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Abstract— This iresearch iexamines imanifestation iof 

ipostfeminism iin ibeauty istyling iby ibeauty iinfluencers iin 

iIndonesia iusing icyberfeminism iapproach. iResults 

iindicate ithat ibeauty iinfluencers iutilize itheir ibody iand 

ibeauty ito iwork, iwork iand ishare itips. iBeing ibeauty iis ia 

ibargaining ipower ifor iwomen. iWomen ias isubjects, iwith 

itheir iawareness iof imaking itheir ibody iand ibeauty ias 

ieconomic icapital iand isocial icapital ito iprovide ipositive 

iinfluence ion ifellow iwomen iby iappearing ion ithe idigital 

iarena, inamely iInstagram. iThis istudy ishowed iwomen 

ireconcile iwith itheir iroles iand istatus. iEvery iwoman ihas 

iher iown ilife iexperience ithat icannot ibe igeneralized. iThe 

iimplications iof ithis iresearch iare iexpected ito icontribute 

iinformation iand ienrich ithe irepertoire iof isocial iscience, 

iespecially isociology ialso ifor ithe idevelopment iof 

iresearch ion iwomen's ibodies, imedia, iand ibeauty. 

 

Keywords: iBeauty iinfluencer, icyberfeminism, 

ipostfeminism, ivirtual iethnomethodology 
 

I. INTRODUCTION 

Beauty iinfluencers ior ipopular iterms ialso icalled 

ibeauty ivloggers iare ithose iwho ihave isocial imedia iaccounts 

iwith icontent iabout ibeauty istyling. iThey iare icalled ibeauty 

iinfluencers ibecause itheir iactivities ialways ishare itips ion 

imake-up, ifashion istyle, iskincare, ietc. iTheir iphotos iand 

ivideos iare iuploaded ion itheir isocial imedia iaccounts, iin ithis 

icase iInstagram. iSo ithat ibeauty iinfluencers ibecome irole 

imodels ifor itheir ifollowers. iIn iIndonesia, ithe ibeauty 

ivlogger iprofession ionly ibegan iaround i2015 iand ihas 

iexperienced irapid idevelopment iuntil inow. iThe iIndo 

iBeauty iVlogger iCommunity i(IBV) istates ithat iIBV 

imembers iin i2015 inumbered i30, ithen iincreased ito i50 iin 

i2016, iand iby i2018 ialready ihad imore ithan i100 imembers. 

 
Figure 1 Annual beauty-related content views on You 

Tube[1] 

Talking iabout ibeauty iinfluencers, ithere iare iseveral istudies 

ithat ihave ibeen idone ibefore, iand ihere iare isome iof ithe 

ifindings. iViewers itrust iYouTube iinfluencers imore ithan 

itheir iTV icounterparts ibecause ithe iYouTubers iare ifirst iand 

iforemost icustomers ijust ilike ithem; itherefore, ithey ivalue 

itheir iexperience iand iopinions ion ithe iproducts ithey iintend 

ito ipurchase. iAs icontent icreators, iYouTube iinfluencers 

iunderstand ithat ithey ihave ithe icapacity ito ichange iviewers' 

iperceptions iand itheir ipurchasing idecisions.[2] iA icredible 

ireview ithat icontains idetailed iinformation i ican i ipositively i 

iaffect i iconsumer ipurchase iintention. iThe iinformation 

iobtained ithrough ithe ibeauty ivlogger ican ibe imore itrusted 

iby iconsumers, ibecause ithey iare iconsidered imore iexpert iin 

ithe ifield iof ibeauty.[3] iBeauty ivloggers iaffects iand icauses 

icertain ihype iin ipurchasing ibeauty iproducts. iThis 

iparticularly itackles ithe isudden irave iand ibuying iof ithe 

iAztec iIndian iHealing iClay, ia iclay imask ito iimprove iskin 

iimperfections.[4] i 

In iaddition ito iYouTube, ivloggers iuse iFacebook 

ipages ihelp ithem ito idevelop i"engagement", iwhich iis 

idefined ias ithe iconnections ibetween iconsumer iand 

icompanies, ibeyond iproduct iconsumption. i iVloggers icould 

iuse iinteraction, iself-presentation, iinformation ioffers, 

itopical imessages, ientertainment, iand ivisual istimulus ito 

iengage ifans ion iFacebook ipages.[5] iFrom ithe iabove 

iresearch iwe ican isee ithat ithere ihas ibeen ino idiscussion 

iabout ihow ibeauty iinfluencers ipresent ithemselves ias 

iwomen ias ithey ireally iare iby iusing iInstagram ito ishare 

ivarious iinformation iusing ia isociological iperspective. 

