[bookmark: CEGLog_Ital_R001_C005_2][bookmark: CEGLog_Ital_R003_C005_2][bookmark: CEGLog_Caps_R002_C004_2][bookmark: CEGLog_Ital_R002_C005_2][bookmark: CEGLog_Caps_R003_C002_1]The expanding beauty regime: Or, why it has become so important to look good
Giselinde Kuipers, KU Leuven University

Published as Kuipers, Giselinde (2022), The expanding beauty regime: Or, why it has become so important to look good. Critical Studies in Fashion & Beauty 13(2): 207-228. 
DOI: https://doi.org/10.1386/csfb_00046_1

In accordance with the policy of the European Research Council, this article is made available open access under a CC BY licence. 

[bookmark: CEGLog_Caps_R001_C002_2][bookmark: CEGLog_Ital_R004_C003_1][bookmark: CEGLog_USUK_R022_C002_1][bookmark: CEGLog_Ital_R001_C005_3][bookmark: CEGLog_Caps_R002_C004_3][bookmark: CEGLog_USUK_R022_C005_1][bookmark: CEGLog_Ital_R001_C005_4][bookmark: CEGLog_Caps_R002_C002_1][bookmark: _Hlk111714668]Giselinde Kuipers is a professor of sociology at KU Leuven University in Belgium. She is the author of Good Humor, Bad Taste: A Sociology of the Joke ([2006] 2015) and numerous articles on the social shaping of cultural standards, for instance in the fields of beauty, humour, fashion, media, popular and transnational culture, and the consequences of such standards for identities, inequalities and interactions. She is the principal investigator of a comparative project on Beauty and Inequality, funded with ERC Advanced Grant 101052649.
[bookmark: CEGLog_USUK_R006_C002_1][bookmark: CEGLog_Caps_R005_C002_1][bookmark: _log29][bookmark: _log30]Contact: KU Leuven Center for Sociological Research, Parkstraat 45, 3000 Leuven, Belgium.
[bookmark: ErrBook2][bookmark: CEGLog_Caps_R004_C004_1][bookmark: CEGLog_Caps_R001_C004_1]E-mail: giselinde.kuipers@kuleuven.be
https://orcid.org/0000-0002-5767-1054
Received 1 February 2022; Accepted 24 June 2022; Published 19 December 2022 

Abstract
[bookmark: CEGLog_Ital_R001_C005_5][bookmark: CEGLog_Ital_R003_C005_3][bookmark: CEGLog_Caps_R002_C004_4][bookmark: CEGLog_Ital_R002_C005_3][bookmark: CEGLog_Caps_R006_C004_1][bookmark: CEGLog_Caps_R007_C004_1][bookmark: CEGLog_USUK_R015_C002_1][bookmark: CEGLog_Hyp_HC_R004_C003_1][bookmark: CEGLog_Ital_R001_C005_6][bookmark: CEGLog_Caps_R002_C004_5][bookmark: CEGLog_Caps_R008_C004_1][bookmark: CEGLog_Caps_R005_C004_1][bookmark: CEGLog_Ital_R001_C003_1][bookmark: CEGLog_Caps_R002_C004_6][bookmark: CEGLog_Ital_R003_C005_4][bookmark: CEGLog_Ital_R002_C003_1][bookmark: CEGLog_Hyp_HC_R005_C003_1][bookmark: CEGLog_Hyp_HC_R006_C003_1][bookmark: CEGLog_Ital_R001_C005_7][bookmark: CEGLog_Ital_R003_C005_5][bookmark: CEGLog_Caps_R002_C004_7][bookmark: CEGLog_Ital_R002_C005_4][bookmark: CEGLog_Ital_R001_C005_8][bookmark: CEGLog_Ital_R003_C005_6][bookmark: CEGLog_Caps_R002_C004_8][bookmark: CEGLog_Ital_R002_C005_5][bookmark: CEGLog_Hyp_HC_R006_C003_2]In contemporary societies, physical appearance is more important to more people than ever before. This article sketches the expansion of this contemporary beauty regime. Drawing mainly on European data, I argue that since the late 1800s the societal importance of appearance grew, as a result of expanding media and consumer cultures, social democratization, a shift to a service-based economy and the rise of new media. People came to have more developed and diverse tastes in human beauty and more opportunities to cultivate their appearance. It became more important to be beautiful, for men and women, across the course of life, in more domains of life. Drawing on the process sociological tradition inspired by Weber and Elias, I interpret this gradual raising of cultural standards as the emergence of a beauty regime involving new standards for social control and self-control, standards for moral and aesthetic evaluation and standards for social worth and self-worth. The beauty regime is demanding and constraining for individuals but contributes to the emergence of durable social constellations that people might consider progress. The beauty regime makes appearance more central to many domains of life, and thus more consequential for identities and inequalities, self-worth and social worth.
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[bookmark: CEGLog_Caps_R009_C002_1]Introduction: How it became more important to look good
[bookmark: CEGLog_Hyp_HC_R007_C003_1][bookmark: CEGLog_USUK_R037_C002_1][bookmark: CEGLog_Caps_R009_C004_1][bookmark: CEGLog_Ital_R001_C005_10][bookmark: CEGLog_Caps_R002_C004_9][bookmark: CEGLog_Ital_R003_C005_7][bookmark: CEGLog_Ital_R002_C005_7][bookmark: CEGLog_Ital_R001_C005_11][bookmark: CEGLog_Caps_R002_C004_10][bookmark: CEGLog_Caps_R003_C004_1][bookmark: CEGLog_USUK_R032_C005_1][bookmark: CEGLog_Caps_R003_C004_2][bookmark: CEGLog_Ital_R001_C005_12][bookmark: CEGLog_Ital_R003_C005_8][bookmark: CEGLog_Caps_R002_C004_11][bookmark: CEGLog_Ital_R002_C005_8][bookmark: CEGLog_Hyp_HC_R008_C003_1][bookmark: CEGLog_Caps_R009_C004_2][bookmark: CEGLog_Caps_R008_C004_2]In contemporary societies, physical appearance is more important to more people than ever before. We, humans of the twenty-first century, often do not realize how unusual the contemporary ‘beauty regime’ is. Our extensive beauty routines and expectations – visiting hairdressers or barbers several times a year, straightening and whitening teeth, removing body hair, controlling body odours, dressing in clean clothes every second day or so, trying to look young until far beyond middle age – to us seem normal and natural. What is unusual about the contemporary beauty regime is not only its intensity but also its scope. While it excludes some of the poorest people, even in low-income countries many people, women and men of all ages spend significant chunks of their time, income and effort on beautifying their appearance. So how, and why, has it become so important to be beautiful?
[bookmark: CEGLog_Ital_R001_C005_13][bookmark: CEGLog_Ital_R003_C005_9][bookmark: CEGLog_Caps_R002_C004_12][bookmark: CEGLog_Ital_R002_C005_9][bookmark: CEGLog_Ital_R001_C005_14][bookmark: CEGLog_Caps_R002_C004_13][bookmark: CEGLog_Caps_R008_C004_3][bookmark: CEGLog_Ital_R001_C005_15][bookmark: CEGLog_Caps_R002_C004_14]This article sketches the expansion of the beauty regime. Drawing mainly on European data, I show that since the late 1800s people came to have more developed and diverse tastes in human beauty. At the same time, people acquired more opportunities to cultivate their appearance. It became more important to be beautiful for more people, men and women, over the life course, in more domains of life, making beauty more central to their identity and more consequential in their relations with other people.
[bookmark: CEGLog_Ital_R001_C005_16][bookmark: CEGLog_Caps_R002_C004_15][bookmark: CEGLog_USUK_R003_C002_2][bookmark: CEGLog_USUK_R003_C002_1][bookmark: CEGLog_USUK_R013_C005_1][bookmark: CEGLog_Caps_R008_C004_4][bookmark: CEGLog_Hyp_HC_R009_C003_1][bookmark: CEGLog_Caps_R003_C004_3][bookmark: CEGLog_Hyp_HC_R010_C003_1][bookmark: CEGLog_USUK_R029_C005_1][bookmark: CEGLog_USUK_R029_C005_2][bookmark: _log38][bookmark: _log39][bookmark: CEGLog_Hyp_HC_R011_C003_1][bookmark: _log40][bookmark: CEGLog_Hyp_HC_R012_C003_1][bookmark: _log41][bookmark: _log42]Throughout human history people have cared about beauty. Archaeological records and ethnographic evidence show that people of all genders have always beautified their bodies, for instance with beads, colouring and special hairstyles and that beautiful people have always been singled out. Opportunities to cultivate, train, shape and diversify this care for appearance were however limited, even in the richer parts of the world. Until 1900, many Europeans owned only three sets of clothing, often home-made or hand-me-downs, that had to last for years (King and Payne 2002; de Leeuw 1992; Roche 2014). Most men and women performed some kind of physical labour, in farms and factories, and this hard labour often showed in their bodies and faces. People aged quickly: at age 35 women were considered old (Jones 2010: 80). Neither shampoo nor toothpaste existed until the mid-nineteenth century. Until the early 1900s, the main cosmetic product in Europe and North-America was soap (Jones 2010: 118–19).
[bookmark: CEGLog_Caps_R006_C004_2][bookmark: CEGLog_Caps_R007_C004_2][bookmark: CEGLog_USUK_R015_C002_3][bookmark: CEGLog_USUK_R004_C005_1][bookmark: CEGLog_Ital_R001_C003_2][bookmark: CEGLog_Caps_R002_C004_16][bookmark: CEGLog_Ital_R003_C003_1][bookmark: CEGLog_Ital_R002_C003_2][bookmark: CEGLog_USUK_R002_C005_1][bookmark: CEGLog_Ital_R002_C005_10][bookmark: CEGLog_USUK_R030_C002_1][bookmark: CEGLog_Caps_R009_C004_3][bookmark: CEGLog_USUK_R036_C002_1][bookmark: CEGLog_USUK_R009_C002_1][bookmark: CEGLog_USUK_R005_C005_1][bookmark: CEGLog_Caps_R003_C004_4]Several interlocking social developments have changed the meaning and importance of appearance: the rise of visual and consumer culture, social democratization, the shift to a service economy and the recent rise of social media. Consequently, a new, durable system of standards for behaviour emerged that I refer to as the beauty regime. To analyse this expanding regime, I draw on process sociology, particularly the traditions established by Max Weber ([1906] 2002) and Norbert Elias ([1939] 1982).1 These theorists of modernization showed how processes of ‘rationalization’ and ‘civilization’ emerged through the gradual raising of cultural standards: behaviours of upper classes or successful minorities spread across societies, forcing people around the world to adopt these new, often more demanding standards.
