fo-

cus upon beauty. The effect is profound; especially considering that exposure to the media, in its

various forms, begins very early and reaches almost everyone.

The following data from a Federal Trade Commission Survey, spanning May to July, 2000,

and a 1999 Kaiser Family Foundation report entitled Kids and Media, illustrates children’s ever-

increasing access to various media. In 1970, 35% of homes in the United States had more than one

TV set. Six percent of sixth graders had a TV in their bedrooms. Compare those figures with the

1999 data, where 88% of homes had more than one TV set and 77% of sixth-graders had a TV in

their rooms. The average child in the United States grows up in a home with three TVs, three tape

players, three radios, two VCRs, two CD players, one video game system and one computer. The

television is usually on during meals in 58% of homes with children.

Two-thirds of children eight years and older have TVs in their bedrooms. One out of five

also has a computer in their bedroom. Children ages 8-13 years of age spend six and three-quarter

hours daily plugged into various media, more than those in any other age group. In a typical week,

children spend an average of more than 19 hours watching TV, more than 10 hours listening to

music, more than 5 hours reading for pleasure, about 2 and one-half hours using computers for fun,

and more than 2 hours playing video games.
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Various media depictions of what is and what is not attractive become the ideal standard of

beauty for girls and boys coming of age. “Be a model or look like one” is the slogan for a modeling

school. It may as well be the mantra for virtually every young woman coming of age in the civi-

lized world where obtaining basic necessities does not occupy all of her attention.

Gaining Access to the MediaGaining Access to the MediaGaining Access to the MediaGaining Access to the MediaGaining Access to the Media
Beauty can trump virtually any other quality or characteristic when it comes to gaining

access to the media. “The 100 Best Looks,” (PHOTO CREDIT FROM “US” WEEKLY) “The

World’s Most Beautiful Women,” “The Best Dressed Women in America,” and a host of other

beauty-related lists, understandably provide access to the media for its members. But beauty has a

way of providing access to the media even when your chosen profession has nothing, per se, to do

with how you look. Take, for example, tennis player Anna Kournikova. Anna Kournikova is a

professional tennis player who made the cover of Sport’s Illustrated and Tennis Weekly without

having ever won a professional tournament. (SEE PHOTOS OF ANNA KOURNIKOVA) Observ-

ers of professional tennis are quick to compare the media attention afforded Ms. Kournikova to the

relatively sparse media coverage given such players as Lindsay Davenport, whose accomplish-

ments in tennis include, among others: The 2000 Australian Open Championship; 1999 Wimbledon

Championship; 1998 U.S. Open Championship; and The 1996 Olympic Championship. (SEE PHO-

TOS OF LINDSAY DAVENPORT)

 When the “model” and the sports themes are joined, as was the case when professional

tennis player Martina Hingis posed for her photo shoot, notwithstanding the tennis racquet held by

Ms. Hingis, it is clear to the consumer which takes precedence: beauty or athletic achievement.

(SEE PHOTOS OF MARTINA HINGIS)

Disparate media coverage is nothing new to women’s sport. Gabriela Sabatini and Martina

Navritilova were big draws, but for different reasons, in an earlier generation of tennis players.

Gabriela got a disproportionate amount of media attention because, once again, she was more

attractive than the athletically superior Martina Navritilova. In the 1970’s, Laura Baugh was the

“model” player on the women’s professional golf tour. Baugh, a beautiful blond, was reputed to get

much more up-front guarantee money than her peers, who were much better at the game of golf.

Jenny Thompson, an Olympic swimmer who has excelled in her sport, posed semi-nude in

“Sport’s Illustrated” magazine.  A casual observer looking at that photo would not conclude that

the “model” in the photo was primarily chosen for her athletic prowess. (SEE PHOTO OF JENNY

THOMPSON)

 Brandi Chastain, a renowned soccer player, had assets other than her soccer abilities em-

phasized when she appeared in “Gear” magazine. (SEE PHOTOS OF BRANDI CHASTAIN) The

bottom line is that beauty sells, and it generally sells more than pure athletic performance, at least
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One of Many Magazine Covers Related to Beauty
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Anna Kournikova
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Various Photos of Anna Kournikova
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Lindsay Davenport
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Lindsay Davenport
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Lindsay Davenport with Wimbleton Cup
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Martina Hingis
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Martina Hingis
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Satirical Magazine Cover Referencing
Martina Hingis
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Jenny Thompson in Sports Illustrated



Dr. Anthony Napoleon

21

Brandi Chastain in Gear Magazine
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Brandi Chastain from Gear Magazine
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when it comes to female athletes. It was more than coincidence that when Reebok signed tennis

player Venus Williams to a $40-million plus contract, the marketing men and women at the shoe

maker dressed Venus in a spaghetti-strap top that seemed intent on falling down on the tennis

court. Not to be outdone by her sister, Serena Williams wore a skin-tight Lycra suit emblazoned

with her sponsor’s (Puma) logo at the 2002 U.S. Open. (SEE PHOTO CREDITS OF SERENA

AND VENUS WILLIAMS) “It makes me run faster and jump higher and it’s really sexy. It really

sticks to what type of shape you have. If you don’t have a decent shape, this isn’t the best outfit to

have,” said Serena.

