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An Analysis of Beauty-Related Contents in Social Media in China, Thailand, and Indonesia
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Abstract: This study examined the influence of social media on the beauty industry and analyzed beauty-related content
on social media in China, Thailand, and Indonesia. The existing literature was reviewed and four social media platforms
that display the active sharing of beauty-related content in the three stated countries were selected. Five information
sources were then chosen from each social media platform and 115 top posts from these sources analyzed. Beauty-
related material was shared on discrete social media platforms in the three countries. Differences were found in the pre-
sentation types, themes, and message strategies of the content depending on the type of product and services provided
by each social media platform. The content on Xiao Hongshu in China consisted of images showcasing product spec-
ifications along with a focus on honest and detailed empirical product review messages from its general users. From Tao-
bao Zibo, Wang Hong conveyed powerful and influential information that communicated instantly with viewers and
delivered entertaining and sensory messages. In Thailand earnest reviews of beauty products were offered, along with
firsthand testimonials through traditional content uploaded on YouTube. In Indonesia, beauty influencers posted creative
and sensational photographs of makeup products on image-centered Instagram. This study expands the current schol-
arship on social media platforms and extends the scope of the extant research on beauty-related content in Asian coun-
tries. The practical implications of this study include useful indications on how beauty brands can use social media to

promote their products.

Key words: social media (&4 v]t]o}), beauty-related contents (F-E] £€l=), beauty product (F-E] #13), beauty brand

(BE] Bax), beauty industry (FEl A+4)
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T HAX HA tiT wAE S FEHeE BEE
83l ZloA Hloju}p 2xm ;QH" Adelstar A = e
aAdute] Felzd 1S 93t JTthKim & Hwang,

2019). 2Av|Tjo] FHl=o] ﬁﬁkgﬂO] 7wt

Ashe el e avrkEo] ke FH=E AlFsial 4

Agk AAduit]e] ERES o83 Avxkel Frlxe] HA
(contact pointyS E&]= Zlo] H|T|o] golxe] Filo] H]

tH(Doh et al., 2010).

o5d HH Aelx e dnjte] FHoRe FHlx A
o] %L%%qu Urt. &Aw|t]o] o] gatEe] FE AFl t
27} 227 9 9= Frlo] 5
i?H slar »lr%(Yoo & Hwang, 2020). 3+ HE
AAl AEA SA1 AFS ==l ] 719
frEs tis wiA FaE JrAo] xE Zd
883132 ITH(Choi & Cheong, 2017). HE] B
njtje] ZYPF-S 83 BAE Ade] FA
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£, AAIZke g HRE YGuo|Esle] AnAlEe] AAEA
=] J2g 4 A=E F2]tL o™ (Ahn & Mock, 2013),
SNS(Social Networking Services)llX] F&FES 71+ QAZFFA
A(influencer)S E3) AHzRe} AEEH AES THIE
3HH(Choi & Cheong, 2017).

o9} Zre Adnltio] HE| Fdl=o] ALt 2 FH d
SUEETE ofug} ofrlo} 57} F FE] Aol FAFE o
1N E AP U}, FHE A=) 2Mvte] ZY
2l g|o] B (Weibo)’, ‘B1E(TikTok)S T3l HElQ} AHd =
Hx7t AZE L glon, HZole ARE4r(Xiao Hongshu)’
e AR A 7150l A HAute] ZHYEo] ArlE
E3L th(Lee, 2019). HIERZ = 59 S'doprloF A
AME fFE(YouTube) B QIZERTZR Fo] AMn|T]olE F3l
FE Fel=rt 3553 JrkKim, 2016; Shin, 2017).

s 2Adnt)e] BEl ez 7 ule) o] gEo] e
2ARYY] ZEYFo] t2r] wid Frl=e] JHE thEA
UERATHAN & Kim, 2012). WERA] ZF 5719 Adwm|to] R/
B Felzol dist 40 "oy oyt s JHE 4kjio]
A AR 758 sl e AR & =rte] &
7ol At M ke e gyt ok oo £ Ay
OfAlo} A XES EX 01 2 3RE 7|gsia 9l
= g FE BIH=E9 el F7F AH|Re) tigk ofF] B
BAA A" M= S 8 RE A A=oE 34
FAE oprjo} Al H7te] Aduitle] HE| FHl2E B2
st} sk T, B, QIEUlAlokE ofAlo) =7t UofA
FE AP =7E 1091 qtell AbelabH (IPResearch, 2019),
717] tE AAdvitle] EHES VIV R {E F'lzxrt g
3] FREL ANl B gdez AAsisint A FdE
Ed2 F92 AReg4p9 ‘EheHEe. Z2H (Taobao Zibo)E,
e KRR, QlmdN ol QUZERTH S A Egky, 7}
2ARHY ZFYZANA AFE A= s ARYS o=
5~10709] AANE] Tk Zelx 248 A3k HFHo
2 H7PE Zh Adujtje] FYE =EFo] e FE AEY
ZH9l FRxo) Al AF AF /9, = A, WA 3

