I ANLY Y
Journal of The Way Human Society

msafensdudidrenisudmiinuaziadesudanieiiiade
ANUNINEANwMzYadlnTamngluwas “agiulu”
The branding through facial makeup and costumes to
interpret the characters of female singer:

“Yaa Ma-Noo” - Thai music video
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Abstracts
This article aims to analyze the branding with makeup and costumes
to convey the appearance of a female singer in the song “Yaa Ma No,”

using the concept of Personal Brand and the stereotyped. This presents the
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personal brandingby making the appearance of the singer to bethe in the
branding process. It was found that the makeup and costumes are what
strengthen and complement the interpretation by reflecting the relationship
between “texts” and “context”. The reproduction of the stereotype leads

to the branding in capitalism through mass media in Thailand.

Keywords: interpreting , brand, facial makeup, costumes, female singer
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