[bookmark: CEGLog_Ital_R002_C005_11][bookmark: CEGLog_Ital_R007_C005_1][bookmark: CEGLog_Hyp_HC_R005_C003_2][bookmark: CEGLog_Hyp_HC_R006_C003_3][bookmark: CEGLog_Caps_R010_C004_1][bookmark: CEGLog_Ital_R002_C005_12][bookmark: CEGLog_Ital_R007_C005_2][bookmark: CEGLog_Caps_R003_C004_5][bookmark: CEGLog_USUK_R005_C005_2][bookmark: CEGLog_Ital_R006_C005_1][bookmark: CEGLog_Caps_R011_C004_1][bookmark: CEGLog_Hyp_HC_R013_C003_1][bookmark: CEGLog_USUK_R036_C002_2][bookmark: CEGLog_Ital_R002_C005_13][bookmark: CEGLog_Ital_R002_C005_14][bookmark: CEGLog_Ital_R002_C005_15][bookmark: CEGLog_Ital_R007_C005_3][bookmark: CEGLog_Caps_R003_C004_6][bookmark: CEGLog_USUK_R010_C002_1][bookmark: CEGLog_USUK_R004_C005_2][bookmark: CEGLog_USUK_R044_C002_1][bookmark: CEGLog_Caps_R003_C004_7][bookmark: CEGLog_USUK_R049_C002_1][bookmark: CEGLog_Ital_R002_C005_16][bookmark: CEGLog_Ital_R001_C005_17][bookmark: CEGLog_Caps_R002_C004_17][bookmark: CEGLog_Hyp_HC_R005_C003_3]Social regimes involve standards for social control and self-control, standards for moral and aesthetic evaluation and standards for social worth and self-worth (Goudsblom et al. 1996; van Krieken 2005; Mennell 1987; Smith 1999; Wouters 2004; for standards of evaluation see also Lamont 1992, 2000). Such regimes impact inequalities: by singling out specific domains, traits or behaviours as more worthy than others, they create new types of resources that produce advantages for a select few and new criteria on the basis of which people can be excluded. The well-known Weberian ‘iron cage’ of rationalization, spurred by the new spirit of capitalism, is an example of one such regime. Another is the Eliasian ‘homo clausus’: the modern European whose increasing control over emotions and bodily functions creates a permanently heightened awareness of their inner self (Elias [1939] 1982). In both cases, this new regime is demanding and constraining for individuals but contributes to wider societal developments considered progress by many. Moreover, both regimes reinforced social inequalities by rewarding ‘rational’ or ‘civilized’ behaviour, excluding and stigmatizing persons deemed ‘irrational’ or ‘uncivilized’. This article proposes that in the twentieth century, another such regime has emerged that places appearance and beauty at the heart of understandings of self-control and social worth.

Beautiful images everywhere: The rise of visual culture
[bookmark: CEGLog_Ital_R001_C005_18][bookmark: CEGLog_Ital_R003_C005_10][bookmark: CEGLog_Caps_R002_C004_18][bookmark: CEGLog_Ital_R002_C005_17][bookmark: CEGLog_USUK_R041_C002_1][bookmark: CEGLog_Hyp_HI_R002_C005_1][bookmark: CEGLog_Hyp_HC_R014_C003_1]The first development contributing to the expansion of the beauty regime is the rise of visual culture. For most of human history, people had only a faint image of their own appearance. The nineteenth century brought new technologies that allowed everybody to see and scrutinize their own faces and bodies. Mirrors, while known since antiquity, were now mass produced (Melchior-Bonnet 2001). Photography, invented around 1840, quickly became widely available (Marien 2006). This new technique allowed people to see images of themselves and formed the basis of new visual media forms. Suddenly, people saw lifelike images of people every day: on family photographs, in illustrated magazines, in advertisements and movies.
[bookmark: CEGLog_Ital_R001_C005_19][bookmark: CEGLog_Caps_R002_C004_19][bookmark: CEGLog_Caps_R003_C004_8][bookmark: CEGLog_Ital_R001_C005_20][bookmark: CEGLog_Caps_R002_C004_20][bookmark: CEGLog_Hyp_HI_R001_C003_1][bookmark: CEGLog_Caps_R008_C004_5][bookmark: CEGLog_Caps_R003_C004_9][bookmark: CEGLog_Caps_R003_C004_10][bookmark: CEGLog_Caps_R012_C004_1][bookmark: CEGLog_Caps_R008_C004_6][bookmark: CEGLog_USUK_R038_C002_1][bookmark: CEGLog_Ital_R001_C005_21][bookmark: CEGLog_Caps_R002_C004_21][bookmark: CEGLog_Ital_R001_C005_22][bookmark: CEGLog_Caps_R002_C004_22]This new awareness of appearance created a new ‘sense of beauty’ (Santayana 1955). For a long time, people had learned to appreciate beauty mainly through real-life encounters. Every village had its most beautiful woman, handsomest man, prettiest boy or girl. Realistic images of people, like statues, paintings or illustrations, were costly and rare. Photography expanded people’s understanding of looks beyond their direct social circles. This understanding accelerated as new visual media emerged to produce images of beautiful people and to appeal to the public’s longings and aspirations. In the 1910s and 1920s, illustrated magazines and cinema invented many cultural forms that are still recognizable today (Briggs and Burke 2009). These include media genres (news, entertainment and sports), visual conventions for portraying people and two dominant cultural forms of our time: celebrity culture (Dyer 2004; van Krieken 2012) and advertising (Tungate 2007). The new celebrity culture glorified beauty, while advertising told people that they themselves could achieve this beauty through consumption.
[bookmark: CEGLog_Ital_R001_C005_23][bookmark: CEGLog_Ital_R003_C005_11][bookmark: CEGLog_Caps_R002_C004_23][bookmark: CEGLog_Ital_R002_C005_18][bookmark: CEGLog_Caps_R012_C004_2]From the 1950s onwards, television became the dominant medium. The visual style of television verged towards realism: a better version of the real world, rather than the dream world of film, fashion and entertainment. But like all visual media, television cultivated an aesthetic sensibility (Butler 2010). As news became more visual, aesthetic considerations invaded the domain of current affairs and politics. People in newsworthy positions discovered that good looks paid off and, especially, that bad looks could work against you (Todorov 2017). The beauty regime thus expanded to include public figures in domains previously exempt from aesthetic demands: politicians, sportsmen, artists, writers and even academics.
[bookmark: CEGLog_Caps_R003_C004_11]In just over a century, people moved from a world where they could spend their lives never seeing an image of themselves, to a world saturated with images. Today, all media are converging into one multiplatform, or an increasingly global visual culture (van Dijck et al. 2018). This culture has introduced people to the range of human appearances beyond their local circles, offering new possibilities for identification and aspiration. It has turned people into spectators, accustomed to looking at others there to be looked at.
[bookmark: CEGLog_Caps_R011_C004_2][bookmark: CEGLog_USUK_R014_C002_1][bookmark: CEGLog_Ital_R001_C005_24][bookmark: CEGLog_Caps_R002_C004_24]As with all cultures, visual media culture has morality at its heart. All of its forms and genres, from the weeklies of the 1910s to the TV shows of the 2020s, suggest to their audiences that looking good is important and that appearance can and should be cultivated, especially if you are a woman. This implied morality was first critiqued as superficial and vain, immoral and overly sexual. Later, media were criticized for objectifying women, and later still for ‘body shaming’ people not conforming to unrealistic beauty standards.
[bookmark: CEGLog_Ital_R001_C005_25][bookmark: CEGLog_Ital_R003_C005_12][bookmark: CEGLog_Caps_R002_C004_25][bookmark: CEGLog_Ital_R002_C005_19][bookmark: CEGLog_Caps_R006_C004_3]This visual media culture, with its potent mix of duty and pleasure, is the cultural bedrock of the beauty regime. Media culture offers a moral code that has to be obeyed and simultaneously cultivates an aesthetic sense and a sense of belonging. It has shaped people’s dreams and deeds by giving joy and playing on desire. In doing so, visual media culture has been supported by social, cultural and technological developments, resulting in a major economic transformation: the rise of consumer society.

[bookmark: CEGLog_Caps_R006_C002_1]Because you’re worth it: Consumer culture as aesthetic culture
[bookmark: CEGLog_USUK_R026_C002_1][bookmark: CEGLog_Caps_R006_C004_4][bookmark: CEGLog_USUK_R025_C002_1][bookmark: CEGLog_Caps_R006_C004_5][bookmark: CEGLog_Caps_R006_C004_6][bookmark: CEGLog_Caps_R006_C004_7][bookmark: CEGLog_Caps_R003_C004_12][bookmark: CEGLog_Caps_R003_C004_13][bookmark: CEGLog_Hyp_HC_R015_C003_1][bookmark: CEGLog_Caps_R003_C004_14][bookmark: CEGLog_Hyp_HC_R016_C003_1]After 1900, most European societies rapidly industrialized. The new factories not only needed workers, but also consumers to buy the goods they produced. Thus, industrialization spawned consumer culture, based on new, industrially produced goods targeting the growing middle classes and increasingly prosperous lower classes (Laermans 1993; Sassatelli 2007). Consumer culture is aesthetic culture. To attract buyers, commodities have to appeal to the senses – not once, but time and again, to make consumers come back. Like visual culture, consumer culture creates ‘audiences’: imagined communities of people united not around political interests or social needs but aesthetic styles. These audiences build upon existing social categories like class, gender, religion or ethnicity, but also take shape around new identifications (Featherstone 2007). An example of a consumption-based category is the 1920s ‘modern girl’ or ‘flapper’ (Nicholas 2015). Young women around the world flaunted their newfound freedom with scandalous new styles: short ‘bob’ haircuts, lipstick and waistless – that is, corset-free dresses.