The Digital GenerationThe Digital GenerationThe Digital GenerationThe Digital GenerationThe Digital Generation
The digital revolution is leaving its unique fingerprint upon the subject of beauty. Teenage

boys are falling in love with digitally created depictions of large-breasted, long-legged, unnaturally

thin-waisted heroines depicted in video games. Take, for example, Lara Croft, the gun-toting beauty

who stars in the video game “Tomb Raider.” Miss Croft has captured the love interest of many a

young member of the digital generation. (SEE DRAWING OF LARA CROFT)

Lara has disproportionately large and firm breasts; she has a peculiarly thin and narrow

waist, disproportionately long legs, very large and full lips and a curvaceous derriere. She also is

not real, in the sense that she is not made of flesh and blood and her proportions are certainly not

human. Lara’s thighs are bigger than her waist, and her waist is narrower than her face. If Lara

went shopping she would certainly have to have her clothes tailored, unless she could find pants off

the rack with a 36 inseam and a 12-inch waist.

The character was originally created by Toby Gard. Mr. Gard, though he is the creator of

Lara Croft and the video game “Tomb Raider” that gave Lara her start, retains no rights to the

character or the game. Adrian Smith is the current “creator” of Ms Croft. Smith was interviewed by

Scott Steinberg, a freelance writer who covers the video gaming world, in the fall of 2000. He

asked Lara’s creator why he thought she was so popular. Reportedly, according to Mr. Steinberg,

Mr. Smith told him, “Lara’s a real woman, someone you could sit next to on the bus.” I don’t know

what bus route Mr. Smith takes, but unless it is one of those bus routes that traverse the desert

between Las Vegas and Area 51, I would be skeptical about finding anyone riding the bus who

remotely resembles Lara Croft. According to Steinberg, a fan of Lara’s cycled from Denmark to

England because he wanted to meet her. All of this would be less than serious if it were not for the

fact that Lara has become not only an ideal for how a young woman’s body can look, but how it

should look. Teenage boys all over the world compare the girl next door to Lara Croft. Further-

more, it should be remembered that the video gaming industry posted profits greater than Ameri-

can movie box office receipts in 1998 and again in the year 2001.

If one moves to the R-rated world of animation one finds a burgeoning multi-million dollar
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Miss Lara Croft
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genre known as anime and hentai. In Japanese, the word “hentai” means perversion. The word

“anime” refers to a particular style of Japanese animation. This genre of animation utilizes digitally

created women with exceptionally large eyes, wispy limbs, large breasts and curiously small mouths,

formed to give the impression of both shock and innocence. (SEE PHOTO CREDITS OF ANIME

ART)

Cultural influences can dominate biological predispositions, individual taste and other less

robust cultural definitions of beauty. One case in point involves the now almost universal trend

toward “thin as beautiful.” The Western world’s marketing of “thin” as ideal beauty has been

dominant, even in the face of biological predispositions and long-standing cultural norms to the

contrary. It is as though America’s obsession with thin as ideal beauty is an omnipotent virus that,

once introduced into new populations, immediately infects its host, and for which no cure exists.

Twiggy was one of the first models who popularized the “gaunt” look. Twiggy made her appear-

ance on the fashion scene in the 1960’s, but her image lives on, as noted by the fact that “Twiggy”

dolls are still being sold nearly a half-century later. The Franklin Mint, a purveyor of collectibles,

marketed a Twiggy doll with the following ad copy: “She was a 17-year-old, 5-foot 7-inch, 91-

pound girl from England named “Twiggy.” (SEE PHOTO OF TWIGGY FROM FRANKLIN MINT

AD) Of course, no discussion of exaggerated body proportions would be complete without men-

tioning the most popular doll ever: Barbie. If Barbie was a real person, she would stand 7' 2" tall;

have a 40" bust, an 18" waist and 32" hips.