Ke) Aol w48l
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2.1. A~Mojcjo] FE| BRI

AAnt|o] FE] FRlz= v|t]o] FeA AlFsl= FE
A3 JRU 8-S 9v]dth(Seo & Lee, 2013; Yang, 2017).
2Aautle] {E] ZH=7F RE] ARl F88 943 Ag
A HHA Be MY AFEL ool Hidt olElE =xst
o} WA Adn|tele] AR Felx EAS 3] 8 Ay A
TFolde 2duite] AR Felxr) obdZ T uiHo)] 231 3
B Zelx=e PEES ALsA 9 i (Androulaki-Ralli,
2015; Choi & Cheong, 2017; Forbes, 2016). &’dw|t]oio]
ArE gl AT I gl deagad, vlsAl
8, & tsA, oA, BEHYY a4, aea wdr] &
A 5ol ApEstE B4 7L Ath(Lee & Mock, 2012).
2avitiols AE f59] T deseds Al &
o2, Antle] AR IA tiF viTio] Alte] FE4
ol YoM e, HFH o7 ARE ol YME 5575
HIZ7L Hdn) B3] e5d AHRES AU He JRE
FHoR g He AL A, 25
2bol] Fefstara} ab7] wiizel] AujAtel A R FrlxF
BEo] B d3FES 27 HATHChoi & Cheong, 2017).
FA AEHA hFuAle PRE B AFENA AF =2
sk Zlo] HEXo|qtid, Agu|t]efe] FHl=xy PRE 4H]
el ogA 2Ed ZRIPT Faslt). ool wh B HE
HA=Eo] M Fal aMRtEe] dshs FH2d F
IE AE] AR, volrt aHIRRe] el ThE A
A= A5 e UESFAA sHES AAISE
(Forbes, 2016). FE] BA=r} Al gshe T2y Fae
ArEe] AR BAg Fgk HAlE AR 7|8 E AlFsta, T
WS FEdtHLee & Mock, 2012). 3 Q=T npAY
2 AFY] MR F g Hl JAISFAATE IR U= R
Aae the ARAEHY] 4258 3 MR FREe W
A, o= AHRES] ARLE Foli AFE Fol7] Wi
w9 F23F riAI”o] FtH(Karakaya & Barnes, 2010).
E] HA=r} AAnolol AFE e ARRlET A%
SHAL, JIEFIXE /R &Fske A2 4HAEY Bl
= AR, AF AR 9n, Y=g =T Abzari et al.,
2014).
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£ 53 TfrEe Sz tig AL Al AR 9 9RE
o] @43 W AAE B sks T3l #4328 Hol
U AR Bl Arge] S48 Avnes ot Q1 EHoR
whro] & 4 Atk

WA 9gERl 43 #Este] Lee and Hwang(2015)2



2Autjol7t AztslE oS B3 BlE onx|E 78t
T e E=77F Ava AFs, Aaker(1991)7F A4S B
= olmxE EUE, olnxe] §EE mF, 23, FHE,

O & o

b

HE, 3l1 507 EF3IT). Kang and Kim(2017) & &
u|tje]e] FH=E AFL AlRFe] F2E 23Y AF] &
718 ANZElet 9EY, 2EE AlEdd A4 e’
Q2o oHlES} ho] 7o) Ay HAT & = 1Y
oy 5oz FTEIQ Park et al.(2018)8] AFAEL FF
B Z=E 7|9 SAHE, 28R SAFOE rar, HiARe]
3 g Held mAAR Wrdict 7]
7195 dxEshs EE 419
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o]y, v FHBS 2% AP /U TaxE
wsiREd, 2R QeI AnE FRIAT 25she
M B0 A9 2 HolH vAAR 2R} 795
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2 W, e SR AHR} UL oo} W O e

7}, Guil, 71EtR vre] AT ESEAL o
wet o2 AlUA| G35 Bt Sz 3
and Lee(2018)= Fel=2E AR FJQIFFAA, vkl A
1, 7Ieh, = FAFE FEIL, AF 0 2 2R,
39 Zaud veh, G Zol, I o, AE Ao, =
T 5L e Bt AT A3 Felxe] A w
Z3] ol ZJol7t glo, Frl= FA7} Fibel] Tag 24
GE=