There iare iseveral isocial imedia ithat iare ioften 

iused iby iinfluencers, isuch ias iYouTube iand iInstagram. 

iIn ithis istudy ithe iauthors ifocus ion ibeauty iinfluencers 
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iwho ishare itheir iposts ion iInstagram. iUnlike iYouTube, 

iwith iuploading icontent ionly iin ithe iform iof ivideos, 

iwith iInstagram, iinfluencers ican iupload itheir iposts 

iboth iin ithe iform iof ivideos i(IGTV iand iinsta istory) 

iand iphotos. iInstagram iis ia iplace ithat iprovides ia iplace 

ifor ibeauty iinfluencers ior ibeauty ivloggers ito ishow iand 

iexplore ito ichannel iall itheir icreativity ito ithe iwider 

icommunity. iA ivery ibroad ireach imakes iall iinteresting 

itopics ibecome ivery ifast ibooming iand ibecome ithe 

iconsumption iof ithe iwider icommunity. iSo ithat imany 

ibeauty iinfluencers iare iogled iby ivarious icosmetic 

ibrands ito ibecome iendorsers. 

There iare ino iabsolute ilimits ior icriteria ifor 

isomeone iwho iwants ito ibe ia ibeauty iinfluencer, ievery 

iwoman ihas ithe isame irights, ijust ihow ia iperson iis 

irunning ialso ito istrengthen ithemselves iin ithat irole. 

iThe iactivists iof ithe ibeauty iinfluencer iprofession 

iinterpret itheir iprofession iinto ithree imajor imeanings, 

inamely ias ian ieffort iof iself-actualization, ias ia 

ilivelihood, iand ias ia irole imodel. iWomen's 

irepresentations iin ithe imedia iare ioften iused ias imedia 

iaudiences ito i"see" iwomen. iInstagram iis ia imass 

icommunication ithat iinvolves ithe idissemination iof 

iinformation iand iinfluence iin isociety ithrough imedia 

iand iinterpersonal ichannels. iIn ithis icase ithe imedia ican 

ibe ia itool ifor ispreading ipower iand idomination iin 

isociety iand iis ia itool ifor ispreading iideology iand 

ihegemony. 

Postfeminism ievaluates ifemininity ias ia iway iof 

ibeing iwomen. iArticulation iof ifemininity isuch ias 

ilipstick, ihigh iheels, idress iup iglamor iis inot icontrary 

ito iwomen's ipower. iHaving ia isexy ibody iis ia inatural 

ithing, inot imeant inot ito irespect ithe ibody, ieven iin 

imedia iculture iit ihas ibecome ian iobsession.[6] iIn ithis 

icase, ibeauty iinfluencers idismantle ia inumber iof isocial 

iand icultural iconstructions ithat ihave ibeen ilasting iin 

isociety iby ibeing ithemselves. 

Postfeminism iis ithe icontext iof ipopular iculture, 

iconsumer iculture, iindividualism, iand idisregard ifor 

ipolitical iinstitutions iand iactivism. iThis iis ithe iform iof 

ifeminism iin ithe ipresent isituation. iThe icurrent 

isituation iis ia isituation iof ifluidity i(liquidity) ithat iis 

ithe iabsence iof iexternal ipressure ibut iself-choices iin 

idetermining ilife, iself-management, iself-discipline i(the 

iera iof ido iit iyourself) iand ieven ire-creating i(the iera 

iof ireality ishows), ilooking i"cool i"And inarcissistic i(selfie 

iera) iand iaware iof ipackaged icultural ior imulticultural 

iexoticism iand iwellness ibeing i(era iyogies).[7][8] 

Postfeminism iholds ithat ialthough ilyan-ity iis ioften 

iassociated iwith imarginalization, irejection, iand 

iundesirability, ion ithe ione ihand ithis iconcept iactually 

iprovides iits iown ibenefits ifor iwomen. iWomen ineed inot ibe 

itrapped iinto ithinking ithat iwomen iare icompared ito imen, 

ibecause imen iand iwomen iare iindeed idifferent.[9] 