[bookmark: CEGLog_Caps_R006_C004_8][bookmark: CEGLog_Ital_R001_C005_26][bookmark: CEGLog_Ital_R003_C005_13][bookmark: CEGLog_Caps_R002_C004_26][bookmark: CEGLog_Ital_R002_C005_20]Consumer culture aestheticizes everything it touches, from dresses and shoes to kitchen utensils and means of transportation. This expresses itself most strongly in products to embellish the human body. The fashion and cosmetic industries are at the heart of consumer culture and central to shaping today’s beauty regime (McRobbie 1993; Berg and Clifford 1999). As previously mentioned, until 1900 it was not unusual for Europeans to have only three sets of clothes, including a set of ‘Sunday best’ that could be pawned during the week. However,
[B]y the 1880s and 1890s, old-clothes dealers had moved across to becoming new clothes makers and a wide choice of cheap new clothing became available to the masses […] a proportion of the working class not only had the opportunity of being well clad. [] There was now enough choice for the working-class girl to be able to concern herself with fashion and style and not solely with price. (Fraser 1982: 62)
[bookmark: CEGLog_Caps_R006_C004_9]This set in motion the central dynamic of consumer culture. Supply created demand; demand became desire; desire became need.
[bookmark: CEGLog_Caps_R009_C004_4][bookmark: CEGLog_Ital_R001_C005_27][bookmark: CEGLog_Caps_R002_C004_27][bookmark: CEGLog_Hyp_HI_R002_C003_1][bookmark: CEGLog_Ital_R001_C005_28][bookmark: CEGLog_Caps_R002_C004_28][bookmark: CEGLog_Hyp_HC_R017_C003_1][bookmark: CEGLog_USUK_R001_C005_1][bookmark: CEGLog_Hyp_HC_R018_C003_1]No industry shows more aptly how supply creates demand than the cosmetic industry; in just over a century, the ‘beauty industry’ has become one of the largest global industries (Jones 2010). It has launched an astonishing number of mass-produced beauty products, from bottled shampoo, tooth paste and shaving cream to nail polish, anti-ageing creams, chemical hair dyes, anti-cellulite sprays and Botox, all marketed successfully with a promise of good looks, for women and increasingly for men.
[bookmark: CEGLog_Ital_R001_C005_29][bookmark: CEGLog_Caps_R002_C004_29][bookmark: CEGLog_Ital_R001_C005_30][bookmark: CEGLog_Caps_R002_C004_30][bookmark: CEGLog_Ital_R001_C005_31][bookmark: CEGLog_Caps_R002_C004_31][bookmark: CEGLog_Hyp_HC_R019_C003_1][bookmark: CEGLog_Hyp_HC_R020_C003_1][bookmark: CEGLog_Ital_R001_C005_32][bookmark: CEGLog_Caps_R002_C004_32][bookmark: CEGLog_Ital_R001_C005_33][bookmark: CEGLog_Caps_R002_C004_33][bookmark: CEGLog_Hyp_HC_R021_C003_1][bookmark: CEGLog_Ital_R001_C005_34][bookmark: CEGLog_Caps_R002_C004_34][bookmark: CEGLog_Hyp_HC_R007_C003_2]The cosmetic industry created different beauty ideals to speak to different audiences. One strategy focused on beauty as care: products to enhance natural beauty. This strategy cleverly avoided age-old moral condemnations of vanity and class-based anxieties related to female respectability (Eco 2004; Downing 2012). In early 1900s Europe, visible makeup was for ‘hussies’: prostitutes, actresses, barmaids and other women in declassed professions whose appearance was crucial to their livelihood. It was considered unfit for ‘ladies’, whose beauty was supposed to be artless and natural. Being natural, however, is ‘such a very difficult pose to keep up’, as Mrs Cheveley – the duplicitous femme fatale in Oscar Wilde’s An Ideal Husband (Wilde 1895) – observes. (Tellingly, Mrs Cheveley is the only woman in the play described as wearing lipstick and rouge: ‘A work of art, on the whole, but showing the influence of too many schools’.) To help keep up this difficult pose, the beauty industries launched sophisticated care products, from ‘toilet soap’ for the sensitive female skin to perfumed creams: first one, then separate creams for day and night, culminating in seven-step Korean beauty programmes in the twenty-first century.
[bookmark: CEGLog_Ital_R001_C005_35][bookmark: CEGLog_Caps_R002_C004_35][bookmark: CEGLog_Hyp_HC_R022_C003_1][bookmark: CEGLog_Hyp_HC_R005_C003_4][bookmark: CEGLog_Ital_R001_C005_36][bookmark: CEGLog_Ital_R003_C005_14][bookmark: CEGLog_Caps_R002_C004_36][bookmark: CEGLog_Ital_R002_C005_21][bookmark: CEGLog_Ital_R002_C005_22][bookmark: CEGLog_Ital_R007_C005_4][bookmark: CEGLog_USUK_R011_C002_1][bookmark: CEGLog_Ital_R002_C005_23][bookmark: CEGLog_Ital_R002_C005_24][bookmark: CEGLog_Ital_R002_C005_25][bookmark: CEGLog_USUK_R033_C002_1][bookmark: CEGLog_Ital_R001_C005_37][bookmark: CEGLog_Caps_R002_C004_37][bookmark: _log43][bookmark: CEGLog_USUK_R011_C002_2][bookmark: CEGLog_Ital_R002_C005_26][bookmark: CEGLog_Ital_R007_C005_5][bookmark: CEGLog_Ital_R001_C005_38][bookmark: CEGLog_Caps_R002_C004_38][bookmark: CEGLog_Hyp_HC_R023_C003_1][bookmark: CEGLog_Caps_R008_C004_7][bookmark: CEGLog_Ital_R001_C005_39][bookmark: CEGLog_Caps_R002_C004_39]The ‘beauty as care’ ideal connects good looks with health, hygiene, self-care and self-control. It embeds the beauty regime in established bodily regimes: the ‘civilizing’ regime that equates bodily and emotional restraint with social superiority (Elias [1939] 1982; Wouters 2004), the medical regime that sees the body as full of mental and physical pathologies that must be cured and controlled (Shilling 2012; Turner and Turner 1992) and the emerging ‘fitness’ regime that sees the body as something to be cultivated and optimized (Maguire 2007; Sassatelli 2007). The defining beauty ideal of the past hundred years unites the medical, civilizing and fitness regimes: beauty means a slim, smooth, youthful body. Today, it seems self-evident that fat is ugly and thin is beautiful, but this taste for thinness is less than 150 years old (Mennell 1987; Stearns 2002; Vandebroeck 2016). The beauty industries support the ‘thin’ ideal with products for the body’s exterior (slimming creams), the body’s interior (diet products) and people’s hearts and minds (dieting and exercise).
[bookmark: CEGLog_Ital_R005_C003_1][bookmark: CEGLog_Ital_R001_C005_40][bookmark: CEGLog_Caps_R002_C004_40][bookmark: CEGLog_USUK_R013_C005_2][bookmark: CEGLog_Caps_R003_C004_15][bookmark: CEGLog_Caps_R003_C004_16][bookmark: CEGLog_Ital_R005_C005_1][bookmark: CEGLog_Hyp_HC_R019_C003_2][bookmark: _log44][bookmark: CEGLog_Hyp_HC_R024_C003_1][bookmark: CEGLog_Hyp_HC_R025_C003_1][bookmark: CEGLog_Ital_R001_C005_41][bookmark: _log45][bookmark: CEGLog_Hyp_HC_R026_C003_1][bookmark: _log46][bookmark: _log47][bookmark: _log48][bookmark: CEGLog_Caps_R003_C004_17][bookmark: CEGLog_USUK_R021_C005_1]Another strategy of the cosmetic industry focused on beautification: enhancing beauty through the adaptation of appearance. This included perfumes, colouring products for lips, skin, eyes, nails and hair and products to change aspect of one’s appearance for longer periods, such as skin bleach or contraptions to curl or straighten hair. For these products to catch on, taboos on visible beautification had to be overcome. Aided by intensive advertising campaigns, the cosmetic industry successfully toppled these age-old taboos. By the 1960s, lipstick, powder and ‘permanent waves’ had become the norm for North American women (Peiss 1999). In Europe, the success of beautifying products was slower and more uneven, reflecting lingering lower-class associations and cross-national differences in gender ideologies. Beauty historian Geoffrey Jones (2010) refers to Northern Europe as the Nivea region, after the popular German brand that promised women they could go out in the rain and still look fresh and youthful. Until today, makeup is not as omnipresent and near-mandatory in Northern Europe as in the United Kingdom, Eastern and Southern Europe. However, by the 1970s, the taboo on visible makeup for women had disappeared all over Europe, often replaced by the reverse: a taboo on ‘nude’ faces or undyed grey hair. The taboo on male makeup, however, remains mostly in place.
[bookmark: CEGLog_Ital_R001_C005_42][bookmark: CEGLog_Caps_R002_C004_41][bookmark: CEGLog_Ital_R001_C005_43][bookmark: CEGLog_Caps_R002_C004_42][bookmark: CEGLog_Hyp_HC_R006_C003_4][bookmark: CEGLog_Caps_R012_C002_1][bookmark: CEGLog_Ital_R001_C005_44][bookmark: CEGLog_Caps_R002_C004_43][bookmark: CEGLog_Ital_R001_C005_45][bookmark: CEGLog_Caps_R002_C004_44]The ideals of beauty as care and enhancement are complementary. They disagree on the means but agree on the goal: looking good. People – especially women – have been taught to think of their appearance as something to be worked on: styled, clothed, groomed, cared for, beautified. This beauty work has become linked with identity and self-worth: ‘because you’re worth it’, as the world’s largest cosmetic company L’Oréal Paris assures its global consumers.2 Expanded opportunities for cultivating one’s appearance have gone hand in hand with enhanced taste for beauty. Consumer culture, like visual culture, trains people’s eye for beauty and reshapes people’s relation to their own and others’ appearances.