thoZ Mz} Q14 A7E 2duite] A &4, 29
z9] AKX g ARl A Agt A7 FY=HAch A
AelrE Adn|T]o]e] &85 AH|A g Ajadlo R A5t
slo] AT RokTh AMuz A= A, v, 384, A
A, 0, B, 3 5ol AN, Alzdl S0
27, o4 BolA, A, HeM, S84, ol8 7Fsd 5ol
AATHKo et al, 2011; Suh et al, 2010). 2AR|TIo] &4
2 P, dsAgAolERe FERES TEARE EAA
ZPE AAe wl o g3 tE=A Jehdt & e
3 ATollr] Are] 48 {84, AR AEA, AR Hix
A To=, e $4L FIA, M, wEA, R
A, AR 522 YFJth(Wang & Lee, 2019).
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2}, Fgah, BAL ARl o]o] st £ Ajom Ftsiad
= HE| A AEE 20173L 71E08 5359 2 S
23], A AAlM F HAZ Z FE AEE 7RA =
] e BREEs Fe v45S SEs] fE &4
tojs 83t rHIRS Aslslal sick. 2009958 d2) 23A
Z Adel Fgel Sviste] @Al 28l Ade] T JE
A 5 Aol 1915 712313 (Lee, 2020), ©19}F
A F= 2Ant]e] FAFo] AALHA wsisi).

2EY THAME BE Y ARSI Al TR
= o] g AER ARG JFEe] E AL ' 5 U
o} ARRE e T Advt]o] FHE ST SNSeF WAL A
A 71Fel FHR ARFYE 7|9e] A7 mZ0]tK(Song,
2020). AFUE 7|9He] AMEAAMEE AHRF 5 wEA A
L AR o AR AXNE, G, 3718 B Tl
AAe =52 S F U I SRS 2N o]
25 T ARL ZoEl LH|Ro)A W AES ZHuke
4 AthJoo & Jin, 2021).

AW} HAEAR] o]AM 2 (e-commerce)e} THEE A
& A A 710l Ak AEAEE AREAE ARl B TS
] ARE T EN AR A wE s @
LZIt(Jin & Lee, 2012). ARFUE 719ke] AL SrollA -5
3 e Fdlzs A Aol A FriEled), o

SYF AN Fa SRS AHAs] wioltk(Joo &

Jin, 2021). Joo and Jin(2021)ell W= AQErE “dAFES
St Ele 218 W4 Stk v 9 SedlA A

SES

9,

H AREE AF B AE dish A 371 FE 2
3L, AEel ek 2717t GRS Sz A3 AE
o] A SAEI Ut

U0 Z ERQHLL. ZH= 2lo|H A (live commerce) 4
Arjtio] ZEFolrt. glolB FAmAg o]l AEZ|H(live
steaming)?} ©]7H2e] FHdolE Aujxte}l AH|Rl= AAIZE v
& B3 FE AFUAIAE s AFS TR B Hfst
I g 4 e FYECI(Na & Oh, 2021). COVID 19
o] grtom Ft S Ao e Xkl dnjgl 22kl
o] FF3t Fdo] v AslA 22l &golM o] /5 W
b SREAIL ool wE} gfolH i AMH] X, EfonEe. 2
Ko7t QI71E 471 A= th(Kwon, 2020).

T Ul glolE Auas o] & AR, 43S F
O F AR} Ago] oA AlFo] FujHEnt T 2ol
72 Aul2 F o] 8A) 7t 7MY T2 ELQRLS. ZHA
FZo] Jshs AdolA izt de At A= st
AthKwon, 2020). o]2]gk Mol 9P AFQ B¢t ERQHES
Z2He PHE S AREre AN ARAE 7He] AlF
7 sfrete Zlo] FE dAolgd Bhente Zue Wt
S JFES 7 ggo] AFel digt FRE AFect. 943
< AF et F7 AREHS AATe R FRaEka AAYS)H
A Agste] Frlze] ARAPE =0l AUrk(Zhao & Kim,
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2020).
Qnte 2ZH 7} 7|20 HAF A e 4% rHIEH o
E e HAARRe R Fsakgoe] ootk Aot 9482
AZAES] a7 AAZEe R RS (Na & Oh, 2021). ©]
o} o] Fru|tie] elA LAThe e a2 AH|Re] A
F 7 ool FFL 71A7] W2l wi¢ FL2STHKim &
An, 2018). TE3F 2lo] B v o)A 528 A HR}e] Hof
o} MFEL =] AR X7F FidE JFS nRIck
(Deng & Kim, 2020). E}Q 8L 2R oA 520k Fa3k
Aol Qedoltl(Zhao & Kim, 2020). &g2] 3 Whals} &
Bz 2 Aol wt APAES 718 £ AES 3t
A ot

ol

Pﬂv} FAFH % 2010Lﬂoﬂ ]é\‘ﬂ/ﬂ-‘,ﬂ—lﬂ 2A0|t]o] AL
Eo] AHAHE BATHKIm, 2013). Bl 2H|AEL Ho]
FRE, AzEaH 5o WY elE ANl 9lom
FHE SYEAA B 9 RE ezt 3hEx
(Huh, 2019).