Women's iparticipation iin icyberspace iis isupported 

iby ivarious ithings iincluding ithe idevelopment iof 

icyberfeminism. iCyberfeminism iis ia irebellion iin ithe iworld 

ipatriarchal iculture ithat idemands ia ichange iin irelations 

ibetween iwomen, iwomen iand icomputers, iand ichains iof 

irelationships iand icommunication.[10] iSpender isaid 

iwomen ineed ito icatch iup iwith imen ito igain ipower iand 

ifinancial ibenefits ifrom itechnology.[11] iThrough 

icyberfeminism iwomen iare igiven ithe iopportunity ito icreate 

inew iidentities iand ifight ifor iwomen's ilives.[12] iDictionary 

iof iMedia iStudies icalls icyberfeminism i"the istudy iof inew 

itechnology iand iits ieffect ion iwomen's iissues".[13] i 

Cyber iworld i(cyborg) imakes iwomen ifree ito iexpress 

ithemselves iin ithe ipublic isphere. iCyborg iis ia ipicture iof ian 

iideal iwoman i(half-robot ihuman). iMore iimportantly ifor 

ifeminists, icyborgs iare icreatures iin ithe ipostgender iworld. 

iThe icreature ihas inothing ito ido iwith ibisexuality, ipre-

oedipus isymbiosis, ibut irefers ito ithe iconception iof ithe 

isection i(stimulation) iboth imen iand iwomen iwho irepresent 

ithe iconception iof ipatriarchy. iIts icross-boundary inature iis 

ito itranscend ithe iworld iphysically iand igeographically ias ia 

inew isocial ifield ifor ifeminists ito iexplore inew ifreedoms iin 

ibuilding itheir irelations iand iidentities.[14][15] iIn ithis icase, 

ibeauty iinfluencers ican ibe icalled ias iactors iof ipostfeminism 

iin ithe iperspective iof icyberfeminism. 

 

II. METHOD 

This istudy iuses ia iqualitative imethod iwith ia ivirtual 

iethnomethodology iapproach. iVirtual iethnomethodology 

i(digital iethnomethodology) idescribes ian iapproach ito 

iconducting iethnomethodology istudies iin ithe 

icontemporary iworld iby iexploring ithe iconsequences iof ithe 

iexistence iof idigital imedia iin ishaping ithe itechniques iand 

iprocesses iin iwhich iresearchers iconduct iethnomethodology 

istudies. iThis imethod istudies iand iexplores iinformation 

isociety iin iits iworld idimension ithen iis imethodologically 

iretold ithrough iresearch ireports ior itheoretical iacademic 

iresearch.[16][17] 

The iresearch isubjects iwere iselected iby ipurposive 

isampling itechnique. iThe iresearch isubjects iconsisted iof 

ithree ibeauty iinfluencers. iThe isubject icriteria iare ifemale, 

imore ithan ithree iyears iusing iInstagram iaccounts, ihave 

imore ithan i200,000 ifollowers, iactively iuploading iphotos 

iand ivideos ion iinstagram iaccounts iabout ibeauty istyling. 

iResearchers ichose iTyna iKanna iMirdad, ia iJavanese ibeauty 

iinfluencer; iAnaz iSiantar, ia iChinese-blooded ibeauty 

iinfluencer, iand iPaola iTambunan, ia iBatak-blooded ibeauty 

iinfluencer. 

 

III. RESULTS AND DISCUSSION 

Beauty iinfluencers iutilize ithe idigital iarena ias ia ispace iof 

iexistence ias iwell ias ia ispace ifor isharing iwith ifellow 

iwomen. iThis iis iin iline iwith ithe ithinking iof 

icyberfeminism. iUnlike iwomen iin ithe itime ibefore ithe 

ithought iof ifeminism ideveloped, iwomen iwere inot itech-

savvy. iBut inow iwomen iin ithe ibeauty iinfluencer iprofession 

ishare itheir idaily iactivities ion iInstagram iaccounts. iThe 

ifollowing iare iprofiles iof ithe ithree iresearch isubjects ithat 

ihave ibeen iobserved iby iresearchers. 
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A.  iTyna iKanna iMirdad 

 
Figure 2 Tyna Kanna Mirdad's Instagram account profile 

[16] 

 
Figure 3 The role of wife and mother of two children 

 
Figure 4 Cooking hobby 

 
Figure 5 Endorsement and tips for make-up 

B.  iPaola iTambunan 

 
Figure 6 Paola Tambunan's Instagram account profile 

[17] 

 
Figure 7 Fashion Style 
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Figure 8 Insta story: honest products review 

 
Figure 9 Endorsement 

 
Figure 10 Brand ambassador of beauty products 

 

C.  iAnaz iSiantar 

 
Figure 11 Anaz Siantar's Instagram account profile [18] 

 i i 

 
Figure 12 Fashion style 
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Figure 13 International models and brand ambassadors 

for fashion products 

 
Figure 14 Life style: traveling 

Beauty iand imakeup iare iconsidered ito ibe ithe irealm iof 

iwomen. iBeauty iinfluencers iutilize itheir ibody iand ibeauty 

ito iwork, iwork iand ishare itips. iBeing ibeauty iis ia ibargaining 

ipower ifor iwomen. iThey ihave ia ilot iof ifollowers, iso ithere 

iare imany ioffers iof iendorsement ifrom ivarious imake iup iand 

iskin icare ibrands. iEven ithe iendorsement ialso ipenetrated 

iinto ifashion ibrands, ihome iappliances, ifood iproducts, ito 

itour iand itravel icompanies. iThe itable ibelow ishows ithe 

icategorization iof ithe icontent idisplayed iby ieach ibeauty 

iinfluencer. 