A study conducted by Dr. Anne Becker, a researcher at Harvard University, illustrates the

importance of the media on body image. On the Pacific Island of Fiji, body image among young

girls has changed since the introduction of television. In 1995, only 3 percent of Fiji’s teenage girls

reported vomiting to control their weight. By 1998, that figure had increased fivefold. Television,

and the body images it brings viewers, was only widely introduced to Fiji in 1995. Up until that

point, the Fiji high-volume diet of animal fat, yams, taro root, and cassava—and the body type it

promotes—was for the most part accepted by teenage girls on the island. In 1998, Fiji had only one

television station. What were some of the favorite TV shows on Fiji? Melrose Place, ER and Xena:

Warrior Princess. Heather Locklear parading in your living room in syndication certainly doesn’t

promote an acceptance of one’s “heavy” body type, especially if you are a teenage girl coming of

age in Fiji. Of course, this effect is not exclusively the result of the introduction of television. Not

only has television been introduced, but any number of media have made their way onto the island.

All of those media, in one way or another, promotes a standard of beauty counter to what tradition-

ally had constituted the cultural norm on Fiji.

China, too, is in the midst of cultural changes that may well rival Chairman Mao’s Cultural

Revolution. China has always been a country where a little extra weight meant health. Enter capi-

talism, circa early twenty-first century. Right there next to McDonalds and Dunkin Donuts one
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This is the Classic Body Type in Anime/Hentai Drawings
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The Franklin Mint’s Commemorative Twiggy Doll
Sold in the Spring of 2001
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finds a burgeoning weight loss industry. Elisabeth Rosenthal, of the New York Times News Ser-

vice, reported her investigation of this new Chinese cultural revolution in an article which appeared

in late 1999. The story chronicled changes in the Chinese ideal of beauty, which bears an uncanny

similarity to the events which led to the cultural changes seen in Fiji. Rosenthal wrote about a

Beijing psychiatrist named Dr. Zhang, who reported treating more and more patients with eating

disorders. Dr. Zhang noted that “since China’s opening and reform, the ideals and standards for so

many things, including body type, have changed. Many people are paying more attention to self-

improvement. The girls see the beauty contests and the ads for slimming drugs, and they absorb it

all.” Rosenthal cited the case of Teng Lue, a 16-year-old high school student in Beijing. Lue told

Rosenthal that “Chinese girls think thinner is better, and fat kids are under a lot of pressure to

reduce.” Dr. Zhang told Rosenthal, “At 14 or 15, these kids get out into society and they begin to

feel all sorts of pressures—these girls come in so underweight, and then they bring in advertise-

ments for us to look at and argue that they don’t have a problem.” But have a problem they do. Ms.

Rosenthal reported that cases of anorexia nervosa and bulimia, once virtually unknown in China,

have multiplied exponentially in the last five years leading up to the millennium.

In a Los Angeles Times article, dated August 17, 2000, investigative journalist Ching-

Ching Ni reported that numerous fat clinics and weight loss formulas have permeated the Chinese

marketplace. Ni reported that 20% of Chinese people are considered overweight. Comparing that

figure to the number of Americans who are rated as overweight, one must conclude that the bur-

geoning weight loss industry in China has room for capital appreciation. In the October 2002 issue

of the Journal of the American Medical Association, researchers reported that 31 percent of adults

in the United States are obese, up from 23 percent a decade ago. In 1980, that figure was 15 per-

cent.

Lest one conclude that the burgeoning weight loss industry in China will actually impact

that population’s body type, one would do well to study California, perhaps the most body-con-

scious location in the United States. In the year 2000, the non-profit Public Health Institute, out of

Berkeley, California, rated over half of Californians as officially overweight. Nevertheless, Cali-

fornians are voracious consumers of diet and exercise programs and paraphernalia, as well as plas-

tic surgery and cosmetics. It should also be obvious that California, in large part because of its

indigenous entertainment industry, is a dominant force in defining what is and what is not beautiful

for the rest of the world. Ironically, however, its own citizens appear to be losing a cultural battle

defined in their own backyard.

KidsKidsKidsKidsKids
Six million children are overweight in the United States. That number has doubled from

1980 to the year 2000, according to the Centers for Disease Control and Prevention. That same
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study found that 14 percent of all children ages 12 to 19 were seriously overweight. In addition to

those numbers, another 25 percent or so of kids were found to be “chubby, but not “officially”

obese. Medical researchers estimate that 21 percent of two-to five year-old children are either

overweight or at serious risk of becoming overweight.

Ideal teen “image” as portrayed and sold by marketing moguls and their clients stand in

stark contrast to the realities of real teen bodies. One of the problems that results for teens who do

not possess the pop idol body is related to wardrobe. Where do “chubby” and obese teens find

clothes to fit them? Kathy Boccella, a writer for the Knight Ridder News Service, interviewed Dr.