FREE A A 7P 2 59
T TS ARt AL AHIAE
o 2EZY, 93}, T, ézz
| HERIHE F25E 5218 9e B5S H
wibolu; FHO AvE T ‘ASMR(Autonomous Sensory
Meridian Responses)’™} 72 41& Q& Fel=, 723 thggh
;GEE Z']]-'—o]»—— tgﬂéﬂ = Hi‘:}. Z*E ;q]:r_ FHlx = ;H
BAQ AlElE RE ZHlzolnt. FE FRIZE AlFsls FE
frRde ARle]l €3 e WolZ4 "ol sk, A= &
AlE AFel sk 3715 Agsial FHE] Bas=el st Al
Z8 ZTRIV|E SHZeng & Kim, 2018). HE] FFH71 Al
ke AR w2 vyojd] =28 ARRT 214 A Al
FApAl Q2= (Yu & Kim, 2020), °]E §-FH Zel=7}
Ank 2HRp] 93] AT HollX AHAER 3llE
278 F£317] W&otk Byun, 2018).
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<l °]°F7] A 7& 11 dojEe] e
"F At} o] o= AHAEL S A A 71 A
3he Q8 AR RFE ZexE 2M)Eti(Jang & Cho,

2020).
B3 Xl fRNe e 4

=
>
|
5
e
=2
Y
2

Zhe ARES ) ofo]E(Net Idol) o]} 2}, A9
A Positioning Magazineo] MEH Yl olo|&S &
7 =22 E3H0]3, o2 FS Hdrste 7T ol
7] Wil F2 AHIRFECAl AHAR] dE Tl Eﬂi z}
8-3tHKim, 2018). Bi=re] Yl ofo]E mAEe oA

Aol duislslo] 9lom, 53] HE gl 749, i’é‘ﬂ‘:]‘ﬂ
S B3 AR 2 AY AR 2Hl=T) g sk Q)
o] HAles2 B Y ofolg npA|"e A5 Fodstal §)
THKim, 2018).

Z 9 Ry Fd=

223. lEd|Ajofe] Agute] £

20203 7102, I=MAjol A 1T F 59%(19] 63
By AFHA AR Y] o] 822 EFEATHLee,
2020). 3] COVID 192 23] oA B AJ7ke] 2713}
o] wa} Avgritie] o]&E= F7ekth. KOTRA A7IEE
Ao =W FHZ wE JFAE Hole JAxdA oL s
F B FAH ARANELS AR L] JIAEE EFol7]
3l 2AAutelE E83la eS¢ 4 JoKKim, 2020).
2Ante] ERE FoXE AZEla# o8} 7} PE3]
F7VelRA QIZEfaoX ] R A FRE FTIeTh
(Lee, 2020). 20201 7¢ 71 A=dIAlo} AZE2H o]-gA}
= 73805+ MoE A Aol oF 27.12%E5 AAEHH, o=
A HEo] 7hee AA A7 42.1%0 Eeh(Yang,
2020). JAEERTH o] 8} T oJAd9] HEo] 51%= =l Bl
3 g =v dFEdE 182447 P B, o tgew
24~34417}F et} ol vHAIY a3 Uehhs 9F Ao
2t £ 4 AtHKim, 2020).

53] Bl H2ET} ol o]ulx] A olHAE o
g ol 8AF HFo] ¥ =2 T SPIE I AE "

o%__

—11:1

Ajteithe W7k weth AXElade ARlelug 594
He] Fe2E FHsle FYUFOE YAENT AIZHY 84S
B3l ARUA o] o]FefxIth(Hand, 2017). QIZERLielA]
HAE n|Fo] FojEAL olw]|x]9] Age] FslEHA] FR A
gl oM gzko)x
2019).

Azef# AN FFHE Ad [E AZSFAAMNA= 4]
A2e] &5 FFA717] S8l v oy HEg, AEA, U
o= %‘Eﬂolur =3do] 27 EtH(Casalo et al., 2018).
el o] FE] AFFAA L Aol Al2de A
Fol Wgk AR FH o9l w Heo|ay THoR veh}r)
o] o] FlEM = AEHOIHA LMl AHE F 4 3
= <1 o|n)x] AAZo] F s}t B3 Kim(2017)0] w=
A QAZEl o] A= i’ = 1 o] AmFel g@47) 3

S HRIvh HE JAEFIAA
_z‘_oﬂ oA oA gEd
Qe 7
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Adolu 534, 8la 28 59 EAS Y onx] F4A
3 AH(Lee et al,

RS A A3 F339) 0, dmdlAlole] adm|Ho)