Table i1 iContent icategorization iof iIndonesian ibeauty 

iinfluencers iin iinstagram 
Tyna iKanna 

iMirdad 

Paola 

iTambunan 

Anaz iSiantar 

Make iup itips Make iup itips Outfit iof ithe 
iday/fashion istyle 

Make iup 

iendorsement 

Make iup 

iendorsement 

Fashion iblogger 

Brand iambassador 
ifor ithe iMake iOver 

iproduct 

Having ia ifantasy 
iand icharacter 

imakeup iskills 

Fashion iproducts 
iendorsement 

Frozen ifood 
ibusiness iowner 

Brand iambassador 
ifor ithe iZAP 

ibeauty iclinic idan 

iShiseido iproducts 

International 
ifashion imodel 

Cooking ihobby i Nail iart ihobby Brand iambassador 

ifor ithe iMichael 

iKors iproducts 

Family iharmony Perfume icollector 
i(honest ireview) 

Traveling 

Taking icare iof ithe 

ihouse iand ichildren 

Traveling  

D. . iThe irising iof ipostfeminism iin ibeauty istyling iby 

ibeauty iinfluencers iin iIndonesia 

Women ias isubjects, iwith itheir iawareness iof imaking itheir 

ibody iand ibeauty ias ieconomic icapital iand isocial icapital, 

ihave ia ipositive iinfluence ion ievery iwoman iby iappearing 

ion ithe idigital iarena, inamely iInstagram. iBeauty iinfluencers 

inot ionly ishare imoments irelated ito ibeauty iand ibody icare, 

ibut ithey iare inot ireluctant ito ipresent iother imoments isuch ias 

ithe imoment iof icompilation ibeing ispent iwith ithe ifamily, 

iperforming ithe irole iof imother iand iwife, icompilation iof 

ihobbies ior iskills ithey ihave ieach. 

 
Figure i15 iThe ithinking iframework iof ithe irising iof 

ipostfeminism iin ibeauty istyling iby ibeauty iinfluencers iin 

iIndonesia 

What ibeauty iinfluencers ihave idone iand idisplayed iin itheir 

ipersonal iinstagram iaccounts, ishows ithe iawareness iof 

ibeauty iinfluencers ias iwomen iwho ihave ino iproblem iand 

iare ifree ito icarry iout itheir i"feminine" irole. iIn iline iwith ithe 

iperspective iof ipostfeminism, iit ican ibe isaid ithat ithe 

iposition iof iwomen ihere ican ibe icalled ia isubject. iBeauty 

iinfluencers ihave ihad isuccess iin ithe ibeauty ifield. iwhose 

ibeauty iis isaid ito ibe ithe irealm iof iwomen. iBut iwhen ithey 

iare ieconomically isuccessful iwith itheir ibodily iand ibeauty 

icapital, ithey iare inot iashamed ito ishow ithey istill icarry iout 

itheir idomestic irole. iBeauty iinfluencers istill ido idaily 

ihousehold ichores isuch ias icooking, icleaning ithe ihouse, 

icaring ifor ichildren, iand iserving itheir ihusbands. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Social and economic capital: hobby make-ups, 
Instagram accounts, body, beauty, family 
harmony, cooking skills, hobby traveling 

Body and beauty are bargaining 

power for women in the beauty 

influencer profession 

Body and beauty are the 
realm of women 

Beauty influencers as agents 
of cyberfeminism 

Beauty influencer as a form of the 
rising of post-feminism 

Women are subjects 
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IV. CONCLUSION 

 

The iresults ishowed ithat iwomen imade ipeace iwith itheir 

iroles iand istatus, ithey iconsidered itheir ipartners ior 

ihusbands ito ibe ipartners. iThey iare iactually iproud iand 

ihappy ito ibe iable ito idivide itheir itime ias iwomen iwho ihave 

iresponsibilities iat ihome iand ioutside ithe ihome. iThat iis, 

ievery iwoman ihas iher iown ilife iexperience, iwhich icannot 

ibe igeneralized. 
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