Andy Tershakovec, the medical director of the weight-management program at Children’s Hospi-

tal of Philadelphia. Dr. Tershakovec told Boccella that there exist three main issues that over-

weight teens must deal with. First, they must deal with teasing from other teens. Second, they must

deal with limitations in physical activities, and third, overweight kids have trouble finding clothes

that fit with the ideal teen image, yet still fit. These problems are most critical for teen girls.

According to Robert Atkinson, a spokesman for “Limited Too,” a very desirous store for

10-year-olds, plus sizes make up about 12 to 15 percent of their catalogue business. Atkinson told

Boccella that their plus size line debuted in the year 2000, because his store recognized that teen

girls who happen to be overweight feel left out. He went on to say that it is all about fitting in.

“Limited Too” jeans, which run $36.50 to $39.50 dollars a pair, cost $2 extra in larger sizes, which

have an inch more room and are made of “flexible” material. Boccella researched other stores that

are jumping on the plus size bandwagon. She found that Sears, which has sold “husky” sizes for

years, has now been joined by “Land’s End,” “Hot Topic” and “Torrid,” each a hot retailer in the

teen market. Given how critical teens are when it comes to their own bodies, it is difficult to

imagine that manufacturing stylish clothes in larger sizes will help anything except the store’s

bottom line.

Genes vs. JeansGenes vs. JeansGenes vs. JeansGenes vs. JeansGenes vs. Jeans
One of the most fascinating aspects of our culture’s current definition of ideal beauty is that

it is virtually always in conflict with one’s gender based, ethnic and familial body inheritance.

What this means, for example, is that the defined ideal of a narrow derriere, hips and thin thighs for

women, just happens to coincide with the genetically programmed areas for concentrations of fat

deposits. Thus, nature is forever battling the quest for culturally defined ideal hips, derrieres and

thighs. That bio-cultural battle ensures an endless supply of diet gurus, potions, programs, elixirs,

attitudes and paraphernalia that promise to defeat nature. The fact that the battle rages, and the

profits are high, forces one to conclude that nature is winning the battle. The high profits and the

marketing incentives they spawn suggest that the war is sure to continue.

It is not just fat deposits that define the battlefield. Take, for example, the nose. The most
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requested type of nose in all of plastic surgery is the petite and sculpted nose. It just so happens that

millions upon millions of women inherit an anterograded nasal bridge, known as the humped or

hooked nose. A similar number inherit a wide and flattened nasal tip: good for breathing, bad for

the model’s standard of beauty. The makeup industry and plastic surgeons benefit from this bio-

cultural war over the shape of the human nose.

Changing one’s body against its will results in ever more clever surgical techniques, as well

as ever more clever beauty concoctions. It ensures the repeat customer for everything from makeup

to plastic surgery. It also results in a new body type creation that is isolated from everything that

identifies it as belonging to a unique person and genetic culture, because everybody who actually

achieves the cultural definition of beauty begins to look the same. As a society, we are beginning to

create, promote and accept the engineered look as the ideal.

The Engineered Look as the Ideal ImageThe Engineered Look as the Ideal ImageThe Engineered Look as the Ideal ImageThe Engineered Look as the Ideal ImageThe Engineered Look as the Ideal Image
Plastic surgeons have traditionally attempted to avoid what is termed the “operated on”

look. The “operated on” look is characterized by a nose that is noticeably petite and sculpted; the

skin around the eyes is drawn, the malar eminences (cheek bones) are enhanced, and the jaw area

is characterized by “pulled-back” skin and underlying fascia: absent subcutaneous fat. Lips are

made to be permanently pursed and artificially full. When referring to the breasts, the “operated

on” breast possesses an overly defined perimeter with distended and relatively immobile tissue,

along with a size that is often disproportionately large to the overall body frame dimension. In

today’s world, what we used to call the “operated on” look is becoming a cultural norm, if not a

cultural ideal, within certain social strata. The “operated on” breast is often judged to be more

attractive than the natural breast. The natural breast is not infrequently described by men as less

attractive than the surgically altered breast because of its natural tendency to lose its shape when

lying down and its proportionate size when compared to the rest of the body. A generation of men

have grown up looking at nude women who have undergone breast augmentation surgery.

