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Abstract 

This study analyzed beauty myths on Instagram accounts of three aesthetic clinics in 

Indonesia using Sara Mills' critical discourse analysis.Results showed that First, the 

women were characterized as an object and became the victims, and beauty standards were 

reconstructed and reproduced by the subjects, namely the Instagram accounts of 

@dermaster_id, @ertosbeautyclinic, and @natashaskincare aesthetic clinics. Women 

objectification could not be separated from the existing beauty myth. Second, there were 

two categories of beauty representations formed in the three Instagram accounts, namely 

men's beauty representation that consisted of smooth faces, young looks, and firm jaws, 

and women's beauty representations that consisted of thin cheeks, firm jaw, firm skin, 

smooth, acne-free, attractive skin, glass skin, and slim, and halal beauty. The study is 

expected to enrich the repertoire of social science, especially sociology, and develop 

research on the sociology of the body, feminism study, and the sociology of gender and 

media. 
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INTRODUCTION 

Beauty as a feminine representation has been deeply rooted in a culturally 

wider programmed social system. Every day, women are convinced by beauty 

myths that increasingly plunge women into the abyss of worshiping beauty 

(Andreoni and Petrie 2008; Muassomah et al. 2021; O’Connor and Gladstone 2018; 

Swami et al. 2013). Beauty or sexuality of women's bodies is always considered as 

a provocation of sexual harassment against women themselves. 

 Wolf (2002) talks about the myth of beauty under a cultural approach. 

Beauty myths are closely related to culture. Women have always been positioned 

as beings who are seen and judged by men. Stereotypes about women are created 

to get closer to the beauty myth, so women only have two choices: having a mind 

or a beauty (Walby 2009; Wolf 2002). Beauty myths have even begun to be instilled 

in women since childhood; for example, the kid stories are full of masculinity or 

machoism. 

 Beauty myths are also inserted through religiosity. The social order uses 

religiosity to control women's bodies and does not support women's involvement in 

the secular public world. In addition, religious language is often used in books on 

diet and women. Patriarchal religion has succeeded in controlling women's 

sexuality with various myths, such as confirming the importance of virginity for 

women, hiding or eliminating sources of women's sexual pleasure, such as women's 

circumcision, so that women cannot enjoy sex perfectly (Walby 1987, 1991). 

Women's sexuality is defined and constructed into something negative. Morality is 

often measured by women's bodies and sexuality (Walby 1997; Wolf 2002). 

 In Indonesia, many aesthetic clinics have sprung up, not only in big cities 

but also in various cities, including various regions in East Java. Aesthetic clinics 

offer a variety of product advantages and their respective treatment technology. 

Unlike the case before when the digital world was not as developed as today, the 

beauty industry still relies on television and magazines to advertise its beauty 

products. Along with the development of social media, aesthetic clinics in Indonesia 

utilize various platforms, including Instagram. 

 Aesthetic clinics take advantage of social changes where women are now 

masters and even close to technology. One form of technology used daily by 
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modern women is Instagram. Various Instagram accounts have diverse and 

interesting content, such as information on recipes, celebrities, plants, hijab, 

fashion, sports, home, and beauty. These contents make Instagram one of the 

favorite platforms among women. 

 Many aesthetic clinics introduce and promote the benefits of their 

treatments to Instagram women users. Based on the results of initial observations, 

researchers found many Instagram accounts belonging to well-known aesthetic 

clinics in various cities in Indonesia. These accounts are described as follows.  

 Researchers have made initial observations to find out the accounts of 

aesthetic clinics on Instagram by using several keywords. The first keyword that 

the researcher used was the word aesthetic. The top three accounts that appeared 

included @sisterstudio.id with 34.6 thousand followers, @msglowclinicsby with 

79.7 thousand followers, and @griyaayuclinic with 17.3 thousand followers. 

 

Figure 1. 

 An Aesthetic Clinic Account with The Keyword Aesthetic: @Sisterstudio.Id 

 

 

Source: Photo courtesy of @sisterstudio.id 

 

Next, the researchers tried to find an aesthetic clinic account on Instagram 

with the keyword derma, which means skin. When discussing beauty, it cannot be 

separated from skincare. The first account that appeared at the top when the 

researcher entered the keyword derm was @dermaster_id (see Figure 2). 
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Figure 2.  

An Aesthetic Clinic Account with the Keyword Derm: @Dermaster_Id  

 

 

Source: Photo Courtesy Of @Dermaster_Id. 

