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Cosmetic surgery has been existing in Thailand before the arrival of Korean 

popular culture. However, such practice had long been considered as indecent due 

to the religious belief of self-sufficiency including physical appearance. It is in the 

history, per se that possesses the contradictory value praising the Western look of 

the Caucasian race as witnesses in many Thai literature of which both Buddhism 

and such Occidentalism impression were imported from the same cultural root. The 

described appearance of the Lord Buddha is a good evidence of both social values’ 

origin. With the ideal social value of Westerner’s look alike in contrast with natural 

appearance of the local but yet be halted the desire by the Teach from the Caucasian 

Aryan man, it has built Thai people to become double layers of identical 

contradiction between the ideal look and the righteous morality. With such a long 
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traditional social setting, cosmetic surgery in Thailand is emotionally desirable but 

socially taboo and it did not get widely accepted socially.  

Korean pop culture that has recently spread out its Korean contemporary 

social values had sent a never before social code that challenged the Buddhism 

belief and unleashed the Thai people’s desire to dare enough to make change of 

their appearance constructively. While, it is questioned on the Japanese popular 

culture that came into Thailand earlier. Despite its wide spread of cosmetic surgery 

domestically in Japan, such value did not leave the island and make any social 

impact abroad as akin to the Korean ones. 

This research tries to find the originality of such social phenomenon by 

conducting quantitative interview with 713 recipients to check the current social 

happenings and mind set with the qualitative interview with 5 Thai expertise who 

are involved in the cosmetic surgical industry. 

The quantitative outcome and the qualitative interviews are to be analysed 

under the communicational studies’ model of encoding-decoding developed by the 

late British culturist Stuart Hall. On the way before Korean pop cultural value could 

reach Thai audience, numerous variables are also to be analysed could they make 

shift and pave the way to the liberation of cosmetic surgical value in Thai society.   
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the Japanese popular culture that came into Thailand earlier. Despite its wide spread of cosmetic 

surgery domestically in Japan, such value did not leave the island and make any social impact abroad 

as akin to the Korean ones. 

This research tries to find the originality of such social phenomenon by conducting 

quantitative interview with 713 recipients to check the current social happenings and mind set with 

the qualitative interview with 5 Thai expertise who are involved in the cosmetic surgical industry. 

The quantitative outcome and the qualitative interviews are to be analysed under the 

communicational studies’ model of encoding-decoding developed by the late British culturist Stuart 
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are also to be analysed could they make shift and pave the way to the liberation of cosmetic surgical 
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Chapter 1 Introduction 

 

1.1 Introduction 

It is the fact that Korean pop culture has made people getting to know more about Korean 

culture. Whether it brings positive or negative impact to the image of Korea, Korean pop 

culture does carries Korean social values to the consuming countries. Cosmetic surgical 

boom is one of the cultural changes that could possibly be triggered by the arrival of Korean 

Pop Culture in other countries. This phenomenon; if the events taking place in Singapore, 

Malaysia or the Philippines, would be able to explain the occurrence by the cultural link of 

Chinese cultural proximity. People who do not have much social or cultural similarity but 

becoming more resilient about cosmetic surgery is to be considered as a significant shift in 

social mind-set. Thailand, a Korean Pop Culture consumer, belongs to this latter category.  

 

1.2 Research Question 

Assumption: 

The acceptance of foreign value so called Korean pop culture during the start of the new 

century is the starting point of cosmetic surgical value shift in Thailand. The shift represents 

by the wider range of people with wider background who previously did not accept 

cosmetic surgery as righteousness but later accept and even underwent this procedure 

themselves. 

Does it happen? 

How could this happen? 
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The major purpose of this study is to find which factors are responsible for the more 

popularity of cosmetic surgery in Thailand in relation to arrival of Korean pop culture or 

Korean Wave. The result of this finding will help predict how social trend in a country can 

change the social value of another country. The research tries to compare the Korean pop 

culture with Japanese pop culture which arrived in Thailand earlier but did not make any 

value change.  

  

In this research, does Korean pop culture and does not Japanese pop culture contributes to 

the shift of Thai people’s perception of cosmetic surgery is investigated. It is hypothesized 

that Korean pop culture conveys the social value’s shift in Thailand while Japanese pop 

culture does not because of the difference in global settings: consumption patterns, global 

pattern, social network development, materialism value etc. 

The following literature reviews try to support the occurrence and hypothesis. 

 

1.3  Background of the Study 

 

1.3.1 Cosmetic Surgery 

Why Cosmetic Surgery is becoming an issue? 

In many societies, the natural born body, which is given by Mother Nature, has been 

considered as sacred including Confucianism in Korea1 and Buddhism in Thailand. The 

idea to change the physical appearance is being the very challenging issue. Nowadays, with 

the help of medical development, people challenge Mother Nature, that give imperfect body 

                                                        
1 http://www.bbc.com/news/blogs-china-blog-33053826 
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to any particular person, by fixing/ customizing the given organs which could help prolong 

their fate to live longer and easier. Nevertheless, the social value that respects the body 

given by Mother Nature, if not necessary to change, continues in many part of the world.  

The crossroad between the conservatisms and revolutionists’ meet with the increasing 

popularity of what is called “Aesthetic Surgery”, people modify their physical appearance 

according to what they want. The collision/contest between the old given body and the new 

customizing one is ongoing with the sign that the latter gain more and more social space in 

the big changing scenario. 

1.3.1.1  Definition of Beauty in general  

Reconstructive surgery and Aesthetic surgery are branches of Plastic surgery. Plastic 

surgery has 2 main functions. Plastic surgery could cure patients, whose face and/or body 

possess physical disorder or complications that they have had since they were born or 

occurred by undesirable accident and plastic surgical operation could ‘fix’ it. It is called 

“Reconstructive Surgery”. Plastic surgery could also cure patients who do not have any 

physical disorder but do not satisfy with their physical appearance and plastic surgical 

operation could ‘change’ it. It is called “Cosmetic Surgery”. Only until recently that the 

term “Aesthetic Surgery” has been circulated in the industry by “The American Society for 

Aesthetic Plastic Surgery” in 1968. The founder prefers to “use the word aesthetic rather 

than cosmetic to imply a higher purpose than the latter term conveyed” (Peterson, 1987,1). 

Both Cosmetic and Aesthetic Surgery’s main concern are to satisfy patients mentally by the 

desirable postoperative result. Contrary to most other medical treatments including 

reconstructive plastic surgery in which curers concern more over ‘the reduction or 

elimination of symptoms or improved function’ during the post-operational period 
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(Goldwyn, 2006, 14).  In other words, patients decided to undergo cosmetic surgery to cure 

their mental discomfort, not disease. 

The origin of plastic surgery is still unknown but the main purpose of undergoing plastic 

surgery have been described as early as in 16th century by a plastic surgeon, Gaspari 

Tagliacozzi, “we restore, repair, and make whole those parts which fortune has taken away, 

not so much that they delight the eyes but that they may buoy up the spirit and help the 

mind of the beset” (Prunzinsky, 2006, 3; Sarwer, 2006). 

The reasons why people decided to undergo cosmetic surgery are mainly driven by the 

sociocultural affect that people want to have the similar appearance with the current social 

value of preference in a place and time or what it calls ‘beauty bias’ (ibid, 32)2. 

The “want to be another beauty bias” responsive action could be considered as coherent 

with Darwinism theory of “Sexual Selection”.3 

1.3.1.2  The cosmetic surgical value in Korea 

The changing value about beauty concept in Korea is possibly caused by the wide spread 

of informational accessibility. According to the research provided by Han Gil-Soo, an 

associate professor at Monash University, the information shows that, in 2011, 81.6% of 

Korean household could get access to internet and 48.9% out of all Korean users spent over 

14 hours online each day. In addition to this, from the survey done by the Korea Chamber 

of Commerce and Industry in 2011 shows that 60% of Koreans at the age of 20s ‘purchased 

products or services through social commerce’ (Davies, 2013, 148). The nexus between the 

                                                        
2 “Beauty Bias” is a sociocultural phenomenon that a particular type of face and/or body appearance 

receives better social treatment than other ones who do not have these similar physical elements in a 

particular society in a particular time.   
3 Darwinism sexual selection’s elements are ‘youthful’, ‘symmetry’ and ‘averageness’ which are all 

correspondent with the signal of “reproductive health” 
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number of Internet users and the change about the cosmetic surgical value in Korean society 

reflects sociocultural significance when there are more advertisements about cosmetic 

surgery shown on cyber network and these publicities did affect the shift in social value. 

The strategy is using celebrities who received free cosmetic surgery to be presenters of their 

clinics and circulate these advertisements through digital technology and also to other 

means of mass media (ibid).  

Doubling eyelids, nose and/or chin trimming are the popular facial parts where Korean 

parents offer their sons or daughters when they could get into good university or graduation 

as a part of ‘righteous rite-of-passage gift’ (ibid, 149)4. The popularity of cosmetic surgery 

in Korea is so high that every 1 out of 10th Koreans has done cosmetic surgery (Cullen, 

2002). 

The value of beauty in Korea has changed ‘from mild plumpness with rounded face to 

Western features with slim body’ (Davies, 2013, 149). This value is possibly imported from 

Western concept possessed by the Caucasian features and it is utilized in Korean advertising 

industry where the value has become of particular interest (ibid; Bissell, 2010, 643).  

1.3.1.3  The cosmetic surgical value in Thailand 

Thailand has always been a country that opens to the inflow of foreign influence. The 

cultural and values flowed from the outside could cause the significant change to people of 

passive society. 

The popularity of cosmetic surgery could, in some respect, contribute to the “perfectionism 

value”. 

                                                        
4 Choi, He-Suk (2013), “Beauty through the Scalpel”, The Korea Herald, 

http://www.koreaherald.com/view.php?ud=20131129000795, Nov 29  

http://www.koreaherald.com/view.php?ud=20131129000795
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Factors that could possibly bring about this cosmetic surgical boom are mass media and the 

ever more active social network.  

In Thailand, one of the signification indicators of mass media success is the number of 

television viewers. The number has been increasing every year. During the past 20 years 

from 1989 to 2008, the viewers’ percentage rose 10.2 percent from 80.4 to 94.6 percent 

(Thanatrakolsri, 2011, 1) 

Beside television, internet users, which recently expand its population, could account for 

the support of imported foreign social value. Internet users in Thailand have statically been 

year on year spreading its users. The increased popularity was calculated by the increase 

hitting times of domestic daily IP users.5 From 2007 to 2012, the daily hitting times of 

domestic daily IP users had been increased more than triple from 1.9 million users at the 

end of the year 2007 to 6.15 million users 5 years later.6 Interestingly, one of the most hit 

information about tourism of Thai internet users is Korea which ranks at number 3 among 

the rest in top 10 that are all domestic destinations. 

It is noteworthy that cosmetic surgery is not a new process to the Thai celebrities. It had 

been the tools for local celebrities to get more financial stability and most audience 

recognize the physical changes of these undergone cosmetic surgical celebrities. However, 

the only difference between the past parallel between celebrities and cosmetic surgery is 

“perception”. 

                                                        
5 daily Internet Protocol users cited http://tools.ietf.org/html/rfc760 for further information on IP 

Address  
6 “Behavioural Survey of Thai internet users in 2011” (16 May 2012) 

http://www.it24hrs.com/2012/thailand-internet-user-2011/ 

http://tools.ietf.org/html/rfc760
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In the past, to tell somebody that one has undergone through cosmetic surgical process 

could be interpreted that person as a dissatisfaction of what one has had.7 

It was a social taboo to confess about undergoing through cosmetic surgery. Oddly enough, 

most Thais can notice people who went through cosmetic surgery and Thai people, de facto, 

accept them as long as those who made did not accept that they went through the operation. 

Nowadays, however, Thai people possess more positive view concerning to this similar act. 

 

1.3.2 Pop Culture 

Popular Culture or pop culture does not have a definite meaning to be explained. By Lee 

Harrington (2001), he excerpts the meaning of pop cultural definition into three main 

purposes: 

1) ‘Pop culture is everything left over after we have identified what constitutes elite 

or “high” culture.  

2) (Pop culture is the) “work deliberately setting out to win favour with the 

people”….it is the objects and practices “actually made by the people for themselves.” 

3) ‘Pop culture is explicitly commercial: it is work that is produced to be consumed’ 

(Lee, 2001, 2).  

Beside the definitions of Pop culture, studying about pop culture needs interdisciplinary to 

realise the analysis. Under the Centre for Contemporary Cultural Studies (CCC) headed by 

a culturalist Stuart Hall, studying about culture is heavily emphasis on subjectivity and 

                                                        
7 ‘Yang Lattang Tena Tudatappang’ means ‘to satisfy with what we get’ is 1 of 1,517 preaches of 

the lord Buddha, “Collection of the lord Buddha’s Preaches”, Savittri Homepage,  

http://pirun.ku.ac.th/~fagisvtc/buddhism/lords/supasit1.htm 

http://pirun.ku.ac.th/~fagisvtc/buddhism/lords/supasit1.htm
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politics (ibid, 3). The power flow is constantly contested and negotiated between the 

production and the consumption.   

 

1.3.3 The Korean pop culture: A brief history 

The earliest foundation Korean pop culture could trace back to the June democratic uprising 

movement in 1987 that consequently pushed South Korean media to export cultural 

products outbound (Shim, 2010, 118). 

The result of 1987 reform forced Korean National Assembly to establish the Foundation 

for Broadcast Culture (FBC) in the following year. This is the movement that privatized 

South Korean media from the government control getting rid of the political influence. 

By 1991, Seoul Broadcasting System (SBS) released a strategy called “television drama 

offensive” (ibid, 122) after it found that the most watched TV program was television 

dramas. This strategy ignited the first drama war in Korea when Korean Broadcasting 

System (KBS) and Munhwa Broadcasting Corporation (MBC) employed the same strategy. 

The competition between Korean broadcasters supported the dramas’ development in many 

ways, for instance; sensible plot, up-to-date issue, new camera angles and brought a huge 

investment and manpower into the drama industry (ibid, 123). 

The domestic dramas battle in the 90s nurtured Korean TV series to become ripen in the 

2000s when they were exported and gained warm welcome in many Asian countries. 

1.3.3.1  What is Korean Wave 

Korean Wave is a stylized term of the word Korean pop culture. Korean movies, Korean 

television series and Korean pop songs are the main product lines that cause the emergence 

of the social phenomenon so called Korean Wave. In addition to the products mentioned 
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earlier, Korean Wave also refers to the popularity of Korean actors, singers, fashion, values 

and supporting industries8 as the side effect of their main line products. 

Among all kinds of Korean Wave (Korean movies, Korean television series and Korean 

pop songs), Korean television series is the most successful among all (Park, 2007, 23). 

The term Korean Wave is originated by a Chinese press, “Beijing Youth Daily” terming 

the word 韓流 (Hán Liú) in the mid-90s as the popular current from Korea by regarding the 

positive acceptance of Chinese audience towards Korean TV series. The use spreads both 

in terms of its meaning to cover up all of the Korean medias including Korean pop songs 

and even anything from Korea, and in terms of the use of word that is not limited the area 

to only China but became more generalized term using internationally (Kim, 2007; Ravina, 

2009).  

Nevertheless, the term of Korean Wave or Hallyu is not definite as many scholars claim ‘It 

does not carry the depth, subtlety and complexity involved in communicating and 

understanding cultures among people’ (Kim, 2012). 

Korean Wave applies only to the acceptance of Korean pop culture by foreign audience 

outside South Korea. At the beginning, the popularity was limited to the Chinese diaspora 

countries such as Taiwan, Hong Kong, Singapore, and Chinese people in Malaysia, 

Indonesia and the Philippines. Later, after Hunan TV bought and broadcasted “Dae Jang 

Geum” the famous Korean epic television series from GTV a Taiwanese broadcast network 

in 2005; Korean Wave could pull attention from the Mainland China. The popularity of 

Korean cultural products later became widely accepted into the whole part of Southeast 

                                                        
8 Supporting Industries; according to Michael Porter’s book “The Competitive Advantage of 

Nations”, 1990; are those whereby firms or shared activities in the value chain or those that 

involve products that are complementary to the firms of a given nation 
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Asia including Thailand and Vietnam. Korean Wave accessed Japan by the introduction of 

Winter Sonata on NHK in 2004. With the unexpected positive reception by Japanese 

Obasan9 audience, NHK decided to re-air this television series on satellite Channel BS2 

with special ‘no-cut’ edition, showing twice a day (KBS, 3 Nov 2004) The Japanese highly 

embrace of Winter Sonata television series stirred the so called “Second Korean Wave” 

during the mid 2000s (Lee, 13 Jan 2005). 

The New York Times (2006), The Washington Post (2006) and The Wall Street Journal 

(2009) raised up analyses on how Korean Wave gain popularity especially within the region 

such as cultural proximity, filtered Western values, good marketing, good looking actors, 

solid storylines or even the Chinese preference for Korean to Japanese culture (Parc, 2013). 

In the second half of the year 2000, Korean Wave faced the decline especially Korean 

movies and television series. One of the main factors could be blame on the rising price of 

Korean films and television series. Even though, Korean pop songs stabilize over its 

popularity, there’s a prediction that Korean Wave would not last until 5 years later 

according to the survey by the Ministry of Culture, Sports and Tourism and the Korea 

Foundation for International Culture Exchange (KOFICE) (Kim, 18 May 2012) if the 

producers will not change the cliché-ridden contents. Another reason that would cause the 

setback of Korean Wave is the tighter control of Korean pop culture’s content effective 

from the year 2011 due to copyrights.10 Chiharu Izumi, a Japanese Studies professor at 

Seokyeong University, informed “in the peak of Hallyu magazines in Japan, a special 

                                                        
9 the word specifically use for calling middle-aged Japanese women. The term could roughly 

compare to Ajuma in Korean or Babushka in Slavic countries 
10 Chung, Ah-Young (2013), Hallyu dries out in Japanese magazines, 3 December 2013, 

http://www.koreatimesus.com/?p=3157 



11 
 

section dedicated to them was situated at the front of the bookstores but now they are stored 

at the corner of other magazines… it is getting harder for the Japanese Hallyu journalists to 

gain access to Korean stars and their events as their agencies are toughening restrictions. It 

is causing the reduction of Hallyu-related jobs and also hampers the sustainable promotion 

of Hallyu there” (ibid). 

1.3.3.2  Korean pop Culture in Thailand 

By the similar assumption which is intertwined with the economic recession in 1997 (Kim, 

2005). Thai Television broadcasters needed to find alternative TV program for lessen the 

expense than the US and the Japanese (Ju, 2014, 38). In 1996, a new Thai channel, ITV, 

established. Like other channel, ITV tried to gain the margin in the market by building up 

its own trademark. “ITV Asian Series” was the program that could be claimed being the 

starting point of Korean pop cultural boom in the next decade. 

In the 90s, while ITV was in the immature state, a Korean government backed movie Shiri 

(쉬리) showed in Thai cinema theatre. Despite a heavy advertisement on TV, this top-down 

movie became a flop due to the lack of identity as it was made akin to just another 

Hollywood movie and its content about North Korea is remote to the Thai audience. 

In the year millennium, Autumn in My Heart, the debut Korean TV series of ITV Asian 

Movies became a big hit. The success of this TV series ignited the following inflow of 

many Korean TV series into all other Thai TV channels and also the expansion of Korean 

pop culture into other type, namely K pop songs. Full House and Dae Jang Geum in 2005 

could be considered as the peak moment of Korean pop culture in Thailand especially the 

success of the latter one. The social reception of Dae Jang Geum is similar to that of Oshin, 
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the audience are broad including the all generation in the family and attracted especially to 

the retired people. 

