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Cosmetology Education Program, Faculty of Engineering, Universitas Negeri Jakarta

Rawamangun Muka, East Jakarta, Indonesia 13220

Dear ICELS 2020 Committee,

We would like to intend to send a manuscript for consideration so that it can be published in
the Scopus Journal under the direction of the ICELS2020 Committee. The script is entitled
Millennial Makeup Style Inspiration. If this manuscript is accepted and passes the selection for
Scopus journal publication, then we as writers are ready to take part in the clinical journal
training required by the committee. For information, this journal is free from any conflicts of
interest, is not in the process of being published elsewhere, and is purely the result of research
conducted by the team.

Beauty content is currently trending among millennials. The importance of maintaining the
appearance and taking care of themselves will encourage millennials to do various ways. One
of the easiest ways is to educate yourself through YouTube. Ease of access, as well as a variety
of content that can be chosen without conditions, without even requiring a fee, make YouTube
the number one media favoured by millennials.

This research is the Nethnographic approach. The strengths and novelty of this research
compared to previous studies lies in the research method. If other studies mostly look from a
quantitative side, this method is reviewed qualitatively. In addition, this research will be

relevant considering that many millennials currently accessing YouTube aspire to become
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YouTubers, so this rescarch can be used as an illustration of millennials' views on beauty
content on YouTube.

We believe that this manuscript deserves to be published in a Scopus indexed journal with the
help of the ICELS2020 committee because it will be suitable research in today's conditions, and
we hope that this article can be read, evaluated, and its feasibility. For the willingness of the

ICELS2020 Committee to consider this article, thank you.

Our behalf sincerely,
Jenny Sista Siregar and team
Universitas Negeri Jakarta, East Jakarta, Indonesia

Mobile phone: +628158975429; e-mail: jennysistasiregar@ gmail.com
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Millennial Makeup Style Inspiration

ABSTRACT
Nowadays makeup millennials are inspired by beauty videos on social media platforms in the
form of YouTube and Instagram. YouTube and Instagram are teen beauty info platforms that
are learning to beautify faces through makeup. Various styles in makeup video tutorials are
available on YouTube, such as Korean Makeup, Thailand, Traditional Indonesia. In addition to
YouTube, the platform millennials love in learning makeup is Instagram. In everyday life,
teenagers express makeup style as natural makeup. This research is qualitative with the
Netnography approach. In this study used data derived from online communities aged 12 to 22
years. Data collection techniques combine between questioner deployment, interview, and
analysis of facial makeup video tutorial content. Interestingly, millennial's makeup style that is

expressed in their daily faces does not always follow what they watch.

Keywords: Beauty, Makeup, Millennial, Y ouTube.

Introduction

Social media becomes the daily life of teenagers either as users or manufacturers. Even in the
research, Lim described social media in Indonesia in CNN reporters has ambiguity as
entertainment and a tool of change (Lim, 2013). Social media can be entertainment, learning,
and business including beauty businesses (Sokolova & Kefi, 2020). In the community, social
media is divided into two categories based on age, namely parents and teenagers. A total of 473
respondents responded to Facebook being considered the parent version and were shut down

by respondents.
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The communication platform used by millennials is Line or Whatsapp. While the social media
platform in search of Beauty information in this study is YouTube 41.5% and this is according
to Bhatnagar's research on the YouTube platform for beauty (Bhatnagar, 2016). In addition to
YouTube, the answer in this study was Instagram as many as 43.7% of respondents.
Interestingly, respondents chose Instagram more than YouTube in viewing Beauty content.
Bhatia explains the construction of black women's identities in the UK on Beauty YouTubers
in India but the platforms used are YouTube and Blog (Bhatia, 2020).

YouTube contains a variety of information in the form of photos or videos packaged in the form
of video, while Instagram has two forms of photos and videos. In the past, magazines and
television were the media that had a big influence in the search for info. It turns out that the
shift of print media to online media happens to make teenagers not look for info in women-only
print magazines, television in search of Beauty info. Currently, millennials search for Beauty
info via Instagram or YouTube via smartphone.