 

Afterward, the researchers used the word skin to obtain more existing 

aesthetic clinics. Several accounts appeared with a blue tick. Among others, only 

the @natasahaskincare account was an aesthetic clinic. Meanwhile, @skincare by 

L'oreal, @babypinkskincare, and @sanaturelofficial were accounts of beauty 

products in the form of skincare, such as beauty creams and makeup. 
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Figure 3.  

An Aesthetic Clinic Account with the Keyword Skin: @Natashaskincare  

 

 

Source: Photo Courtesy Of @Natashaskincare 

 

Throughout history, the myth that connects beauty with women is timeless and 

persists against all attempts on the contrary. Consequently, society forces people to accept 

half of the beauty myths about women's bodies. Moreover, being beautiful and charming 

actually comes from the patriarchal capitalist society (Walby 1991, 2011). In the patriarchal 

reality, beauty is a term associated with women, and being beautiful is the totality of a 

woman's existence. 

 Wolf (2002) reveals that beauty is one of the social controls against women. 

Various myths about beauty were created by the patriarchal powers to strengthen their 

dominance over women. The definition of beauty is political because its essence is a 

representation of power relations. Wolf's critique of beauty myth implies that beauty is not 

in reality and is not objective in society (Lohyn 1994; Wolf 2002). The present study aimed 

to identify and analyze the beauty myths depicted in the Instagram accounts of three big 

aesthetic clinics in Indonesia. 

 To the best of the researchers’ knowledge, research on women and beauty has not 

been conducted a lot. Listyani, et.al., (2018) conducted a study about the beauty myth of 

Muslim women when wearing hijab. Through the perspective of cyber-feminism, The 

study explained that the presentation of Muslim women on Instagram contributed to 

constructing discourse about the beautiful concept of Muslim women (Pabbajah et al. 

2021). Contemporary Muslim women were more aware of creating their identity without 
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looking at the social interpretation attached to them. On the Instagram account, the woman 

had been both a producer and a consumer of her own beauty (Listyani, Utami, and Sadewo 

2018). 

 Furthermore, the research on the Representation of Women's Beauty in Instagram 

Social Media (Roland Barthes' Semiotic Analysis on the @Mostbeautyindo, 

@Bidadarisurga, and @Papuan_girl Accounts) conducted by Aprilita and Listyani (2016) 

used the perspective of Roland Barthes' semiotic analysis. In connection with the study 

results, the three accounts represented different types of beauty. The beauty myths depicted 

by the @mostbeautyindo account were modern and sensual beauty. @biddarisurga_ 

account showed the myth of Islamic beauty. At last, the @papuan_girl account created a 

beauty myth in the form of local beauty (Aprilita and Listyani 2016).  

In the critical paradigm, every language that appeared was not in the form of text 

or conversation and was not seen as something natural and neutral but as a form of power 

struggle. Every discourse analysis is always associated with the power dimension. In 

contrast to Marx, who looks at power as belonging to the bourgeois or ruling class (Marx 

and Engels 1971), Foucault views power as not belonging to the ruling class. Power is a 

strategic area, a place where the relationship between the strong and weak things occurs 

(Foucault 2004). This is in accordance with the expression between text producers and text 

consumers. Power is not always regarded as a negative means that resists something that 

suppresses and negates; on the contrary, it is regarded as something that is productive 

(Banerjee 1995). 

 Practically, the research on the representation of beauty that is not displayed by the 

Aesthetic Clinic Instagram account provides input that the beauty myth is an attempt of the 

patriarchal society to control women through their beauty (Bettman 2005; Swami et al. 

2013). The concept of beauty in today's times teaches two things mainly to women, namely, 

the adoration of the fear of increasing age and the worship of body weight control. 

 Texts that lead to the beauty standards in society have caused suffering for some 

women who are not considered to be below the beauty average. When a woman cannot 

meet the beauty standards applied in society, it is most likely that they are suffering from 

the feeling of being uncomfortable, lonely, isolated, and low self-pride (Wolf 2002). In 

coping with this study, the texts can be profiles, photos, captions, and videos depicted on 

Instagram accounts. 

 

Development of Aesthetic Clinic on Instagram 
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Beauty myths intimidate women in such a systematic and organized way. As long 

as women think that being beautiful is not in accordance with the representation of society's 

perspective, there is only one absolute need; the myth of beauty will not always be shackled 

(Lohyn 1994; Wolf 2002). The standard measure of beauty is a cultural construct. Men, as 

the second stakeholder, have created boundaries and measurements in the concept of 

beauty. Women, as the party who becomes the object, will try to achieve these standards in 

order to have the predicate of beautiful women. The justification of the prevailing concept 

has created a new myth called the beauty myth (Wolf 2002; Wulan 2017). 