For the Korean pop music industry in Thailand, the group of people is limited to middle to 

high school teenage girls. It tried to claim themselves as a mainstream but Korean pop 

music industry in Thailand, unlike the widely accepted TV series, could get recognition 

among a niche group of people since the beginning.  

In the 2010s, there are signs that Korean pop culture is in the backward state. The causes 

of decline has been accumulated by many reasons from the last decade. First, the inflation 

price of actors after their huge success cause in the pre 2000s caused the weakening of the 

price competitive abroad. Second, because of the sharp price increase, many Korean agency 

started to pose a harsh policy to control their artists with long term contract together with 

the long term fixed priced payment or what the artists call, the ‘slave wage’11. Third, the 

Korean pop music that was very popular in the last decade reached its dead end as the songs 

are just catchy but quick to be forget.12 The last reason, and it caused a considerable effect 

to the popularity of Korean pop culture in Thailand was the 2012 event that a Korean band, 

Block B displayed an insulting behavior to the Thai audience during the great flood. Despite 

the official apology received by the band member, this event caused many Thais a deep 

resentment against Korean pop music industry.   

 

 

 

                                                        
11 http://www.classicalite.com/articles/13304/20141209/korean-boy-band-b-a-p-lawsuit-ts-

entertainment-kpop.htm 
12 http://www.koreatimes.co.kr/www/news/biz/2012/02/123_100092.html 
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1.3.4 Japanese pop culture: a history in Thailand 

The first motion pictures that played to Thai audience was a Japanese war propaganda film 

shown in the late 1904. It became very popular until it needed a proper place to run this 

film. The following year, the first permanent movie-theatre was built and named 

“Rongphabphayon Yipoon” or literally “The Japanese movie-theatre” with the official 

name given by the Thai king as “The Royal Japanese Cinematograph”.13 In addition, the 

first Thai motion pictures called “Muak Pliu” or “Misadventures of a hat” had shown here 

in 1907, as well. 

Although, the Japanese movie-theatre lasted only 10 years after it lost its profit by the new 

movie-theatres mushroomed all over Bangkok, it was an important and earliest legacy of 

the Japanese pop culture that had ever established in Thailand.  

After WWII, beside Japanese products that came into Thailand, cultural products such as 

cartoon books or manga were translated and became a wide spread popular in Thailand.  

The starting point of Japanese pop culture after WWII in Thailand does not have much 

information. Whether pop cultural products were supported by the government is unknown. 

However, unlike in Korea, the Japanese products have never been banned by the official 

government.  

For the bottom-up, the earliest information found is an article written by an anonymous 

blogger on http://www.geranun.com/archives/542. The first Japanese pop culture launched 

after WWII was the TV animation, Samurai Kid (少年忍者風のフジ丸) on Chanel 4 in 

                                                        
13 It is a common customary, even nowadays, for a place to be named by the king as to guarantee or 

accredited its recognition. 

http://www.geranun.com/archives/542
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July 1965. It only took a few days later, the second Japanese TV animation, Astro Boy (鉄

腕アトム) was launched by Chanel 7.14   

The success of Japanese animations produced the second wave of Japanese pop culture to 

arrive. It is not difficult to predict that after TV animation, Japanese Manga had a high 

demand. Manga was first translated and published in July 1967. It was not a license publish. 

The first Manga was called “Angel”. It was copied from the original Japanese manga but 

had changed the layout and the story. Until now, there has no definitive information which 

Japanese Manga it was originally made a copy. However, by the line and characters shown, 

“Angel” Manga could be the Thai version of Osamu, Tezuka’s 1953 “Princess Knight” (リ

ボンの騎士). Among the non-licensed manga era, “The Rose of Versailles” (ベルサイユ

のバラ) and “Doraemon” are the most famous manga masterpieces that gained a lot of 

popularity throughout the 70s for the former and even until today for the latter. By all 

means, the first licensed Japanese Manga in Thailand was Ozamu’s “The Jungle’s 

Emperor” (ジャンガル大帝) in 1971.   

Although there was a brief protest against the excessive Japanese importation in the 1973, 

Japanese pop culture kept on its fame at a constant pace. 

In 1980s, Japanese Super Heroes series (スーパー戦隊シリーズ), the new comers, gained 

attention among Thai kids, especially boys. In 1982, an animation Ikkyu San, another 

multiple rerun animation debuted on TV3 and it became a gradual hit by its repetitive on 

air. In 1984, Oshin was the ground breaking of Japanese pop culture in Thailand. Unlike 

                                                        
14 Until 2010, there are more than 230 Japanese animations that have shown on Thai free TVs since 1965. 

http://www.thaitv3.com/เวปบอร์ด/677/รวบรวมการ์ตนูท่ีเคยฉายทางฟรีทีวใีนบา้นเรา.html 
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most previous Japanese pop culture that the mutual targets was the young Thais, Oshin’s 

quality is similar to Daejanggeum. It could make an attention to the older generation 

through its seriousness and the shared universal righteousness values depicted in its 

storyline. In addition, Oshin reflected much shared social commonality with those postwar 

generations whose ages were in the late 30s. The success of Oshin expanded the importation 

genre of Japanese pop culture to the wider range in the next decade. At the end of the 80s,a 

Japanese legend band X Japan struck Thai fans and trigger many Thai radios and TVs to 

set up special Japanese pop songs programs dedicated to J pop fans. Many Japanese radio 

and TV programs had run the on-air up until the beginning of the millennium. 

1990s is the fruitful time of Japanese pop culture in Thailand and elsewhere. With many 

decades that it had nurtured the Thai audience, Japanese pop culture had reached its full-

fledged development. J rock has formed a populated sub-culture in Bangkok. Japanese pop 

culture in the 90s made post development of their manga or animation by realizing/ re-

interpreting them through Japanese TV series. A part of the success of Japanese TV series 

are that many of them were based on manga and many manga readers were waiting to see 

their beloved characters to be acted by real human. The 1990s Japanese TV series could 

gain both the fans from manga and the new audience because of the new quality. Unlike 

manga, animations or superheroes that their targets were young kids; unlike Oshin that the 

target was old baby-boomers’ generation; it was the contemporary real life that was shared 

by the young adult generation or, to be more precise, Generation X15. The generation X in 

Thailand mostly were born and raised under the caring of Japanese pop culture; they were 

                                                        
15 Generation X refers to a cohort who were born between1964 and 1981 +/-. The term was first 

mentioned in the book ‘Generations’ published in 1991 written by William Strauss and Neil Howe, 

American historians. See Jon D. Miller’s ‘The Generation X Report’ http://lsay.org/GenX_Rept_Iss1.pdf 
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born in the 60s-80s, they had watched TV animations, had read Japanese manga, and now, 

in the 90s, they became pre-teens or young adults watching Japanese TV series that 

portrayed their life situation which were perfectly fitted to their, that very moment, social 

setting. In other words, Japanese pop culture had grown up in parallel with the generation 

X.  

In the year 2000s, Japanese pop culture faced a declined due to a handful of reasons. One 

of the reasons was due to the high price of Japanese product in response to the acute 

depreciation of Thai baht in July 1997, or 1997 financial crisis (Walsh, 2014, 20), which 

affected the relative price of imported Japanese TV series to become more expensive. 

Moreover, the new generation has no connection similar to the previous ones. The arrival 

of Korean pop culture cooled down the popularity of the Japanese. 10 years later, however, 

the Korean pop culture in Thailand showed the waning state, while the Japanese pop culture 

did not come back yet; Japanese tourism is now booming in Thailand. This booming could 

be supported by many decades of accumulated cultural asset the Japanese pop culture has 

nurtured the Thais to feel closed to Japan.   

With minimal bitter sentiment, Japanese products and cultures could enter Thailand in the 

similar level as those from the US. The decades’ long Japanese cultural inflows convey 

Japanese social values into Thai culture in many ways, though none of them could blend or 

make any change to the Thai social value. 

Cosmetic surgery in Japan has even stronger presence than that in Korea with earlier 

domestic recognition and more advance technology. The Japanese cosmetic surgery has 

never promoted nor ever noticed in Thai society.  
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1.3.5 Connecting all together 

What we found here is the incoherent tendency of cosmetic surgical value, Korean pop 

culture and Japanese pop culture in Thailand. Japanese and Thailand have long socio-

cultural exchange for a long time. Cosmetic surgical industry in both countries have been 

developed. Japanese cosmetic surgical volume is not small. While in Thailand, the industry 

itself had been labeled as one of the most developed in the world but the development of 

cosmetic surgical value in both countries have never been intact despite the long socio-

cultural interchange. Until when Korean pop culture arrived in Thailand that the surgical 

value started to get more attention in the wider range in Thai society. The social resilience 

could be noticed after the year 2000 which is coincided with the arrival of Korean pop 

culture. Due to such timing, it is interesting to find out if there has any relevance between 

Korean pop culture and the value of cosmetic surgery in Thailand. Even though Korean pop 

culture shows the waning side in recent years, the perspective towards cosmetic surgery in 

Thailand seems to be changed completely. Moreover, if the earlier arrival of Japanese pop 

culture did produced any social value shift in this particular issue is also worth to be 

analyzed.    
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1.4 Literature Review 

1.4.1 Soft Power 

In recent years, the term “Soft Power”, ‘the power that one attracts and coops others to 

make them want what one wants’ (Nye, 2012), receives more attention. Although Nye’s 

soft power is bound to the IR top-down policies, many effective soft powers were originated 

by the non-state players and the scheme is not top-down but bottom-up approach. 

  In 2005, Hye young Kim’s reference of Geun Lee’s analysis of soft power is 

noteworthy to be analysed. Lee applies soft power theory with the compression of space 

and time and explains the application of soft power into four hypotheses.  

1) ‘“The Acceleration of Changing Situation Hypothesis”: the manipulation of 

symbols could increase the change of the situation 

2) “Networking-Externality Hypothesis”: as participants in the level of language and 

symbol increase, their power the network produce also increase  

3) “Identity Distinction and Image Manipulation Hypothesis”: the identities and the 

interests of the state or the individual in international relations can be intentionally 

formulated and changed by the manipulation of symbols. 

4) “Credibility Effect Hypothesis”: the new power relationship in which the state that 

does not have credibility of information replies on the state that does have it.’(ibid, 13-14)  

Professor Lee’s hypotheses of 1), 2), and 4) will be further applied in the analysing part. 

Whether hard or soft power, the main purpose is that the power sender wants to manipulate 

the behaviour of the power receiver. Unlike hard power, the different feature is that soft 

power concerns more the psychological acceptance of power sender and this concern makes 

sense as it sustain the stability of that power sender. It is, thus, recently being considered as 
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a more effective power as it is believed to have lesser resistant affect from the power 

receiver.   

Korean pop culture makes Korea to gain more global recognition. It not only adds up 

viewpoints of present Korea in general but also it changes social value of the recipient 

countries. The way it changes social value is not by force but psychological acceptance 

from the bottom, the power receivers or audience, therefore, it is a successful soft power 

that changes a society’s social value with minimal resistance. 

Soft power can explain how Korean and Japanese pop culture exercise their abilities. 

Furthermore, soft power could make marginal social impact when it gets into a society’s 

sense of social conformity.  

If the assumption that Korean pop culture brings the cosmetic surgical value’s change to 

Thailand holds true; with the application of Stuart Hall’s model, that will be explained in 

detail in theoretical framework, soft power scheme and the concept of conformity; this 

research would become as the following.  

The sender, Korean pop culture that is using soft power scheme opens the door of the 

receivers, Thai consumers. When Korean pop culture becomes a must to be conformed in 

Thai society, soft power helps the sender, Korean pop culture, opens the door of the 

receiver, Thai customers, to get access to many other Korean cultural acceptances including 

the change of social value towards cosmetic surgery in Thailand.     

Nevertheless, most previous researches do not contain the clear explanation over the 

connection between Korean pop culture and the cosmetic surgical value’s shift. In the 

similar vein, there is none information with the similar findings applying with the Japanese 

pop culture in the similar case, either. Therefore, the previous studies cannot answer the 
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research questions if ‘Korean pop culture had the effect on cosmetic surgical value shift in 

Thailand’ or ‘did Japanese pop culture produce the similar effect to the Thai consumers’. 

As a result, the survey needs to be conducted to find more specific details. Stuart Hall’s 

theory of Encoding-Decoding together with the social theorem of soft power and social 

conformity will be applied for analyzing the survey’s result. In addition to the survey, in 

depth interview with Thai consumers who have experienced with Korean pop culture, 

Japanese pop culture and having done cosmetic surgery would strengthen the research 

assumption. 

 

1.4.2 Globalization 

In the book “Imagined Communities”, Benedict Anderson, a famous American 

anthropologist, introduced the power of print culture that dissolved the borderline between 

the nation state; is now could better portrays the even more fluidity of “us” in the present 

social settings where more and more social interactions gradually move to the platform of 

virtual reality so called social media by the much help of communicational technology. 

 

1.4.3 Space-Time Compression  

According the research done by Kamonkan Jinchang (2012) found that the arousing factor 

that drive Thai people to accept cosmetic surgery more and more are perfectionism value 

and the socio-cultural change by the help of technological advancement. People who are 

born perfectionists have always wished to delete any flaw they could notice within 

themselves. Therefore, they are more likely to have positive view about cosmetic surgery. 
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While telecommunications such as television, magazines, news, social networks; help 

support people in Thai society to get access to the information faster and easier.  

What Jinchang explained in her research is similar to other researchers’ findings which also 

mentioned earlier in one point about the more intensify of Space-Time Compression 

(Harvey, 1989) 16 in the global presence. By technological advancement, information 

could flow faster without border, saving much more time, help easing people to be capable 

of consuming things faster and from anywhere. The compression of time and space is 

accelerated by the development of communicational technologies which intensify the 

development of “social homogeneity”; people everywhere in the world could 

consume/experience the similar most updated products/situation, and it is coherent with the 

earlier mentioned by Iwabuchi’s the sense of commonality.  

Social Commonality explains how Thai audience can consume Korean and Japanese pop 

culture and also cosmetic surgical value without much feeling of alienation. This is not 

because Thai and Northeast Asian cultures are proximate but because of the shared present 

historical experiences by the help of advanced technology that reduces space and time. 

 

1.4.4 Social Commonality 

Many of the empirical researches on Korean pop culture found that social and demographic 

characteristics of its foreign consumers are closely related to their consumption patterns 

(Heo, 2002; Lee, 2006; Lin and Tong, 2008; Mori, 2008).  

                                                        
16 Time-Space Compression is a theory introduced by a geographer David Harvey described in his book 

‘The Condition of Postmodernity: An Inquiry into the Origins of Cultural Change’ Cambridge MA 

Blackwell 
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Koichi Iwabuchi, a professor at Monash University, has introduced an assumption of the 

widespread of Korean and Japanese pop cultures in the recent years that one of the reasons 

is social commonality. Asian economic crisis in the 90s, the 9/11 in the 2000s, and the 

global sense of modernity such as sharing the same dreams, having the same goal are 

examples of social commonality in ‘Trans-Asian Cultural Traffic’ (2004) shared by 

Korean/Japanese exporters and other imported consumers. The commonality is shared in 

the level of global experiences over socio-economic change.  

Social commonality might be able to explain how Korean pop culture could get attention 

from foreign country like Thailand in a short time; however, Japanese pop culture could get 

access to the Thai audience by the similar condition. As a result, it still cannot explain why 

cosmetic surgical value shift did not make any social effect as Japan also have cosmetic 

surgical culture.  

 

1.4.5   Cultural Hybridization 

Doobo Shim, an assistant professor at National University of Singapore, and his application 

of ‘Cultural Hybridization’ is intertwined with the definition of Globalization. 

Globalization is yet still having many definition. Shim had given the 3 main meanings as 

‘an outgrowth of cultural imperialism following the New World Information and 

Communication Order’ (aka the stronger American controls the national identity of its 

weaker partners), ‘the spread of the culture of modernity itself. It is a discourse of historical 

change of development of a global towards… capitalism’ (Tomlinson) and as ‘the 

discourses that identify cultural hybridity and investigate power relations between 

periphery and centre from the perspective of post-colonial criticism’ (Shim, 2006).  
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Shim’s usage of ‘Cultural Hybridization’ applies to the emergence of Seo Taiji and Boys’ 

popularity in the 90s against the banal social current of ‘Ppongjjak’, a Korean folk music 

genre akin to the Japanese Enka style that its contents mainly are mainly about love. He 

demonstrates Seo Taiji and Boys as a band that could appropriate the Koreanness of his 

song’s content to the foreign melody. Seo’s songs’ contents are about criticizing the poor 

educational system, Korean snobbish social class and the desire for the North and South’s 

reunification. The melody are the mixture of rap, soul, rock, techno and also ppongjjak. 

With the mixture of local social contents and the foreign melodies, the inventorial songs 

aggravate the local consciousness by the content with the ambiance of global form 

encouraging the sense of novelty. Seo’s music success contributes to his creativity against 

his unorthodox background that his did not belong to the mainstream educational ladder, 

he is a school dropped out. His career success in contrast to his educational profile has, 

according to Shim, widening life options to Korean society that climbing educational ladder 

is not the only way to become a successful person. This is a “Social Shift” against the 

Confucianism belief about education. 

Even though social commonality has reduced the present differences, the barriers such as 

language and social values do exist. Social Hybridization is used as a tool to appropriate 

the external influence (外圧) with the local culture and values. In this research, local 

celebrities is the tool which will be explained further detail in the survey analysing part.  

Communicational Technological Advancement: The emergence of New Media, Social 

Network, Net Idol 

New media is the cross bordered mass telecommunicational system which is used by the 

information seeker. The new media lessens the communicational cost in terms of space, 
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time and expense in comparison with the previous means of communication (Benjarongkij, 

2010, 22). The main platform of new media is the internet system that can be connected 

globally. Social media are the virtual space for the information seekers to establish their 

own community within the inter-network. Within social media, there are many 

communities with many different issues of interactions. The communities within social 

media are called “Virtual communities” or “Social network”. People who are involved in 

the social network have relatively more social attachment to their real settings. Social 

Network is a channel for any individual to build their own power, specifically focusing on 

this research interest as, gaining ‘social credit’ of which it would resound into the social 

reality. People who are able to build such fame is called “Net Idol” which the term of use 

was originated in Japan in 1995 by a Japanese celebrity Reiko Chiba in her own website. 

The word ネットアイドル or ‘Netto Aidoru’ was represented and became viral by radio 

and magazines later in 1997 17. Net Idol is a kind of social influencer, together with local 

celebrities, is one of the main focus players in this research.    

 

1.4.6   Conformity 

Conformity, or irrational conscientious behaviour (Sargent, 1966, 127) in psychological 

term, is a kind of social influences that causes a person to change his/her attitude to align 

with the majority of the associated group’s attitude. It is also called compliance (Aronson, 

2010).  

In social theory, conformity (Asch 1956; McLeod, 2007) is an act to be ‘fit in’, yielding to 

group pressures’, or ‘to be corrected’ in the present society. Asian societies are generally 

                                                        
17 http://ja.wikipedia.org/wiki/ネットアイドル 

http://ja.wikipedia.org/wiki/
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collectivism. To be like others in the living settings would consider supportive to their 

survival. Conformity in the collectivism environment could explain how Korean and 

Japanese pop culture extensively spread out among East and Southeast Asian countries. 

Conformity, moreover, can be applied with the phenomenon of cosmetic surgical value’s 

shift in Thailand as it could be the consequence of the conformity effect of pop cultures.  

