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A Study on the Change and Spread of Korean Makeup Trends from 2018 to 2023

Oh, Seo HyunJr

Nambu Univ. Cosmetology Science

Abstract: Makeup is temporary and is shared and recreated by many people in real time, making it difficult to identify
meaningful trends and distinguish them from short-term trends. With individuality becoming more important in makeup
consumption and the boundaries between age and gender collapsing, research is needed to analyze the nature of makeup
trends and suggest future directions. This study qualitatively analyzed the process of change and spread of Korean makeup
trends from 2018 to 2023. The mechanisms of trend formation and diffusion were explored through interviews and sur-
veys with 45 major makeup consumers and workers in the beauty industry. Makeup trends are important media for con-
veying cultural messages that break the boundaries between social values, ethical consumption, gender, and age. This
study analyzed the social-cultural spread of makeup trends, focusing on the interactions between celebrities, products,

styles, and brands, as well as the role of social media. In particular, major trends such as “clean beauty,

” « ”

glass skin,” “gen-

der neutral,” “sustainability,” and “vegan” were identified, and the pandemic, strengthening environmental protection con-
sciousness, and expression of individual personality had important influences on trend formation. The findings confirmed
that social media and celebrity influence play central roles in the spread of makeup trends, and social values such as sus-
tainability and ethical consumption change makeup product development and consumer behavior. Future research should
include a comparative analysis of global markets and data-driven quantitative research.

Key words: makeup trend(™| ©] 2] E# =), clean beauty(Z 3 FEl), gender neutral(AH FE L), vegan(¥] 71),

sustainability(#] 47 Fs-4)
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Table 1. Makeup trend development
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Element

Description

Example

Social change
Social media
Fashion & Celebrity
Technology & Innovation

Digital beauty experience

Values and changes influence trends
# , influencer activities spread trends
Celebrities lead trends through fashion shows and events

New technologies and products enable development

Clean beauty, vegan products
#glassskin, #nomakeup
Celebrity makeup and product imitations

Custom foundation, natural cosmetics

Consumer participation spreads trends through reviews and Beauty review platforms, consumer trust is

customization paramount
Table 2. Trend vs fad
Characteristic Trend Fad
Duration Long-term (years to decades) Short-term (weeks to months)
Influence Deep impact on society and industry Limited, fleeting popularity
Purpose Innovative change and problem-solving Entertainment, temporary craze
Predictability Relatively predictable Difficult to predict

Social acceptance

Widely accepted across society

Centered around specific small groups

Smartphones, clean beauty,

(technology) Al development,

Representative examples

(society) eco-friendly consumption,

sustainable fashion trends

Fidget spinners, specific social media
challenges, trending apps
minimalism, vintage fashion,

limited-edition collections




Table 3. Results of general questions of participants in the demand survey

(N=45)
Item N %
20s 16 35
30s 14 31
Age
40s 10 23
50s 5 11
Male 9 20
Gender
Female 36 80
. Major 36 80
Beauty major .
Non-major 9 20
Beauty work ~ Less than 5 years 12 33
experience More than 5 years 24 67
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Table 4. Level of interest to trends (N=45)
Item N %
[ am quite interested in and sensitive to trends. 11 24
I generally have an interest in trends 24 53
I don't have much interest in trends 10 22
Trends are not that important. 0 0
Table 5. Definition of trends (N=45)
Item N %
A certain direction that appears in ideas, behaviors, » 25
or phenomena.
An important indicator for understanding and » 25
analyzing society
a passing trend(fad) 15 17
It can influence people even if they don't intend to
be affected 18 20
It changes so quickly that it is difficult to grasp 5 6

It is not necessary to accept it 6 7
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Table 6. Preferred social media (N=45)
Item N %
Instagram 34 38
Youtube 36 40
Pinterest 8 9
Blog 8 9
Facebook 2 2
etc. 2 2

0!
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ot} W3l FAlYl EHE|(home beauty), 3 HEl(clean
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Table 7. Interest in appearance management (N=45)
Item N %
Skin care 26 21
Hair styling 23 18
Makeup 20 16
Nail care & art 13 10
Fashion styling 28 22
Personal color 16 13
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Table 8. Trend makeup characteristics (N=45) Table 10. Age-specific makeup (N=45)
Item N % Item N %
Does not necessarily cover skin imperfections or » 25 Makeup styles should differ between people in their 14 21

freckles.

Makeup that highlights specific features is trending 19 22

Flawless skin coverage. 17 20
Very detailed eyebrow definition. 12 14
Eye-emphasizing makeup. 8 9
Does not define the lip line clearlyS 9 10
= SNSAlA <l

7S EAL e B2 Axg volay, 9 &
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Table 9. Men’s makeup (N=45)
Item N %
Cleansing and skin moisturizing 33 27
Eyebrow shaping 31 25
Blemish coverage and tone correction 29 24
Lip color enhancement 17 14

Contour adjustment 12 10

20s and middle-aged individuals.

If middle-aged individuals have good skin and a
sense of style, it is acceptable for them to follow 23 34
makeup trends popular among people in their 20s

Even if middle-aged individuals have good skin and
style, it is advisable for them to consider their social 19 28
roles when applying makeup.