Rogers, in Barbie Culture: A Cultural Icon of Consumerism, said that the Barbie 

doll was a beauty myth. The doll showed strong femininity, and its body construction as a 

young girl was perfect: beautiful hair, long legs, perfect breasts, and a slim waist. In fact, 

the concept of beauty is always changing and does not have limitations (Rogers 1996). 

There are several aspects that become the path for the beauty myth in changing the 

interpretation of women's character. These aspects include patriarchal culture, the beauty 

industry, and the medical world (Anugrah 2015). 

In the history of humanity, the size and shape of a woman's body are often not 

identified with beauty. The mass media, especially in the 1960s, mostly appeared to be a 

slim figure. Besides being used as a symbol of beauty, a slim body was also not considered 

a symbol of women's rebellion. The trend of slim bodies had become a breakthrough that 

women were not just mere reproductive flies (Frith 2014). 

Then, during the 1990s, women did not beautify their physiques due to the absence 

of various new inventions in the field of cosmetic technology that began to appear and gave 

fresh air to those who felt their bodies were less perfect. As long as issues related to beauty 

or physical beauty are still alive in the midst of society, the worship of an ideal body shape 

is increasingly demanded. Even though that is not the case, a woman is actually denying 

her right not to be seen and not admired for what she is (Adamović and Maskalan 2011; 

Hurd Clarke et al. 2007; Weeks and Thomas 2014). 

There are several elements that interact and influence each other at the same time 

in the beauty industry, including the pharmaceutical industry, the beauty industry, the 

advertising industry, and the medical industry. Aesthetic clinics are part of the beauty 

industry, which is a health service facility for individual or group physician practices. It is 

outpatient in nature by providing medical services such as consultation, examination, 

treatment, and medical action. The difference between aesthetic clinics and ordinary beauty 

salons is that they sell various types of beauty products, which are usually made by doctors 

or experts themselves and are not products with well-known brands. It can be said that 

aesthetic clinics produce beauty products with their own brand. 
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The presence of beauty products, as well as the aesthetics clinic, shows that the 

objectification of beauty has emerged. Consequently, this is able to change the construction 

of beauty in society from the unwanted to the wanted ones, from chubby to thin or V-shape, 

and dull skin to glowing beauty. With such development, it has been a patron for women 

who want to redefine their body function and position. Meaning that women have actively 

and consciously positioned themselves as consumers of this industry. Traditional values 

that emphasize women maintain their body look are not presented and mediated through 

the existing new industry (Listyani and Susanti 2020; Oumeish 2001). 

The concept of beauty that underlies the beauty of the industrial complex is the 

concept of beauty that is full of tension, interest, and personal motives. Women can use the 

beauty industry as a facility or a vehicle to achieve their idealism. Women clearly have the 

choice to make themselves either as an object or as a subject (Prabasmoro 2006, 2013). 

Differences in social strata, definitions, traditions, and means used to achieve beauty 

(Gimlin 2000; Holliday 2006; Seawright 2014). 

 

Women and Technology in Cyberfeminism 

According to Haraway, women can reject men's hegemony by identifying 

themselves with technological sophistication. Cyberculture machines can contribute 

independence to women. Haraway replaced the traditional dualism associated with men's 

and women's traits with culture and technology. Women are no longer a representation of 

“an existence”, someone who is not marginalized, someone who is different, just being an 

object, but present in the middle of the human army and the machine (Gillis 2007; Haraway 

2006) 

 In her study about the Cyborg Manifesto, Haraway (2006) identified a new 

feminism that involved the image of a 'cyborg'–a cybernetic organism, a graft between 

machine and organism (Haraway 2006). The blurring of boundaries between humans and 

machines makes the categories of men and women not used. Moreover, an open wide path 

to a world with freedom outside gender is the new, possibly applied conception (Gillis 

2007; Hall 1996). Furthermore, Haraway states that people live in a world of cyborg 

electronic communication where the difference between artificial and natural ones remains 

ambiguous (Gamble 2010). 