Peer pressure is a subset of social conformity with the specific application of acquaintances’ 

influence.1819 There are many factors that affect the result of peer pressure. Age, culture20, 

gender (Eagly, 1987), the level of self-esteem21 and self-fulfilling prophecy 22 are a few 

factors that could be applied with this research.  

The level of self-esteem and self-fulfilling prophecy are the scopes that will be analysed in 

this research. 

The goal of this research, to be restated, is to prove the presumption that Korean pop culture 

could deviate Thai social value towards Cosmetic surgery, the in-depth analysis under age 

and gender variable will not be given. Nevertheless, the research survey has already 

contained the information over the dimension of age and gender, this survey can be used 

for further analysis concerning with age and gender. This survey, however, could not be 

applied with other culture as the respondents are specific to Thai people who share a certain 

                                                        
18 Acquaintance here broadly applies to roommates, sports team groups, neighbor, extended family, 

political parties, social unions, etc  
19 see Solomon ‘Asch Paradigm’ https://www.youtube.com/watch?v=FnT2FcuZaYI 
20 Collectivism society, like in many Asian societies, is likely to be more conformed than individualism 

society. 
21 Self Esteem is a judgement of oneself toward the self-capability of doing things. See Hewitt, John P. 

(2009). Oxford Handbook of Positive Psychology. Oxford University Press. pp. 217–224. 
22 Self Fulfilling Prophecy is the strong belief that one’s action or being is correct, of which this belief is 

against the factual reality. 
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degree of cultural similarity of which it limits the accessibility to the investigation in the 

façade of cultural aspect. 

 

1.4.7 Other social theorem  

The other social theorem mentioned in literature review are all worth to be revisited and be 

applied in accordance with the appropriation of each survey results’ question.   

1.4.8   Mukokuseki  (Mugukjeok) （無国籍） 

Iwabuchi introduced a concept Mukokuseki (2002) or the hidden identity of Japanese 

exported cultural products giving the explanation why and how Japanese pop culture could 

survive the cultural backlash from other Asian countries which possess historical 

resentment against the Japanese empire at the beginning of the 20th century. However, 

erasing the Japanese’ identity; for instance, portraying Japanese animated characters as 

Caucasian race, disguise its products’ names by applying the Western styled titles, etc could 

not explain the existence of the all Japanese settings’ Doraemon or the Westernized 

character performing the Shinto ceremony in Sailor Moon. Moreover, the hidden identity 

of Japanese cultural products could not explain how the Thais could recognize and 

distinguish Japanese curry to the Thai curries. The Japanese pop culture did transport 

recognizable Japanese culture into Thailand. Another point is that Thailand does not have 

historical resentment against the Japanese empire. In short, Mukokuseki, in this case, is 

neither applicable by its practice nor by the Thai setting. 

Likewise, Mugukjeok introduced by Jung (2011) is a Koreanized version of Iwabuchi’s 

term to explain not of Japanese but Korean cultural products, claiming that the success of 

Korean pop culture abroad contributed from the cultural hybridization till it lacks its 
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nationality traits. Again, under the Backstreet Boys’ copycat with mongoloid look singing 

Korean wearing Boy London suits can be easily recognizable as not an American boy band 

but it is TVXQ by race, language and taste. My rejection towards the Mugukjeok theory is 

coherent with Crystal S. Anderson (2014) and many of my Thai survey recipients that 

Korean pop culture does have its own ‘odor’. 

The not Mukokuseki or Mugukjeok of Japanese and Korean pop culture respectively could 

give an explanation how the Thais changed the value position towards cosmetic surgery in 

recent years. To be more precise, it is the Korean identity intact that helps accelerate the 

cosmetic social value.  

1.4.9 The Top-Down theory 

In a research done by a graduate student Tongchanok Sonsaengphon posted in Matichon 

Newspaper Online (23 September 2011), she analyses the connection between Capitalism 

and the Korean trend in terms of power relations in Thailand. 

She concludes that everything trendy equals Koreans in Thailand is the driving force of 

Capitalism in the top-down direction. Korean government is the organisation behind this 

phenomenon. She mentions KOCCA (Korea Creative Content Agency) that was 

intentionally found to support Korean cultural exportation. The word “Korean styled 

beauty” is a ‘national propaganda’. She stated that the main support of Korean cultural 

invasion is money. Korean government has fund provided for cultural exportation and, 

therefore, it invested this money to ‘produce advertisements’ and to ‘purchase advertising 

time and space’ through TV radio or on the public area. The more money it put, the more 

time and space and frequency it can show their products to their potential customers. 

Consumers are squeezed to try to consume. Moreover, with fund, it can invest on local 
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celebrities or whomever that can set the trend and could convince consumers to become 

those celebs’ followers and thus buying their trendy products. This is the whole process of 

using money to buy ‘soft’ power and could successfully sell its products. 

This could happen if the society is entirely under the influence of capitalism where people 

careless about the essential quality of products and always ready to follow other people.  

For the Thai case and anywhere else in the world, only money cannot buy anything if the 

product itself does not answer the need of the locals. Moreover, with the help of information 

technology, the channels that people could consume are more variety and enormously vast. 

There are more ‘interaction’ between customers that evaluate the products so if many 

customers do not satisfy with the products, the more money put for advertisements from 

the funders would have just marginal change as customers are the ones who choose things 

they ‘prefer’ to consume. The seemed to be success top-down policy is mostly done with 

the already success pieces of products. Most Korean products in Thailand, e.g., TV series’ 

Autumn in my Heart, Dae Jang Geum or Cosmetic surgical industry are all the bottom up 

styled success. The Japanese’ Winter Sonata is a great example of the bottom up supported 

by the local audience. The Top-Down policy issued after their bottom-up success only to 

further guarantee the already popularity. The big screen Shiri in the late 90s, TV series’ 

Korea-Japan co-production and the pushing of the singer Rain are examples of the top-

down policy’s failure. 

 

Chapter 2 Theoretical Framework 
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Finding a social phenomenon which is caused by pop culture needs interdisciplinary 

approaches. In this research, I try to find the meaning of pop culture, what tools pop cultural 

makers, aka producers, use to their consumers, aka audience, how they interact between 

each other to make sense, to produce social affects and eventually causing a social value 

shift. The communicational science of encoding-decoding process, what John Fiske groups 

as ‘the process school’ (Fiske,1990, 2), stands for the core structural theory of this research. 

Under this model’s umbrella, semiotics of signs, sociology of human interactions, 

anthropology about human and technological advancement, and psychology that previously 

explained in literature review are applied to find the outcome of social value shift. 

 

2.1. Semiotics (based on John Fiske’s Communication Studies) 

The shift of meaning, from Korean pop culture to cosmetic surgical value, is the main 

analysis of this research. Communication is the vehicle that carries meanings. Semiotics is 

the study of signs and meanings in conjunction with the communication. “Message is a 

construction of signs, which through interacting with the receivers, produce meanings (ibid, 

3)”. “Code is a system of meaning common to the members of a culture or subculture (ibid, 

19)” in a specific time. Code makes sign having the meaning. 

The sign “V shape” during WWII would be the code for Winston Churchill’s V for Victory. 

Whereas in Thailand sign “V shape” would be the code for trendy V shaped Chin.    

In different conditions, i.e., space, time, person; the meaning of codes vary. 

The text and how it is read are ‘changeable’ depending on the different social background 

and experiences of a particular culture. Contrarily, “the more a society shares the same 

codes, the more likely that very society shares the same signs systems (ibid, 39).” Beside 
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the proximity of culture, the level of the meaning of sign, easy or difficult to translate or 

decode, is also a factor. The term ‘convention’ is used for describing the highly predictable 

signs or codes (ibid, 21). 

In Anglophone cultural sphere, ‘Korean pop culture’ is more convention than ‘韓流’ as the 

prior provides the adjectives to explain the noun ‘culture’ very clearly whereas the latter is 

completely illiterate and, therefore, undetectable. While in East Asian setting, Chinese, 

Japanese and, in some extent, Korean people may find 韓流 being more convention as they 

could visualize Chinese ‘sign’ language “韓流” and discover the more precise meaning by, 

not reading but, looking at the 2 Chinese characters’ composition and capable to produce a 

mutual understanding.   

  The main signs and codes for this research are Korean cosmetic surgery, Japanese 

cosmetic surgery, Korean pop culture and Japanese pop culture 

“Medium” or what I will use in this research “Mediator” is “the technical or physical means 

of converting the message into a signal capable of being transmitted along the channel (ibid, 

19)”. The media divided by Fiske are the presentational media, the representational media, 

and the mechanical media (ibid, 18). 

The presentational media; voice, face, body, etc, require the presence of the communicators 

to send the signs or codes, collectively called text, to the receiver.  

The representational media; paintings, photographs, architecture, writing, etc, are the 

indirect texts that can record the media to various form. The text producers are not require 

to be there. 
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The mechanical media; telephones, radio, television, internet, etc, are similar to the 

representational media. It is only that this category’s channel of communication is through 

engineering. 

In this paper, I readjust the term to make it fit and simpler to apply Fiske’s communicational 

theorem. 

  The presentational media is called in this paper as “the first tier communication”. 

The representational media and the mechanical media are collectively called “the second 

tier communication” with little adaption. Regardless of the tools of communication, if the 

text passing through only 1 filter; I labelled it “the second tier communication”. In addition 

to this, if there are more than 1 filter, I named it “the third tier communication”. 

If I visited Korea, I found Ms. K, with her beautiful new face and I asked where she made 

her face (without having further conversation) and, as a result, I decided to do cosmetic 

surgery; the communication I experienced is the first tier communication.  

If I found Ms. K and I have conversation with her in Korean in this specific issue and, as a 

result, I decided to do cosmetic surgery; the communication I experienced is the second tier 

communication.  

If I found Ms. K on youtube, assuming she adjusts the camera angle and everything by 

herself, she explains everything about her experience about cosmetic surgery and I finally 

decided to do cosmetic surgery; the communication I experienced is also the second tier 

communication regardless if youtube is a mechanical tele-filter.  

And if I watched a Korean TV program ‘Let Me In’ dubbed in Thai language, I impressed 

with the new face of Ms. K and I finally decided to do cosmetic surgery; I experienced the 
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third tier communication with the first filter as television producers (not because of 

mechanism) and the second filter as dubbing Thai. 

The different elements between Fiske and my theory of medium theory are shown in the 

table below. 

Table 1: Semiotics comparison between Fiske and my theory of medium theory 

   

Fiske 

Model 

Exampl

es of 

Fiske 

Filters/

Media/

Mediato

rs 

Examp

les 

situatio

ns  of 

Fiske 

model 

Examples 

situations 

of my 

model 

Examples of my 

Filters/Media/Mediators 

My 

Model 

The 

presentatio

nal media 

voice, 

face, 

body, etc, 

I found Ms. K, a Korean 

woman with her beautiful 

new face and I asked 

where she made her face 

(without having further 

conversation) and, as a 

result, I decided to do 

cosmetic surgery 

similar to Fiske but those 

filters must be applied 

within their own 

category  

First 

Tier 

Comm

unicati

on 

The 

representat

ional media 

paintings, 

photograph

s, 

architectur

e, writing, 

etc 

I found Ms. K and I 

have conversation 

with her in Korean 

in this specific issue 

and, as a result, I 

decided to do 

cosmetic surgery 

Similar to Fiske 

including voice 

conversation with third 

party or issue and 

regardless of 

mechanical tools 

Seco

nd 

Tier 

Com

muni

catio

n 

Not applicable here (it is 

appropriated with Fiske’s 

the mechanical media) 

I found Ms. 

K on 

youtube, 

assuming 

she adjusts 

the camera 

angle and 

everything 

by herself, 

she 

explains 

everything 

about her 
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experience 

about 

cosmetic 

surgery and 

I finally 

decided to 

do cosmetic 

surgery 

The 

mechanical 

media 

Television, 

radio, 

telephone, 

internet 

I found Ms. K on youtube, 

assuming she adjusts the 

camera angle and 

everything by herself, she 

explains everything about 

her experience about 

cosmetic surgery and I 

finally decided to do 

cosmetic surgery 

Not 

applicable 

here (It is 

appropriate

d with my 

Second Tier 

Communic

ation) 

story 

retold 

by any 

type of 

media 

regardle

ss if it is 

mechan

ism or 

not 

Thir

d 

Tier 

Com

muni

catio

n 

 

The word I use in the examples “…and I finally decided to do cosmetic surgery” signifies 

the “representational process” to make the signs or codes become meaningful to myself. 

All “the meaning is constructed by the system of representation” (Hall, 2013, 7). 

The tier of communication is important as the more filter it has, the more communicational 

distortion is more likely to occur. The distortion of meaning occurs when the sending signs 

or codes are not familiar or unconventional with the received culture. The distorted meaning 

of the text receiver is termed in communication studies as “aberrant decode (Fiske, 1990, 

82; Fiske, 2004, 61)”. The aberrant decode occurs by various causes. A cause that would 

be mentioned in this research, is “preferred reading” (Walton, 2012, 63) also called 

interchangeably ‘preferred meaning’ (Proctor, 2004, 67). The preferred meaning is a code 

that is made up to make sense by a powerful person in a society; e.g., actors, singers, famous 

persons in all institutions or what I would term “celebs” in this paper.  
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The preferred meaning is the cause of aberrant decode. In this research assumption, the 

code, Korean pop culture has been made to become an aberrant decode by the preferred 

meaning of the Thai social influencers, local celebs and net idols, and eventually cause a 

social phenomenon, the shift of Thai cosmetic surgical value. 

The distortion in the communication process happens all the time and it is a part of a rite of 

passage of communications. 

 

2.2.  Encoding-Decoding (Hall’s communicational framework) 

The communicational model ‘encoding-decoding’ introduced by the late British cultural 

theorist Stuart Hall, in 1973, invented this theory to explain the intercourse between the 

television programs producers and the television watchers. This model is widely apply with 

many other binary social interaction analysis by many scholars   with this research. 

Encoding-Decoding is the 4 stages of developing media messages: production, circulation, 

use and reproduction.  

 

1) First step, the media producers select the information they want to send. They want 

to maximize the outcome; therefore, they try to select and edit the information they think it 

would produce the most effective feedback message. This selected and edited process is 

called “encoding”. It is originally the raw information that producers want to sell to the 

audience. The raw information can be totally new thing or the information that presently 

exist in the society. However, the raw information must have the ‘meaning’ or what De 

Saussure called ‘signified’, otherwise, there has no necessity for the audience to consume. 
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Therefore, the raw information must be ‘cutting-edged’23 or adding a ‘story’24 in hope to 

get the reaction from the audience and they can sell that very raw information. The story is 

made up to loosening any barrier that may occur because the introduced information can be 

considered as either: 

a. conventional code, information that have already coexist with the social setting of 

the audience, it would not trigger any innovation and, as a result, the encoded information 

will become a cliché and get no attention at all from the audience  

or 

b. invented code, information that is new to the audience, it is so new and alien until 

the audience could not understand and, eventually, do not consume the encoded information 

and terminate the communicational process.  

  

In short, story is introduced to season the conventional code and to translate the invented 

code in order to facilitate the audience to consume the encoded information. 

Most of the time, over the course of encoding, the meaning could be conformed, adapted 

or changed when it reaches the audience.   

 

 

 

 

 

                                                        
23 My definition of ‘cutting-edged’ means adapted, colored, distorted, filtered 
24 Or what Stuart Hall calls ‘communicative event’ in his article Encoding/Decoding P. 124 
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The raw commodity remains raw until it was chosen by a producer. 

Figure 1: Encode – Decode Process 1 

 

    Raw Encoded 

 

 

 

 

2) The second step, when producers selected and edited their information until they 

satisfy with their adapted one25, they produce/ broadcast/ spread the encoded information 

to their audience. 

                                                        
25 or by what Hall calls the ‘meaningful discourse’ 

Event, Information, 
Message, Product, Thing 

collectively called  

‘Commodity’ 

Commodity 
+ 

Story/Interpretation  
(made by producers) 
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3) The next step, the audience received the encoded message. This is the moment 

when the audience interpret the encoded message. The encoded information possesses not 

mono but ‘polysemic values’ (Proctor, 2004) i.e., 1 message signifies more than 1 thing. 

This is because all audience already have preconceived notions. They all have their own 

accumulated experienced backgrounds. They possess their own bias way to perceive things 

even at the first glance. When audience perceives the encoded information, they start the 

next process. 
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The audience consumes and conceives the encoded information. This stage is called 

‘decoding process’. The meaning of the encoded information, which is conceived by 

audience, can be interpreted differently depending on the accumulated backgrounds, 

experiences and knowledge of each individual. To say again, the meaning of the 

information that producers want the audience to get and the meaning of that very 

information that the audience has conceived and understood may not possess the similar 

meaning.  
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If the consumed commodity has ‘no meaning’ to the audience, they will not conceive the 

encoded commodity. This means ‘no consumption’ (Hall, 2010, 123) and the process 

terminates. On Contrary, if the consumed commodity is ‘meaningful’ to the audience, they 

will conceive the encoded commodity and produce the next step that makes this process to 

become a cycle. “No one moment can fully guarantee the next moment with which it is 

articulated. (ibid)” 

4) The audience ‘reproduces’ the conceived or decoded information to their living 

society. To make it simple, audience talks to their friends, who are also audience, about the 

things they had consumed sent by the producers. The meaning of decoded information that 

circulates in the society is plural because each audience interprets the encoded information 

differently according to their different backgrounds, experiences and knowledge. 

Nevertheless, there will always have the highest number of similar meaning in a cycle of 

encoding-decoding process. This is because a society always constructs similar settings that 

are shared by the living audience. Audience in a society shares a certain degree of 

backgrounds, experiences and knowledge. Subsequently, it produces a social ‘preferred 

meanings’ (Proctor, 2004) that would, eventually, produce ‘social trends’. When both plural 

decoded information and preferred information are reproduced and circulate in a society, 

these information are conventionalized and become raw information again. The preferred 

meanings will be caught by the producers, they will encode these preferred meanings (as 

these meanings are social trends), and they subsequently will produce/ broadcast/ spread 

the newly encoded commodity back to the audience again. This is the starting point of the 

new cycle. The communicational circle keeps enliven a society for continuing the ever 

ending socio-cultural development. 
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The claimed flaw of this theory, however, is mentioned in Andrea L. Press’s book that its 

approach could be best applied under the certain social condition, namely, working class 

men as Hall developed this framework out of Gramsci and Marx’s theorem. (Press, 1991) 

In other words, Encode-Decode theory holds true the best when the filters of social class 

and gender apply. 

To apply the model into this research, In this case, the senders, which are Korean and 

Japanese pop cultures, produce messages and send them to the receivers, Thai consumers. 

The messages produce social effect and being circulated in Thai society. Then, the Thai 

consumers use the sent messages. After they use the sent messages, they interpreted the 

sent messages in their own way based on their own experiences and reproduce the messages 

back to their own society. The meaning can always be distorted and can be interpreted into 

something else away from the original messages. In this case, Thai people receive messages 

from the sender, Korean pop culture, and interpreted it as the acceptance of Korean 

cosmetic surgery, which brought to the social value change, while Japanese pop culture did 

not cause the similar reproduction. 

Hall’s Encode – Decode model is used as the main framework structure of this research by 

which other theorem are explained by the findings resulted from the outcome of the survey. 

Other theorem under Hall’s framework are these followings. 
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Chapter 3 Methodology 

The research’s goal is to find out if Korean pop culture in Thailand has changed cosmetic 

surgical value in Thailand. I first try to prove if Thai people who are living in Thai settings 

agree with this correlation. Japanese pop culture is also used to compare with Korean pop 

culture to find the similarities and the differences of the social impact. 