[bookmark: CEGLog_Caps_R008_C004_8][bookmark: CEGLog_Hyp_HC_R019_C003_3][bookmark: CEGLog_USUK_R025_C002_2][bookmark: CEGLog_Caps_R012_C004_3][bookmark: CEGLog_USUK_R037_C002_2][bookmark: CEGLog_Caps_R003_C004_18][bookmark: CEGLog_USUK_R018_C002_1][bookmark: CEGLog_Ital_R001_C005_46][bookmark: CEGLog_Caps_R002_C004_45]Consumer culture follows the logic of fashion: what was beautiful last year is dated today. Fashion is first and foremost a form of social change: the constant flux of styles in appearance, driven by a search for novelty and processes of distinction (Aspers and Godart 2013; Rocamora and Smelik 2016). As such, it is an age-old phenomenon. With industrialization, the fashion logic sped up and expanded. The entire population now moved along on the waves of shifting hairstyles, fluctuating hemlines and an increasingly hairless body (Smelik 2015). All Europeans came to know the essential fashion experience: to see an old picture of yourself and realize that what you once felt to be the apex of style now seems hideous or ridiculous. This is what fashion does; it destabilizes beauty standards.
[bookmark: CEGLog_Ital_R001_C005_47][bookmark: CEGLog_Ital_R003_C005_15][bookmark: CEGLog_Caps_R002_C004_46][bookmark: CEGLog_Ital_R002_C005_27][bookmark: CEGLog_Ital_R001_C005_48][bookmark: CEGLog_Caps_R002_C004_47][bookmark: CEGLog_USUK_R023_C002_1][bookmark: CEGLog_Ital_R001_C005_49][bookmark: CEGLog_Caps_R002_C004_48][bookmark: CEGLog_Ital_R001_C005_50][bookmark: CEGLog_Caps_R002_C004_49][bookmark: CEGLog_USUK_R023_C002_2][bookmark: CEGLog_Ital_R001_C005_51][bookmark: CEGLog_Caps_R002_C004_50][bookmark: CEGLog_Ital_R001_C005_52][bookmark: CEGLog_Caps_R002_C004_51][bookmark: CEGLog_Ital_R001_C005_53][bookmark: CEGLog_Ital_R001_C005_54][bookmark: CEGLog_Caps_R002_C004_52]In the new beauty regime, beauty became simultaneously more important and less stable. Idealized representations of beauty became omnipresent while changing constantly. In the past century, faces of female beauty icons changed back and forth from pale to tanned to pale to golden, from huge eyes and small lips to huge lips and smaller eyes. Idealized female bodies became thinner and thinner, until sudden the appearance of beauty icons with hourglass figures with voluminous curves, as happened in the 1950s and again in the 2010s. Male beauty ideals shifted from darkly masculine to delicately boyish and back, and from slim and androgynous to big and muscular. Beauty icons touted by the cosmetic industries sometimes have little to do with everyday beauty standards. However, everyday standards cannot escape fashion. As looking good became more important, it also became more important to keep up with what counted as ‘good looks’.
[bookmark: CEGLog_Caps_R006_C004_10][bookmark: CEGLog_Hyp_HC_R027_C003_1][bookmark: CEGLog_Caps_R006_C004_11][bookmark: CEGLog_Caps_R006_C004_12][bookmark: CEGLog_Ital_R001_C005_55][bookmark: CEGLog_Caps_R002_C004_53][bookmark: CEGLog_Hyp_HC_R028_C003_1][bookmark: CEGLog_Caps_R006_C004_13][bookmark: CEGLog_Caps_R001_C002_4][bookmark: CEGLog_Ital_R001_C005_56]Consumer culture has a paradox at its heart. In consumer societies, social identities are rooted in aesthetic styles. People show who they are and with whom they belong through tastes and self-presentation. At the same time, consumer culture demands that aesthetic styles change. Throughout the past century, observers of this consumer culture have concluded from these fluctuating styles that identities themselves have become unstable (Featherstone 2007). This conclusion, however, seems premature. The beauty styles of present-day consumers still mark durable identities and social divides, especially along lines of social class, race, ethnicity and age (Kuipers 2015). Beauty styles are an arena for both social struggles and emancipation processes.

[bookmark: CEGLog_Caps_R002_C004_54][bookmark: CEGLog_Caps_R007_C004_3][bookmark: CEGLog_USUK_R015_C002_4]The pursuit of beauty for all: The democratization of good looks
[bookmark: CEGLog_Ital_R001_C005_57][bookmark: CEGLog_Ital_R003_C005_16][bookmark: CEGLog_Caps_R002_C004_55][bookmark: CEGLog_Ital_R002_C005_28][bookmark: CEGLog_Caps_R007_C004_4][bookmark: CEGLog_USUK_R015_C002_5][bookmark: CEGLog_Ital_R001_C005_58][bookmark: CEGLog_Caps_R003_C004_19][bookmark: CEGLog_Caps_R003_C004_20][bookmark: CEGLog_Caps_R008_C004_9][bookmark: CEGLog_Ital_R001_C005_59][bookmark: CEGLog_Caps_R002_C004_56][bookmark: CEGLog_Ital_R001_C005_60][bookmark: CEGLog_Caps_R002_C004_57][bookmark: CEGLog_Ital_R001_C005_61][bookmark: CEGLog_Caps_R002_C004_58][bookmark: CEGLog_Hyp_HC_R029_C003_1][bookmark: CEGLog_Ital_R001_C005_62][bookmark: CEGLog_Caps_R002_C004_59][bookmark: CEGLog_Ital_R001_C005_63][bookmark: CEGLog_Ital_R003_C005_17][bookmark: CEGLog_Caps_R002_C004_60][bookmark: CEGLog_Ital_R002_C005_29][bookmark: CEGLog_Ital_R002_C005_30]The beauty regime was boosted by processes of democratization. Beauty is a resource: something that people want to own or control, but that is not accessible to everyone (Craig 2021b; Sarpila et al. 2020, 2021). For a long time, both the ability to be beautiful and to beautify oneself, and the ability to cultivate one’s beauty taste and appreciate beauty were a privilege. Higher class women possessed beauty because the well-off had the time and opportunity to appreciate and enjoy beauty. Until the twentieth century, the beauty regime was aristocratic: a regime for and by a closed, prosperous elite.
[bookmark: CEGLog_Ital_R006_C005_2][bookmark: CEGLog_Hyp_HC_R030_C003_1][bookmark: CEGLog_Ital_R001_C005_64][bookmark: CEGLog_USUK_R016_C002_1][bookmark: CEGLog_Caps_R008_C004_10][bookmark: CEGLog_Caps_R008_C004_11]In the past century, disadvantaged groups gained access to many resources that were previously out of reach. All kinds of excluded groups got more power and control over their lives and their bodies: women, the young, workers, ethnic, racial and sexual minorities, people with disabilities, people of non-European backgrounds and everyone outside ‘the West’ (de Swaan 1988; Breen et al. 2010; Wilterdink 2020; Wouters 1990, 2004). This meant loss of power for established groups: men, older people and the traditional bourgeoisie. Beauty also democratized. More people got access to beautiful things, a developed taste and opportunities to be beautiful.
[bookmark: CEGLog_Caps_R003_C004_21]The new visual and consumption culture reinforced this social transformation. The new images and fashions presented themselves as open to all, addressing and uniting a wide variety of people in a community of ‘audiences’ or ‘consumers’. They expressly addressed new groups with affordable and accessible products, often to the dismay of aristocrats who responded with shock and horror to the superficial media, bad tastes and ‘vulgar’ attire of the new consumers (Sassatelli 2007). The new mass culture breathed a new egalitarian spirit.
[bookmark: CEGLog_Caps_R007_C004_5][bookmark: CEGLog_USUK_R015_C002_6][bookmark: CEGLog_Ital_R001_C005_65][bookmark: CEGLog_Caps_R002_C004_61][bookmark: CEGLog_Caps_R012_C004_4][bookmark: CEGLog_Ital_R001_C005_66][bookmark: CEGLog_Caps_R002_C004_62][bookmark: CEGLog_Ital_R001_C005_67][bookmark: CEGLog_Caps_R002_C004_63][bookmark: CEGLog_Ital_R001_C005_68][bookmark: CEGLog_Caps_R002_C004_64][bookmark: CEGLog_USUK_R040_C002_1][bookmark: CEGLog_Hyp_HC_R031_C003_1][bookmark: CEGLog_Ital_R001_C005_69][bookmark: CEGLog_Caps_R002_C004_65]The 1920s marked an important turning point both in social democratization and in sartorial styles and beauty standards. After the First World War, across Europe the right to vote expanded to new groups: people without personal property, younger people and women (Przeworski 2009). Around the same time, expressive class cultures became increasingly visible on the streets of European cities. The pursuit of beauty now was for people from all walks of life. However, the beauty people pursued was not always the same. Increased opportunities to cultivate and enjoy beauty cleared the path for more pluriform styles. In Europe this happened primarily along lines of social class. Members of social classes could be recognized by distinctive, fluctuating styles in clothing, hairstyle and grooming. In a significant reversal of traditional European cultural patterns, many styles ‘trickled up’: working class and ethnic styles were adopted by high-status groups (Mennell 2007). In the past century, many innovations in appearance and beauty sprang from excluded groups (McRobbie 1989, 2013): from jeans (Miller and Woodward 2012) to punk (Hebdige 1979), from zoot suits to hoodies and from buttock lifts to Brazilian waxes (Labre 2002).
[bookmark: CEGLog_USUK_R046_C002_1][bookmark: CEGLog_Ital_R001_C005_70][bookmark: CEGLog_Caps_R002_C004_66][bookmark: CEGLog_Hyp_HC_R032_C003_1]The 1920s also brought a radical break in gender and age relations. Parents across Europe lost control over the marriage market (Weinbaum et al. 2008; Wouters 2004). Increasingly, young men and women could choose their own partners. Women were allowed to go out without a chaperone. New physical styles symbolize this power grab: the right to control one’s own looks and bodies. The ‘flappers’ with their waistless dresses and bob haircuts embodied new beauty standards: slim boyish figures, strong-featured faces that, in another dramatic reversal of older standards, were tanned to show off summer holidays and outdoor activities. Their gentleman friends shed their beards and walking sticks – a fashion that, unbelievably from today’s perspective, mimicked middle age – and donned short, informal sports jackets.