HE| 2ol 2045 o S Ahe] Anapselglt,
Foll M= Mg, FHH-80G, 90/5-80, 90T Ay}

Ele avAEel, gi=st AmdlAlolld = MZAT FollA
L ZAIYel &ake 4&H ]X}ﬂol ’\’“U] tle] iEﬂi"ﬂ s
o]

HE] 2elze] 79 aauitie] SuEo)] me}

AL, TG, Ee Q0] A Al H

3.1. 97 2H|

=, "=, IEdreke] Aduite] JE] FEH=E Ha-E
A8tz s = @?*— Q-*Jr e 4 ‘? AE V‘]a‘jr

A, S, ==, QL

3.2, 97 ohah 3 AR =

AT BAE @Adst] 8 £ e AdERe Al AT
£ Wadste] ofAlol Al F7E, S, B, JAEv|Aloke] 4w
to] FE ZRIZE A6 Al F7= 8= SR v E
o] 4] 1591 el A2l & ofAJo} =7to]HA (IPResearch,
2019), 77| oh2 &Avitio] FAFAA FEl TR=7F I
E32 glo] olo] W zo|E AHE = S Flojg} AN
7o & A9 \”JWEE A skt

FHS BEYl2 B A7e A 27le] BE Zuzs 2e
71§13 = OHA% *h%ﬁﬁr Etonle 2RE, HFolMe
FEEE QU olois QAXELTHS MABIATE A
= BRE %go AEQ F2rol ] AlFHE Tl ElRs To] e A
2 gFgeo] & ZeFolr, Ekenke. ZHE COVID 19 |
Z FA5) AR STYPZ o7 23 AL olElEl] s A4
ntle] BE] SElx B e s Hdsitiy AdE

(Kwon, 2020). El=oll e F-FE ZPEox B o] HE
Fel =7} FHEL J o0 (Huh, 2019), A=A okl E A2
Bl o]-gx} 7t 53] FUkste] R Aol glo} & 4

=, G, QlELRjope] Enfrjo] FE] FHIZ 24 311

Table 1. Highly ranked influencers of the social media platform

Influencer
Haha i wO&THEw)
Qidl qgitl you k&aile(FkFKX T ZT)
China mori(Fx)
Austin(ZEFY)
Viya({i i)
Marry R
Archita Station
Nobluk

Nation Social media platform

Xiao Hongshu

Taobao Zibo

Thailand YouTube

icepadie
Fah Sarika

(@jharnabagwani

@suhaysalim
@fathinrm
@jeanmilka
@flovivi

Indonesia Instagram

GG AL Q7] wEe] £ A didez HAHsIT
(Lee, 2020). 415 93] F #l9] Adntle] ZYPFNA 2
A AXNE F FE TH=7}t EH—“%—Erﬂ =5 ]
Aste] 159] A9 AXNES A5 THTable 1).

ZT=re] AR = FHE 19 ¢t dE=E AANE T Clike’
E 7P Bol vk 9] 10719] AXES, Efente 2R 4
7+ Wgol7] wEel FFE FUEd B d=R=H A

Al 23] A9 il AN EE AvESIT. He
e H2 1d 59 dREE 9F T 23 7 39S

<, IEUAole] 1Bl 2 19 T =
=g AXNE F like’Es 7P Bo] v A 10702 AAES

AR A9 tide s AdAssit

i)

B QPE T, o, dmvlole] 2AEElelol of

4 5
79l AF] B, Y AF] o FHOT wHHYL
w), BEA AsusA stk WA 2 ARl B
AFS) EFHE AN A Q7o B4 B W) 6
2o A7k ARsk YAES BHSIT AT FFE T F
o) Sl SHIE AAREA si9l Ao 71 el 1Ed
ofmd] FAE 20 peel £YE AFLE J1FOR 1t

k.

7} Rzl A7t Ak e)l Yl aE gk 4 fRE
oA K HElS] &t H2kS A8 Lee and Lee(2018)°]
7, e BAlle Ad Zelxe] ARuAeld ks A
Park et al.(2018)2] A, QIAE}T oA o] F1 o]w| A=
213} Kang and Kim(2017)2] 472 7Wo 2 sl Felx
37} Bl Lee and Lee(2018)s Zel= H3S AE2 AL
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o e

|

ﬂ



312 FFlFY ESIR] A23E A35., 2021

Table 2. The classification type for content analysis

Subject Main Category Subcategory

Explanatory note

Product specification type

An image that highlights the appearance and specifications of the product

Visual materials Presentation types

Ambience visualization type

An image that visualizes the atmosphere of a product or has a story

Beauty tutorial

Content showing how to use the product

Themes Product review

Content that introduces a product or describes a review

Before & after

Content that compares before and after makeup

Texts Objective message Objective information about a product, such as brand and price
Message strategies Empirical message Information from experience with the product
Sensory message Information that emotionally expresses the impression of the product