I used both quantitative questionnaire and qualitative interview for better research findings. 

 

3.1. Quantitative questionnaire  

I applied the quantitative questionnaire to check the social consensus of Thai people. The 

specification of recipients is broad as I would like to generalize the respondents to make 

the research result not bias to any specified group of people. The recipients are 713 in total.  

The survey is divided into 5 parts + 1:  

1) general information  

2) cosmetic surgical value 

3) cosmetic surgical experience 

4) Korean pop culture  

5) Japanese pop culture 

Short concluding questions 

There are 3 questions in part 2, 3 and the concluding part that deploy different words but 

having similar meaning cross checking the recipients to reassure the answer. 

The general part asks the recipients age range, living place, educational level, monthly 

household income, occupation and gender. These questions are required to diversify the 
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recipients’ social strata for the truer reflection of the result. The ratio of the respondents 

should be evenly distributed in accordance with the required general information. 

The minimum age range is set at 1999 born as the youngest respondents. The younger age 

cannot be applied to this survey because they could not answer the questions about Korean 

pop culture as they were too young, therefore, it is slim chance that they could share social 

commonality experience.   

Cosmetic surgical value part asks the respondents about their values towards cosmetic 

surgery in Thailand. Besides, there are many questions asking the recipients about their 

viewpoints towards their settings in relation to cosmetic surgical value. This part is designed 

to investigate the point of view of individuals how they value and position cosmetic surgery 

and how they look upon and evaluate their living environment. 

Part 3 specifically asks only the recipients who have direct experience of cosmetic surgery. 

The questions are made to explore the perception of the recipients towards cosmetic surgery 

before and after the operation. In addition, many questions ask about their setting’s reaction 

before and after their surgical operation. 

Korean pop culture is the part which try to find the correlation between Korean pop culture 

and cosmetic surgical value influence. Many questions in this part try to explore the 

relationship between the respondents and Korean pop culture to prove if the Korean pop 

culture consumers should necessarily be persons who are interested in cosmetic surgery. 

Japanese pop culture is put for the comparison. The questions’ content is similar to the prior 

part. Japanese pop cultural influence could check if cosmetic surgical value was brought by 

the Japanese by the similar way with the young Korean wave. The similarities and/or the 
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differences of Japanese and Korean pop cultural effect towards Thai social value would 

give more dimensions to the survey.   

The last 2 questions are direct to the point of this research. The first question asks about the 

recipients’ preference between Korean and Japanese pop culture. This question is made to 

explore if the persons who choose one another would have any different aspects towards 

cosmetic surgical value because the social position of Korean pop culture and Korean pop 

culture is not similar in Thailand. Due to this, the answer of this question may indicate a 

crucial assumption towards cosmetic surgical shift. 

The last question is simple. It asks which is the most influential factor making cosmetic 

surgery becomes wider accepted in Thai society. This question is made to let the recipients 

understand the purpose of this research and to restate their answered positions. 

 

3.2. Qualitative interview 

For the better understanding of the social happening, qualitative interview would complete 

the parts which questionnaire cannot give the answers. 5 interviewees are selected to 

complete the question task. The interviewees I chose are from different occupation, 

background, living places. They are all shared gender, age range, nationality and social 

commonality. They are all involved in cosmetic surgical industry, Korean pop culture and 

they were all born in the 80s and were in pre-teens during the time Japanese pop culture 

was at its peak in the 90s. 

The 4 interviewees are female, 1 is male at the pre-30s, Thai, born and raised in Thailand, 

they have been to Korea, they are involved in cosmetic surgical industry and they had been 

living in Thailand during the peak of both Japanese and Korean pop cultural boom. 
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1) PRANG, a sales and marketing executive in a famous Thai cosmetic surgical travel 

company. She is a medium middle class, living in Bangkok the capital. 

PRANG has a lot of information about her customers. She knows the tendency of cosmetic 

trend through the customers’ data she has with her. She has to come to Seoul together with 

her customers frequently. 

2) PLOY, a Korean-Thai interpreter who works at The Royal Thai Embassy in Seoul, 

Korea. She is an upper middle class had lived in Khonkaen and Chiang Mai, big cities with 

more than 1 million population. 

Like PRANG, PLOY is informative about Thai patients visit Korea for surgical operation. 

She has direct information from surgical clinic staff and from Korean surgeon doctors. 

She is the one who has to stand by in the operating room alongside with Thai patient, 

nurses and doctor when the operation is ongoing. She has the in-depth information about 

what is going on in Korea about cosmetic surgery in relations with Thai patients.    

3) SORN Maxim, a famous Thai Net Idol. She was a lower middle class but now 

became upper middle class living in Bangkok.  

She became a celebrity after undergoing cosmetic surgery and describing her experience 

through her blog. She has experience undergoing operation under Thai doctors who claimed 

to have been trained in Korea. From a clothes seller in the market stall, this year, she is 

reigned second runner up Miss Maxim 2015. She has many exchanged information by her 

experience that cosmetic surgery has really changed her life. 

4) SOM At Ten, a famous Thai cosmetic surgical addicted confessor. She is a 

moderate middleclass living in Nonthaburi, a big city being a part of Bangkok metropolitan 

area.     
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She caught attention after she appeared in “At 10”, a famous TV variety program, and 

declared to the public that she is a cosmetic addicted patient a few years ago. She has a long 

direct experiences about cosmetic surgery to be explained. Beside her family business, she 

is now opening her own cosmetic surgical clinic. She is, de facto, priced as cosmetic 

surgical guru in Thailand. She is currently hired by a Korean TV program for a makeover. 

(as of July 2015)  

 

5) MAN, one of the only 317 true licensed plastic and reconstructive surgeons in 

Thailand. He is an upper middleclass living in Bangkok suburb. 

He has deep knowledge specializing in plastic surgery and capable to explain the 

differences between Thai and Korean cosmetic surgical techniques and the skin conditions 

that make the results between the 2 countries turn out to be different.  

All of the qualitative interviewees believe that Korean pop culture is the important cause of 

Thai cosmetic surgical shift: Thai people became more resilient with the issue. Thus, the 

questions would be about their past experiences and their individual knowledge.  

The qualitative interviews were done by chatting through Line application. Only MAN that 

the interview was conducted by Phone Call. The questions are more about cosmetic surgical 

parts and value that are in trend in the Thai society now. The in-depth about the cost and 

the direction of the trend in the future are also included.  

The weight of findings are based from the responses of quantitative questionnaire with the 

additional information from the qualitative interviewees. The results are analyzed by 

applying mainly to the social theory of Stuart Hall’s encoding-decoding theory. In addition 
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to this, other theorem mentioned earlier in literature review part will selectively be used to 

describe the results. The interpretations of the audience are the key answers of this research. 

Table 2: The differences of quantitative and qualitative enquiry  

Criteria Quantitative Qualitative 

Purpose To prove hypothesis, to 

get the general social 

information and 

analyzing the outcome 

result 

To get in-depth 

information 

from the people 

in charged and 

to compare the 

result with the 

survey 

Group of people Large and randomly 

selected 

Small and 

specific selected 

persons who are 

in the industries 

Type of Data Collected Numbers, statistics and 

words 

Words 

Expected Data Collected Subjective values, 

viewpoints and 

experiences 

Objective 

information  

Results Objective data 

information  

Analysed from 

the combined 

survey result 
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Chapter 4 Analysing the questionnaire 

The main finding of this research is looking for the correlation between Cosmetic surgical 

value in Thailand and Korean and Japanese pop culture. 

The results of quantitative data are the consequence from the multiple encoding-decoding 

process made between Thai audience and 3 dependent variables: cosmetic surgical industry, 

Korean pop culture and Japanese pop culture. The answers of all recipients are from the 

decoded opinions. 

Before finding if Korean or Japanese pop culture have the effect on Thai people’s cosmetic 

surgical value, the general question about Thai cosmetic surgical value is to be analyzed. 

 

4.1. Analyzing the Thai cosmetic surgical value 

According to the survey’s result, it is found that more than 80% of the Thai recipients do 

not satisfy with their natural born looks. 

Q.17 Do you want to look better? 

Highest: Yes (84.7%) 

Followed by: No (15.3%) 

This question is simple while the answer could give an implication to the present Thai social 

value. The number of recipients who dissatisfy with their given look stands in contrast 

against the Teach of Thai Buddhism stated ‘Be satisfy of what you already have had.’ On 

the opposite side, only about 15% are what the Thai ministry of culture has always 

propagated the ideal Thai people in the present mediascape. By this, it shows that Thai 

society has deviated their mind-set from this Buddhism oriented Teach to become 

something else. 
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The follow up survey question touched upon the similar issue but in a more constructive 

manner.  

Q.18 Are you interested in undergoing cosmetic surgery?  

Highest: No (59.24%) 

Followed by: Yes (40.76%)  

About 60% of the recipients refuse to make themselves look better through cosmetic 

surgery whereas 40% accept cosmetic surgery is not what they are against. 

The result here reflects the hypocrisy between the majority’s desire to look better and their 

probable action in the social reality. To say it again, there are about 20% of the recipients 

who do not satisfy with their look but do not fix or materialize their wish through cosmetic 

surgery.  

Although people who do not wish to meet with surgeon doctors are outnumbered, 40% of 

people who are interested in cosmetic surgery is not a small percentage.  

The discrepancy between the figures from Q.17 and Q.18 could give a social implication 

that cosmetic surgical acceptance in Thailand is in between the transition, indicated by the 

incoherent percentage of the recipients’ appearance satisfaction and the interested in 

undergoing cosmetic surgery. 

  To check the transitional direction, time dimension is needed to be added. Q. 12, 

Q. 13 and Q. 14 indicate the social value tendency reflected from recipients’ personal 

opinion towards cosmetic surgery. 
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Table 3: The Progress of Recipients’ Social Value toward Cosmetic Surgery (Q.12-14) 

 Negative Neutral Positiv

e 

 

Q. 12 Before you have 

acknowledged about cosmetic 

surgery, how do you feel about it 

(when you had heard about 

cosmetic surgery but you had 

nothing in your mind what is it 

about)? 

30.17% 60.89% 5.59% 

Q.13 What came to your mind for 

your FIRST TIME acknowledge 

about cosmetic surgery (when 

you started to really know the 

process of cosmetic surgery)?  

 

23.44% 67.19% 5.73% 

Q.14 How do you feel NOW 

about cosmetic surgery? 

5.7% 68.91% 22.28

% 

 

The most significance of these 3 questions is the big value shift from the negative to the 

positive view. The average negative view at the first cosmetic surgical acknowledgement 

is about 26.8%. But the present minus views decreases to only 5.7%. The similar but 

opposite effect does with the positive side, from the average of 5.66%, at present, it has 

become 22.28%. 

A reason behind the big shift of value change could have things to do with time span. 

33.51%, attribute to the majority of Thai recipients chose the answer that they have had 



50 
 

acknowledged about cosmetic surgery for more than 15 years.26 The result of this figure 

reflects that Thai cosmetic surgical industry has long been existing in Thailand but it was 

not being widely accepted reflecting from the low percentage of positive view from the 

past. However, when I put a variable by adding the word ‘NOW’ to control the time setting, 

the shifting percentage from negative to positive id significant at 22.28%. As a 

consequence, timing could be an influential variable of the value shift. 

In addition to the personal opinion above, to get the tendency information whether Thai 

people see their living society is more accepting about cosmetic surgical value or not, and 

in response to the Q. 14’s answering shift, these 3 questions are made in the chronological 

order. 

Table 4: The Progress of Recipients’ Social Value toward Cosmetic Surgery (Q.34-36) 

 very 

negative 

negative neutral positive very 

positi

ve 

Q.34 What do you think 

about cosmetic surgical 

value in Thailand 20 

years ago (1990s)?  

 

8% 33.14% 55.43% 2.86% N/A 

Q.35 What do you think 

about cosmetic surgical 

value in Thailand 10 

years ago (2000s)? 

0.57% 30.11% 63.64% 5.11% 0.57

% 

Q.36 What do you think 

about cosmetic surgical 

N/A 5.71% 61.71% 28.57% 3.43

% 

                                                        
26 see Q.8 



51 
 

value in Thailand at 

present (2010s)? 

 

 

The questions exhibit the 20 years span of the cosmetic surgical value’s evolution. Majority 

of the recipients have neutral reaction towards cosmetic surgery. This is probably because 

they do not interest on cosmetic surgery.27 However, after the neutral opinion, the answers 

show the tendency of social acceptance towards cosmetic surgery.  

The negative and the very negative perspective combined result shows a consecutive 

decline from 41% to 30.5% to 5.7%; while the positive and very positive perspective 

combined result shows a consecutive rise from 2.8% to 5% to 32% during the last 20 years, 

10 years, and at present time accordingly. 

The results of questions 34, 35 and 36 indicate that Thai society has become more and more 

accepted to the cosmetic surgical value. It is noteworthy that the positive side from the last 

10 years and present time is markedly jumped up. Contrarily, during the same time gap, the 

negative side is plummeted. 

During the 2000s decade, Korean pop culture, an assumption factor, had reached its popular 

peak in Thailand.28 The jutting up time of cosmetic surgical value and the arrival of Korean 

pop culture in Thailand is coherent. This could be a presumption that Korean pop culture 

could be a cause of this value shift, which it will be investigated more in detail later on this 

paper. 

                                                        
27 From the survey data, when inputting the filter on question number 18 applying to the ‘No’ 

choice, it shows that most people who chose ‘No’ also selected ‘neutral’ in most other questions. 
28 Check Q.44, Q.45, Q.47, Q.48 for the percentage fluctuation of the popularity of Korean pop 

culture in Thailand  
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In sum, the question number 17 indicates that Thai tradition is valued by the recipients’ 

minority, the question number 18 shows that 40% is not small for people who would like 

to try undergoing cosmetic surgery, the questions number 12 to 14 presents the recipients 

attitude about cosmetic surgery that they have become more accepted, and the questions 

number 34 to 36 displays the social tendency that the recipients perceived Thai society as 

becoming more accepted in the issue of cosmetic surgery. In other words, there is a shift in 

Thai cosmetic surgical value especially during the recent period.   

 

4.2. Korean pop culture as a factor 

To find the correlation between Thai cosmetic surgical value and Korean pop culture, the 

latter one’s variable must be applied. 

The answers of questions below represent significant linkages between Korean pop culture 

and cosmetic surgical value in Thailand.  

Q.10 From whom you MOST FREQUENTLY received the information about cosmetic 

surgery?  

Highest: Korean Celebs 37.63% 

Followed by: Friends 31.44%  

 

The highest answer to the Q. 10 gives the implication that Korean celebrities could get 

easily access in searching for the information about cosmetic surgery. It could be an 

abundant sources.  

Friends come second with high percentage. Friends cannot ‘wholly’ be considered as 

separate variable from the assumption of Korean pop culture. Friends are audience, they 
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are people who could receive the encoded information about Korean pop culture from the 

Korean producers, they possess full autonomy to decode the perceived external information 

into anything according to their preferred meaning, and they have the ability to reproduce 

the message to society by, for example, talking to the recipients about their perception 

towards cosmetic surgery after consuming Korean pop culture. In addition, according to 

the theory of representation, friends and Korean celebrities can be counted together as the 

same variable as friends are considered as third tier information while Korean celebrities 

are considered as second tier information, of which they all portray the same source of 

information.29 

However, to combine Korean Celebs and Friends together as the same variable would be a 

short coming. This is because there has no prove if friends of the recipients receive the 

information ‘only’ from Korean celebrities. Therefore, friends’ percentage must still be 

considered as separate entity unless we have further detail about the recipients’ friends 

received information which is beyond this research’s capability. Due to time and wealth 

constraint, this research will focus on the results made by recipients’ answers only and I 

will leave Korean celebs and Friends as separate variables.30  

 

In psychological aspect, friends could influence individual’s decision’s deviancy. 

Individuals may do things differently if they are alone, but while being with a group, their 

final decision may juxtapose to the factual reality and continue exacerbating accordingly to 

                                                        
29 see ‘Representation’ edited by Stuart Hall Chapter 1 p.1-p.59 and Chapter 4 p. 215-p.287  for 

further information about first, second and third tier information. 
30 digging down the cognitive of recipients’ friends, checking if their projected preferred meanings were 

originated from consuming Korean wave is beyond the ability of the researcher to make another spin-out 

research and study more into the recipients’ environment.  
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the group. Floyd H. Allport, an American psychologist, calls this deviant behaviour as 

‘group mind fallacy’ (Sargent, 1966, 17).31 However, the group mind fallacy usually applies 

to the mala in se while social value is more fluid and there is no definitive right or wrong. 

As a consequence, agreeing with other people without self-conscience, in this case, is closer 

to an act of “peer pressure” that the audience may not actually possess the same value as 

others but they may not want to be difference, thus project themselves similar to others.  

To apply this psychological effect to this finding, the high percentage of receiving the 

information from friends may not reflect the actual necessity of cosmetic surgery and also 

other social trends in a society especially in collectivism setting where people tend to follow 

others without reconsidering their own actual need.  

The gist of the above argument is that ‘friends’ variable could not proof as independent 

from Korean celebs, as friends could also be an indirect Korean celebs audience, and friends 

might distort the result of the number of recipients who agree that Korean cosmetic surgery 

makes shift to Thai social value because of peer pressure effect. 

The next question scopes down to the specific countries; Korea, Japan, Thailand and others, 

if cosmetic surgical value would reflect any preference under the specific social space, or 

countries.   

 

 

 

 

 

                                                        
31 http://www.bbc.com/news/blogs-china-blog-33053826 
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Q.19 If you can choose, which country would you like to do cosmetic surgery? 

Table 5: The Progress of Recipients’ Social Value toward Cosmetic Surgery (Q.19) 

Rank Countries for cosmetic 

surgery 

Percentage 

1st rank Korea 46.93% 

2nd rank Thailand 42.46% 

3rd rank Japan 5.06% 

 

In agreement with the previous answer of Q.19, it is predictable that cosmetic surgical 

industry in Korea could easily get the benefit out of this extensive information flow.  

 

Q.20 From the previous answer, what makes you choose that country? 

Highest: Better Quality (51.38%) 

Followed by: More Safety (25.71%) 

Q.20 is the sequence from the prior question to support the idea why the recipients chose 

that particular country. The figures shown in Q.20 are the filtered answer specific only from 

the recipients who chose Korea as their designated destination for cosmetic surgery on Q. 

19. By the result, it is apparent that Thai recipients counts on Korean primarily because of 

the better quality.      

In a qualitative interview with PRANG, offered a price competitive viewpoint. She said 

that Thai cosmetic surgical skill has a marked progress and not so inferior than the Korean 

counterpart. The number of customers have gradually declined because the number of 

companies that copied the business models mushroomed and the cosmetic surgical cost in 
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Korea has risen.32 PRANG’s answer implies that she believes Korean cosmetic surgical 

quality is more superior to Thailand, which is coherent with the highest number of answers 

done by quantitative recipients. But her additional information also gave a negative view 

of the future of Korean cosmetic surgery in Korea.  

In an interview with MAN33 gave insightful reasons behind the success of Korean cosmetic 

surgery in Korea. He admitted that Korean cosmetic surgical quality in parts of rhinoplasty, 

or nose-job, and double eye lids are superior to the Thais. He said even his professor who 

taught him in the class of phinoplasty and eyelid surgery was a Korean professor. However, 

he explained that the skin quality and the facial structure of Korean people are not similar 

to Thai people which are the crucial factors how the Korean cosmetic surgical results seem 

to get better result than the ones that has been done to Thai patients by Thai surgeons in 

Thailand. He also argued that such factual discrepancies have been silenced while the 

pictures of Korean patients have been exploited by Korean cosmetic surgical marketing 

everywhere in Thai beauty clinics.34 In a sentence, his stance sees Thai cosmetic surgical 

quality as no lesser than the Koreans’ but also accepted Korean surgeons possess better 

quality in some specific parts.  