[bookmark: _log49][bookmark: CEGLog_Ital_R001_C005_71][bookmark: CEGLog_Caps_R002_C004_67][bookmark: CEGLog_Hyp_HC_R033_C003_1][bookmark: CEGLog_Hyp_HC_R034_C003_1][bookmark: CEGLog_Hyp_HC_R035_C003_1][bookmark: CEGLog_Hyp_HC_R036_C003_1][bookmark: CEGLog_Ital_R001_C005_72][bookmark: CEGLog_Caps_R002_C004_68][bookmark: CEGLog_Hyp_HC_R037_C003_1][bookmark: CEGLog_Ital_R001_C005_73][bookmark: CEGLog_Caps_R002_C004_69]This newfound freedom to choose one’s own marriage partner made physical appearance more important. To find one’s own mate, attempts to catch potential partners’ attention must be amped up. With the quest for sex and romance given free(er) rein, sexual attraction and beauty came to be at the heart of marriage, love and match-making. The new-won freedoms of younger people kickstarted the emergence of youth cultures: mixed-gender, youth-oriented subcultures marked by consumption patterns and aesthetic styles. While often associated with the 1950s and 1960s, the first youth cultures appeared in the 1920s (Wouters 1990). In these youth cultures, identities were marked by consumption: music, physical styles and beauty standards. Youthfulness became prestigious. As the balance of power shifted from old to young, youthful standards were adopted in wider society. While in nineteenth-century Europe, young men mimicked the old, from the mid-twentieth century onwards, the old imitated the young. As Hortense Powdermaker (1960) noted, there was a new ‘cult of youthfulness’ in the West. This cult boosted the status of beauty – a domain where the young by definition have the upper hand (Stark 2020).
[bookmark: CEGLog_Ital_R001_C005_74][bookmark: CEGLog_Ital_R003_C005_18][bookmark: CEGLog_Caps_R002_C004_70][bookmark: CEGLog_Ital_R002_C005_31][bookmark: CEGLog_Ital_R001_C005_75][bookmark: CEGLog_Caps_R002_C004_71][bookmark: CEGLog_Caps_R003_C004_22][bookmark: CEGLog_Caps_R003_C004_23][bookmark: CEGLog_Hyp_HC_R038_C003_1][bookmark: CEGLog_Caps_R013_C002_1][bookmark: CEGLog_Caps_R013_C004_1][bookmark: _log50][bookmark: CEGLog_Ital_R001_C005_76][bookmark: CEGLog_Caps_R002_C004_72][bookmark: _log51][bookmark: CEGLog_Caps_R008_C002_1][bookmark: CEGLog_Caps_R008_C004_12]In the new beauty regime, shifts in power balances were marked by new beauty styles: radical changes in clothing, appearance and preference for physical types. Think, for instance of the 1960s and 1970s. Social movements demanded, and often gained, more power for youth, women, workers, gays and lesbians, and for everyone who was not white or of European descent (Eyerman and Jamison 1995). Appearance became the symbol for the new order. Long hair and informal, loose-fitting outfits for the young; short hair, coveralls and unshaven legs for feminists; general acceptance of the ultimate working-class garment, jeans, as a symbol for the rejection of the establishment. The American Civil Rights movement demanded more rights for Black people with an explicit beauty claim: ‘Black is Beautiful’, sharing iconic images of beautiful young women and men with large Afros (Craig 2002; Tate 2012).
[bookmark: CEGLog_Hyp_HC_R007_C003_3][bookmark: CEGLog_Caps_R009_C004_5][bookmark: CEGLog_Ital_R001_C005_77][bookmark: CEGLog_Caps_R002_C004_73][bookmark: CEGLog_Caps_R013_C004_2][bookmark: CEGLog_USUK_R048_C002_1][bookmark: CEGLog_Hyp_HC_R039_C003_1][bookmark: CEGLog_Hyp_HC_R040_C003_1][bookmark: CEGLog_Caps_R001_C002_5][bookmark: CEGLog_Hyp_HC_R031_C003_2][bookmark: CEGLog_Ital_R001_C005_78][bookmark: CEGLog_Caps_R002_C004_74][bookmark: CEGLog_Hyp_HC_R041_C003_1][bookmark: CEGLog_USUK_R012_C005_1][bookmark: CEGLog_Ital_R001_C005_79][bookmark: CEGLog_Caps_R002_C004_75][bookmark: CEGLog_Caps_R003_C004_24][bookmark: CEGLog_USUK_R012_C005_2][bookmark: CEGLog_Caps_R001_C002_6]In the twenty-first century, we see again how social movements choose beauty and appearance as a symbolic battlefield. The new movements for gender equality demand equal rights for LGBTQ+ people, symbolizing this in androgynous styles like ‘man buns’, while new ‘non-binary’ role models garner millions of followers and appear on high-fashion catwalks and in avant-garde fashion magazines (Crepax 2017; Kuipers et al. 2017). Again, high-status institutions adopt and legitimize new beauty standards from previously excluded groups. Similarly, global anti-racist movements target the white fashion world, demanding role models of colour and beauty products that do not exclude or overlook people of colour (Kuipers et al. 2014).
[bookmark: CEGLog_Caps_R007_C004_6][bookmark: CEGLog_USUK_R015_C002_7][bookmark: CEGLog_Ital_R001_C005_80][bookmark: CEGLog_Caps_R002_C004_76][bookmark: CEGLog_Ital_R001_C005_81][bookmark: CEGLog_Caps_R002_C004_77][bookmark: CEGLog_USUK_R016_C002_2][bookmark: CEGLog_USUK_R047_C002_1][bookmark: CEGLog_Ital_R001_C005_82][bookmark: CEGLog_Caps_R002_C004_78][bookmark: CEGLog_Ital_R001_C005_83][bookmark: CEGLog_Caps_R002_C004_79][bookmark: CEGLog_Ital_R001_C005_84][bookmark: CEGLog_Caps_R002_C004_80]These waves of democratization have influenced dominant views on beauty through three routes. First, access to beauty has democratized: more opportunity to beautify oneself, more space to develop one’s own taste. Second, people gained control over their own appearance and bodies, which they symbolized through beauty standards. This was amplified by the growing status of the young and the increasing public visibility of women – the group most charged with embodying beauty. Finally, as beauty became more symbolically significant, it has become an arena for social struggle and the expression of identity: for youth and class cultures, gender roles and social movements.
[bookmark: CEGLog_Ital_R001_C005_85][bookmark: CEGLog_Caps_R002_C004_81][bookmark: CEGLog_Caps_R007_C004_7][bookmark: CEGLog_USUK_R015_C002_8][bookmark: CEGLog_Ital_R001_C005_86][bookmark: CEGLog_Caps_R002_C004_82][bookmark: CEGLog_Ital_R001_C005_87][bookmark: CEGLog_Caps_R002_C004_83][bookmark: CEGLog_Ital_R001_C005_88][bookmark: CEGLog_Caps_R002_C004_84][bookmark: CEGLog_Ital_R002_C005_32][bookmark: CEGLog_Ital_R001_C005_89][bookmark: CEGLog_Caps_R002_C004_85][bookmark: CEGLog_Ital_R006_C003_1][bookmark: CEGLog_Ital_R001_C005_90][bookmark: CEGLog_Ital_R003_C005_19][bookmark: CEGLog_Caps_R002_C004_86][bookmark: CEGLog_Ital_R002_C005_33][bookmark: CEGLog_Caps_R007_C004_8][bookmark: CEGLog_USUK_R015_C002_9][bookmark: CEGLog_Ital_R006_C005_3][bookmark: CEGLog_Ital_R001_C005_91][bookmark: CEGLog_Caps_R002_C004_87][bookmark: CEGLog_Ital_R006_C005_4][bookmark: CEGLog_Ital_R001_C005_92][bookmark: CEGLog_Caps_R002_C004_88][bookmark: CEGLog_Caps_R011_C004_3][bookmark: CEGLog_Caps_R003_C004_25][bookmark: CEGLog_Caps_R011_C004_4][bookmark: CEGLog_Caps_R011_C004_5][bookmark: CEGLog_Ital_R001_C005_93][bookmark: CEGLog_Caps_R002_C004_89][bookmark: CEGLog_Ital_R001_C005_94][bookmark: CEGLog_Caps_R002_C004_90][bookmark: _Hlk115884652]We usually do not think of beauty in terms of democratization. The women’s movement has repeatedly attacked beauty ideals for being oppressive, and an impediment to the emancipation of women. In social sciences and humanities, approaches to beauty are mostly critical: beauty as a form of discipline, a power regime opposing especially women (Bordo [1993] 2004; Elias and Gill 2017). However, if we take seriously the insight that both appearance and good beauty taste are resources, then the expanding beauty regime is a process of democratization. Resources that were only for a select group – the means to improve one’s looks and to cultivate a beauty taste – now came in the reach of many. Paradoxically, this also sparked new inequalities. Democracy does not necessarily lead to equality. Like other resources, beauty can be accumulated, converted into other advantages or bought by those who can afford it. Especially in the ‘neo-liberal’ decades since the 1990s, the rich get richer and can spend their riches on beauty, leading to the emergence of ‘beauty gaps’ (Sarpila et al. 2021).
[bookmark: CEGLog_Caps_R007_C002_1][bookmark: CEGLog_USUK_R015_C002_10][bookmark: CEGLog_Hyp_HC_R042_C003_1][bookmark: CEGLog_Caps_R012_C004_5][bookmark: CEGLog_Ital_R001_C005_95][bookmark: CEGLog_Ital_R003_C005_20][bookmark: CEGLog_Caps_R002_C004_91][bookmark: CEGLog_Ital_R002_C005_34][bookmark: CEGLog_Caps_R011_C004_6][bookmark: CEGLog_Caps_R003_C004_26][bookmark: CEGLog_Ital_R001_C005_96][bookmark: CEGLog_Ital_R003_C005_21][bookmark: CEGLog_Caps_R002_C004_92][bookmark: CEGLog_Ital_R002_C005_35][bookmark: CEGLog_Ital_R001_C005_97][bookmark: CEGLog_Ital_R003_C005_22][bookmark: CEGLog_Caps_R002_C004_93][bookmark: CEGLog_Ital_R002_C005_36]Democratization processes are double-edged. With new power comes new responsibility; with higher standards come higher demands. The expanded beauty regime has sparked new debates (cf. Gill 2016): is it liberating if women can use or adorn their body as they wish, even if this objectifies their femininity and sexual attractiveness? Or does real liberation mean that that women will eventually break the yoke of the beauty regime? While this debate has raged on for three feminist waves, the beauty regime has continued to expand with an unexpected plot twist: for women the importance of looks has not diminished. For men, however, it has increased. Thus the gender gap has shrunk – but perhaps not in the way feminists had hoped for.