Smartphones are small, lightweight, and easy to carry, the important thing in surfing on
YouTube and Instagram is the use of smartphone netted with the internet. No problem any
browser used then the internet users can log in by clicking the YouTube or Instagram icon or
platform that we like on the home page of google, yahoo, and or directly touch the social media
application that we have saved in the home page. YouTube in various research is said to have
helped many teachers and students or lecturers and students in classroom learning (Sriadhi et
al., 2018), in the field of marketing (Felix et al., 2017; Gannon & Prothero, 2018; Godey et al.,
2016). In the Beauty research conducted Gannon turned out to be social media used by
YouTube and Blog platforms (R. V. Kozinets, 2010; Robert V. Kozinets et al., 2018).
Platform YouTube and Instagram become the platform that Indonesian teenagers love today in
finding and learning Beauty info. It said Indonesia, because this study used 473 respondents,

aged teenagers with the territory of respondents in the region in Indonesia. Previous research
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described makeup video tutorials in the YouTube platform as preferable in the form of vlogger
videos which are pure blogging activities rather than animated videos because it gives a real
effect to understand and learn and teenagers who watch Beauty channel with no weight and its
nature is just entertainment. Teenagers are still trying to look beautiful according to the
development of technology (Geldart,2010; Rohner et al., 2014; Zhang, 2012).

This study aims to understand the new society of millennials. Young people present themselves
to fit (Doster, 2013) in with their peers it's just that the space is changing in social media so that
it's called the online community and knowing how adult teenagers implement the results of the
spectacle of makeup tutorials in her. After teenagers watch a lot of facial makeup tutorials and
try to express them into their faces. But interestingly, YouTubers or Influencers as new idols
are also economic driving agents. With YouTubers or Influencers as agents, producers, and
consumers, millennials become a community that is affected by what has been exemplified on
YouTube or Instagram Beauty.

On the other hand, millennials are becoming driving agents that re-spread what they learn about
makeup on the YouTube and Instagram platforms, contributing to Beauty explains that
millennials are both producers and consumers in expressing makeup done by YouTubers or
Influencers. But when asked how daily makeup is precisely the respondent's answer adjusting
their respective personalities. In the study, respondents inspired Beauty videos on the YouTube
and Instagram platforms to be able to learn, repeat wherever they are so that millennials become
easier to learn, repeat and re-upload the makeup results learned.

The spread of makeup learning is done by teenagers by watching in beauty videos so that
teenagers are good at makeup without the need for beauty courses specifically like before.
Previously women learned from Beauty magazine or face-to-face learning. Currently, these
activities can be replaced by Beauty videos on YouTube or Instagram. Social media research

such as YouTube has been done a lot but social media research on the ficld of Beauty is not
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found much in the Indonesian context. Contributions to research provide an understanding of
online communities that have dual roles. YouTubers as content creators mean as producers, as
agents, and consumers. Providing an understanding of human behavior that already relies on

technology is included in the achievement of its development.

Materials and Methods

Research design

This research uses qualitative research and Netnography approaches that have been introduced by
Kozinet in the field of marketing. The Nethnographic work areas are common in a face-to-face way but
the Netnography approach is shifting to the online community (Robert V. Kozinets et al., 2018; Reid &
Dufty, 2018). The Netnography method examines the human experience in digital services (online
entertainment streaming, online storage space, or online gaming (Reid & Duffy, 2018; Tolbert &
Drogos, 2019). The Teen category is to have a range of 15 to 22 years old and unmarried status. Teen
is someone who is looking for self-identity with various technologies so-referred to as Millennial
(Tolbert & Drogos, 2019). In this study, researchers collected data through multiple-choice questioners

with google forms, dissemination of questioners with what's App group, and interviews.