 

Q.39 In the PAST what was the ideal face according to your experience? 

Highest: Dorsal Augmentation (58.52%) (shared by Koreans as the basics) 

Followed by: double eyed lid (44.32%) (shared by Koreans as the basics) 

 

                                                        
32 see quantitative interview part PRANG 
33 http://www.plasticsurgery.or.th/lst_name.php 
34 see qualitative interview part MAN 
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Q.40 At PRESENT, what is the ideal face according to your experience? 

Highest: V shaped chin (60.23%) (influenced by Korean value) 

Followed by: Dorsal Augmentation bone (59.66%) 

Table 6: The Progress of Recipients’ Social Value toward Cosmetic Surgery (Q.39-40) 

 Q. 39 PAST Q. 40 

PRESENT 

Popular changing Facial 

Part 1st Rank 

Dorsal Augmentation V Shaped 

Chin 

Popular changing Facial 

Part 2nd Rank 

Double Eyed Lids Dorsal 

Augmentation 

 

Q. 39 represents the opinion of the respondents about the preferred face of Thai people’s 

value in the past. It can be noted that the main 2 facial values are shared between both Korea 

and Thailand. These answers could reflect that face of peoples in both countries possess 

some mutual features and the social values towards the inferior facial areas are, in certain 

extent, the shared myth. Many social scholars claimed that the yearn to have the Western 

look is the influence of the cultural invasion done recently by the economically politically 

dominated country, to say it out overtly, the United States in the theory of cultural 

imperialism. For the Thai case, yearning for the Caucasian looks has been originated much 

earlier time and could be traced back from a handful of ancient literatures depicted as being 

white is more civilized and more preferable than being dark skin. The myth of preferring 

white complex could derive from the ancient Indian socio-political tension between the 

Caucasian Aryan and the dark skinned Dravidian. The myth that depicted in this Indian epic 
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is an example of social class persistence (Fiske, 1990, 89) symbolizing by many indicators 

including white skin people is better than black skin’s. An outstanding example of this 

dichotomous good white and bad black social value could be witnessed from the world 

class Sanskrit epic “Ramayana” which it depicted the virtue and legitimacy of the white 

race protagonists as being the winner over the dark race evil opposition as being the loser 

at the end of the story. Recently, the ‘whiteness’ was restated in an article wrote by, James 

Austin, an expatriate journalist who lives in Thailand. He gave a historical information that 

preferring ‘white’ is the leftover of an ancient human social value heritage as being superior 

and healthy of which such value had been shared everywhere in the world.35 Although, 

none of the ancient script specifically stated that nasal augmentation bone and double eye-

lids are of merit or being preferred features, those 2 features are facial features that not 

many Mongoloid peoples possess.   

 

Q.40’s content is similar to the earlier question but apply for the present time. A 

significance that appears to the Thai idealism facial feature is the V shaped chin. V shaped 

chin is the cosmetic surgical trend that could not be found anywhere before but first in 

Korea. Thus, this facial feature is a significant example that Korean cosmetic surgical value 

is changed by the influence of Korean pop culture. In addition to the V shape chin, Korean 

people’s white complex appropriates to a significant ancient preference feature of Indian 

imported Thai myth. As a result, being white like Koreans are also another Korean 

                                                        
35 http://asiancorrespondent.com/133825/in-the-wrong-skin-thailand-needs-to-come-to-terms-
with-white-power/  26 June 2015 

http://asiancorrespondent.com/133825/in-the-wrong-skin-thailand-needs-to-come-to-terms-with-white-power/
http://asiancorrespondent.com/133825/in-the-wrong-skin-thailand-needs-to-come-to-terms-with-white-power/
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trademark that can ‘sell’ to the Thai people. The following Q.38 and Q.62 reaffirm the 

influence of Korean pop culture in Thai’s present setting.   

Q.38 Through your experience, what are factors that make cosmetic surgery value in 

Thailand change (you can choose only 1 choice)? 

 

Table 7: The Progress of Recipients’ Social Value toward Cosmetic Surgery (Q.38) 

Rank Percentage 

1st rank: Imported Korean values 23.86% 

2nd rank: Local celebs behaviour 19.89% 

3rd rank: Technological Advancement 19.32% 

4th rank: Thai people want to look better 

than they were lookalike when they were 

born 

15.34% 

Q.62 From your experience, what is the most influential factor that makes cosmetic surgery 

in Thailand becomes more widely accepted?  

Table 8: The Progress of Recipients’ Social Value toward Cosmetic Surgery (Q.62) 

Rank Percentage 

1st rank: Korean pop culture boom 39.16% 

2nd rank: Social changing that appearance 

becomes more and more important 

27.11% 

Last rank: Japanese pop culture causes 

Thai value’s shift  

1.2% 

 

 



60 
 

Q.38 asks the recipients’ opinion about the cosmetic surgical change in the Thai settings. 

This question might sound indicative to convince the respondents to believe that Thai 

cosmetic surgical value has really changed, but one of the choices in this question, ‘Thai 

people have always wanted to look better than what they were naturally born lookalike’,  

gives a room for anyone who thinks there has no changed and rejected the research 

assumption.  

According to the responders, Imported Korean values is ranked atop at 23.86%, followed 

by local celebrities at almost 20%. Although the percentage of imported Korean values is 

greater than the inner needs of Thai people to look better, at 15.34%, most people who 

eventually decided to go for cosmetic surgery including 3 out of 5 quantitative interviewees 

confessed that their natural born un-pretty faces are actually the main driving force of doing 

cosmetic surgery.   

The local celebs’ behaviour ranks second at 19.89%. By interviewing with Thai people and 

observing Thai media market, the local celebs’ identity, especially during the era of Korean 

pop cultural boom, is partially tied with the existence of Korean pop culture. The local 

celebs’ identity is an issue needed to be explored in more detail in 4.3.2. 

The technological advancement, which ranks at third place, 19.32%, is also an issue which 

will be analyse in 4.3.1.   

 

Q.62 is the repetition of Q.38 to double check if the recipients would still confirm their 

standpoints. The highest percentage of the recipients that have lived their lives in Thailand 

reaffirmed their perception that it is Korean pop cultural boom that brought the change in 

Thai cosmetic surgical value.   



61 
 

The second rank, appearance has become more and more important in Thailand, is an issue 

that has been investigated by many scholars. Kamonkan Jinchang (2010), a psychologist, 

analysed this very issue in her academic paper. She concluded that materialism value that 

has been intensified and internalized into Thailand by the fast growing capitalism society 

is the main driving force that made Thai people eventually decided to undergo cosmetic 

surgery. Likewise, the assumption of this research is also based upon the fast growing of 

technological advancement that help intensifying the flow of culture farther and with 

shorter time. Materialism society could be considered as a supportive social base for the 

shift of Korean cosmetic surgical value due to the foreign cultural inflow. 

 

4.3 The other factors that are worth to be investigated 

 

4.3.1 Technological advancement and New Media 

It is to be noted that Korean information is unintelligible to most Thai people and the 

medians are usually utilized. One of the tools that has become a helping hands of the present 

society is informational technology. 

As it is correspondent with the foreseen made by a famous geographer and anthropologist, 

David Harvey, that the never ending technological advancement could shorten time and 

human geography36 or space and eventually facilitate the faster flow of information in the 

global level; the snapped elevation level of cosmetic surgical value during the last decade 

would have things to do with the technological advancement. 

                                                        
36 Human geography is dealing with the location of human system such as politic, economic, ethic, 

religion, custom, etc. See http://eric.ed.gov/?id=EJ312759   

http://eric.ed.gov/?id=EJ312759
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From the survey, a tool that was asked and was becoming the most selected choice is ‘The 

advancement of communicational technology’. 

 

Q.11 From WHERE you MOST FREQUENTLY received the information about 

cosmetic surgery? 

Highest: Social Network (70.1%) 

Followed by: Television (20.1%)  

Table 9: The Progress of Recipients’ Social Value toward Cosmetic Surgery (Q.11) 

Rank Means of communication Percentage 

1st rank  Social Network 70.1% 

2nd rank Television 20.1% 

 

 

Q.11 enquires about the means of communication. Social Network is overwhelmingly 

selected by 70.1%. While the traditional means, Television comes second at 20.1%. 

Social network is a part of new media and has a more communicational accessibility feature 

than the runner up Television or what I categorise it as a member of old media.  

Under Stuart Hall’s Encoding-Decoding framework, audience is not considered as passive 

but an active player. TV watchers always send and not send the decoded message back into 

the society. However, the decoded message in the old media are mostly be sent through the 

local intermediate filters; e.g., local TV broadcasters, news reporters, media producers, 

media importers, publishers and so on. This indirect communications through such 

mediators are called third tier communication. While social network, with the help of 
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progressive communicational technological advancement, can reduce the middle persons’ 

local filter and contact directly with the foreign producers through borderless social 

network apparatus. The first hand producer can directly and abruptly receive the feedback 

from their tentative audience within a second after their audience click enter button. The 

cutting through the local filter and interact directly to the first hand producers is called the 

second tier communication. The emergence of social network is the stark different feature 

that could answer the different social impact made by Korean and Japanese pop culture 

which will be explained later in the Japanese analysis part.  

Though becoming less importance than earlier period37, TV is still being the main apparatus 

because not all age range are accessible to the new media.  

For the result corresponding to the information provided by professor Kim Rando 38 

“celebrities are the driving force of social trend. The HD big screen TV helps viewers to 

see the perfect face of celebrities clearly, together, the internet reveals pictures ‘before and 

after’ of the stars.”  

In sum, internet and TV are the main driving tools making people become more open-mind 

over cosmetic surgery.   

The more explanation about Social Network is to be analysed in the Japanese pop culture 

section. 

 

 

 

                                                        
37 TV price has been dropped every year.http://www.theawl.com 
38 a consumer scientist at Seoul National University, author of the famous trend 

acronym DARKHORSES in 2007 
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Figure 4: Growth in Social Network Patents 

 

Q.37 Through your experience, what are factors that make cosmetic surgery value in 

Thailand change (you can choose more than 1 choice)? 

Table 10: The Progress of Recipients’ Social Value toward Cosmetic Surgery (Q.37) 

Rank Factors Percentage 

1st rank Technological advancement of 

cosmetic surgery 

51.14% 

2nd rank  Imported Korean values 34.66% 

3rd rank Better chance to get jobs 30.68% 

3rd rank (tie) Thai people have always 

wanted to look better than 

when they were born lookalike 

30.68% 

5th rank Korean celebs behaviour 29.55% 
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Q.37 indicates that many responders believe technological advancement does support the 

change of cosmetic value in Thailand. It is interesting to compare this question to the results 

of recipients who have ever been to Korea for cosmetic surgery. Under the mutual timing, 

the recipients who have experienced undergoing cosmetic surgery in Korea gave the 

consensus opinion that cosmetic surgery in Korea has better quality than the ones in 

Thailand.39 When the question is closed to choose only 1 reason in Q.38, the ‘imported 

Korean values’ became even more significant. Imported Korean values are dependent 

variable attached to the technology. In other words, Korean pop culture carries the sense of 

more superior advanced technology than the one in Thailand.  

It is obvious that the advancement of communicational technology plays substantial role in 

the development of Korean pop culture. The advanced gap between 1990s and 2000s 

produces different façade to the former Japanese pop culture and the Korean pop culture. 

The power of technological advancement will be further analysed in the Japanese pop 

culture part. 

 

4.3.2. Local Celebrities 

Beside the theory of space-time compression with the help of technological advancement 

that could transport Korean cosmetic surgical value abroad, the Thai local celebrities could 

also be one of the factors that indirectly sponsored this social phenomenon. 

The connection is that local celebs are also Thai audience. They consume the latest 

preferred meaning in society so-called social trend, decode it and project their decoded 

information into their living society. To apply this to the research setting, Thai celebs are 

                                                        
39 see Q.25 under the filtered condition of Q.24: Korea 
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just, but powerful, mediators resending these already existed preferred meaning into Thai 

society. The preferred meaning sent through local celebs before reaching other local 

audience are considered third or even fourth tier information. Under the assumption that 

the local celebs could be a part of Korean pop cultural value’s mediators, the local celebs’ 

behaviour could be considered as a subsidiary of imported Korean value. 

After Korean pop culture, many recipients consider the power of local celebrities as a 

driving support of cosmetic surgical value shift.  

 

Q.9 From Whom you FIRST received the information about cosmetic surgery?  

Highest: Friends 32.99% (Thai society acknowledged about cosmetic surgery) 

Followed by: Thai Celebs 26.29% 

Third by: Korean Celebs 16.49% 

Least: Japanese Celebs 0.52% 

 

Q.38 Through your experience, what are factors that make cosmetic surgery value in 

Thailand change (you can choose only 1 choice)? 

Highest: Imported Korean values (23.86%) 

Followed by: Local celebs behaviour (19.89%)  

 

Q.9 is significant that recipients received the FIRST time information about cosmetic 

surgery more from the local celebrities than from the Korean celebrities with about 10% 

greater. However, Q.38 indicates that imported Korean values supersede the local celebs 

behaviour which the former has about 3% more than the latter.  
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For Q.9, with about 10% difference between the Thai celebs and the Korean celebs, it is an 

interesting indicators that cosmetic surgery in Thailand has established its existence in the 

local mind-set earlier before Korean pop culture arrived. Q. 38, with only 3% difference, it 

would be a shortcoming if we judge one has more influence than another. In addition, as 

mentioned earlier, local celebs behaviour, after the arrival of Korean pop culture, could be 

account as a part of Korean pop cultural influence as celebs are also audience themselves 

but they could reproduce and re-encode their decoded Korean pop culture. Nevertheless, 

3% of imported Korean values over Thai celebs behaviour is a sign of Korean cultural 

influential success in Thai setting. 

By the statistic based on this research found that between 1990s and 2000s with 20 years 

of time span before the arrival of Korean pop culture, the positive value of the cosmetic 

surgery in Thailand increased only about 2.2%. While after the arrival of Korean wave, the 

positive view increased 5 times more than before. Also, this statistic does not get along with 

the fact that most Thai celebs have always involved with the cosmetic surgical industry 

even before the 90s and anyone could find this information in the celebs’ magazine in the 

rumour section then and now. If the assumption that local celebs alone is the factor that 

made the shift of Thai cosmetic surgical values, the shift must have been made long time 

ago.  

The qualitative interview with 2 social influencers confirmed the previous assumption. 

SOM At Ten, a famous cosmetic surgical addicted confessor, stated that she wanted to be 

pretty like Chompu or Pu Praiya, the local actress and model respectively, but she 

reaffirmed that her real driving force for deciding to undergo cosmetic surgery was herself 
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because of her past self-perception as an ugly girl. 40  The same thing resounds in an 

interview with SORN Maxim, Thai’s most famous roadside clothes’ seller turns 2015 

Maxim girl by cosmetic surgery, said that it was her natural born duckling that drove her to 

change her look through cosmetic surgery41.  In short, the level of self-ego of these 2 

interviewees, their inferiority in relation to the average beauty in the past (Sargent, 1966, 

178), is their main driven force to reduce their social tension (ibid, 191).  

Korean pop culture, in the Thai setting, is considered foreign culture and socially not 

proximate (Siriyuvasak, 2008). It needs a median to translate the meanings. For some, 

foreignness is attraction (Chua, 2008); however, not all Thai people love to consume 

foreign pop culture but they do have local people who consume local celebs and follow the 

local trendy behaviours of which these behaviours might be inspired by the foreign trendy 

mass media; thus, the locals who consume local media are unintentionally consume foreign 

media only through the local interpretation. 

Local celebs themselves cannot stimulate the cosmetic surgical value change; still, they are 

important players supporting the wide spread of Korean pop culture. Local celebs 

appropriate themselves with the external influence or, to be specified, foreign Korean 

cosmetic surgical values. Such process is conceptualized by Doobo Shim as “Cultural 

Hybridization”. With the help of advanced technology, they represent their hybridized face 

to the Thai audience through extensive social network tool, shortening the social distance 

with the combination of their local face blending together with the Korean cosmetic surgical 

style and communicating in the local language. In other words, the local celebs are the tools 

                                                        
40 see quantitative interview part SOM At Ten 
41 see quantitative interview part SORN Maxim 
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of Korean cosmetic surgery which support Thai surgical values to be hybridized with the 

Korean surgical values. To see the other way around, Thai celebs exploit the Korean pop 

cultural current to make themselves more sellable with little investment. 

The pull factor of local celebrities lies in the psychological theory of ‘Balance’ (Mowen, 

1981) that explains, in this case, if an audience likes a celebrity who has positive view on 

cosmetic surgery, the audience is likely to also having positive view towards cosmetic 

surgery by the influence of the celebrity s/he likes. In this sense, the audience balances the 

like of the celebrity with cosmetic surgery.42 

Thus, local celebrities, in this research, is mere a localized type of Korean pop culture 

without the trace of foreignness. 

With the personal curiosity, the questions number 49 and 59 were put to check if the result 

may support the hypothesis. 

 

Q.49 Do you like WATCHING Korean MV or LISTENING to Korean pop music?  

Q.59 Do you like WATCHING Japanese MV or LISTENING to Japanese pop music? 

Table 11: The Progress of Recipients’ Social Value toward Cosmetic Surgery (Q.59) 

Preference type Q. 49 Korean pop MV or Music Q. 59 Japanese pop MV 

or Music 

1st rank Watching MV 47.48% Both 43.17% 

2nd rank Both 35.25% Listening 

Music 

29.5% 

                                                        
42 However, if the audience has pre-oriented negative view about cosmetic surgery before s/he likes this 

celebrity, the audience is likely to dislike this celebrity to balance his/her psyche.   
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The strategy that Korean pop singers represent themselves is to sell the Looks rather than 

the songs. 43  Due to this, Korean pop music could also be considered as a channel 

transcending not audio but visual consumption as a main purpose. In addition to this, the 

recipients could also conceive the encoded information. As a consequence, the recipients 

consumed Korean pop music through the eyes rather than through the ears. And in some 

extent, cosmetic surgical value could have the possibility to be transcended through this 

unusual channel as well.  

The becoming popularity of V shaped chin is a significant example of Thai social value 

shift. To specifically state, Thai surgical value of the recipients has been Koreanized by 

imported Korean pop cultural values, which is shown in the Q. 38 and Q. 62. The ranking 

shift from Q. 39 to Q.40 could be the result of local conventions that introduced through 

the bias lens of Thai social influencers. 

According to Hall’s model under the research setting, Korean producer sends an encoded 

information to the Thai audience. The information may directly reach the end audience who 

may not wish to reproduce an encoded information back to society. In many settings, 

however, many information does not pass directly to the end foreign audience but through 

the social influencers aka local celebs and/or bloggers. These mediators, and also everyone, 

have their own bias of decoding the encoded information. Such bias information is occurred 

by the conventionalized process of the re-encoding person trying to appropriate the encoded 

information with one own’s culture and experience. As when the encoded information 

would be reproduced or re-encoded and spreading to the living society, the original encoded 

                                                        
43 http://www.hellokpop.com/editorial/how-k-pop-may-have-lowered-korean-music-standards/ 
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information has been distorted and become dissimilar to the original one. The phenomenon 

of distorted encoded information is termed in Fiske’s theory as ‘Aberrant Decoding’. 