SHE HAFe FEH FEHY, AFS 2oiska 3719 ois) < F T e AFY =20l g% zk2d], ol tigk 4912
Aiehe AlF ) 2 e, @2 AlES alske Fx A, T=re] aAdr|teols WS-, Y8180/, 90/5-80,
S ZRRACR it & dFeM e Rz fIEE AF 90 dth Ak Eele 2 AMAES] AMEEC] TS 7] o
= avfske el wiet frEstelaat sisl] wiiell, Ad < wolt}. &g 2HAES IS dEfelof sk o] $41ee]
TolMe] Fa g ZIRALS Frl= AlZ} BAo] mE fFo] 7F ofdzt, ol ®ole ®iste] H& dqlo] Bol wlolag] A
2} ddtsto] Al FEl FEIDH AF ) 2 eET Fo] =Zo] Bokg Zolth B4, AAvt]e] Felxe] A9
< = 5o 2SI 3 Qlmy|rjo} FH=E B AREARE] AAE B U ARlelY 4, HI2ER
ol 3le] Fesittal Ate before & afterE F718131 o] J=dl, AL AR o|nA] AEE FIAAFE

Kang and Kim(2017) & °|r|Al& AF W¥Rol wie} A& Aol 27A Brk= Ho|laYy AlFel7] el
of Apol xE 299, AT EHVIE AAER dEY, ThRO 2 AR R HE Z'lxo] A7t 2tgst 9lAES 4
2EZE AF] A2 2EUYY, ol oWl ES} 2 HESIT 3079 Al B AlE AL AR Ak A
o] a7o] AT F Sle 1A FAYPo® WrileH], 2E Zohs 291G Az AR BE ARIZE @ FHl= T 5
AP dEel xE F vkl Addsio] B AolA oM 9% Atole] ofmAIZ FAEAL, Ho|AY AFe] A5
AL, 17 FoAdL ojw|A]e] IS AdEske 1%l AFE =2 AR, AES Il AR wo] ARles
ofvete Aetate] & AtollA A9kt QEIATE oot HaH, HEE, sedold fole
JH o] Hddhs HAEx Park et al(2018)°] I7E E S50 AFS B oW|A| 9} EAZCIY YE e W ol
=2 sk A8 Aol e WA fE8S A EA, 7 AFE WA oA R = ATHImage 1). 23170 AlF
A Mol MR il ARA wAR] o] 819 e o) o] ZAgolle AF =2dl AR AIFS ARSI e AR,
A, 205 de, ddHeR, I Holz] HWARe] 9] FE I3 AlFE ARe R Wkt Ras Blad = Qe Al

Aot ALB|A, P o2 RS v B dye Hils o] 29o] ZxH oWA & P+ H A TH(Image 2).
o] FrRE ARS A7 A8 Aol WetE AjolE sk = FAe tiiE AF 1 B PRE(mage 4), &
e Aol WA el akel FEES A Hst] A AollA ZAE Al Az AARTE B ARe)7] wiEel] o
2 WxR], AR HAA], A AR Ao R W] B ARHE EIolE g7 7] wiEolt). sEA|RE
TH(Table 2). ARY ZxeIoldeb= oY oNESE TAE FHE
AFS 2fske TRz g AFS ARl ofo] HolaYy
4. A U =9 < ogeke A AKoE Ao HE FEY 2

=5 A2l thImage 3).

41. &= FE| SHx 2o Znt AR G2 AlFe] Sl et tEAl vehdth AR
4.1.1. AFREA7 7ol e FRIzoM = TR A7 AkRS} 9 AES o]8-8f
=9 2Anto] SPFAME FE AFol F 38 == of AlFl B3 ABA mAAE ALgrh(Image 5). S A
A, 270A0] Aol 128 (31.6%), Mol AFe] 269 HE 2AE Tl ARETrelM e Fe JRE Algeke 2
(68.4%) ==H e} Ho|AY AF FoAME ofo =9l = Bl=o] 74 2HAEOAl 2EHAL Whgo] F2 AL & F
Zo] 17o=E 71 B2 NIEE A|Si), oo f=g-e] 74 ATJoo & Jin, 2021). Wby o] PrER IFHl=r}
7 AeE A AFET o R e FHE 7] A& Aolet s, 2 Aojek 82 AlFe
AFe] B, ES AFne stele F2E AlFe] W3] AFS lehke 2=

=2HI Sk tAH R A8l AlFETt 2nlRke] Al

250 e} Aol BT, 2717
ol Auge] RN HEH AR Ao] g0l
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F(Image 6), o)A} AFL sk Felzelt 7k ATk R AARRe), A7 AR oo YiER An
Z

WAA 7} 21k Eed Be YiER ZElxsl 2456 3
Thimage 7). o)=Y A1ED} pAE Zelzo) G Bre

T R

Ao QAN ofg] o] Azt AEue 2% 23] A% o)