Population and Participants

The initial study was conducted in the form of a multiple-choice of 40 questions for teenagers aged 15
to 22 with a total of a 473 respondents and additional respondents outside of the google form as many
as 28 people. Initially, researchers expected the majority of respondents to be aged 12 to 15 but because
the spread was widespread inhomogeneous communities such as schools it turned out that respondents
who answered more at the age of 19-22 were 56.5%. The remaining 76.9% of respondents were women

and the remaining 23.1% were men (See figure 1).
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Figure 1. Description of respondents in the study

Data analysis technique

YouTube content research applies gender (Tolbert & Drogos, 2019) construction that distinguishes
between female and male content and beauty content is more dominated by women. Then researchers
attempted to create a follow-up questioner against a group of 12 to 15-year-olds with short statement
answers, it tumed out that the questionnaire encountered various obstacles when filled out by
respondents. Not all respondents between the ages of 12 and 15 understood the questioner. The difficulty
of filling out the questionnaire was evident when the process of filling out data as many as 28 people,
aged 12 to 15, the first school education in the eighth grade, women, through WhatsApp group.
Researchers make questions about self-identity simple and simple and a few simple questions. It turns
out that their answers are many that they do not understand ranging from copy-paste questions to
answering the contents of the question itself so that in answering they have to repeatedly fill in by
repeating the copy-paste of the writing and repeating the answer that has been given.

The respondent's progress in filling in the additional questioner was seen by the researchers. In 28
respondents only answered as many as 17 respondents. Here shows that the age range given by WHO
found that in this study it is best to separate between early adolescents and adult adolescents because
with a long age range (8 years) makes maturity a very different behavior. The results of additional

respondents' answers are by their knowledge and many questioner stuffing is not answered. Furthermore,
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interviews with several adult respondents were conducted to understand respondents men in watching
beauty video-specific YouTube views with two platforms namely YouTube and Instagram when they
search for beauty info.

YouTube video material contains beauty activities that are common in society namely natural makeup,
traditional Indonesian bridal makeup, European bridal makeup to trending makeup such as Korean
makeup, Thailand with various other makeup categories. In the respondent's answer seen how they
expressed the results of watching the tutorial with themselves. Clifford Geertz defines culture as a series
that humans use to regulate their behavior in the form of rules, plans, or instructions. Williams states the
concept of culture in the meaning of centered on daily life which is in the form of value, material, or
symbaolic or moral objects.

The culture defined by Williams is closer to 'culture' as a whole way of life. Williams recommends that
culture be investigated in some terms. First, institutions that produce arts and culture. Second,
educational formations, movements, and factions in cultural production. Third, forms of production,
including all its manifestations. Fourth, the identification and forms of culture, including the specificity
of cultural products, its aesthetic purposes. Fifth, its reproduction in the course of space and time. Sixth,
the way it's organized.

Referencing Gramsci's theory of Hegemony it is said that hegemony originated from the Ancient Greek
which is "eugemonia" is the power or dominance of the values of life, the norm of the culture of a group
of people that eventually turns into a doctrine against other groups of society that the predominantly
group consciously follows it. This group of followers did not feel oppressed and felt it should be.
Theoretical perspectives, talk about the hegemony of the state with its behavior in constructing identity,
researcher sees that the theoretical approach using Gramsci's analysis of state hegemony, deconstruction

by Derrida, and multiculturalism by Ali Rattansi in the research.

Result and Discussion
Today, Millennials are consumers, agents, and manufacturers in Beauty info on YouTube and

Instagram platforms. Millennials are making YouTube and Instagram a new space in the search
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for beauty info. In search of Beauty information, 41.5% of respondents out of a total of 473

respondents were done on YouTube or 43.7% Instagram (Figure 2).

Instagram,
43.7%

Figure 2. Media used to search for beauty content

The shift in media learning has changed a lot with smartphones in the hands of millennials.
They search for information by accessing information over the internet for 2 hours/day as many
as 25.7% or 120 people, 3-5 hours a day as much as 34.5% (161 people), 8-12 hours as much

as 10.7% (50 people), and 26.3% or more (about 123 people) very rarely access it (See table 1).