From the Korean pop cultural producers, the encoded message runs through the Thai local 

mediators or social influencers. Many of these social influencers are local celebs and 

bloggers whose looks are their priority and the cosmetic surgical value is their social 

convention. Therefore, ‘how to become more beauty’, for them, is their ‘Preferred 

Meaning’. They find the information selectively about Korean constructive beauty. They 

re-encode the filtered message into the Thai society according to their preferred meaning. 

The original encoded information has been distorted. This could possibly be one of the 

aberrant decoding processes occurred in Thai society by the arrival of Korean pop culture. 

One of the supportive reasons how cosmetic surgery could get more socially accepted could 

be from the what Professor Geun Lee called in one of his four soft power’s hypotheses 

“Credibility Effect Hypothesis” (Kim, 2005). The two main driving actors that fit to this 

hypothesis are the local influencers and the economic development of Korea portrayed in 

the Korean media. 

The local influencers usually possess a superior social credit to stir their influenced society. 

For the issue of cosmetic surgery, however, the local influencers may not fully exercise 

themselves much power as this very issue is against the social myth stemmed from the 

Buddhism belief in Thai society. The outright support of cosmetic surgery could possibly 

be an act of self-discredit in juxtapose to the social tradition. Due to such constraint, the 

local influencer alone does not have legitimate power to shift the local social value. With 

the arrival of Korean pop culture which also carry Korean social value and the image of 

economic development along with it, it provides the local influencers the room to exploit 
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its ‘foreignness’ value and appropriate it with the local influencers themselves. The claim 

that Korean celebs find cosmetic surgery is a normal act represented by the Thai local celebs 

give the double degree of social credits; the sense that cosmetic surgery is valid in the more 

economic developed country and the local star power. In short, the combination of the local 

stardoms and the acknowledgement of economic superiority through the wide spreading 

Korean media results a fruitful cosmetic surgical acceptance in Thai society.     

The diagram below displays the transformation of Korean/Japanese pop culture to the Thai 

audience by passing through the Thai Celebs mediators. The re-encode information is 

different from the encode one. 

 

4.4. The Japanese pop culture as a comparative variable 

Despite the high positive reception from the survey’s respondents, Japanese pop culture 

during the 90s shows negative relevance to the shift of cosmetic surgical value in Thailand 

because of certain feature and condition. 

 

4.4.1. Characteristic of Japanese pop culture 

Positioning Thailand as the centre of consideration, Korean and Japanese pop culture 

possess some shared element that make them distinguish from the US especially in the 
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realm of shared modernity such as buildings, vehicles, food, working, studying lives, rural-

suburb settlements or living conditions. Nevertheless, William Kelly, a sub-cultural 

scientist suggested that Japan has a certain degree of deviancy which produce Japanese pop 

culture do not be fit into the mass in foreign countries. If this assumption holds true, it 

would be the answer how Japanese culture did not develop itself to be blended into Thai 

society and; therefore, could not produce any social cultural change against its half century 

existence. 

The idea about 'Islands in Space’ (Kelly, 2004, 26), the explanation of sociological aspect 

of informational consumption pattern of Japanese people in the 90s. Islands in Space is the 

metaphor of the individualistic social lifestyle in Japan which had developed in the 80s 

when Japanese teenagers had formed 2 split characteristics: 

Shinjinrui (新人類) (ibid, 27) literally means the “new generation”. Shinjinrui portrays 

teenagers who always catch up with the latest social trend. The term was developed in 1984 

when Japanese reached its economic peak and the nouveau riche could be found 

everywhere. 

These people are ready to change their idols as time goes by following the trends put by the 

encoders. They treat Culture as a mass trendy information that they have to engage into 

bigger society to display their taste in search of portraying their personality. They tend to 

observe everything around that would make them become newer and when they found the 

society do not accept it anymore, they would do it earlier or of the sudden. 

They are 'mass followers' who try to catch up with social popular cultural movement that 

they want to be in trend. 

Otaku (お宅) literally means “at (your) home”. Otaku portrays the opposite group of 
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teenagers located against Shinjinrui. Otaku is a person who prefers to be reclusive, not so 

socially interacted with others. They would have things they like and they, as contradict to 

Shinjinrui, usually have passion in doing some particular thing; they found what they like, 

they get into deep in detail with themselves until they become an expert and they can fulfil 

their own satisfy with themselves. They live in their accommodation and form an exclusive 

kind of kingdom which may contain things they collect or simply their own knowledge 

development of which Kelly termed these behavior as “Islands in Space”. Otaku is not of 

small figures. They developed their accumulated knowledge in the 80s and many of them 

were the driving force of Japanese economy because of their specialization they have been 

training by the things they voluntarily dedicated themselves to do.   

By the development of Otaku explained by Kelly is in question as Japanese is a country 

which innovations was very active. I was once went to Shenyang, China visited a Chinese 

POW museum, sponsored by the Chinese government and I found that Japanese had 

produced more than hundreds type of human tortured apparatus since 100 years ago. 

Therefore, the Japanese specialization and innovation would not be just due to the recent 

Otaku emergence. In short, Otaku typed Japanese people should be there since long ago.   

In this research, the characteristic of Shinjinrui can be noticed in both Korean and Japanese 

pop culture. Both Korean and Japanese TV series carry the sense of mutual modernity, 

where the social events, trends and time space of both local and foreign audience, are shared 

throughout Asia. The term ‘sharing modernity’ claimed by Iwabuchi and Shim could be 

applied to the audience of Japanese and Korean pop culture as they are both Shinjinrui of 

their generation in the 90s and 2000s chronologically. Such quality facilitates the locals to 

consume Japanese and Korean media in a particular period because of the social 
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commonality. In a sentence, Shinjinrui and sharing modernity features cannot be factors to 

distinguish the characteristic of Japanese pop culture to Korean pop culture. 

While the characteristic of Otaku may not so appeal on TV programs or could be heard 

from Japanese pop songs; as it might be because of the production constraints that may not 

allow Otaku to produce their own desired style of TV series or music; Otaku character is 

strongly inherited in many specialized manga. It is noteworthy that publishing was the 

cheapest an audience can get the informational access. For the case in Thailand, publishing 

could be consumed for less than 500 won a day in a rented bookshops. While dramas and 

songs need to have at least the apparatus, TV and radio respectively, manga needs little 

money, eyes, a light bulb during the night and time. Moreover, under the condition before 

the year 2000, manga was easy to carry around. With the price and size competitive, 

Japanese Manga culture in Thailand was the most widespread Japanese culture that could 

get access to the widest range of Thai people in all social class, most age range and all 

settings. It is possible that Japanese manga readers assimilated the Japanese cultural identity 

found in manga into Thai everyday life. 

 

Q.60 Which Japanese pop cultures you like most?  

Table 12: The Progress of Recipients’ Social Value toward Cosmetic Surgery (Q.60) 

Rank Means Percentage 

1st rank  Japanese Manga 29.22% 

2nd rank Japanese Animation 23.38% 

3rd rank Japanese TV series 21.43% 
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What comes together with manga cultural identity is the sense of reclusive which could be 

indirectly influenced by the manga writer and it suppress the characteristic of manga readers 

in Thailand as sub-culture.44 The existence of Manga culture in Thailand added up the 

Japanese culture to take the space of both pop and sub culture. The odor Japanese culture 

together with the shared socio-economic development throughout several decades nurtured 

Thai people to get to know Japanese culture in many angles.  

Despite the multi-layers of Japanese cultural involvement in Thai setting, Japanese culture 

could not stimulate any Japanese values into Thai society. 

 

The difference between the Korean and the Japanese can be witnessed by the subject they 

were emphasized on displaying. The Korean culture situates itself in the broadcast, while 

the Japanese is centering at the narrowcast audience. The comparison between Japanese 

cosplay culture and Korean styled cosmetic surgery is an example of the chosen subject and 

the cause of different resonance.  

 

Cosplay and Cosmetic Surgery 

Cosplay is an example of the nurturing features of Japanese culture implanted in Thai 

society. Cosplay is specific and can be linked to otaku subculture that is unique to Japan. 

Recently, cosplay has been raised as a Japanese cultural event in order to battle against the 

popularity of Korean pop culture. In 2011, Mr. Hidekazu Kondo, president of Negibose 

Thailand, an event organizer company, gave me an interview stating that his intention of 

                                                        
44 It would be interesting to visit a friend’s house and discover that s/he is a fan of a Japanese manga 

writer 
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organizing the cosplay events in Thailand is the awareness of the growing Korean pop 

culture. For the moment, he only wanted to keep the existing cosplay culture and he expect 

that one day Japanese culture would gain back more public attention from Korean pop 

culture some day in the future. 

Although places he organized the events are centrally located in the city center in order to 

get attention from the mass, the cosplay event itself could be at best the playground of a 

specific group of people where the passersby can only observe but cannot get involved. 

People who could get along with cosplay need a certain degree of background knowledge 

about dresses of the cosplay participants. Such dresses are highly private codes which only 

experienced Japanese manga or animation fans could grab the meaning and could ‘become 

a member of the club’. In a sentence, cosplay is narrowcast and not for the mass. The highly 

private feature of cosplay hinders Japanese culture to become widely acknowledgeable.  

In addition, one feature that reflects the highly private code of cosplay is the unhuman looks. 

Cosplayers maquillage and dress up in accordance with the imagined manga creators. The 

over-accentuated body parts or dresses make the participants look outstanding but strange, 

unconventional and apart of reality human appearance which is, again difficult for the 

outsiders to get access.   

On the other side, Korean cultural products that circulate in Thai society are using the 

opposite strategy. Korean cultural exports are concentrated on the current Korean popular 

stars and singers who had already reached a certain degree of fame in the local setting. The 

Korean cosmetic surgical trends are based upon those Korean celebrities or real human 

beings. Audience who could appreciate this matter can be anybody who wants to look 

similar to Korean celebrities without having any fore-experience about Korean TV series.  
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Korean cosmetic surgery is a simple message that can easily appropriate itself with the 

existing local myth of beauty; for examples, Caucasian nose, double eye lids, white 

complex skin, etc. The messages sent to the local audience are “common and tend to link 

them to their society” (Fiske, 1990, 74). With the shared general concern, the broadcast 

feature of Korean cosmetic surgical value can easily add up a few foreign, aka Korean 

valued, features; for instance, dolly eyes, V shape line chin, or pointed nose tip into the 

local, aka Thai, society without facing much cultural barrier. Whereas, Japanese cosplay 

platform has limited its audience since the beginning, any new feature which would happen 

to be initiated by the Japanese creators would be circulated within their niche group 

members and, as a result, could not produce any mass social effect.   

The table below is a few compared examples of the different features of Korean and 

Japanese pop culture that currently exist in Thai society. 
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Table 13: The different features of Korean and Japanese pop culture that currently 

exist in Thai society 

Different characteristics Korean Culture in Thailand Japanese Culture in 

Thailand 

Group of audience Anybody / pop culture niche groups / subculture 

Platform of sent message broadcast  

(TV, online) 

narrowcast  

(reading manga, books) 

Messages sent to audience Convention Private 

Type of message Trendy Nurture 

Audience should prepare money have pre-knowledge 

Examples - Cosmetic Surgical value 

(Introduced by Thai clinic or 

organized tour to Korea) 

 

- Meet and Greet with 

Korean Super Stars (whose 

TV series is broadcasting/ 

songs were climbing the 

chart at that moment) 

 

- Travel Fair: price oriented 

(Mostly Thai tourist agents 

offer competitive price 

subsidized by Korean 

business partners) 

- Cosplay (Manga/Anime 

fans based) 

 

- Education Fair (Students 

based) 

 

- Manga Fair (Manga fan 

based) 

 

-Meet and Greet with 

famous AV actresses 

(porno fan based) 

 

- Travel Fair: information 

oriented (Each Prefecture 

representatives interact 

with local audience 

directly) 
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4.4.2 Timing (Technological Advancement) 

The time when Japanese pop culture was at its peak, the channels they utilized are limited 

to the traditional TVs, Radios and publishing media. The intermediate player connecting 

between media producers and their audience were limited to phone calls and letters. The 

audience who wanted to catch up with the Japanese commodity needed to sacrifice their 

time and space.  

A recipient described about her difficulty consuming Japanese pop culture in the 90s. 

“When I found the information in a Japanese magazine at a local magazine stall that my 

favourite band, ‘L’Arc en Ciel’, would release a new album, I had to manage myself. I had 

to wait until weekend. I went out with a big rug bag and a bottle of water. I left home at 

5(am), took the earliest bus in order to get into Bangkok. I arrived at 7(am), I made an 

already long line at Ishimaru Japanese Records shop (now closed). I waited for 2 hours 

outside the shop for just to buy a new CD that costs me 1,500 baht (around 50,000 won x2 

to match for the inflation rate). As I came very far, it was a must to get back home with big 

set of updated Japanese cartoon books which could not be found around my neighbourhood. 

I spent 500 baht more for the latest manga before I dragged myself back home in the evening 

with a pile of cartoon books and a CD in my rug bag. I brought everything up on the bus.” 

Then, I asked her if there has any difference for consuming Korean pop culture. 

“I woke up at 7(am) arrived at the office at 9(am), I turned on my laptop, googled the 

k_._._.t.com. website (an unlicensed Korean TV series free download website), selected 

my love Do Min Joon (the name of a lead protagonist from a Korean TV series ‘You who 

came from the Stars’) and downloaded the latest episode. When my work was over (at 
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5pm), the download was finished. I went to the gym for about 1 hour, then I drove back 

home, opened my laptop and met my love.” 

As the example above describes technological advancement gap between 1990s and 2000s 

that caused human a big different lifestyle. While encode-decode process had continued in 

the 90s, messages’ flows had to pass through an amount of invest from the audience, 

therefore, any other details sent by the producers could hardly reach the big mass audience 

to be decoded.       

While, after the millennium, various communicational tools, to be named ‘internet’, had 

been invented to ease the power exercise of Korean pop culture. 

The popularity of the computer mediated software called ‘internet’, since the beginning of 

1990s, has helped people to get access faster, farther, easier and more direct with lesser 

middle persons/tools to filter/distort the information. In the 90s, internet was akin to 

television, radio, magazines or mailbox that it was used predominantly as a one way 

communication from mass media producers to their audience and e-mail was created to 

replace traditional costly paper mail. In a sentence, internet function in the 90s helped 

shorten the space-time between the traditional mass media producers and their audience 

while both players positioned in the same place as earlier time.   

Communicational advancement during the Korean pop culture period, unlike the earlier 

time, could connect the between the foreign media producers directly with their audience 

and limiting messages’ deviancy made by the encoding of mediators. The audience can 

communicate with the producers through various social networks such as Facebook, 

Instagram, Twitter or other more. The language barrier has been relieved by translation 

devices thanks to the technological advancement.     
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           Later, in the year 2000s, the position of internet has broadened. It has also become 

the tool for the audience rather than for the mass media producers. The software tools, for 

examples; Facebook, Instagram, Twitter, or the local community blogs, have empowered 

the audience to have more social voice and encouraged them to become ‘media producers’ 

themselves. Software tools under the power of internet produced a new kind of 

communication between the audiences that transform the social position of most internet 

accessible consumers to become media producers.  

Audience who are active in responding or producing contents on the software tools 

provided on the internet platform could become ‘bloggers’ and producing their own 

audience by having people who follow them. In addition, the successful bloggers who could 

make many people becoming their audience and are capable of spreading a social value, or 

what is recently term as setting a virality, into a society is become a social influencer, 

similar to the local celebs.  
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The interaction between audience under either bloggers – audience, audience – audience or 

traditional media producers – audience on the computer based internet platform is called 

‘computer network’ which is commonly known as ‘Social Network’.45 

The shift of audience position themselves to become mass media producers made a new 

generation of mass communication on the ground of wireless space-time compression 

digital global network which is called ‘New Media’46.      

The emergence of new media causes the relatively faster pace of informational flow of the 

present setting and intensify the shift of social happenings. The acceptance or rejection of 

a social issue is abrupt. The social condition explained earlier is conceptualized by 

Professor Lee as “The acceleration of Changing Situation Hypothesis”.  

In addition to new media, social network glue people from the broadest space together 

increasing the level of democratic consensus of accepting or rejecting a social issue in a 

relatively shorter time. The explanation earlier is, likewise, based on Professor Lee’s 

“Networking-Externality Hypothesis”.       

In sum, both hypotheses are the theoretical development based on Nye’s soft power under 

the condition of Harvey’s space-time compression explaining the changing social scenario 

due to the development of technology which helps ameliorate the power of social members 

in the more democratic manner.  

 

 

                                                        
45 Social network by the description defined in oxford dictionary “A dedicated website or other 

application which enables users to communicate with each other by posting information, comments, 

messages, images, etc.” http://wwwoxforddictionaries.com/definition/emglish/social-network  
46 For further detail see http://www.newmedia.org/what-is-new-media.html  

http://wwwoxforddictionaries.com/definition/emglish/social-network
http://www.newmedia.org/what-is-new-media.html
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                In short, Japanese pop culture came too early when technology was not mature 

enough to encapsulate the space-time between producers and audience; moreover, with the 

spearhead of Japanese manga characteristics, it is unlikely for the Japanese to produce the 

Shinjinrui type like cosmetic surgical trend in foreign country. 
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5. Conclusion 

General information: 

The result is concentrated in the middle class female recipients account for about 80% of 

the survey. Many of them are in the age between 26 to 35 years old. 

More than 85% of the recipients do not satisfy with their natural born look with roughly 

about 40% chose to undergo the cosmetic surgery. Modifying body parts is against the 

Buddhism teaches of self-sufficiency. 

 

Findings summary:  

1) Korean pop culture has the positive signal in changing Thai cosmetic surgical value. 

The outstanding result is the popularity of V-shaped Chin is new for Thai society and it was 

originated in Korea. 

2) Cosmetic surgery seems to become more accepted in Thai society than before. The 

recipients selected Korean pop culture as the cause of this social change. 

3)  However, other factors are also worth to be considered: for instance; 

a. The local celebrities (which I think this is an indirect Korean cultural effect as local 

celebrities themselves are also K pop cultural consumers as well) 

b. Technological advancement  

c. The consumerism societal setting of Thailand that arouse Thai people to become 

more materialism.   
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4) Japanese pop culture does not have social effect towards cosmetic surgical shift in 

Thailand. Japanese pop culture, with this group of recipients, is more popular than Korean 

pop culture but it does not produce any social phenomenon. This could be about the timing 

of its arrival when people were not be able to get connected as fast, as far and as many as 

today’s technology. 

About cosmetic surgery:  

The survey recipients share their friends each other’s information. They are highly 

socialized accounting for more than one third of the result. Collectivism society is 

significant because it could explain the pace of a social trend if it is easy or difficult to 

become viral in a society. The more collectivism a society be, the easier a social trend could 

multiply its effectiveness, and vice versa.  

Korean Celebrities as the persons whom they are repeatedly being informed about cosmetic 

surgery takes about 35%, or biggest proportion of the result. This shows the influence of 

Korean pop culture could make an affect to foreign audience.  

The next question inquire the means how they get the information. The recipients replied 

Social Network. It could draw a rough assumption that the present informational apparatus; 

computers, smartphones could be a useful tools transforming the information from a place 

to another. Technological development encourage the compression of space-time 

shortened the distance between the sender/encoder, Korean pop culture and the 

receiver/decoder, Thai audience. It is noteworthy that Social Network is the 2 ways social 

devices; it provides the interaction channels between the sender and the receiver. 