 The concept of cyborgs in the context of cyberfeminism has helped overcome all 

dichotomies, including women or men, and promises a genderless utopia. Manifestations 

of cyberfeminism and cyborg narratives are seen in digital worlds–computer-mediated 

environments – such as the internet. Cyberfeminism has shown that internet technology 
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can’t function as the great equalizer and cannot be used for the empowerment of 

marginalized groups throughout the world (Kusuma and Vitasari n.d.; Mulyaningrum 

2015). In this context, the internet can’t be described as a technology that offers power at 

a relatively low cost and can equalize the differences that people impose on others due to 

their gender or economic status (Power 2005). 

 Cyberfeminism offers a utopia of liberation, liberation from domination and 

subordination, as well as liberation from technology that is controlled by men (Numes 

1995; Wellman and Gulia 1999). This vision of liberation begins with the image of cyborgs 

noted where there is a blurring boundary between humans and machines (Cindy Royal 

2008; Reed 2014; Royal 2005). 

 

METHODS 

The study used a qualitative research approach with Sara Mills’ critical 

discourse analysis. Mills (a theorist of language and sexism) focused on the 

discourse on feminism depicted in the media, showing how media bias worked in 

presenting women. Thus, something shown by Mills was known as a feminist 

perspective. Mills believed that text and images indirectly communicated with 

audiences (Mills 2008). Therefore, Mills focused on gender and subject-object 

position (Mills 2011). In general, there were two things to consider in the analysis: 

first, how the actors in the text were positioned in the news, which the positioned 

party in the text was, and what the consequences were. Second, it was about how 

the subjects were positioned in the text. The text was interpreted here as the result 

of negotiations between the subject and the object (Mills 2016). 

 A qualitative research approach with a critical discourse analysis was 

chosen because the data were based on the researcher's interpretation of a text. In 

addition, the critical paradigm was used to reveal an ideology or the implied 

meanings of a discourse. Discourse analysis with Sara Mills' perspective 

emphasized how women were imaged in a text. The focus of the critical discourse 

of Sara Mills' model was on the position of the subject-object as well as the position 

of the reader in the story (Agnes Bodis 2014; Lillian 2016; Mills 2016). 

 The focus of this study was the critical discourse analysis on beauty that was 

not represented in the three Instagram accounts, namely @dermaster_id, 

@ertosbeautyclinic, and @natashaskincare. The data were collected using 

observation and documentation on the Instagram accounts of the three aesthetic 
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clinics, supported by the literature studies. The determination of the analytical unit 

was based on an aesthetic clinic that had an Instagram account with the highest 

number of followers in Indonesia, namely, @dermaster_id with 655 thousand 

followers, @ertosbeautyclinic with 515 thousand followers, @natashaskincare with 

399 thousand followers. This shows that the aesthetic clinic already had an 

undoubted brand image. The next criterion was that the displayed content posts 

were the various beauty products they offered, including treatments with the latest 

medical technology. Furthermore, the selected Instagram account was an aesthetic 

clinic account that actively posted its superior products. 

 

Figure 4.  

Profiles Of Each Aesthetic Clinic Account That Became The Present Study’s 

Research Object  

 

 

Source: Photo Courtesy Of @Dermaster_Id, @Ertosbeautyclinic, @Natashaskincare 

Sara Mils is concerned with the actors' positions in the text. The position was in 

the sense that the subject of the story would not determine the structure of the text and how 

the meaning was treated in the text as a whole. Sara Mills also focused on how readers and 

the author (in coping with the present study context, the readers were Instagram woman 

users, and the author was an aesthetic clinic account) were portrayed in the text. 
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Figure 5.  

Research Flow of Beauty Representation in Aesthetic Clinics’ Instagram 

Accounts with Sara Mills’ Discourse Analysis 

 

 

RESULTS AND DISCUSSION 

Beauty clinics’ Instagram accounts were made based on segmentation, 

ideological, and capitalist considerations. This showed that the beauty clinics’ 

Instagram accounts, as one of the visual culture products, play an active role in 

building beauty myths. In the representation of beauty displayed in the beauty 

clinics’ Instagram accounts, there was a double practice that showed beauty in two 

domains, namely, the presentation of beauty as capital and the presentation of 

beauty as an object of consumption. This assumption would eventually form new 

beauty myths in life. 
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Aesthetic Clinic’s Instagram Account Profiles 

Figure 6.  

Tagline and Biography of Each Aesthetic Clinic  

 

 

 

 

Source: Photo Courtesy Of @Dermaster_Id, @Ertosbeautyclinic, @Natashaskincare 

 

Figure 7.  

Various Beauty Products and Treatments Offered By the Beauty Clinics 

 

 

 Source: Photo Courtesy Of @Dermaster_Id, @Ertosbeautyclinic, @Natashaskincare 
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Figure 8.  