Table 1. The duration of the respondent using the internet every day

Duration Percentage (%)
2 hours/day 25.7%
3 — 5 hours/day 34.5%
8 — 12 hours/day 10.7%
Very rarely access 26.3%
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YouTube itself became a learning video liked by teenagers and accessed more than 1 hour per
day by 331 people out of 473 respondents or as many as 70% per day access YouTube. The
quota they spend reaches 10gb as much as 57% per month. When asked what the motivation of
watching YouTube was then 59.6% answered only as entertainment. Gramsci said the
dominance of YouTube or Instagram can force Millennials to continue enjoying beauty
channels regularly. Millennials voluntarily access YouTube or Instagram information and
follow what YouTubers or Influencers do. In this case, the subject mastered is millennials who
seek to behave the same as other millennial groups. In Machiavellian, it is said that power can
only be done by coercion or deception. But in Gramsci, it is said dominance is done with force
but voluntary subjects must be created to be mastered.

In the past, the appearance of a person in each region was very different from each other but in
the global community, it was formed one character that was the same between users in
behaving. This can happen because, in addition to being a consumer, Millennials become new
agents by re-uploading videos or photos that they do at all times. In this case, the natural makeup
favored by teenagers becomes similar to each other in any region or region in Indonesia they
are in. This study also took respondents from various regions as many as 473 people and the
respondent's answer approved the influence of influencers in expressing knowledge and
makeup skills from YouTube or Instagram.

From the respondents' results, it turned out that when they had tried to express various makeup
styles such as Korean, Thai, Traditional Indonesian makeup (See figure 3 for an example of
YouTube beauty content that respondents access) and various other makeup categories in the
end the style expressed more permanently came home to their respective choices by minimizing
makeup according to needs and ages. Makeup consists of two simple makeup and complete

makeup. In this category, natural makeup is the same as simple makeup. In everyday life,
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teenagers are makeup styled naturally. Millennials express colors, shapes, and styles according

to their respective souls that look natural according to their teenage years.

[- LR B b A

O oibe” Tradtioral Indonesan makeup ol Q
ﬂ suwn mm-n-mgm: | KOREAN MAKIUP TUTORIAL
2,0 2 fiTeR

J MY KOREAN MAKEUP TUTORMAL | Matas! Glowing Look

U; " Indoneslan Wedding Makeup || Flanless Traditional Makeup by MUA
R Hhedijah Azzabva |

MY EVERYDAY LOCK - KOREAN MAKEUP TUTORIAL 8 ROSY PEACH |~ s: s'
51 ( ! (Gratmisup |7 | & iaﬁi eup » 2K s 1yt a0

Indonesian Weddng Makeap | Flanless Traditional Makeup by MUA ivacizsh Azzafra
shellcosmas .

Thuhans mukeup bsns

| SUPER FLAWLESS & GLOWING MAKEUP THAILAND BUAT PEMULA

vhemeledaoaniuseasnelsr birmds

FLAWLESS MAKEUP FOR INDONESLAN TRADITIONAL WEDDING |
LAMPUNGNESE | ARI IZAM

MG 14 views + 1 earsap

F ﬁ Belajer r-w-n- hu and o RAHASIA MAKEUS MUA HITS |

Figure 3. Examples of Beauty content commonly accessed via YouTube

¢ Hal quys™ Semmoga suka yah Jangan hupa banhy aku membangun channelin dengan cara Wik
“subsorbe chammel” i dan

On special occasions, many makeup expressions follow the trend without having to be
themselves. But judging by the similarities, the makeup style becomes more uniform because
YouTube or Instagram has been widely followed by teenagers and teenagers repeating the
makeup style that followed so that the spread becomes massive. According to critics of
multiculturalism who prove identity is a form of power relations because the identity of the
teenager will relate to things beyond him in this case YouTube or Instagram when studying
makeup. YouTube has given you the space to find info, learn, and re-express millennial makeup

style.

Conclusion
On special occasions, makeup expressions follow trends without having to be themselves and

the style of makeup has become more uniform because YouTube or Instagram has been
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followed by many teenagers and teenagers repeating the style of makeup they follow so that the
spread is massive. YouTube has provided ample space to make space for information seeking,
learning, and re-expressing millennial style, but interesting that Adolescent responses stated

that the style of makeup in everyday life matches their style as themselves.