It is interesting to see the contradict result between the social perception and the familial 

level value. Many recipients expected the negative result if the information about the 
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cosmetic surgery exposed into the public space. Contrarily, intimate surrounding people 

turned out to be slightly more supportive about cosmetic surgery. This result could explain 

the social character of Thailand about the level of tolerance. Thailand represents itself as a 

conservative religious country where gambling or prostitution are illegal but one of its 

global fame is sexual industry. A democratic country where military junta and political 

oligarchs are at the center and people are periphery of the system. This hypocrisy could 

be used to analyze if Thailand is the real hub of cosmetic surgery.  

With the same question, second to neutral, the recipients had more positive view towards 

cosmetic surgery.  It informs that Thai people, as individual, does not strongly against 

cosmetic surgery since the beginning. It should keep in mind that the survey recipients 

mostly live in big cities with upper standard of educational level. The result might change 

if the recipients are more generalized. 

Many recipients think foreign celebrities have the positive views towards cosmetic surgery. 

The result shows the highest percentage at 39%, followed by the local celebrities at 37%. 

These results reflect that public figures have the power convincing the audience.   

 

Cosmetic surgical experienced recipients answered about their social views  

Either before or after the surgical operation, many recipients have the impression that 

cosmetic surgery is expensive. Due to this, people who had surgical experiences account 

for only 10%.   

The percentage of people who are interested in undergoing cosmetic surgery is slightly 

more than 40%. This percentage is almost half which reflects that cosmetic surgery now is 

being accepted. It is interesting that Thailand were chosen as the country where they prefer 
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to undergo cosmetic surgery exceeding Korea. Half of the recipients choose quality as their 

prioritized reason. For those who chose Korea as their place to do surgery, their main 

reason is ‘better quality’ which accounts for 80%. While recipients who chose Thailand, 

they concern more about the convenience (30%). With the answers done by experienced 

recipients, the result is similar to the expectation earlier about the place where they had 

done cosmetic surgery and the reasons. Thailand accounts for more than 80% and the main 

reason is ’convenience’.  

 

Convenience is priority for many Thais who have done cosmetic surgeries because it needs 

‘follow up’. One of the interviewee who has experiences undergoing cosmetic surgery in 

both Korea and Thailand said that “If any unexpected event occur to the surgical area, it 

would be a lot of things to do; like contacting the tour agent to contact with the translator, 

then consult with the Korean doctor. Then I have to fly to Korea to fix my face? How can 

I live my life with my deformed while waiting for the tour to Korea to fix my face? No 

way. It’s such a time consuming. I rather fix my face in Thailand.” Another interviewee 

who works as a sale and marketing executive in a famous cosmetic surgery company gave 

the similar answer.  

“There were many cases that customers do not satisfy with their new faces done by Korean 

surgical doctors. Although ‘follow up’ or fixing cost is already included in the paid price, 

most customers decided to use the local cosmetic surgeons to fix their face. It is because 

they found flying to Korea again is time wasting, they have to pay for the air tickets fee, 

and they do not believe if they will satisfy with the ‘follow up’ result done by the same 
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Korean surgical doctors.” Other interviewee, a Korean interpreter, said the same that most 

Thai patients do not come to Korea again for the follow up because of many extra expense. 

After one self’s desire to look better, it is ranked second by Korean celebrities who 

influenced them for undergoing cosmetic surgery. 

According to the experienced recipients, they tended to have more positive side towards 

cosmetic surgery. The positive reply shows even more significant after they have done the 

operation. By their evaluation, they found that Thai society gradually has become more 

tolerant to cosmetic surgery. Likewise, local and foreign celebrities show more supportive 

to the values. 

 

During the decade that Korean pop culture was very popular, after the end of the 20th 

century until 2010, the negative view towards cosmetic surgery drastically decreased 

from 30.81% in the year 2000 to only about 5.26%. While in the 90s, the negative 

percentage dropped only 3%. It indicates, nonetheless, the sentiment towards cosmetic 

surgery has been better even if there is no Korean wave.  

When asking directly about factors that cause this better social view towards cosmetic 

surgery, the highest score is “imported Korean social values”. The runner up belongs to 

‘local celebrities’ behavior shown in many social media. Local celebrities could be a tool 

for Korean cultural value’s translator. Local celebrities have the ability to get access to the 

locals more than foreign celebrities. One thing could be the sameness in terms of culture, 

ethnics and language and, therefore, these people can localize the foreign culture to make 

it more digestible to the local audience.  
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In the past, popular cosmetic surgical parts of the Koreans and the Thais are similar. 

The most priority is ‘rhinoplasty’ or what it is called ‘nose job’. Nose job is considered as 

‘the basics’, everybody has to do and it considers as not a cosmetic surgery by some 

Koreans in Korea. In Thailand, nose job is usually the starting part of cosmetic surgical 

experiences of many patients. The consideration, nonetheless, towards rhinoplasty is still 

considered as not normal in Thailand and it is not common that everyone does it. The 

second popular part that both countries share the value is double eye lids. Nose job and 

double eye lids reflect that Korean and Thai people may share their facial physic and they 

may have similar values of beauty. The value may claim to the recent decades when the US 

sprawled its cultural imperialism and the valued face came along with its Hollywood mass 

media after the WWII until now. In addition to this, the preferable body parts value might 

trace back to the much earlier time when Thai people imported the Aryan culture into 

Suvarnabhumi area and many ancient scripts described the positive figure of righteous 

appearance. One of many parts are high nasal bone and bright perplex. The figure of the 

Lord Bhuddha is an example of the ancient beauty virtue which the desirable appearance is 

akin to that of Caucasian look.  

However, by the recipients’ result in the question about the recent facial cosmetic trend, V 

shaped chin seem to become a new body part that Thai people prefer to possess. It places 

popularity at the first rank at more than 60%. The V shaped has never before mentioned in 

any Thai script nor any similar value elsewhere in the world but Korea. To be straight, V 

shape is undoubtedly the Korean cultural influence. The interpretation stands in contrast 

with the precedent value that big pulpy under-eyes meant fatigue and considered as 

unhealthy.  
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Contrarily, the under eyed skin usually be the part of body most Thai elderly tend to get rid 

of. Overall, majority of Thai patients, in this survey, decided to undergo cosmetic surgery 

mainly because of their internal drive or their own dissatisfaction against their natural born 

looks. The external influences such as mass media and pop culture are just additional 

aroused factors. Without external influences, these recipients are likely to undergoing 

cosmetic surgery sooner or later. The decision could be made easily and they could response 

to their wish by themselves because of the well-established local cosmetic surgical industry 

and the consumerism values that have been rooted into Thai people mindset long before the 

arrival of Korean or even Japanese pop culture. 

 

Korean pop culture 

Korean TV series is highest answer that most recipients consume accounting for about 86%. 

Daejanggeum era, 2005-2010, is the time when most recipients started watching Korean 

TV series and Korean pop culture at 41.56%. Almost half of the recipients, 47.71%, said 

they are still watching Korean TV series even now.  

 

Korean pop music distantly followed at 38%. The question specifies if the recipients prefer 

to listen to Korean pop music or to watch Korean pop music video. The answer choose 

‘watch’ more than listen. This shows that the looks of Korean pop culture can sell more 

than the song. 

It is interesting that when many recipients stop watching Korean TV series and 

listening/watching Korean pop music is the same time, after 2010.  
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Japanese pop culture 

The amount of recipients who have ever consumed Japanese pop culture exceeds those of 

Korean pop culture by almost 10%. Moreover, the percentage of recipients who have 

consumed Japanese pop cultures are more variety and high percentage. The highest 

Japanese cultural channel is Japanese manga at 61.96%, followed by Japanese TV series at 

60.74%, Japanese animations at 60.12% and Japanese movies at 50.31% respectively. This 

result shows that more than half of all recipients have ever consumed Japanese pop culture 

through 4 channels.  Comparing to Korean pop culture, the only channel that exceeds 50% 

is Korean TV series whilst the rest channels bear even less than 40% of the recipients who 

have ever consumed them.  

The comparison between Korean and Japanese pop cultural consumers is interesting. 

According to the research’s result, it is contrast to the social current that positions Korean 

pop culture as ‘pop’ and ‘mass’. The result here shows that, with the exception of TV series, 

Korean pop culture is not broadly consumed but ‘niche’.  

The percentage of majority recipients started watching Japanese TV series in 1990s. It was 

the time when Japanese pop culture reached its peak at 36% followed by the time between 

2006 and 2010 at 27.5%. It is noteworthy that between 2006 and 2010, it was also the time 

Korean TV series reached its peak. It might be possible that Korean TV series might bring 

up the popularity of the whole East Asian TV series into Thailand.  

Many recipients do not stop watching Japanese TV series even though it can hardly find 

the program on the Thai TVs. However, many recipients (18.79%) selected 2000 – 2005 as 

the time they stopped following Japanese TV series. It was the time when the Japanese TV 
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series’ quota declined, Korean TV series reached its top rating and replaced Japanese TV 

series’ time slot.   

The results of questions concerning about Japanese pop music are coherent with Japanese 

TV series. It reassures that the peak time of Japanese pop culture was in the 1990s and the 

decline was in the next decade. 

The most popular means of Japanese popular culture, for the recipients, is Japanese Manga 

at 28.67%.  

The least popular Japanese pop culture is Japanese pop music at 4%. This result, together 

with the Korean pop culture, show the tendency that ‘looks’ is more appealing to consume 

than other type of sensory. This could be a reason how cosmetic surgery could be 

interpreted out of Korean pop culture and became a social phenomenon. 

The result shows that Japanese pop culture is more widely consumed than the Koreans and 

more recipients prefer Japanese pop culture to the Koreans at 40.49% and 28.83% 

accordingly. 

Ultimately, when asking what is the most influential factor that awakes the present 

cosmetic surgical value in Thailand, 38.89% out of all recipients chose Korean pop 

culture as the cause of the value shift. And Japanese pop culture is the least factor. 

   

However, due to the limitation of time and wealth, the recipients’ age range is not as widely 

distributed as expected. This is because 213 out of 713 of the respondents were done online 

and it limits the accessibility to those potential off line recipients. The result of the 

assumption may change if the distribution is wider in age range  
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Figure 8: Encoding to Thai Audience 

 

 

 

 

Figure 9: Thai Audience Encoding and Decoding 
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Figure 10: Re-Encoding to Thai Audience 

 

 

Figure 11: Thai Audience Re-Encoding and Re- Decoding 
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Figure 12: Overall Encoding and Decoding Process 
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Qualitative Interviews 

 

1) PRANG, a sales and marketing executive in a famous Thai cosmetic surgical travel 

company. 

 

Q. The Korean styled cosmetic surgery in Thailand is now in the mainstream? 

Ans. I think Thai surgeons have developed their skill close to the Korean style. The number 

of customers have gradually lessened could be an indicator. However, the company cut 

advertising budget could be the reason. The Korean cosmetic surgery in Thailand is in 

declined. But Thai people still want to look better. The ever stable social influencer is local 

celebrities. 

 

Q. When you said it is in decline, what are the driving factors that cause this decline? 

Ans. The price. You have to be rich. The risk that you may have to come to Korea again to 

fix your face with the same doctor. 

 

Q. You mean the price now is more expensive than before? 

Ans. The tour price is the same but the surgery in Korea is more expensive. The Korean 

government charge more tax to the foreign customers recently. Well, the chance that 

patients have to come back to Korea for the follow up is actually the main factor of Korean 

cosmetic surgical decline. According to my experience, many Thai customers are not 

satisfied with their new face done by Korean surgeons and they want to go to Korea to fix 

their face. But it comes with costs; such as air tickets, time wasting, accommodation and 



98 
 

interpreter fee. Even though the price that Korean surgeons charge have already include the 

follow up fixing face, Thai patients lose the trust towards their Korean surgeons and worry 

if the follow up might come out with 1 more time dissatisfaction and they may have to come 

to Korea again for the third fourth time, and of course together with other costs. As a result, 

most of my customers who dissatisfy with the Korean surgeons decided to do the follow up 

process in Thailand with the local surgeons. 

 

Q. And do the Thais are more confident towards the local surgeons is also a factor of 

decline? 

Ans. Yes. Thai patients are more confident with the local surgeons. 

 

Q. Can you give me the example of the price of package tour 2 years ago and this 

year’s price? 

Ans. 2 years ago, the price excluding air tickets for nose-job or eyes’ surgery costs 70,000 

baht a week. The price includes 24 hours personal interpreter, 21 meals, accommodation, 

surgical fee. But today, with the same facilities and offer, the price is 150,000 baht for the 

nose-job and 120,000 baht for the eyes.   
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2) PLOY, a Korean- Thai interpreter working at the Thai Embassy, Seoul, Korea 

  

Q. Which group of Thai people, how much they earn monthly that could afford Korean 

cosmetic surgery? 

Ans. Usually the SMEs owners, wives of the rich Thai businessmen, rich and spoiled 

teenagers and those young Thai girls who are financially supported by the rich Thai aged 

men.  

 

Q. How to categorize the companies that organize Thai patients to meet with Korean clinics 

for cosmetic surgery? 

Ans. They are the organized tour companies. The tour companies made a subdivision for 

the organized tour specializing in cosmetic surgical trip. 

 

Q. Do the Thai patients come back for the follow up? 

Ans. They came back for the follow up. 

 

Q. How much does it costs now for the basics Do the price changes during the last 3 years? 

Ans. The price here is quite the same. 

 

Q. Which parts do Thai patients undergo cosmetic surgery? Does it have any change in 

surgical parts 3 years ago and now?  

Ans. Thai patients usually undergo the very basic parts such as eyes area and the nose-job. 
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Q. Do most patients reveal themselves that they came to Korea for cosmetic surgery? 

Ans. They may reveal about this matter to their close friends.  

Q. What did customers say about Korean cosmetic surgery after they had done the operation 

if you happened to hear their opinion? 

Ans. I don’t find Thai patients complain here. I think the patients who undergo cosmetic 

surgery in Thailand and in Korea are different groups. The rich may come to Korea, while 

the unaffordable may proceed their new faces in Thailand.  

 

3) SOM At Ten, a famous cosmetic surgical addicted confessor, who is currently 

(June 2015) invited to undergo operation in Korea by a Korean TV program. 

 

Q. When did you first do cosmetic surgery? 

Ans. 2006 starting with the fake collagen, made by liquid silicon, injection sold by an 

assistant doctor in the fitness. I was 24 years old. However, the more intense involvement 

started also in that same year. I underwent lips and nose-job surgery.  

 

Q. From whom you got the idea that “I will have to do cosmetic surgery? 

Ans. I want to be born like half. I want to more like Chompu (a famous half American Thai 

actress) or Pu Praiya (a famous half Swedish Thai model). I also want to have lips like Amp 

(another famous Thai actress). My driving is (Thai) celebs.  
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Figure 13: SOM before Surgery 

 

 

Figure 14: SOM after Surgery 
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Q. Have you ever done cosmetic surgery in Korea? 

Ans. No I have not yet experienced it. (She later visited Korea by an invitation of a Korean 

cosmetic surgical clinic for free cosmetic surgery in exchange of clinic’s PR.) 

 

Q. You think your reasons for doing cosmetic surgery has anything to do with Korean 

mass media? 

Ans. Yes of course. I saw many from youtube. The Korean styled faces look very sweet. 

 

Q. You think “if” there’s no Korean pop culture arriving in Thailand, your face would 

look alike today? Which part would have been changed? 

Ans. Let’s say Korean pop culture is one of the influential factors that made me decide to 

change my face. 

 

Q. Do you think Thai society is more open minded about cosmetic surgery if compare 

it to 10 years ago? 

Ans. I think Thai society is very open about cosmetic surgery. Like at my clinic, several 

occasions that I witnessed mothers brought their daughters to do nose-jobs. 

 

Q. Do you think Korean pop culture, if any, has any influence upon Thai surgical 

value? If it does, what are the social changes that you could detect? 

Ans. It has a lot of influence. I think if one can afford, s/he would like to go to Korea for 

cosmetic surgery because of the technological advancement. It does not mean that Thai 
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surgeons are more incompetent than the Koreans but Korean surgeons are more expert 

about V line shaped chin surgery.  

 

Q. Do you think J pop (15-20 years ago) carried any cosmetic surgical value into 

Thailand? 

Ans. I don’t really have a lot experience about Japanese pop culture but, in my opinion, 

Korean pop culture does carry cosmetic surgical value.  

 

Q. Do you think you are being a part of Korean pop culture? Do you think if there’s 

no Korean pop culture arriving Thailand, would you still be Som at ten or would you 

become something else? 

Ans. I don’t think Korean pop culture is the main driving force of my decision for 

undergoing a cosmetic surgery. My main driving force started when the assistant surgeon 

put liquid silicon on my face and I wanted to rectify that mistake. 

 

Q. Do you think between Thai celebs and Korean pop culture, which one would be a 

stronger influencer towards cosmetic surgical acceptance in Thai society? 

Ans. I think that primarily it was the looks of Thai celebs, like Amp, Chompu or Ploy (all 

names of famous Thai actresses) that Thai women wanted to be looked like them, therefore, 

Thai people decided to do cosmetic surgery. Recently, however, there are many clinics that 

collaborate with Korean cosmetic surgical clinics organizing beauty surgical tour, plus, the 

information about Korean media are easier to find everywhere. So, it is now Korean pop 

culture that is being the driving force of present Thai surgical value.      
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Q. While you watch Korean TV series, have you noticed that their face are not natural? 

Ans. Yes, I do. The nose-job is always detectable. 

 

Q. What do you think about general natural Korean face? From your opinion, do you 

think they look ugly, not so bad or they are good looking? 

Ans. I think they should do cosmetic surgery to rectify their face. (She did not directly 

answer the question.) 

 

Q. Since you have done cosmetic surgery, are there any change in terms of social 

status? For examples; have you earn more money, become more recognized in the public 

or any social group change? 

Ans. There are more people recognize me. I still do not think I am a famous person hehehe. 

And yes, there are more jobs offered than before (I did not undergo cosmetic surgery).   

 

4) SORN Maxim, a famous Net Idol, from a street hawker clothes stall seller to a 2015 

Maxim Girl because of cosmetic surgery. 

 

Q. How could you become a ‘someone’ in Thai society? 

Ans. To be frank, I don’t think I am that level of being someone in society. May be because 

I am opened about my cosmetic surgical experiences. I kept posting about the cosmetic 
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surgical processes, sometimes I even posted recorded video clips, and this could attract 

more and more Thai ladies to follow my facebook, may be?47  

 

Q. What was the driving force that made you decide to do cosmetic surgery? 

Ans. It was because I want to look prettier. My face was so horrible! I was fat, black (dark 

skin), flat nose and teeth like horse. I was a perfect ugly. Whenever I met with beautiful 

ladies, I felt that my being was very inferior and I always thought that one day I want to 

become only as pretty as them. I will tell you my wish now! I want to push become an 

actress r a model or anything like that hehehe.   

 

 

 

 

 

 

 

 

 

                                                        
47 In addition to the interview with Sorn, I posed the same question to my friend, Peun Anupain, a 

celeb gossip guru, asking how Sorn Maxim has become a social Net Idol. He explained that 

“People know Sorn because she updated her clothes and her daily activities through her facebook 

account. One day she posed and kept update her cosmetic surgical experiences. Her facebook 

followers found that her appearance had changed a lot in a more socially accepted way. She got 

more fame when she applied for the Miss Maxim beauty pageant 2015 (of which she reigned the 

second runner-up and Miss photogenic, and she later being rebranded as ‘Sorn Maxim’). That is 

how she became a Net Idol specifically about the cosmetic surgical issue.” 
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Figure 15: SORN before Surgery 

 

 

Figure 16: SORN after Surgery 
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Q. Was there any Korean pop cultural influence while you decided to do cosmetic 

surgery? 