Displays of Before-After Treatments 

 

 

Source: Photo Courtesy Of @Dermaster_Id, @Ertosbeautyclinic, @Natashaskincare 

Texts describing Beauty Myths on @dermaster_id  

 Myth of men beauty on @dermaster_id 

Figure 9.  

Men and Masculine Beauty Standards 

  

Source: Photo Courtesy Of @Dermaster_Id 
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 Through the texts, Handsome Shines, ten years younger without surgery and 

handsome, Dermaster created symbols of beauty for men. Dermaster also 

associated an attractive appearance as a symbol of happiness and health. Men also 

could not be separated from masculine beauty standards. It could be said that 

Dermaster's account created a representation of beauty not only for women but also 

for men. 

Figure 10.  

Issues of Appearance, Health, and Happiness 

 

Source: Photo Courtesy Of @Dermaster_Id 

 

Women beauty myths on @dermaster_id 

Figure 11.  

Firm Face Doesn't Age 

 

 

Source: Photo Courtesy Of @Dermaster_Id 
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In the first picture, there is a text even a landslide can happen. This sentence 

seems to show that a sagging face was a disaster, especially for women, like a 

landslide. The second picture shows an explanation of Dermaster's flagship product, 

which was a thread used to pull and tighten facial skin as a solution for sagging skin 

due to aging. The third picture shows a post with the text Happy Kartini’s Day, 

which consists of two types of women's aging phases. The first phase showed 

normal women aging consisting of toddlers, young children, adolescents, adults 

(starting to show signs of aging), and the elderly (with all the signs of aging 

experienced). The second phase showed the phase of a woman's growth consisting 

of toddlers, young children, teenagers, adults, and adults without aging. This 

representation of women's beauty conveyed by Dermaster was the fact that beautiful 

women were those who always looked young by doing treatments at Dermaster. 

Figure 12. 

The Results of Pulling APTOS Treatment for Tight Skin and Youthful 

Effects 

 

Source: Photo courtesy of @dermaster_id 

 

 The captions referred to a form of persuasion. If they were addressed to 

women, most of them wanted to have an ideal slim body. The narration could also 

be interpreted as a sign that, after pulling APTOS treatment, women got a slim face 

and looked younger, ideal, and healthy, which had been every woman’s dream. This 

APTOS treatment was indeed the flagship product of the Dermaster’s clinic. 

  The texts Perfect Young Youth and Perfect Toned Cheeks referred to one of 

the beauty standards. Dermaster is a beauty clinic that has a superior thread lift 

treatment with APTOS thread for tightening skin and emphasizing the shape of the 

jaw and chin, promising toned facial skin and a look ten years younger. 
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Figure 13. 

Glowing Without Makeup 

 

Source: Photo Courtesy Of @Dermaster_Id 

Women's beauty was synonymous with make-up. Women who did not meet 

the ideal beauty standards set by the beauty industry and media often used make-

up as the solution. However, along with the development of medical aesthetic 

technology, beauty clinics offered various beauty procedures, which promised that 

beauty could be obtained without depending on makeup. In line with that, 

Dermaster created several tag lines such as maximum glowing, glowing no makeup, 

glowing like glass, glowing without filter, perfect no makeup, and shiny hits. 

 

Figure 14. 

Beauty Myths and Women's Careers 

 

Source: Photo courtesy of @dermaster_id 

 

Figure 14 shows the figure of a dangdut artist named Iis Dahlia, who stated 

that “according to research, people who have an attractive appearance have a 

greater chance of success in their careers". The statement implied that beauty 

myths were being reproduced. Viewers or followers of the Dermaster account also 

gave comments in agreement, such as "Me, yes", "I really agree", and "Absolutely 
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yes!". The number of likes also reached 1,372, which indicated that they also agreed 

with the opinion that beauty determined career success, especially for women. This 

revealed that the beauty standard reproduced by the beauty clinic was accepted by 

the public. 

Figure 15.  

Issues of Career Women 

 

Source: Photo Courtesy Of @Dermaster_Id 

In their Instagram account, Dermaster not only offers beauty products but 

sometimes also inserts symbols of active, modern, and career women. In this case, 

Dermaster's account tried to create an image that Dermaster really supported 

women, not only in matters of body and beauty but also in terms of being a career 

woman. In short, if women want to have a successful career, it must be supported 

by a beautiful appearance. Moreover, being beautiful, Dermaster was the answer. 