Acknowledgment
The researchers thanked the grants given by the Ministry of Culture and Education and the respondents

in this study.

References

Bhatia, A. (2020). Vlogging and the discursive co-construction of ethnicity and beauty. World
Englishes. https://doi.org/10.1111/weng.12442

Bhatnagar, A. (2016). How YouTube can inspire. Physics World. https://doiorg/10.1088/2058-
7058/29/9/28

Doster, L. (2013). Millennial teens design and redesign themselves in online social networks. Journal
of Consumer Behaviour. https://doi.org/10.1002/cb.1407

Felix, R., Rauschnabel, P. A ., & Hinsch, C. (2017). Elements of strategic social media marketing: A
holistic framework. Journal of Business Research. https://doi.org/10.1016/j.jbusres 2016.05.001

Gannon, V., & Prothero, A. (2018). Beauty bloggers and YouTubers as a community of practice. Journal
of Marketing Management. https://doi.org/10.1080/0267257X 2018.1482941

Geldart, S. (2010). That woman looks pretty, but is she attractive? Female perceptions of facial beauty
and the impact of cultural labels. Revue Europeenne de Psychologie Appliguee.
https://doi.org/10.1016/j.erap.2009.12.003

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, R. (2016). Social
media marketing efforts of luxury brands: Influence on brand equity and consumer behavior.
Journal of Business Research. https://doi.org/10.1016/j jbusres.2016.04.181

Kozinets,R. V. (2010). Netnography: Doing ethnographic research online. Sage Publications.




299

300

301

302

303

304

305

306

307

308

309

310

311

312

313

314

315

316

317

318

319

320

321

14

Kozinets, Robert V., Scaraboto, D., & Parmentier, M. A. (2018). Evolving netnography: how brand
auto-netnography, a netnographic sensibility, and more-than-human netnography can transform
your research. In Journal of Marketing Management .
https://doi.org/10.1080/0267257X.2018.1446488

Lim, M. (2013). Many clicks but little sticks: Social media activism in Indonesia. Journal of
Contemporary Asia . https://doi.org/10.1080/00472336.2013.769386

Reid, E., & Duffy, K. (2018). A netnographic sensibility: developing the netmographic/social listening
boundaries. Journal of Marketing Management . https://doi.org/10.1080/0267257X.2018.1450282

Rohner, N., Tschopp, P., & Tabin, C. (2014). Development: Facial makeup enhancing our looks. In
Current Biology. https://doi.org/10.1016/j.cub.2013.11.026

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should I buy? How
credibility and parasocial interaction influence purchase intentions. Journal of Retailing and
Consumer Services. https://doi.org/10.1016/j.jretconser.2019.01.011

Sriadhi, S., Gultom, S., Restu, R., Rahim, R., & Simarmata, J. (2018). Internet-based social media and
its influence on student behaviour changes. JOP Conference Series: Materials Science and
Engineering. https://doi.org/10.1088/1757-899X/434/1/012267

Tolbert, A. N, & Drogos, K. L. (2019). Tweens’ wishful identification and parasocial relationships with
YouTubers. Frontiers in Psychology. https://doi.org/10.3389/fpsyg.2019.02781

Zhang, M. (2012). A Chinese beauty story: How college women in China negotiate beauty, body image,
and mass media. Chinese Journal of Communication.

https://doi.org/10.1080/17544750.2012.723387




ABS 89 BARU

ORIGINALITY REPORT

12, 11, 9.

100%

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS
MATCH ALL SOURCES (ONLY SELECTED SOURCE PRINTED)
8%
* www.tandfonline.com
Internet Source
Exclude quotes Off Exclude matches Off

Exclude bibliography Off



	ABS 89 BARU
	by Icels_2 Abs 89 Baru

	ABS 89 BARU
	ORIGINALITY REPORT
	MATCH ALL SOURCES (ONLY SELECTED SOURCE PRINTED)