People aged 65 and older also have a significant

need for makeup 12 18
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Table 11. Views on technological development and information (N =45)

Item N %

Trends and technological advancements change too 17 18
quickly
Brands lack distinct differentiation. 14 14
Diversity greatly contributes to the development of

. 16 16
the beauty industry
I prefer brands or styles with timeless values 17 18
I prefer brands or styles with timeless values. 17 18
I favor practical and sustainable products and styles 7 7
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Fig. 2. Powerful brands
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Table 11. Indepth interview
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A B C D E
Age 20s 30s 30s 40s 50s
Job Makeup artist influencer Makeup artist Hair designer shop owner Makeup artist educator =~ Makeup artist educator
Career Syr Oyr 12yr 20yr 23yr

4.2. Ho|3 EE= EA: 2018~2023

Korea Cosmetic Association(2021)°] W=, 20143 5H
20189714 WHE AEE AW Ay IAHE foprt ALY
a1 735 Sl gk AnREES] HA FSTERE Al |
o= Aldo] HFEmM, 201995 E Az sPdE A w2
F Zo2 SIS B Fth 2 o] 2=2t19 e
QF 7AAl BF Esie AW Age] FUIE Holay] fol=
o Aoz Helr)
< 5d7ke] wlolay Ed=e] o3 vk

0@ oft rf

42.1. A2 5o 229 wo]3H(2018~2019)

2018 Fwele #etA] @2 UFd oA s F2A
(glossy)gt T ®do] ERN=SA, 2018 A TN 74
3 F19=r) v e U SREE el o] A7) vt
of FRFL AZe volagle] Fuo] FaT 4VS 54
3L, #Glassskin, “GlowMakeups} 72 sjAJel2E 531 =}
Azele TR uHo] Y EAN=R A = ATHAFP
Relaxnews, 2018).

AQLEle S Tl S dolade] 8 oI
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® 8718 Az Al

P

422, A=} ofo] Ho] T 9] F/(2020~2021)

20202021 AP oz npazm 2hgo] A= o
o|ay Aol B2 Ak Halrt °‘°1L‘r7ﬂ F»]‘”E} Sat=A
A3l Ht X3 wlo]aYge] vl g2 7Aadt WH, o] Hlo]aY
o] FaAo] RAFL) ¢ AT upEH, Jil 1“‘ o] tH]
Y mjo]=PL 289%lM 193%=E, X2 HWol=ZYLS 15.3%9
A 4.8%% AU CHKim, 2022).

Aoz gk AH]A AgF718} EAT sPE
e Eol = FES mH 22l & TRl 23AI AF
o thgh #4le] EolAA HATE o|& Qla) AAz @ IF
Ed mUEeFe] FEIA Ho] #E AFEC] EAEA
Hom, X&) ool wiIdl| X ZE wolay AE
o] Zhguiokt}, W, v Adea 28l FE] =7t
EZkA o 2 Z=7}Ekth

423. A% 7Fs733) ¥4 7E(2022)
20220 RE A Fo Ed=R B3 9)A H
(vegan beauty)= $HE 5} £24
1”4 TEA YEE wHEa SEAES s g A ol
Fa7t F7Fe AFelty, AV Zf9] MY o] AlAl=
§L7ﬂ dH 59} X &7bs/dol dish Ao FdHsHAl HUAL wo]=
Fopll= ‘Z¥ HE|(clean beauty) EFE=7} F35HA =}
g FA HAh o= 3 HEet 55 AF wl(no cruelty)
oF 7re ARA a2 U, A& vkse HE AE
v sl R AP HAAh Y JElEe NE
o] 2K EFEOE A o, HAH=EL 313 F7Ix|et A
g Axs7] AR

424. W33 thde] B9 (2023)
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Table 12. Main makeup trend cases(2018-2023)

Period Makeup trend Explanation Social media Cosmetics Examples
Glass skin & The. Glass Skin” trend, thh #glass skin,
2018-2019 emphasizes clear and dewy skin, has
Natural makeup . #glow makeup
emerged as a global sensation.
www.oliveyoung.co.kr .
www.pinterest.co.kr
. Focus on eye makeup due to mask- ; .
Ph: . . . ak 1 4
2020-2021 andemic & wearing, and the rise of long-lasting freyemakeup #boldeyes 7
Eye makeup #homemakeup
products.
www.oliveyoung.co.kr ~ www.pinterest.co.kr
HELLO,I'M
MERE
Sustainability & Makeup products featuring vegan #cmlgty-ffe.e,
2022 . . . . #sustainability
Ethical consumption beauty and eco-friendly packaging
#vegan
www.oliveyoung.co.kr
o
=
Expression of  Gender-neutral makeup, utilizing bold #gendemeutral

2023 individuality and colors and textures. Expanding makeup

diversity #makeupforall

styles that emphasize individual identity.

www.laka.co.kr www.laka.co.kr

www.oliveyoung.co.kr

Fig. 3. Trendy makeup styles

Glow Pure Pretty

Neutral Gorgeous

www.pinterest.co.kr
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