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Article summary
The main purpose of research to assess the premise that alcohol consumption increases self-perceived attractiveness. The study was experimental where two experiments were carried out in different situations. For instance, study one was experimental and was conducted in barroom. However we are going to base our review on experiment two. In study2 participants were offered with alcoholic and non-alcoholic drinks. Half of the people were given alcoholic beverages whereas the other half were given non-alcoholic beverages. 
An independent variable is that variable which is controlled or changed in a scientific experiment with the aim of testing the effects of a dependent variable. Whereas, dependent variable is that variable being tested in the scientific experiment. In the article, in experiment two independent ratters were used to establish whether effects of alcohol consumption on self-perceived attractiveness are based on reality or whether the perception is just an illusion of the drinker (Begue et al, 2013 p. 230). The variable was beverage where some beverages were alcoholic while some were non-alcoholic. On the other hand dependent variable in this context is the self-perceived attractiveness of drunkards. 
In study 2 experiment was subjected to 94 participants however, 8 people did not follow instructions. Hence, final sample was 86 participants. The participants were recruited via newspaper advertisements for a taste-test study. They were subjected to a pay of $21 per hour. They were randomly assigned to beverage conditions in a totally balanced placebo design. This because half of the participants were given non-alcoholic drinks where they believed they had not consumed alcohol whereas the other half believed to have taken alcoholic drinks. Participants were given 10 minutes for consumption of beverages. The next step, they were given 5 minutes to write an advertising message which was alleged to be used bogus company in promoting their brands. 15 additional minutes were given to participants to allow alcohol absorption and non-alcohol drinkers to focus on internal cues. The participants were asked to deliver their advertisement messages on the stage as they were being recorded by female experimenter (Begue et al, 2013 pg234). After recording they allowed to view the recording to rate themselves how attractive, original, bright, and funny they were. 
Data was collected by independent group where they watched and evaluated 86 participants. The results in the article shows that people who consume alcohol perceive themselves as more attractive. However, this self-perception is mainly depicted to be an illusion. Data analysis shows that those participants who thought had taken alcohol expressed themselves more positively than those who had taken non-alcoholic beverages. From the judges, they portrayed that the effect of alcohol was not significant (Begue et al, 2013 p 235). Furthermore, it showed that alcohol and non-alcohol group variances did not vary. In short they researchers suggested that alcohol related expectancies influenced self-evaluation attractiveness rather than actual alcohol content. 
Based on previous study, it showed that consuming alcohol increases attractiveness to people of opposite sex. In comparison to the current study, the results are complementary. This is because the moment one believes has consumed alcohol the self-perception of attractiveness is increased. This is the reason more research should be done on self-perception attractiveness since, it greatly influences intimate interactions. They conclude in summary that alcohol-related expectancies can immensely enhance self-perceived attractiveness. However, people should remember that beauty lies in the eye of the beer holder. 
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