3 o] PR AFHL Qo] 2B Ve 3

470

xR} AAA AR E Fheke ARREArolM s AlEl o
g VS AR E FHsle 7 WrAlE FelE 4 gl
k. Joo9t Jin2021)2] Aol & 4= o] AR T4 FEl
ZolM FAIEE A A A AR Rohe A

Table 3. Results of classification of Xiao Hongshu’s beauty contents in China

Product specification type

Ambience visualization type

Visual Presentation
Materials Types

Image 1. Eyeshadow review
(Qiti giti you ke&'aile, 2020b).
www.apps.apple.com

- L -, L] P
%) - 1) wee
.
HIRGHIERASR ‘
-
_ mwmwez
[ WHABEK. XD
S

Image 2. Essence review
(Haha nT w, 2020a).
www.apps.apple.com

Beauty tutorial

Product review Before & after

“ve  mwme o -

(\S el

Themes
Image 3. Eyeshadow beauty tutorial Image 4. Foundation review
(Qiti giti you ke'aile, 2020a). (Haha nT w, 2020c).
www.apps.apple.com www.apps.apple.com
Texts . .
Objective message Empirical message Sensory message
- L) - L “ve  mes o .-
¢ () - e
nhlowgeP
Message
strategies

Image 5. Eye cream review
(Haha ni w, 2020b).

www.apps.apple.com

Image 6. Eye cream review
(Haha ni w, 2020b).

www.apps.apple.com

Image 7. Eyeshadow review
(Qit it you k&tile, 2020c).
www.apps.apple.com
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a1 ARAA g AlEte] A ZE
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FE FEHD Ferh(Image 10, 11).
01—1\1 _l?_aq_o_ Al-g:];l_ Q;} E}OH].O zzy_oﬂ/q.‘:_ xg)y_T_
Fle wIAA] frEo] AHIARe] Hhg-S oo lo} & JF
< 7FX3L dvkNa & Oh, 2021). ELQuLQ Z2H o]
2 AFe] HAE T 7 e ARH wAX] 9 AF
ARgs AEE APE HARE AEtal(Image 12, 13), 28l
=9 23S Tyl sl 1 WAIRE AUA B8 st
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Helo] Medhs Aol AR wIAAZE AF Bl
2 IS 713 HE Rz A7 AR} HAE 49
AIE Table 49} 7ol A3ttt

=L o
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42 Ef= RE| SEHx 2M Hn}
g2 fFEAE HE AFo] & 2150 =2HAL, &
1Alo] AlFo] 54H(25.1%), oA AFo] 161¥1(74.9%)
ZHAth. 20A] AFS =Fo] ThE AAv|T]ofd] Hls|
o|az, F=t, Ql=ulrlole} 2] FAA AF, x)X 2}
|28 B S 9t} §5H Zelxo] 294 oozl &
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Klm, 2020).

o= fRE FE Zuze] A7t Ak59) 9

HITh A7ZF AlR9] A 3L AAH R 2
agat, AES] TRl wEte 27070 AlF 7§—°r
o] ARRlouk AVES AFZBIAL ARERHS AAIEH &
Hygoz AEHIJL (Image 15), HWolaY #AF2 7§T
AFe 715 A& A7 A9 dE wolage] &
718 B¥sh=s AE¥ A1 AEE YERSTHImage 16, 17).

= FA= FE FEHES AF N 2 HARE EF
Hroh AR volag] HHE HAFE= ‘get ready with
me’ TEl== Xﬂ%g] AR BES FeIA IR BeFT)
FEZLE EFEtHImage 18). ©] ol o7 A
= ﬂ—}ﬁ]é}“ﬂ AVNEl= ‘haul’} JHRYo] AR E9
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Table 4. Results of classification of Taobao Zibo’s beauty contents in China

Product specification type Ambiece visualization type

{

Visual Presentation
materials types

Image 8. Lipstick review(Austin, 2020b). Image 9. Product review(Viya, 2020b).
www.youtube.com www.youtube.com

Beauty tutorial Product review Before & after

Themes
Image 10. Lipstick beauty tutorial Image 11. Highlighter review
(Austin, 2020a). (Viya, 2020a).
Texts www.youtube.com www.youtube.com
Objective message Empirical message Sensory message
Message
strategies

Tt LI

Image 12. Visiting shop(Austin, 2020d). Image 13. Product review(Viya, 2020a). Image 14. Lipstick review(Austin, 2020c).
www.youtube.com www.youtube.com www.youtube.com

A AR E ER1E 5 °}T/}(Image 22). A&l tist g
A, A4H vAAE iR YR R E?ﬂ%‘:}. s
Al sl AFe 74 ZH»‘/P Hal=e Au F A8H
AR 29 A7 2kgst 37 HAER 7‘4‘:;3'5]74‘% 59
2 2L Ea) vlAER A §$5H FHxoA A
WAASE ks AT F2 ek ol SRY 2
2o Fag B40] 1443} 9eol7] WFo|thang

Cho, 2020; Yu & Kim, 2020). 284 WAX = Sel=9] 3
AL Eo|3 7HE YAR = Felx .
E] Zelx] A7} AR} EAE FA9] AAE Table 59 2
o] A&t rh.

