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Abstract

This research aimed to examine the presentation styles of
video clips by popular beauty influencers on the TikTok platform and
their contribution to promoting media literacy in the digital age and
to conduct qualitative research using content analysis. The results
revealed that the presentation styles of the video clips of eight
popular beauty influencer channels on TikTok primarily focused on
makeup, cosmetic reviews, and product names. Most beauty
influencer videos were hosted by a single content creator, the
channel owner. The content featured the channel owner's face next
to the cosmetic products that the owner used in the video clips, and
it employed informal language to enhance entertainment value. Regarding
the presentation technique, jump cuts were used, with the channel's
own voiceovers. No voiceovers were used, and music was melodic

and without lyrics. Furthermore, graphic techniques and the use of
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text to accompany the speech provided viewers with clear access to
product information. Text captions were used to explain the clip
title, allowing viewers to quickly understand the content being
presented. The guidelines for effective content communication by
beauty influencers on the TikTok platform includes: 1. Starting the
content with something appealing; 2. Concise, easy-to-understand
content; 3. Using hashtags that are relevant to the content; 4.
Presenting content truthfully; 5. Presenting content that is trending;
and 6. Beauty influencers using friendly language. The analysis also
reflects the need to promote media literacy among viewers,
especially youth, so that they can distinguish advertising content and
develop skills in using digital media safely and creatively. The new
knowledge from the study is presented in the form of a strategy
called “BEAUTY” to help enhance media literacy skills for digital-age
audiences. Beauty influencers mostly use this presentation
technique, including: 1. B: Brevity, which is creating concise and easy-
to-understand content; 2. E: Engagement, which is using hashtags that
are consistent with the content; 3. A: Accessibility, which is creating
content and language that is easy to understand and presenting new
formats that are unique; 4. U: Uniqueness, creating unique and
attractive content; 5. T: Trends, which is presenting content that
responds to new trends in the beauty industry; and 6. Y: Your Story,
which is using personal experiences to present content that helps
create a connection with the audience.

Keywords: Influencers, Content, Media literacy, Audiences, TikTok
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%1979 10,000-100,000 At LékA Nnccyydd2.0 (55K) tfuges TikTok i
thaueiomieifsaiumsusiot msTiadesdionsdld wiewfaiinng
WINgLdes
2) szfiuunlas uwgiouiwes (Macro Influencen) AiflgfAnny
aus 100,000-999,999 Au laun 1) Srongsrongg (106.6K) tures TikTok
fuinauaitonlusyuvuaeuusmii venisnisldaiuuad uaziia
\inadens sUuuudeildifunduialenfoniefinnsnindides

ee

IR
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2) Aunreeyaa (179K) futios TikTok fitiausiifonluguiuuaouusoiii
wouravenimaiaisnisusemiinge q warihieiesdienssUiuuiion
ravdalemauadunavinlendourtaiinsmndides 3) Tuckpx (561.1K)
Huges TikTok finauaitieasuiflelusuuuuvesnsusaiilundouty
wowesuwallaaniey 9 dusunisusem Feazaeaunsnlinudumeusis 9
Sneduenlmauiicdudiivhuldusemih 4) Eyetayungmaitaii (620.5K)
Judas TikTokﬂ?iaguJ'm&Jﬁa?Tmmu n3oisuniud “eaynidn” ins
iiauesluvuiomaduinlefivainuats udidemaduirleasidudy
n1531AudAivauuugndndie uasiiaAudidedaies 5) Flukkaronnn
(822.9K) 18 ugas TikTok fivnausiionaduilelngueniedudinn
Fuiildlunisudand saufsaiuuasiiasinoussuduneunisudemii
wardinsvenadalusdazdunounsusmdmndunouwuudu 4 nsedu
dladne madedinsldasidomenistewmiesdencuususiang q lupay
3310 uay 6) Sutthakanya (848.2K) (fudos TikTok Avtaustieniaay
Feiieafunsudanth ms3iaasesdensild Tnsnsyn vielaEosns
uisthndeuagiuenauiifldneludemaauinle

3) syfuuAn Sungiouwad (Mega Influencen) fiflfAnn1u
111177 1,000,000 Aw LA Prempromt (1.2M) fuas TikTok it naue
Tusuuuuiuaiesdionsuvunsdlunsan wagvaasdldduieie uazing
Tadaridesmmansdedudlilunauinle