Ans. I admit Korean pop culture has an influence on my cosmetic surgical value. The first 

time that I did nose-job, I even told my doctor that I wanted the Korean styled nose hehehe. 

I am also a fan of a Korean TV program ‘Let Me In’ (smile). 

 

Q. Do you think Thai society become more or lesser accepted towards cosmetic 

surgery? 

Ans. In my opinion, I think most Thai people follow the social trend. Nowadays, when I 

walk on the streets (in Bangkok), I found that the nose of majority Thai people became 

more like the West hahaha. Most people around me are interested in undergoing cosmetic 

surgery. To me, if you can afford beautify yourself, and you found you would earn more 

out of it, this is a kind of worthwhile investment.48  

But before you decide to go for cosmetic surgery, it is always best to study thoroughly about 

this matter and be very picky about the surgeons. 

 

Q. If there has no Korean pop culture at all, would you still doing cosmetic surgery? 

Ans. I would do it anyway hahaha. As I told you I was so ugly.  

 

 

 

                                                        
48 She added that she earns extra income by being products’ presenter thanks to the cosmetic 
surgery. In addition, she received many support from her facebook followers to keep on beautifying 
herself.  
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Q. Have you ever done cosmetic surgery in Korea? 

Ans. No but I would love to. There has a special technique operating the nose-job in Korea 

that I wanted to try. I saw it on TV and the result was so impressive, I like it! But many 

surgeons in Thailand, like my doctor, were trained in Korea and the results were not so bad 

as well. 

 

5) MAN, one of the exclusive true 317 plastic surgeons in Thailand (2015). He is now 

being a plastic surgeon in a famous public hospital.  

 

Q. Why Korean cosmetic surgery becomes more accepted in Thailand? 

Ans. There are reasons behind. The Koreans have a better marketing and they have better 

quality skin. 

 

Q. What do you mean by better skin? 

Ans. When the Koreans undergo cosmetic surgery, the result is usually and naturally better 

than the Thais. First, their skin quality is better. The average percentage of Korean people 

having scar or keloid after operation is less than 1% while Thai people skin are risk having 

scar after operation for up to 5%. Also, the darker skin, the more sensitive to scar. The facial 

structure is another main factor. Thai people’s face are more bony and, therefore, it is more 

difficult to put anything under facial skin, especially nose area while Korean face is more 

closed to the Caucasian people and the Western style surgical technique can just be applied. 

The Koreans’ face is much easier for doing cosmetic surgical operation. That is a reason 
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why many Thai people who went to undergo cosmetic surgery in Korea usually 

disappointed and decided not to go back for the follow up.  

 

Q. How many doctors are real plastic surgeons in Thailand? 

Ans. I’m not sure about the figure. I guess there are probably about no more than 400 

surgeons. There are more than thousands doctors who are not specialized or do not 

graduated from surgical surgeons’ degree but working in this sideline, by the way. These 

doctors just went to special training for like 1 month or 2 months to get a certificate. The 

quality and safety is at patients’ risk. 

 

Q. Back to the earlier question, so you think that Thai surgeons are no less competency 

than those in Korea? 

Ans. Korean surgeons are expert in rhinoplasty and eyelids. Even my professor was from 

Korea. But other things, I think Korean and Thai is about the same in terms of quality. And 

also, they are good at jaw reduction, too. But for other parts, Thai surgeons are not any 

second. Parts like breast, GRS (Gender Reassignment Surgery) are very skillful and many 

foreign patients visited Thailand for such operations.49 

 

Q. By the flourish of special trained plastic surgeons recently, do you think Korean pop 

culture is a factor that cause such occurrence? 

Ans. Of course. When I was a PA doctor, there were only 23 persons a year in Thailand 

who could earn a MD degree specializing in plastic surgery. Such number has expanded 

                                                        
49 http://www.ncbi.nlm.nih.gov/pmc/articles/PMC3977439/ 
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due to high market demand to 50 persons a year. Still, the demand exceeds because of the 

cosmetic value changed. 

 

Q. How was the plastic surgeon before the changing value? Did it have a similar demand? 

Ans. Plastic surgical department is quite difficult to get in. PA doctors need to take another 

exam to get into this department in the second year and it takes 5 more years altogether 7 

years of studying alone. It could be in higher demand recently.  

   

Q. Did you choose this department because of Korean pop culture? 

Ans. No. In 2000, Korean pop culture was not so significant. But I found it is quite a good 

decision.  
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Qualitative Questionnaires 

General Information 

Questions 1st rank 2nd rank 3rd rank 

1. Age 1980-1989 (26-35 

years old)  

66.82% 

1990-1999 (16-25 

years old)  

15.64% 

1970-1979 (36-

45 years old)  

13.27% 

2. Settings In the city with the 

population for 

more than 10,001 

people 92.86% 

In the rural less 

than or equal to 

10,000 population  

7.14% 

 

3. Household 

Income 

More than $3,001 

(90,001 baht)  

34.29% 

$1,001-$2,000 

(30,001-60,000 

baht) 27.62% 

 

4. Occupation 

 

Employee/Officer 

59.24% 

Student  

14.69% 

Self Employed 

12.32% 

5. Education Undergraduate  

62.02 % 

Above 

UndrGraduate  

31.25% 

 

6. Preferred/ 

Presented Gender 

Female  

79.05% 

Male  

20.95% 

 

7. Born 

Gender 

Female  

78.67% 

Male  

21.33% 
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General Information about cosmetic surgery  

Questions 1st rank 2nd rank 3rd rank Last 

8. How long have 

you heard about cosmetic 

surgery  

More than 15 

years 34.47% 

(existence of 

cosmetic 

surgery in 

Thailand 

before the 

arrival of 

Korean Wave) 

6-10 years 

28.64% (the 

time when 

Korean wave 

is at the peak) 

 

11-15 

years 

28.16% 

(pre- 

Korean 

Wave)50 

 

 

9. From Whom you 

FIRST received the 

information about 

cosmetic surgery?  

Friends  

32.04% 

Thai Celebs  

27.18% 

Korean 

Celebs 

16.5% 

Japan

ese 

Celeb

s 

0.49

% 

 

10. From whom you 

MOST FREQUENTLY 

Korean Celebs 

37.86% 

Friends  

30.1% 

  

                                                        
50 Together from 6 to 15 years, almost 60% of recipients got the information about cosmetic 

surgery.  

 



113 
 

received the information 

about cosmetic surgery? 

11. From WHERE 

you MOST 

FREQUENTLY received 

the information about 

cosmetic surgery? 

Social Network 

69.42% 

 

Television 

20.39% 

  

12. Before you have 

acknowledged about 

cosmetic surgery, how do 

you feel about it (when 

you had heard about 

cosmetic surgery but you 

had nothing in your mind 

what is it about)? 

 

moderate  

59.69% 

negative  

30.89% 

positive  

6.28% 

 

13. What came to 

your mind for your FIRST 

TIME acknowledge about 

cosmetic surgery (when 

you started to really know 

the process of cosmetic 

surgery)? 

moderate 

65.69% 

 

negative 

24.51% 

positive 

6.37% 
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14. How do you feel 

NOW about cosmetic 

surgery? 

moderate  

67.8% 

positive 

22.44%  

negative 

6.34% 

 

 

15. BEFORE you did/do cosmetic 

surgery, ‘What’ do you THINK about 

cosmetic surgery? 

negative / 

cheap 

neutral positive/exp

ensive 

Thai society had _____ views towards 

cosmetic surgery 

29.23% 41.54% 22.56% 

Surrounding people had _____ views 

towards cosmetic surgery 

20.83% 46.88% 26.04% 

I had _____ views towards cosmetic 

surgery 

13.68% 56.32% 22.63% 

Local celebs that I followed had _____ 

views towards cosmetic surgery 

12.57% 32.98% 41.88% 

V. Positive 

9.95% 

Foreign celebs that I followed had 

_____ views towards cosmetic surgery 

7.37% 31.58% 42.63% 

V. Positive 

16.84% 

Cosmetic surgery cost was 14.21% 35.79% 11.58% 

 

Questions 1st rank 2nd rank 3rd rank 
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16. Before you did/do 

cosmetic surgery, the most 

influential factor is?  

One own 

satisfaction/ 

One self’s 

value 41.54% 

Surrounding 

people 16.92% 

 

Thai 

social 

value 

14.87% 

17. Do you want to look 

better?  

Yes  

83.08% 

No  

16.92% 

 

18. Are you interested in 

undergoing cosmetic surgery? 

No  

60.2% 

Yes  

39.8% 

 

19. If you can choose, which 

country would you like to do 

cosmetic surgery? 

Korea  

48.17% 

Thailand 

41.36% 

Japan 

5.24% 

20. From the previous 

answer, what makes you choose 

that country? 

Better Quality 

52.33% 

More Safety 

25.91% 

Others = 

More 

Conveni

ent  

21.76% 

  

Cosmetic Surgical experiences (For those who had done cosmetic surgery only) 

Questions 1st rank 2nd rank 3rd rank Last 

21. Who is your inspiration 

that makes you want to do 

cosmetic surgery? 

One self  

52.56% 

 

Korean 

celebs 

23.08% 

Friends 

11.54% 

Japan 

celebs 

1.28% 
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22. How many times have 

you done cosmetic surgery? 

1 time 

58.97% 

2 times 

30.77% 

  

23. When was your first 

time you do cosmetic surgery? 

1-3 years 

ago 

29.27% 

Less 

than 1 

year ago 

26.83% 

 

4-5 years 

ago and 

more 

than 5 

years 

21.95% 

 

24. Where did you usually 

do cosmetic surgery? 

Thailand 

81.82% 

Korea  

9.09% 

Japan 

2.27% 

 

25. From the previous 

answer, what makes you choose 

that country? 

Convenien

ce 53.33% 

Better 

Quality  

20% 

  

26. Do you expect to do 

cosmetic surgery in the future? 

May be  

50% 

Yes  

45% 

  

27. From the previous 

question, what makes you think 

like that?  

They want 

to look 

even much 

better 

They are 

getting 

older so 

they 

need to 

do it in 
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the 

future51 

28. When you were ABOUT 

TO GO FOR cosmetic surgery, 

how do you feel about it? 

positive  

57.14%  

V. 

positive 

7.14% 

moderate 

25% 

negative 

10.71% 

 

 

29. When you were ABOUT TO 

GO FOR cosmetic surgery, what 

factors influence your thought about 

cosmetic surgery? 

negative / 

cheap 

neutral positive/exp

ensive 

Thai society had _____ views towards 

cosmetic surgery. 

11.11% 40.74% 37.04% 

Surrounding people had _____ views 

towards cosmetic surgery. 

V. 7.14% 

3.57%  

39.29% 46.43% 

I had _____ views towards cosmetic 

surgery. 

V. 3.85% 

3.85% 

34.62% 57.69% 

Local celebs that I followed had _____ 

views towards cosmetic surgery. 

7.14% 42.86% 35.71% 

V. 10.71% 

Foreign celebs that I followed had 

_____ views towards cosmetic surgery. 

3.7% 25.93% 59.26% 

V. 11.11% 

                                                        
51 Nobody says why they do not want to undergo cosmetic surgery again in the future 
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Cosmetic surgery cost was ____ 32.14% 28.57% 28.57% 

 

Questions 1st rank 2nd rank 3rd rank Last 

30. When you were 

ABOUT TO GO FOR 

cosmetic surgery, what 

factors influence your thought 

about cosmetic surgery THE 

MOST? 

Self 

Satisfaction 

53.57% 

Surrounding 

People  

and  

Thai Social 

Value 

14.29% 

  

31. AFTER you did, 

how do you feel about 

cosmetic surgery? 

positive  

50% 

very positive 

32.14% 

 

modera

te 

17.86% 

 

 

 

32. AFTER you did cosmetic 

surgery, what do you think about it? 

negative / 

cheap 

neutral positive/exp

ensive 

Thai society had _____ views towards 

cosmetic surgery. 

V. 7.14% 

7.14% 

32.14% 53.57% 

Surrounding people had _____ views 

towards cosmetic surgery. 

V. 3.57% 

3.57% 

28.57% 57.14% 

I had _____ views towards cosmetic 

surgery. 

 21.43% 64.29% 

V. 10.71% 



119 
 

Local celebs that I followed had _____ 

views towards cosmetic surgery. 

3.7% 33.33% 51.85% 

V. 11.11% 

Foreign celebs that I followed had 

_____ views towards cosmetic surgery. 

 29.63% 62.96% 

7.41% 

Cosmetic surgery cost was _____ 25.93% 25.93% 40.74% 

 

Question 1st rank 2nd rank 

33. AFTER you did 

cosmetic surgery, what factor 

influenced you THE MOST?  

Self-Satisfaction  

57.14% 

 

Surrounding people and 

Thai Social value  

14.29% 
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Social value towards cosmetic surgery in Thailand 

 

Questions 1st rank 2nd rank 3rd rank 4th rank 

34. What do you think 

about cosmetic surgical value 

on Thailand 20 years ago 

(1990s)?  

moderate 

55.08% 

negative 

33.69% 

very 

negative 

8.02% 

positive 

2.67% 

35. What do you think 

about cosmetic surgical value 

on Thailand 10 years ago 

(2000s)? 

moderate 

64.36% 

negative 

29.79% 

positive 

4.79% 

V. 

negative 

and V. 

positive 

0.53% 

36. What do you think 

about cosmetic surgical value 

on Thailand at present (2010s)? 

moderate  

61.5% 

positive 

28.34% 

negative 

5.88%  

 

V. 

positive 

3.74% 

37. Through your 

experience, what are factors 

that make cosmetic surgery 

value in Thailand change (you 

can choose more than 1 

choice)? 

Technolog

ical 

advancem

ent about 

cosmetic 

surgery  

Imported 

Korean 

values 

50.53% 

Local 

celebs 

behaviour 

33.51% 

Better 

chance to 

get a job 

31.91%52 

                                                        
52 5th: Thai people have always wanted to look better than what they were natural born lookalike  at 

30.32%, 6th: Korean celebs behavior  at 29.79% 
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60.64% 

38. Through your 

experience, what are factors 

that make cosmetic surgery 

value in Thailand change (you 

can choose only 1 choice)? 

Imported 

Korean 

values 

23.4% 

Local 

celebs 

behaviou

r 19.68% 

technologi

cal 

advancem

ent 

19.15% 

Thai 

people 

have 

always 

wanted to 

look better 

than what 

they were 

natural 

born 

lookalike 

15.96% 

39. In the PAST what was 

the ideal face according to your 

experience? 

 

Nasal 

Augmenta

tion  

58.51%53 

double 

eyed lid 

45.21%54 

  

40. At PRESENT, what is 

the ideal face according to your 

experience?  

V shaped 

chin 

60.64%55  

Nasal 

Augment

ation 

60.11% 

  

                                                        
53 Shared by Koreans as the basics 
54 ibid 
55 influenced by Korean value 
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 Korean pop cultures’ experiences 

Questions 1st rank 2nd rank 3rd rank 4th rank 

41. Have you ever 

consumed Korean pop 

cultures? 

Yes 75.14% Yes but I do 

not like it 

16.22% 

  

42. Which Korean 

pop cultures you have ever 

consumed? 

Korean TV 

series 85.08% 

Korean 

Music 

40.88% 

  

43. Do you watch 

Korean TV series? 

Yes, I am 

watching it and 

I like (but not a 

fan)  

48.11% 

Yes, I have 

watched it but 

I feel soso 

26.49% 

Yes, I 

am a fan 

12.43% 

 

44. When did you 

start watching Korean TV 

series? 

2005 - 2010 

43.26% 

 

2001 - 2004 

34.27% 

  

45. When did you 

stop watching Korean TV 

series? 

 I’m still 

watching it. 

48.86%  

before 2014 

19.89% 

  

46. Do you 

watch/listen to Korean pop 

music? 

Yes but I feel 

soso 32.74% 

Yes, and I 

like it (but 

I’m not a fan) 

29.17% 

 Yes, I 

am a 

fan  

10.71% 
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47. When did you 

start watching/listening to 

Korean MV/pop music? 

2005 - 2010 

44.52% 

2001 - 2004 

23.23% 

2010 – 

present 

22.58% 

 

48. When did you 

stop watching/listening to 

Korean pop music? 

I’m still 

listening 

40.65% 

before 2014 

30.97% 

  

49. Do you like 

WATCHING Korean MV 

or LISTENING to Korean 

pop music?  

I prefer 

watching 

46.31% 

 

I like them 

both 35.57% 

  

50. Which Korean 

pop cultures you like 

most? 

Korean TV 

series 55.15% 

Korean pop 

music 

12.12% 

I do not 

like 

Korean 

pop 

culture 

10.3% 
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Japanese pop cultures’ experiences 

Questions 1st rank 2nd rank 3rd rank 4th rank 

51. Have you ever 

consumed Japanese pop 

cultures? 

Yes 82.78% Yes but I do 

not like it 

9.44% 

  

52. Which Japanese pop 

cultures you have ever 

consumed? 

Japanese 

manga 60.67% 

Japanese 

TV series 

59.55% 

Japane

se 

animati

ons 

58.99% 

Japane

se 

movies 

50.56% 

53. Do you watch 

Japanese TV series? 

Yes, I am 

watching it and 

I like (but not a 

fan)  

42.7% 

Yes, I have 

watched it 

but I feel 

soso  

26.4% 

  

54. When did you start 

watching Japanese TV series? 

1990-200056 

36%57 

2005-2010 

28.57%58 

  

55. When did you stop 

watching Japanese TV series? 

I’m still 

watching it. 

35.88 % 

before 

200659 

18.82% 

  

                                                        
56 Japanese trendy TV series era 
57 Older recipients have been watching Japanese TV series even before 1990s  
58 Many recipients who prefer Japanese pop culture to Koreans were born in the 90s and they were too 

young to consume the Japanese pop cultural boom in the 90s. 
59 The peak of Korean Wave in Thailand 
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56. Do you watch/listen 

to Japanese pop music? 

Yes, and I like 

it (but I’m not 

a fan) 32.32% 

Yes, but I 

feel soso 

31.1% 

 Yes, I 

am a 

fan  

9.76% 

57. When did you start 

watching/listening to 

Japanese MV/pop music? 

1990 - 2000  

37.18% 

2005 - 2010 

24.36% 

  

58. When did you stop 

watching/listening to 

Japanese pop music? 

I’m still 

listening 

45.45% 

before 2006 

15.58% 

  

59. Do you like 

WATCHING Japanese MV 

or LISTENING to Japanese 

pop music?  

I like them 

both 42.07% 

I prefer 

listening 

29.66% 

  

60. Which Japanese pop 

cultures you like most? 

Japanese 

Manga 27.88% 

Japanese 

animation 

23.03% 

Japane

se TV 

series 

21.82% 
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Conclusion 

Questions 1st rank 2nd rank 

61. Between Korean and Japanese pop 

culture, which one you like more? 

Japanese pop 

cultures  

40.78%60 

Korean pop 

cultures 29.61% 

62. From your experience, what is the 

most influential factor that makes cosmetic 

surgery in Thailand becomes more widely 

accepted? 

Korean pop 

culture boom  

39.33% 

 

Social changing 

that appearance 

becomes more and 

more important  

26.4% 

 

                                                        
60 Japanese tourism is booming in Thailand (2015). This could be a factor that causes the result’s 

deviation. 
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