1o

20@_%0211‘31‘

3 QIZH|Alo} FE| 2HIX EM Zn
1=}

TylAjole] xElaolE HE] AlFo] ¥ 225 =3
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Table 5. Results of classification of YouTube’s beauty contents in Thailand

Product specification type

Ambience visualization type

Visual Presentation ) ‘ v |

I/
materials  types ‘ ' § i ' o

Image 15. Skin care routine
(Archita Station, 2020b).
www.youtube.com

Image 16. Get ready with me
(Fah Sarika, 2020a).
www.youtube.com

Image 17. Get ready with me
(Fah Sarika, 2020b).
www.youtube.com

Beauty tutorial

Product review Before & after

Themes
Image 18. Get ready with me Image 19. Product review
(Nobluk, 2020). (Icepadie, 2020b).
www.youtube.com www.youtube.com
Texts — —
Objective message Empirical message Sensory message
L5 |
o
LueDius
Message HUD-22 ﬁ;;li":::) LU
strategies

Image 20. Skin care routine
(Archita Station, 2020b).
www.youtube.com

Image 21. Product review
(Marry R, 2020c).
www.youtube.com

Image 22. Lipstick review
(Archita Station, 2020a).
www.youtube.com

HQAL, 2=ZIA] AEO] 16H(7.1%), Weolad AlFe] 2093
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THImage 23). RFH Wlo|ay AlFe] A9l Ax AAE
710l BAl A& (Image 24), Xﬂ S /\]~9~st o]tqtﬂ-
719 vlelad s A T UeA A dEF IHl=
Be Ho|th(Image 25). BN SHFoAA AEI AVJr
A87F B2 olfre I&Eado] ARl ovAE 28T
o oS 2 AR dgo] Thsdt EHFel7] wEeltt
(Kim, 2019).

o R dF f3e FHlz Aok ddEn) e
of HEl FrI=oM = HolaY AlF AR A, 7o B &
HHog A&sle] LREHE before & after’t 7]-73 %
(Image 28). 9% XHWOZ before & after ZRI=7} A 2=
A& 73olE v wetol Ao} ofoll Al wo|=Age]
ke 9Ek 7Fed, ol FHlzd] LS Hal avAE
o] AmE ZFZAZITHKim, 2017). T3 AF 200 2 2H,
e REZY FH=: & 5 vk @ 7 3 Al BE
HHE s alske AFE 20 9 2 (Image 27), 270

= F-IE F{E X0 oM
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Aol & wo]A] S FINLE sk FE FEIY = 2434 WARE B 5 Ark(Image 30). WHH AHEFS AL

o] SUrk(Image 26). St g dist Al HEH wiAAE 27] o]FHTh Image
WAR] 2] Fale WA =EE AFe] 7B RS A 313} 7o) Aro| 71k AEol ek F715 AFskE A

ke A#A WAIRE BRI 4 th(Image 29). AZERL °o% QA A7AY] ATEL el Felxl RE A
e Felzo] V+E— AXRE Bl & 4 Jd=d), HE Fdx HAs 2Ry e wol FE 93 ZFdA Azt Zel
M= AF BAE ARS Bl sle] BER=E JHE AlFst Zo]7] wjitol] BHME Evolx|o] 7AH AE Az HRY

Table 6. Results of classification of Instagram’s beauty contents in Indonesia

Product specification type Ambience visualization type

Visual Presentation
materials  types

Image 23. Product review Image 24. Blusher review Image 25. Make up before and after

(Jeanmilka, 2020d). (Jeanmilka, 2020a). (Jharnabagwani, 2020a).
www.instagram.com www.instagram.com www.instagram.com
Beauty tutorial Product review Before & after

Themes
Image 26. Beauty tutorial Image 27. Lip tint review Image 28. Make up before and after
(Fathinrm, 2020). (Jeanmilka, 2020b). (Flovivi, 2020a).
www.instagram.com www.instagram.com www.instagram.com
Text
s Objective message Empirical message Sensory message
Message
strategies

Arman e

a ® 0 e Q- (-] 5 a ® 0 e

Image 29. Product Image 30. Product recommend Image 31. Product review Image 32. Product review

review (Flovivi, 2020e).  (Jharnabagwani, 2020b). (Jeanmilka, 2020f). (Jeanmilka, 2020g).

www.instagram.com www.instagram.com www.instagram.com www.instagram.com
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