Looking good for work (and life): The expansion of the service economy
[bookmark: CEGLog_Ital_R001_C005_98][bookmark: CEGLog_Caps_R002_C004_94][bookmark: CEGLog_Caps_R012_C004_6][bookmark: CEGLog_Ital_R001_C005_99][bookmark: CEGLog_Ital_R003_C005_23][bookmark: CEGLog_Caps_R002_C004_95][bookmark: CEGLog_Ital_R002_C005_37][bookmark: CEGLog_Caps_R011_C004_7][bookmark: CEGLog_Hyp_HC_R043_C003_1]As the twentieth century progressed, the importance of beauty expanded to more and more domains of life, for more and more people. As the philosopher Heather Widdows (2018) observes, looking good became an ‘ethical ideal’. This moral underpinning of the beauty regime can be seen clearly in the rising demands for good looks at work. After the Second World War, the economic base of European societies shifted to a post-industrial economy in which most people lived in cities and worked with people rather than things. In ‘service work’, covering anything from care and education, to retail, restaurants, art and administration, jobs revolve around doing something for other people, often people you do not know well. Service work therefore is about building rapport and maintaining relations. For this, first impressions are crucial, as are an appropriate, professional, appealing presentations of self (Hochschild 2012).
[bookmark: CEGLog_Hyp_HC_R043_C003_2][bookmark: CEGLog_Ital_R001_C005_100][bookmark: CEGLog_Caps_R002_C004_96][bookmark: CEGLog_Caps_R003_C004_27][bookmark: CEGLog_Caps_R003_C004_28][bookmark: CEGLog_Caps_R003_C004_29][bookmark: CEGLog_USUK_R029_C005_3][bookmark: CEGLog_Caps_R003_C004_30][bookmark: CEGLog_Hyp_HC_R044_C003_1][bookmark: CEGLog_Caps_R003_C004_31]Post-industrial economies have given rise to a new standard: you have to look good for work. Previously, beauty was a thing of leisure; people dressed up for celebrations and important events, but an attractive or ‘representative’ appearance increasingly became part of job requirements. At first, these were mainly ‘women’s jobs’. For flight attendants, receptionists, hostesses or models, good looks are at the heart of the work, and these jobs come with strict guidelines for appearance. As the service sector grew, appearance became central to many kinds of work. Today, ‘aesthetic labour’ (Witz et al. 2003) is expected across the service sectors: employers expect and demand an appealing or well-groomed appearance that is in line with the overall ‘brand’ or company identity.
[bookmark: CEGLog_Ital_R001_C005_101][bookmark: CEGLog_Caps_R002_C004_97][bookmark: CEGLog_Caps_R003_C004_32][bookmark: CEGLog_Caps_R003_C004_33][bookmark: CEGLog_Hyp_HC_R045_C003_1][bookmark: CEGLog_USUK_R039_C002_1][bookmark: CEGLog_Ital_R001_C005_102][bookmark: CEGLog_Caps_R002_C004_98][bookmark: CEGLog_Ital_R001_C005_103][bookmark: CEGLog_Caps_R002_C004_99][bookmark: CEGLog_Ital_R001_C005_104][bookmark: CEGLog_Caps_R002_C004_100][bookmark: CEGLog_USUK_R017_C002_1]The growing means to improve one’s appearance converged in more demanding standards for the appearance of workers (Kukkonen and Sarpila 2021; Mears 2014; Vonk 2021). To look good for work is not just a matter of objective beauty or generally accepted attractiveness. For instance, clothing stores or coffee places do not want ‘just’ a good-looking person. Instead, service workers must embody ‘looks’ that fit the work and the expectations and tastes of customers. Patrons are expected to recognize and appreciate this specific aesthetic style. Standards for looking good at work are not generic but specific, adapted to increasingly sensitive feelers for beauty (Boyle and de Keere 2019; Williams and Connell 2010). Again, we see beauty that becomes more important, while at the same time standards for beauty are destabilized.
[bookmark: CEGLog_Caps_R003_C004_34][bookmark: CEGLog_Caps_R003_C004_35][bookmark: CEGLog_USUK_R028_C005_1][bookmark: CEGLog_Caps_R003_C004_36][bookmark: CEGLog_Caps_R003_C004_37]Aesthetic requirements for work have risen for almost everyone, including many jobs in which appearance has no direct bearing to the nature of the work, such as academic work. The strictness of these requirements is often inversely related to status and pay. Skilled workers are confronted with informal, less intrusive demands: general dress codes or informal hints to dress ‘professionally’. Lower skilled workers face higher, more explicit demands, varying from a ban on visible tattoos or jewellery, to mandatory hairstyles or makeup, unlearning accents and more or less compulsory weight loss (Warhurst and Nickson 2020).
[bookmark: CEGLog_USUK_R029_C005_4][bookmark: CEGLog_Ital_R007_C005_6][bookmark: CEGLog_USUK_R029_C005_5][bookmark: CEGLog_Caps_R003_C004_38][bookmark: CEGLog_Ital_R007_C005_7][bookmark: CEGLog_USUK_R031_C005_1][bookmark: CEGLog_Hyp_HC_R046_C003_1][bookmark: CEGLog_Hyp_HC_R047_C003_1][bookmark: CEGLog_USUK_R029_C005_6][bookmark: CEGLog_Hyp_HC_R048_C003_1][bookmark: CEGLog_Hyp_HC_R049_C003_1][bookmark: CEGLog_Hyp_HC_R005_C003_5]Since the 1990s, economic reforms across Europe and the United States have led to more flexible and precarious labour conditions and harsher welfare regimes. Especially in the lower segments of the labour market, this has made appearance even more important. In their constant search for new jobs or ‘gigs’, freelancers have to make a good impression, often via online platforms where a picture is the first thing the potential client sees (Duffy 2018). These rising demands for good looks have even entered welfare regimes. In the Netherlands, unemployed people have to take mandatory courses for a ‘representative’ appearance (van den Berg and Arts 2019). This includes advice for clothing, makeup, hair and dietary advice. Non-compliance leads to possible loss of welfare support. Note that these are generally people looking for low-skilled labour without direct customer contact. However, a well-maintained appearance, as defined by the middle-class case workers, is construed as a sign of self-control, responsibility and moral quality.
[bookmark: CEGLog_Ital_R001_C005_105][bookmark: CEGLog_Ital_R003_C005_24][bookmark: CEGLog_Caps_R002_C004_101][bookmark: CEGLog_Ital_R002_C005_38][bookmark: CEGLog_Ital_R001_C005_106][bookmark: CEGLog_Caps_R002_C004_102][bookmark: CEGLog_Ital_R001_C005_107][bookmark: CEGLog_Caps_R002_C004_103][bookmark: CEGLog_Ital_R001_C005_108][bookmark: CEGLog_Caps_R002_C004_104][bookmark: CEGLog_Caps_R011_C004_8][bookmark: CEGLog_Ital_R001_C005_109][bookmark: CEGLog_Caps_R002_C004_105][bookmark: CEGLog_Ital_R001_C005_110][bookmark: CEGLog_Caps_R002_C004_106][bookmark: CEGLog_Ital_R001_C005_111][bookmark: CEGLog_Caps_R002_C004_107]Rising demands for good looks at work highlight the internal contradictions of the beauty regime. First, there is a tension between beauty as objective quality vs. subjective taste. On the one hand, beauty seems an objective ‘real’ thing that you know when you see it. Yet at the same time, both employers and workers in the service economy exploit the diversification of aesthetic styles. Employers look for beauty that fits their ‘brand’ and believe they can ‘teach’ fitting beauty styles. Workers cultivate beauty styles not only to embody a general beauty ideal but also to show off their distinctive individual qualities and authentic style.
[bookmark: CEGLog_Ital_R001_C005_112][bookmark: CEGLog_Caps_R002_C004_108][bookmark: CEGLog_Ital_R001_C005_113][bookmark: CEGLog_Caps_R003_C004_39][bookmark: CEGLog_Ital_R001_C005_114][bookmark: CEGLog_Caps_R002_C004_109][bookmark: CEGLog_Caps_R003_C004_40][bookmark: CEGLog_Ital_R001_C005_115][bookmark: CEGLog_Caps_R002_C004_110][bookmark: CEGLog_Caps_R011_C004_9][bookmark: CEGLog_Caps_R008_C004_13][bookmark: CEGLog_Caps_R011_C004_10][bookmark: CEGLog_Ital_R005_C005_2][bookmark: CEGLog_Caps_R003_C004_41][bookmark: CEGLog_Caps_R011_C004_11][bookmark: CEGLog_Caps_R011_C004_12][bookmark: CEGLog_Caps_R003_C004_42][bookmark: CEGLog_Ital_R001_C005_116][bookmark: CEGLog_Caps_R002_C004_111][bookmark: CEGLog_USUK_R035_C002_1][bookmark: CEGLog_Caps_R003_C004_43][bookmark: CEGLog_Caps_R003_C004_44]There is a tension between beauty as ‘gift’ and as ‘effort’. Beauty is seen as a quality that people have or embody. Yet, beauty also refers to the pursuit of this quality, by creating and maintaining good looks. A string of studies has shown that people widely considered attractive have an advantage in job selection procedures and also tend to be more successful at work (Hamermesh 2011; Sarpila et al. 2021). This ‘lookism’ is often not entirely conscious, and when exposed it is often condemned. Incidentally, excesses make the headlines or are legally contested, as with clothing brand Abercrombie and Fitch that was known to only hire very attractive, young and white, personnel. Because beauty and attractiveness is constructed as a ‘gift’, the notion that people are rewarded for it does not feel ‘just’. While employers cannot demand – at least not explicitly – that an employee is beautiful, they can demand that people make the effort to look their best. With increased opportunities for beautification, maintaining or improving one’s looks is easily construed as the result of effort and dedication. Appearance can thus be linked to responsibility, which in turn can be linked to economic opportunity or social success. If beauty is effort, it must be rewarded, and those who fail to make this effort are penalized. Body weight is a particularly good illustration of this. Since overweight is widely (often unfairly or incorrectly) construed as a personal responsibility, it is considered acceptable to condemn or discriminate people for it (Saguy 2013).