From a feminist perspective, it was very unfortunate that the viewers and followers 

of the Dermaster account agreed with the opinion above by giving likes, symbols 

of hearts, and agreeing comments. 

  It was not in line with Haraway's intentions and expectations that women 

who were technologically literate in the midst of the digital world should be able to 

perceive an open mindset (Haraway 2006). However, technological developments 

did not then make women free from the existing beauty myths. Women were 

actually getting closer and more dependent on the ever-evolving beauty technology. 

 

Texts describing Beauty Myths on @ertosbeautyclinic 

Myth of men's beauty on @ertosbeautyclinic. A younger-looking 

appearance was not only needed by women. Ertos Beauty Clinic offered treatments 

that promised to look ten years younger. This showed that looking young was a 

representation of masculine beauty. 
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Figure 16.  

Facial Care for Men 

 

Source: Photo Courtesy Of @Ertosbeautyclinic 

 

Women beauty myths on @dermaster_id 

Figure 17.  

Glass Skin and Baby Skin 

 

Source: Photo Courtesy of @Ertosbeautyclinic 

Figure 18.  

Muslim Women's Beauty Myths  

 

Source: Photo Courtesy Of @Ertosbeautyclinic 
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Figure 19.  

Slim without a flat belly 

 

Source: Photo courtesy of @ertosbeautyclinic 

 

Figure 19 depicts that the representation of beauty conveyed by Ertos 

Beauty Aesthetic Clinic wanted to show that beauty must have a glass skin. Beauty 

was also represented by healthy skin, like soft baby skin. Furthermore, beauty was 

represented by smooth, hairless skin, a thin face shape or v-shape, a younger face 

look, firm without wrinkles, no double chin, and a slim body without a fat belly. 

Ertos Beauty Clinic's Instagram account also had a uniqueness that did not 

appear on the Dermaster Clinic account and Natasha Skincare Clinic account in 

representing beauty. Ertos Beauty also had a target market for Muslim women and 

paid attention to the beauty needs of Muslim women, apart from the appearance on 

their Instagram bio-account. This can be seen by displaying uploads of doctors and 

hijab models in their product posts. This showed the representation of halal beauty 

in accordance with Islamic law. 

 

Texts Describing Beauty Myths on @natashaskincare 

Similar to the two aesthetic clinic accounts, Natasha Skincare Clinic also 

had various beauty and treatment products, including facial skin care, eyes, and 

hair, to sharpen the nose. 

Myth of men's beauty on @natashaskincare. Natasha Skincare Aesthetic 

Clinic had the characteristic of offering beauty products by categorizing them based 

on the day of visit. There were several terms, such as "beautiful Tuesday", 

"handsome Wednesday", "Charming Thursday," and "Blessing Friday". Each text 

showed a different treatment classification between men, women, and Muslim 

women. 
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Figure 20. 

Different treatment packages 

 

Source: Photo courtesy of @natashaskincare 

 

Natasha Skincare's aesthetic clinic provides and offers beauty products for 

men. Figure 21 portrays the representation of men's beauty as shown by showing a 

mulatto man model with white skin as a representation of handsome men. 

Figure 21. 

Handsome Wednesday 

 

Source: Photo courtesy of @natashaskincare 

 

Women's beauty myths on @natashaskincare 

Figure 22. 

Acne-Free Skin Beauty Myths 

 

Source: Photo courtesy of @natashaskincare 
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The new femininity feature shown in the image above was short hair. Short 

hair showed the impression of a modern woman. The beauty representation shown 

in Figure 22 is a beautiful modern woman with acne-free facial skin. 

Figure 23. 

Beauty and knowledge 

 
Source: Photo courtesy of @natashaskincare 

Figure 23 shows that beauty was associated with knowledge. Figure 23 

depicts how to use proper skincare as a form of women understanding and paying 

attention to the condition of their skin and body. 

Figure 24. 

Beauty Myths Of Healthy And Dandruff-Free Long Hair 

 

Source: Photo courtesy of @natashaskincare 

In the past, beauty referred to a woman who had white skin and straight 

blonde hair. However, Natasha Skincare displayed a picture of a beautiful woman 

with curly black hair and a typical Indonesian skin color. 

Figure 25.  

