Writing Diagnostic

Write a paragraph applying a concept from Solomon’s essay to a popular American product of your choice. Please type your response and bring a copy to class on Thursday.

Criteria: A strong paragraph will have a topic sentence explicitly linking an idea from Solomon to your product (answering the question, how does this concept from Solomon apply to this product), integrated and properly cited quotes or paraphrases from Solomon, details about the product that support the argument offered in the topic sentence, and a clincher or final sentence that pulls the argument and support together while providing a sense of closure to the paragraph.

Here is a sample paragraph to use as a model:

Although it embodies a wide range of American values, the iPhone primarily sells an idea of freedom understood as the kind of limitless consumption Lawrence Shames discusses in “The More Factor.” Apple's iphone ad "Shazam" updates what Shames describes as the idea of the "frontier," a "place where one never quite came to an end" (77), by promising us a new technological frontier where we can capture and identify any music we see or hear anywhere. Beginning with an up close shot of a finger flipping through two display screens featuring more than twenty iphone applications, the ad then introduces us to Shazam, an application that allows us to transcend the horror of hearing a song without knowing its name. Through the magic of Apple, all we have to do is hold our iPhone up to the “song” (the image in the ad presents a hand holding a phone up to a speaker---will that work for elevator music too?) and Shazam liberates us from our ignorance because “in seconds, you’ll know who sings it and where to get it.” This last phrase is the crucial hook—for liking a song enough to want to know its name is only torture if you cannot immediately purchase the song as well—or so this ad suggests. Although Apple’s own iTunes store is not mentioned verbally in the ad, the image that appears on the screen refers the anxious music listener to the comforting “convenience” (a synonym for freedom in American consumer culture) of iTunes. Shazam makes round the clock consumption of music a reality for the consumer who feels trapped by age old methods of discovering music that limited our ability to pursue every impulse that even vaguely crossed our minds. In terms of what all of this says about America, the ad's last line is particularly chilling: “That’s the iPhone: solving life’s dilemmas one app at a time.” Our dilemmas are not Iraq, the economy, educating our children, or improving healthcare. Our American dilemma is whether we can find and purchase every song we ever hear that interests us. If products and ads tell us something about our collective cultural values, then the iPhone’s ads and its huge commercial success suggest that Americans yearn for our freedom to consume above all else.