[bookmark: CEGLog_Ital_R001_C005_117][bookmark: CEGLog_Caps_R002_C004_112][bookmark: CEGLog_Ital_R001_C005_118][bookmark: CEGLog_Caps_R003_C004_45][bookmark: CEGLog_Ital_R001_C005_119][bookmark: CEGLog_Ital_R001_C005_120][bookmark: CEGLog_Caps_R002_C004_113][bookmark: CEGLog_Caps_R011_C002_1][bookmark: CEGLog_Caps_R008_C004_14][bookmark: CEGLog_Caps_R009_C004_6][bookmark: CEGLog_Hyp_HC_R007_C003_4][bookmark: CEGLog_Ital_R001_C005_121][bookmark: CEGLog_Caps_R002_C004_114]Like most standards of excellence in modern societies, beauty ideals are ambiguous. Beauty is clearly not the same for everyone, yet many people cannot accept that there is not some higher logic or truth to it. Beauty is neither objective nor subjective; neither pure luck nor exactly effort. This makes beauty standards morally ambiguous: can you blame people for not being beautiful? Can you reward them for looking good? Under what conditions are people responsible for how they look? These questions receive a new impetus as, around the turn of the twenty-first century, representations of beauty become increasingly disconnected from actual live bodies.

Beautiful selfies, beautified selves
[bookmark: CEGLog_Ital_R001_C005_122][bookmark: CEGLog_Ital_R003_C005_25][bookmark: CEGLog_Caps_R002_C004_115][bookmark: CEGLog_Ital_R002_C005_39][bookmark: CEGLog_Ital_R001_C005_123][bookmark: CEGLog_Caps_R002_C004_116][bookmark: CEGLog_USUK_R024_C002_1][bookmark: CEGLog_Hyp_HC_R050_C003_1]The expanding beauty regime received a final boost from the rise of new digital media since the 1990s that created new ways to see, produce, modify, track and judge images of other people, and to share one’s own images to this new visual marketplace. Consequently, people have more opportunities than ever before to learn about human appearance, and to enjoy and to create human beauty. This new media culture builds on the existing media culture, but it is more international, interactive, individualized and omnipresent (Couldry and Hepp 2018). By the late 2010s, even the most fundamental of human processes often happened via image-based new media platforms: finding a partner (Rosenfeld and Thomas 2012).
[bookmark: CEGLog_USUK_R029_C005_7][bookmark: CEGLog_Caps_R008_C004_15][bookmark: CEGLog_Caps_R008_C004_16][bookmark: CEGLog_Ital_R001_C005_124][bookmark: CEGLog_Caps_R002_C004_117][bookmark: CEGLog_USUK_R007_C005_1][bookmark: CEGLog_Hyp_HI_R001_C005_1]In the old media culture, the division of labour was clear. The majority of people were spectators: looking at special – often beautiful – people who are there to look at, represented by other special people in charge of making their – equally beautiful – representations. In the new media culture, these roles are blurred: we are all spectator, maker and the person on display (Elias and Gill 2017; Rocamora 2017). This further sharpens our sense of beauty. On social media apps and platforms, we are the critical observers of our friends, acquaintances, colleagues, potential lovers, who we see simultaneously as person and as image: one of many in a sea of flattering pictures. We have all become amateur producers, particularly of images of our own lives. We learn to look at ourselves with an objectifying, knowledgeable gaze. Most people today have a virtual double consisting of social media profiles and data stored in global data centres. Searchable for all, often carefully curated, this double often looks slightly better than the real-life version.
[bookmark: CEGLog_USUK_R042_C002_1][bookmark: CEGLog_Ital_R001_C005_125][bookmark: CEGLog_Caps_R002_C004_118][bookmark: CEGLog_Caps_R003_C004_46][bookmark: CEGLog_Caps_R003_C004_47][bookmark: CEGLog_Caps_R003_C004_48][bookmark: CEGLog_Caps_R003_C004_49]This new media culture is based in a complex network structure that allows it to escape some institutional and material constraints of earlier media culture and, indeed, of older cultural patterns. People connect with others via interlinked platforms, assisted by intransparent algorithms (Schwartz 2021). General platforms (Instagram, YouTube and TikTok) and specialized platforms (gaming platforms with distinct aesthetic styles, ‘beauty apps’) allow people to change their appearance to share with others. The resulting patterns are definitely not random or chaotic, but the publics and taste groups in these networks are not easily reduced to existing institutions or social categorizations like nation, class or age. Instead they gather around cultural – aesthetic, moral and political – styles. Such cultures converge around influencers or communities that are rarely local, and often transnational.
[bookmark: CEGLog_Ital_R001_C005_126][bookmark: CEGLog_Ital_R003_C005_26][bookmark: CEGLog_Caps_R002_C004_119][bookmark: CEGLog_Ital_R002_C005_40][bookmark: CEGLog_Ital_R001_C005_127][bookmark: CEGLog_Ital_R001_C005_128][bookmark: CEGLog_Caps_R002_C004_120][bookmark: CEGLog_USUK_R008_C002_1][bookmark: CEGLog_USUK_R011_C002_3][bookmark: _log52][bookmark: CEGLog_Hyp_HC_R051_C003_1][bookmark: CEGLog_Ital_R001_C005_129][bookmark: CEGLog_Caps_R002_C004_121][bookmark: CEGLog_Ital_R001_C005_130][bookmark: CEGLog_Caps_R002_C004_122][bookmark: CEGLog_Ital_R001_C005_131][bookmark: CEGLog_Caps_R002_C004_123][bookmark: CEGLog_Ital_R001_C005_132][bookmark: CEGLog_Caps_R002_C004_124][bookmark: CEGLog_Ital_R001_C005_133][bookmark: CEGLog_Caps_R002_C004_125][bookmark: CEGLog_Ital_R001_C005_134][bookmark: CEGLog_Caps_R002_C004_126]This networked transnational structure reinforces the main characteristics of the beauty regime. Beauty becomes more important, yet at the same time beauty styles are diversifying. This echoes Elias’s characterization of the European civilizing process of the past 500 years: ‘[D]iminishing contrasts, increasing variations’ ([1939] 1982, passim). Unlike large-scale contrasts, cultural variations in beauty styles are imbued with meaning, marking social identities and oppositions. One notable example of such a new variation is the recent adoption of East Asian beauty styles, including Asian styles of clothing and makeup, as well as pop cultural idols and ideals (Lamerichs 2013; Yip et al. 2019). This trend has led to remarkable departures from dominant beauty logics, especially in standards for male beauty. Such Korean and Japanese beauty styles mostly have entered Europe below the radar, via social media applications, games and beauty apps, and were only picked up by established cultural industries when they became well established as cultural niche styles.
[bookmark: CEGLog_Caps_R011_C004_13][bookmark: CEGLog_Ital_R001_C005_135][bookmark: CEGLog_Caps_R002_C004_127][bookmark: CEGLog_Ital_R001_C005_136][bookmark: CEGLog_Caps_R002_C004_128][bookmark: CEGLog_USUK_R045_C002_1][bookmark: CEGLog_Ital_R001_C005_137][bookmark: CEGLog_Ital_R003_C005_27][bookmark: CEGLog_Caps_R002_C004_129][bookmark: CEGLog_Ital_R002_C005_41][bookmark: CEGLog_Caps_R009_C004_7][bookmark: CEGLog_USUK_R029_C005_8]In the global network of platforms and communities, there is a multitude of styles and standards from which people can choose. Although there is not one beauty ideal, beauty itself is a clear ideal. From every platform the stylized, filtered attractiveness stares us in the face. In this cornucopia of styles, people feel obliged to look good, but also to select a style that fits them and expresses who they are. Hence interactive, digital, global media have intensified and transformed the beauty regime. This transformation is not over yet. Although dating sites and apps had been around for some time, dating apps Grindr (launched 2009) and Tinder (2012) base selection of potential partners primarily on photographs. Communication and media scholars have shown how people growing up in this new media landscape, especially women but increasingly men, report ‘self-objectification’: an increasing awareness of their own body and appearance with possible negative consequences like increased stress and eating disorders (Vandenbosch and Eggermont 2012; Holland and Tiggemann 2016; Fardouly et al. 2018). Labour sociologists and economists warn that the importance of appearance for job selection is increasing, leading to new inequalities (Nistor and Stanciu 2017). There are many reports of discrimination on dating platforms, particularly on the basis of race and ethnicity (Potârcă and Mills 2015).
[bookmark: CEGLog_Ital_R001_C005_138][bookmark: CEGLog_Ital_R003_C005_28][bookmark: CEGLog_Caps_R002_C004_130][bookmark: CEGLog_Ital_R002_C005_42][bookmark: CEGLog_Ital_R001_C005_139][bookmark: CEGLog_Caps_R002_C004_131]Scholarly work in the field so far is still somewhat alarmed. This may be related to the ‘unsettled’ and unfinished nature of the beauty regime’s expansion. The conflation of the roles of maker, curator and manipulator of images, and the intrusion into increasingly intimate domains of life has made people more reflective about beauty and more aware of its consequences.