Beautiful Tuesday 

 

Source: Photo Courtesy of @Natashaskincare 
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The physical characteristics of the model shown in Figure 25 represented a 

new image of women's beauty. The model had unique physical characteristics, 

including black and curly hair and brownish skin. The shift in the representation of 

beauty for women was contained in the model figure. In the past, white skin was 

always identical to beauty and high social class. However, Natasha Skincare 

showed that brown skin was now a skin that represented exotic beauty and high 

social status. The shift in beauty myths and the representation of beautiful women 

posted by Natasha Skincare clinic accounts created a new paradigm for the 

representation of brown skin, but still with the interests of the beauty industry that 

brown skin must still be clean, smooth, glowing, and firm as a beautiful measure 

for women to sell their products. 

 

Figure 26.  

Muslim Women's Beauty Myths 

 

Source: Photo Courtesy Of @Natashaskincare 

 

The "Blessing Friday" post was juxtaposed with a women model who wore 

a hijab. The word "blessing Friday" itself was synonymous with the term in Islam, 

namely glorifying Friday more than any other day. This showed that Natasha 

Skincare's Instagram account was trying to give the impression that this clinic had 

special programs offered to Muslim women on special days. So, the representation 

who wore a hijab was a beautiful Muslim woman with halal treatments and products 

at Natasha Skincare. 
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Figure 27.  

Beauty Myths of Being Younger 

 

Source: Photo Courtesy of @Natashaskincare 

 

Figure 27 shows that Sophia Latjuba represented women who were over 40 

years old. Natasha Skincare represented that beauty was to look younger. Through 

the method of sharing tips, Natasha Skincare represented that beauty was not aging. 

For this reason, anti-aging products were needed, as offered by Natasha Skincare. 

 

Figure 28. 

Featured artist model 

 

Source: Photo courtesy of @natashaskincare 

 

The side of the face was highlighted to show that the beauty was thin with 

a firm jaw and a sharp nose. From the clothes worn by the model, a showing-off 

shoulder look showed a smooth back without any skin damage. Figure 28 conveys 

that beauty did not require thick makeup, but it was enough to undergo treatment at 

Natasha Skincare Clinic. 
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Beauty representations depicted on the aesthetic clinics’ Instagram accounts 

Beauty myths in today's global era operate in the world of visual technology. 

When beauty was allowed to become a pile of myths, the opportunities for 

colonization of Indonesia were more wide open. The beauty of women in Instagram 

accounts was presented based on a broad frame of stereotypes against women, 

namely in the form of reproductive characteristics of femininity or re-encoded. 

Stereotypes reproduced by beauty clinics through posting pictures and texts of ideal 

beauty symbols were representations of women's beauty. However, this 

stereotypical frame also applies to men. 

Currently, there is a new definition of an attractive man, namely beautiful 

with masculinity. This was inseparable from the tendency of Generation Z to be 

more fluid in viewing the concept of gender. Generation Z was known as a group 

that did not care about gender construction in the past. They tended to be known for 

not seeing sexuality or gender as having two types. For them, all human beings were 

free to express themselves. Treatments and cosmetics for men represented ways in 

which men broke gender norms. Men's cosmetics also put additional pressure on 

men to look perfect by having flawless skin, strong eyebrows, and sharp 

cheekbones. 

Figure 29. 

Men’s beauty industry explosion 

 

Source: Tirto (Id 2017). 

 

This change was a good signal that the beauty industry was getting better. 

Statistics predicted that, in 2023, the value of this industry's profits will penetrate 

$27.76 billion. The development of the beauty industry with the market not only 
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for women but also for men showed the convergence of masculinity and femininity. 

This had something to do with their acceptance of women figures and the concept 

of gender equality that was more advanced than the previous generation. 

In a world where men were usually spoiled with patriarchal ideology, not 

all men could be free to use cosmetic products. In fact, the closeness of men with 

beauty tools had existed for a long time. The history could be traced back to the 

time of the Pharaohs when Egyptian men would only be confident when wearing 

eyeliner. In addition to supporting their appearance, eyeliner was used to support 

their worship process. Then, in the 14th century, men of the royal family in Europe 

often sprinkled powder on their faces to distinguish themselves from ordinary 

people. 

Society's definition of masculinity became more rigid. The use of makeup 

by men began to decline. In the 20th century, it was considered quite a taboo subject. 

Increasingly, only certain jobs with the involvement of cameras allowed men to use 

cosmetics, such as rock singers, politicians, or actors. 