My own research has shown that over half of women who display their breasts within the

context of their chosen profession have undergone breast enhancement surgery. Of those women

who work in the various image professions, whether it be topless dancer or film actress, virtually

all report that they have either had breast enhancement surgery or would consider such surgery at

some point in the future. It is interesting to note that of those women who do possess natural

breasts, virtually all of them do something to “enhance” their natural shape and form. The “pushup”

bra, the underwire bra, and all of their various permutations, including the “wonder bra,” modify

the shape of the natural breast. In the beauty pageant business, the use of surgical tape to modify

nearly perfect natural breasts is commonplace. The social dynamic set in play by the surgically

altered breast devalues the natural breast, even the near perfect natural breast. The dynamic mani-
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fests when women who possess near perfectly shaped and sized breasts request breast augmenta-

tion surgery. It also manifests when men express a preference for the surgically altered breast.

When it comes to face lifts, a taut and wrinkle-free face, even if you are 75 years old, is

more than an unnatural look. That same unnatural look connotes social prestige, wealth and posi-

tion. Social gatherings of older women of affluence are often comprised of faces overly drawn and

taut. My own research in the field of plastic surgery uncovered a trend in the latter part of the

twentieth century for women sixty years and older to report dissatisfaction with the “refreshed

look” face lift, favoring instead a face lift that prompted the question “When did you have the

surgery?” as opposed to,“You look refreshed; what are you doing for yourself?”

Those who favor the “operated on” look can be identified by sociodemographic variables.

Women over the age of sixty, with a yearly disposable income greater than $250,000, who live in

upscale areas of the nation, and who frequent social gatherings for various and sundry philan-

thropic causes, favor the “operated on” look, especially when it comes to facelifts. The trend that I

witnessed first-hand in the late 1980’s occurred in La Jolla, California. I studied perceptions of the

“operated on” look by sampling photographs from newspapers across the United States, with a

particular focus upon the society page section of newspapers which covered the social activities of

such geographic areas as Palm Beach, Florida, Beverly Hills, California, Palm Springs, California,

Westchester County, New York, and the North Shore of Chicago, Illinois. Women from La Jolla,

California, who met the sociodemographic fingerprint identified above, judged photographs taken

from the various society sections of the sampled newspapers. These women rated as “very favor-

able” women who possessed the “operated on” look. On the other hand, women between the ages

of 20 and 25, who were best described as struggling students, rated the same society page women

as “very unfavorable.” It is interesting to note that younger women who come from the same social

strata as the society page older women, rated the “operated on” look as “favorable,” just a slightly

less favorable rating made by their older sociodemograhic matches. Thus, it appears that for afflu-

ent women who appear in the public arena, the “operated on” look is not only acceptable, but

favored. Women who met the society page profile rated the overly drawn and taut face look more

desirable when contrasted with a “refreshed look” face-lift. Middle-class women who had consid-

ered having surgery on their faces were evenly split between the “refreshed look” and the “oper-

ated on” look when it came to the look they favored.

Surgeons who have spent a lifetime perfecting their art find themselves in a quandary when

their patients report dissatisfaction with the “refreshed look” facelift, favoring instead the look of

an obvious facelift. I recall a patient from La Jolla who had undergone a complete facelift with a

stunning result, a result that turned back the clock without any of the obvious signs of a surgical

intervention. That patient showed up for her six-week postoperative exam with one of her friends.

Both women were active in local social circles. The surgeon and I were proud of the surgical
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outcome, and frankly expected to hear numerous laudatory comments, including the fact that the

patient’s friend also wanted plastic surgery on her face, as well. Instead, what we heard was a

polite, but nonetheless critical, review of the surgical outcome. “My friends have no idea that I

have had work done. They just think that I look rested and better.” The surgeon smiled and quietly

said, “Thank you.” At that point, our patient’s friend asked whether or not the skin around her

friend’s eyes could be pulled back even more, and whether or not the skin around the jaw line could

be made even more taut. I realized that what the women were describing was exactly what the

surgeon had brilliantly avoided in his original surgery, and in so doing, had denied the patient from

becoming a member of her social clique who had undergone a noticeable facelift. It is worth re-

membering that the physicians who perform the plastic surgery that we have come to recognize as

the “operated on” look are, more often than not, among the most successful plastic surgeons in

their particular geographical area. Often times these surgeons are among the best trained in the

United States. That should not surprise the reader. After all, affluent women virtually always seek

out those surgeons with the most famous clientele and successful practices who promise to make

them beautiful. It is noteworthy that in all of my years of experience, I have never found a plastic

surgeon to acknowledge, at least for public consumption, that he or she ever purposefully creates

the “operated on” look. This denial is certainly supported by the patients of these same surgeons.

Patients with the “operated on” look deny that their look is anything but a beautiful result. Given

the denial of both patient and surgeon alike, one is left to wonder who is performing all of the

obvious plastic surgery that is so easily recognized as the “operated on” look.