[bookmark: CEGLog_Hyp_HC_R052_C003_1][bookmark: CEGLog_Hyp_HC_R053_C003_1][bookmark: CEGLog_Caps_R002_C004_132]Conclusion: A self-reinforcing cycle of ever-higher beauty standards
[bookmark: CEGLog_Ital_R001_C005_140][bookmark: CEGLog_Ital_R003_C005_29][bookmark: CEGLog_Caps_R002_C004_133][bookmark: CEGLog_Ital_R002_C005_43][bookmark: CEGLog_Caps_R006_C004_14][bookmark: CEGLog_Caps_R007_C004_9][bookmark: CEGLog_USUK_R015_C002_11][bookmark: CEGLog_Hyp_HC_R004_C003_2][bookmark: _log53][bookmark: CEGLog_Hyp_HC_R012_C003_2][bookmark: CEGLog_Ital_R001_C005_141][bookmark: CEGLog_Caps_R002_C004_134][bookmark: CEGLog_Hyp_HC_R005_C003_6][bookmark: CEGLog_Hyp_HC_R006_C003_5]I have argued in this article that the beauty regime is an unplanned outcome of interlocking social processes. As a result of expanding media and consumer cultures, social democratization, a shift to a service-based economy and the rise of new media, the societal importance of appearance grew. First in Europe and North-America, beauty and appearance became more central to social control and self-control, repertoires of evaluation and experiences of identity and self-worth.
[bookmark: CEGLog_Ital_R001_C005_142][bookmark: CEGLog_Caps_R002_C004_135][bookmark: CEGLog_Ital_R001_C005_143][bookmark: CEGLog_Hyp_HC_R054_C003_1][bookmark: CEGLog_Ital_R001_C005_144][bookmark: CEGLog_Caps_R002_C004_136][bookmark: CEGLog_Ital_R001_C005_145][bookmark: CEGLog_Caps_R002_C004_137]As possibilities to experience and cultivate beauty increased, it became more difficult not to join in. Beauty practices like brushing one’s teeth, shaving body parts, wearing clean and new-looking clothes every day, once the prerogative of the happy few, are now commonplace. With their developed sense of beauty and trained eye, most people quickly spot lapses in such beauty practices. This ups the ante: what was outstanding becomes normal; what used to be normal is now substandard.
[bookmark: CEGLog_Caps_R011_C004_14][bookmark: CEGLog_USUK_R019_C005_1][bookmark: CEGLog_Caps_R003_C004_50][bookmark: CEGLog_Caps_R003_C004_51][bookmark: CEGLog_Hyp_HC_R022_C003_2][bookmark: _log54][bookmark: CEGLog_Caps_R003_C004_52][bookmark: CEGLog_USUK_R043_C002_1][bookmark: CEGLog_Caps_R003_C004_53][bookmark: CEGLog_Caps_R011_C004_15][bookmark: CEGLog_Hyp_HC_R054_C003_2][bookmark: CEGLog_Hyp_HC_R055_C003_1]One clear example of this can be seen in rising standards for dental aesthetics. Until the early twentieth century, most people had uneven teeth, and several teeth missing by middle age. With the rise of good dental care, more people had intact, white teeth until a later age. In the 1950s and 1960s, shiny white teeth were a stock feature of European stereotypes of Americans (a ‘toothpaste smile’). By the 1980s, discoloured or broken teeth had become a sign of poverty or deficient self-care in most of Western Europe. After the 1990s, as braces became common in most European countries, it has become increasingly rare to see someone under 30 with uneven teeth. What once was normal, now is unattractive (uneven or crooked teeth) and as time passes becomes stigmatized (missing or broken teeth) (Craig 2021a; Otto 2017). Similar processes of ‘upping the ante’ can be seen in many aspects of appearance, from new-looking clothes to well-styled hair and a hairless body and, in some social circles, the absence of wrinkles.
[bookmark: _log55][bookmark: _Hlk115881554][bookmark: _log56][bookmark: _log57]This mechanism of rising standards has been noted in many fields, though not – to my knowledge – in the field of appearance. In economy, this mechanism is known as a rat race: ‘[T]he chances of getting the cheese increase with the speed of the rat, although no additional cheese is produced’ (Akerlof 1967: 615). All rats run faster and faster, while no rat benefits.	Comment by Newgen: AQ: ‘Akerlof (1967)’ has been cited in text but not provided in reference list. Please check and provide complete details of this reference in list following Intellect House Style.
[bookmark: CEGLog_USUK_R030_C002_2][bookmark: CEGLog_Hyp_HC_R052_C003_2][bookmark: CEGLog_Hyp_HC_R053_C003_2][bookmark: CEGLog_USUK_R030_C002_3][bookmark: CEGLog_Hyp_HC_R052_C003_3][bookmark: CEGLog_Hyp_HI_R003_C003_1][bookmark: CEGLog_Hyp_HC_R056_C003_1][bookmark: CEGLog_USUK_R004_C005_3][bookmark: CEGLog_USUK_R036_C002_3][bookmark: CEGLog_USUK_R030_C002_4][bookmark: CEGLog_Hyp_HC_R005_C003_7][bookmark: CEGLog_Hyp_HC_R057_C003_1][bookmark: CEGLog_USUK_R009_C002_2]Sociological explanations of modernization rely on similar models of a self-reinforcing cycle of ever-higher standards. Weber ([1906] 2002) essentially argues that modernization is the result of sixteenth-century Protestants getting trapped in a self-reinforcing process of ever more planned, goal-oriented behaviour. Other peoples and religions tried to catch up, until people around the world were caught in an ‘iron cage’ of rationalization. Similarly, Elias’s ([1939] 1982) explanation of modernization hinges on the adoption of stricter standards of self-control spurred by competition among people, classes and emerging states. This led one person after another, then one social group after another and finally state after state to adopt higher standards of self-restraint and ‘civilization’.
[bookmark: CEGLog_Caps_R003_C004_54][bookmark: CEGLog_Ital_R002_C003_3][bookmark: CEGLog_Ital_R007_C003_1][bookmark: CEGLog_Caps_R011_C004_16][bookmark: CEGLog_USUK_R036_C002_4][bookmark: CEGLog_Ital_R002_C005_44][bookmark: CEGLog_Ital_R001_C005_146][bookmark: CEGLog_Ital_R003_C005_30][bookmark: CEGLog_Caps_R002_C004_138][bookmark: CEGLog_Ital_R002_C005_45][bookmark: CEGLog_USUK_R034_C002_1][bookmark: CEGLog_Ital_R001_C005_147][bookmark: CEGLog_Caps_R002_C004_139][bookmark: CEGLog_USUK_R027_C002_1]Weber and Elias showed that while the constant raising of stakes may come at great individual cost, on the collective level it leads to durable constellations that people may see as worthwhile – or even as progress. I call such constellations regimes: interconnected (though not necessarily coherent) sets of cultural standards and beliefs and forms of emotional and bodily control that can span multiple fields and societies. Rationalization, in the Weberian sense, is probably the archetype of such a regime, although Weber, to my knowledge, did not use the term. The contemporary beauty regime is a newly emerged constellation of standards and management of body and emotions that make ‘good looks’ increasingly important, valuable and consequential. Considerable attention, both from self and others, is devoted to the management of an aesthetically pleasing appearance. Deviations from these standards lead to penalization, ranging from social shunning to material disadvantage. While people may not agree on beauty standards, everyone has internalized extensive ‘repertoires of evaluation’ (Lamont 1992) that allow them to judge appearance with a critical, knowing gaze. Appearance has become more than an indicator of aesthetic appeal; it signals moral worth.
[bookmark: CEGLog_Ital_R001_C005_148][bookmark: CEGLog_Caps_R002_C004_140][bookmark: CEGLog_Caps_R003_C004_55][bookmark: CEGLog_Hyp_HI_R001_C003_2][bookmark: CEGLog_Caps_R003_C004_56][bookmark: CEGLog_Caps_R003_C004_57][bookmark: CEGLog_Caps_R003_C004_58][bookmark: CEGLog_Ital_R001_C005_149][bookmark: CEGLog_Caps_R002_C004_141][bookmark: CEGLog_Ital_R001_C005_150][bookmark: CEGLog_Caps_R002_C004_142]The consequences of beauty (or lack thereof) are often cast in terms of individual real-life consequences: pride or shame, happiness or exclusion, (not) getting a job, a partner or access to the right network. Economists speak of a ‘beauty premium’ (Rosenblat 2008) to explain the advantage of good looks in many domains of life. Such consequences are, however, not a natural result of appearance. Instead, both negative and positive consequences of beauty spring from human judgements that are embedded in normative cultural frameworks specific to our day and age.
[bookmark: CEGLog_Hyp_HI_R003_C005_1][bookmark: CEGLog_Hyp_HI_R003_C005_2][bookmark: CEGLog_Ital_R001_C005_151][bookmark: CEGLog_Caps_R002_C004_143][bookmark: CEGLog_Caps_R008_C004_17]People suffer and benefit from their appearance because we, collectively, employ ever more stringent and ever more diversified standards to assess physical appearance, in terms that are simultaneously moral and aesthetic. These consequences are individual, but also collective. In making individual evaluations, we collectively build a new world – filled with more beauty, but not necessarily more beautiful.
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Notes
[bookmark: CEGLog_USUK_R009_C002_3][bookmark: CEGLog_USUK_R030_C002_5][bookmark: CEGLog_Hyp_HC_R024_C003_2][bookmark: CEGLog_Hyp_HC_R058_C003_1][bookmark: CEGLog_USUK_R049_C002_2][bookmark: ScreenPosition][bookmark: CEGLog_USUK_R030_C002_6][bookmark: CEGLog_USUK_R012_C005_3][bookmark: CEGLog_Caps_R003_C004_59][bookmark: CEGLog_USUK_R009_C002_4][bookmark: CEGLog_Ital_R002_C005_46]1.	Elias uses the term ‘civilization’, which by contemporary standards is unfortunate, to point to the focus on emotional and bodily restraint in the wider process of ‘modernization’. This process was driven by status dynamics that not only excluded lower-class Europeans, but categorically excluded all non-Europeans. By implication, all people who were not considered white were classified as ‘uncivilized’. This racial logic underlies many of the concepts associated with processes of modernization. To this day people of colour are often, implicitly or explicitly, disadvantaged by European standards, as well as many of the concepts coined by European sociologists. In this article, I will not use the concept of civilization, but instead use the more neutral and widely applicable concept of regime.
[bookmark: CEGLog_Hyp_HC_R059_C003_1]2.	The slogan ‘because I’m worth it’ was launched in 1971. It was later replaced by the less independent-sounding ‘because you’re worth it’. L’Oréal still uses it today in advertising around the world. https://www.forbes.com/sites/celiashatzman/2021/03/05/loral-paris-celebrates-50-years-of-their-iconic-because-youre-worth-it-slogan.
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