In the 1970s, gothic and punk music spread as a form of protest against 

power. The children's band, whose members were generally boys, began to wear 

cosmetic products on their faces when performing on stage. Robert Smith of The 

Cure was one such example. The figures of Marc Bolan and David Bowie became 

two musicians who became pioneers of glam rock, a sub-genre of rock music from 

the United Kingdom whose musicians wore makeup and hair styled in such a way 

and wore high-heeled boots. They often put glitter or metallic cosmetic products on 

their faces. In the younger generation, there were Johnny Depp, Jared Leto, and 

Brandon Flowers, who did similar things. Not all were homosexuals like Freddie 

Mercury or Boy George. Most of the men were heterosexual and rejected labeling 

in society. They showed that makeup had nothing to do with sexual orientation. 

Women had body parts used as objects of beauty and had social meaning 

for society. Anthony Synnott summed up some of these body parts, one of which 

was the face, a unique, soft, and public human physical part (Synnott 1993, 2002). 

Face was also a basic determinant of perception about the meaning of individual 

beauty and ugliness. The skin was also the part exposed to the media, especially 

advertisements. Overall, the human body became the object of advertising. Women 

seemed to have no power over their bodies, especially their faces. Women were 

directed to see beautiful standards according to the interests of capitalists, namely 
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the beauty industry, through Instagram accounts. In the beauty clinic's Instagram 

account, the body was a commodity media. Instagram accounts as a dual 

commodification media that facilitated various commodification practices were 

managed and became public consumption.  

The ideology of patriarchy was still framed through beauty myths that were 

deliberately created as hallucinations of the ideal woman to make other women feel 

angry about her appearance. The beauty myth was deliberately created by the 

capitalists to standardize the ideal beauty to perpetuate its power. This beauty myth 

discourse was a potential tactical element in the arena of power relations. Here, 

power also encourages sexuality in decent and divergent jobs encountered by 

neoliberalism capitalism and how it comes from feminism, though. Recently, 

beauty myths and beauty technology have been used as modern cultural 

representations. 

The use of model to represent the iron maiden figure (a term used by Naomi 

Wolf) was described as a woman who had natural beauty on her Instagram account 

feed using a well-known artist (Wolf 2002). By maximizing beauty treatment and 

using beauty technology, women are still captured as a category of agency rather 

than their bodies that are socially constructed nowadays. The word natural did not 

mean that it could be separated from the use of cosmetics and beauty product 

technology, but it was highly recommended to be able to have perfect beauty. 

The use of models was not only limited to women but also men. Not only 

were women very concerned about their appearance and beauty, but men were also 

required to do so. Posts on Instagram feeds provide inspiration and ideal body 

images for both men and women. So, the beauty clinic's Instagram account feed did 

not only standardize the body image and beauty of women but also for men. 

Metrosexual men were also a discourse that was also spread by the beauty clinic's 

Instagram account. 
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Figure 30.  

The Framework for The Representation of Beauty on The Beauty Clinic’s 

Instagram Account in The Perspective of Sara Mills. 

 

The beauty representation displayed on the beauty clinic's Instagram 

account was still a reproduction of the definition of ideal beauty that was previously 

constructed by the West. The representation of white women deliberately shaped 

by the media was still very strong. This was evidenced by the beauty construction 

formed by Instagram, which made many women think that beauty was as shown in 

the mass media. The demands made by social media that required women to have 

white, slim, and toned skin were very stressful. 

 

CONCLUSION 

This study has identified and analyzed the beauty myths depicted in the 

Instagram accounts of three big aesthetic clinics in Indonesia. The present study 

found that First, the existence of women is shown as an object where they become 

the victims of symbols and beauty standards reconstructed and reproduced by the 

beauty clinics, namely @dermaster_id, @ertosbeautyclinic, and 

@natashaskincare. Women as objects could not be separated from the beauty myth. 

Second, there are two categories of beauty representations formed on 

@dermaster_id, @ertosbeautyclinic, and @natashaskincare, namely men's beauty 

representations consisting of smooth faces, young looks, and firm jaws, and 

women's beauty representations consisting of thin cheeks, firm jaw, firm skin, 
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smooth skin, acne-free, attractive skin, glass skin, and slim, and halal beauty. 

Women's beauty is represented by reproducing the stereotype of feminine 

characteristics. This character is reproduced through posts in the form of photos, 

videos, and text in the caption. Beauty is always being redefined, reformulated, and 

re-dictated, and Instagram accounts as a medium are a powerful tool for socializing 

and selling new beauty products. Thirty years since the beauty myth by Naomi 

Wolf, the world has been providing a physical assessment of beauty as perpetuated 

by beauty clinic accounts. The beauty myth expressed by Naomi Wolf is still lasting 

and relevant today. 
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