NAN13IY

iUl,wumsmmuaLuamﬂamdmmmmaumLauLszasm 8 W
wimummuwlmmammsm TikTok muﬁuawmmuam@mmmLuums
wienth S1Asesdiens wieuvsvendenandueidundn Tneldisdne
warsusmdeyaainidleniaduiflevesdurgieuigeiatedifuy
wwanvlosy TikTok léun d1usng Frunrwildlunisdears uasdu
wafianisiiaue nefiswazdenidday Laun
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Fissawden fo Wweses Snsiiauadomitudiulunthusadives
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wientlunauialetu q saufisduennaindiuiafiisatunisusemin
née ileuansfendiuaivle uagiiuanuindede dmiuyadnan
Meuen MeiEnIUdFeYnaaesaute q Weligiindade wifasd
nsussaegaiidtusuamenisuimiiluaduinledudeduiu e
AmeAuaula

Ml tatnaia

AW 1 MsTiwdadasieiedieisuivesu Joliyou tae Sutthakanya (2024)
fisn https/Amwwitiktok comv/@sutthakanya?is from webapp= 1&ender device=pc

2. Krunriildlunnsiaans nanfe Tafdurgiouiees S1umu
8 dos Idnwsesulaidunamsitomn mednislimaies diamengu
Aauas AUTEuse Avfud ddsean uazdgusng o Wleliiuny
AunauIu wardduliiuidon Wy dos Eyetayungmaitaii “AUsesiden
Fmeszuuin” St “Ausee” WWudviudnel e diduiigsa
Hn Afdnuueadeiiiula wiaidewn MWieliauguiuudiafiuan
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|
&

A3 “Tmeszuuann” Wudssleaildiulunguisgundunssualu
vauziy Fudumifidnuasianisngy Jusu

AT 2 PINTLERINTIINAR SIS Idene AUsBY WATinead 1n
Eyetayungmaitaii (2024)
7w https://www.tiktok.com/@eyetayungmaitaii

3. AIUNANANISULEUD NANNAD AUMATNANISEILENBYRITR
durlgiouires Uszneumeviangesrusenaudidsy NYleiiuyseansanly
nsdeanskarasiauaulaliiugun Buanmatanisinsenieuld
a a Y aa o ~ % ° a
AansAsunInmeIsAMYu Jump Cut) Welinsunaueglvadunas
nszdu ludwvesdusnnddnldideaynduaturedungieuwes Tnelinis
UFudamevedvuideansaiaze ieasisniuaynuaziiganinuaula
Ldligausdnideomine nfoudlddesnuninasiun 4 Mduviuedliifididos

A a Y a aa Ada ° ) a A Yo o
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duudilaiionilagsiuvesndy

De D

fleldodnenndaviuiifiiu famuaidan
Dunsiiaueidonivesdifdurgioueeiaiunsadearsidedad
Usednsnn LLaza%wmaﬂiwwiaﬁﬁuﬂuswsnmé’?u 9 AINANBULLANIY
Yosuwanwasy TikTok \¥u N1sesuIeasInAMYeINaniasiTiingTa Tag
nstnsialslovivazamaudilanidu Seheiuaineanudila uaz
ylsgsuannsadndulalunindentondnfusldonsiuladty wandu
nsassnnuideteliiudRany wasdunnndeiu duandunmi 3

awit 3 nslidhsnususzneunsedugassnanvesnaniusilunduisle
108l Premepromt, 2024

fisin: https://www.tiktok.com/@premepromt?is_from webapp=
1&sender_device=pc

dsduazaiusnena

wundlumsdeansidevniifivsyavs nmuesdafbungeueeiuy
unanosu TiKTok @9nAa89iUN1SAN®IVDY Dechaburananon (2025)
Anvisesnsthaueneunudveaindimeniieanilseutiuuunantiedy
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vssenavesnllaiduegned
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Sungiouwosuunanesy TikTok fuszauddty towa

1. msduduiionfavdeiidega ndnio Grdurgeuwes
Sududsoonuuuidenlifenadld TkTok Idnelunatdudu ainanu
Anviugudanlngifosnsliiinsiauesedyaiifagele vieiFususe
amiadaudiveansusanity 1 luthureaiiom Fsmsdussiumdn
Tnoisa uazamsnedeyatiddny wu wandaminld Joju wazsen el
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2. lavndunszdiu Wilade namnfte unansesu TikTok iWuitudi
fuudomguuuuidledu fléfefesniaideniiifanueninssduny
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Snuiladafeivhligld TikTok anursaddadonidu q fienindedu
97w TikTok azndnduliionfigld TikTok aulanudanaifiumingly
TikTok Fureuitlemniliieaiuiniesdrans niensusmih ilemilfasgn
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Sntemudutueadesnndunwiidilade lidesdauunn daniw
Duuesasouivaruduiinsseninsdofsugeuees fugfinny
lndname

Uszidudosuumislunisioarsidomifivszdnsnmvosdon
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a9AnNFlna
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