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Abstract

Constructing Cosmetic Selves
: An Analysis of Japanese Women’s Makeup Practices

Chanhui Lee

International Area Studies

Graduate School of International Studies
Seoul National University

Makeup has been a vital aspect of Japanese visual culture, especially in the
formation of women’s beauty practices for centuries. As beauty standards continue
to diversify and the exchange of information for achieving such standards has
become more active through various media, its significance has evolved to
encompass more than a mere enhancement of her physical appearance, to a complex
scape where self-identities intersect. This thesis examines the role of makeup in the
self-identity formation of young Japanese women in their twenties, and how it serves
as a medium for negotiating societal expectations and exercising agency. Through
media analysis and semi-structured interviews, the thesis explores the cultural
discourses, media representations, and personal narratives surrounding makeup in
Japan.

The thesis is divided into two main sections, each of which discusses the
public and the private aspects of selfhood. Chapter II explores the cultural value of
midashinami (&72U7%#A) and the idea of “natural makeup (FFaFIA12).”
The analysis reveals the ways in which midashinami functions as a standard of
appearance, shaping women’s understanding of what is considered normal or
acceptable in Japanese society. Chapter III examines the ways in which makeup
serves as a tool for pursuing authenticity and self-expression for Japanese women.
The chapter discusses the different ways women use makeup to create and
appropriate their self-identities, and women’s interaction with cosmetics, makeup,
and media in their self-authentication process.

The observations indicate that makeup is a social and cultural scape, where
young Japanese women negotiate between the contradictory yet interweaved
discourse of social normalcy and self-authenticity, as women seek to create a self
that is both acceptable to others and true to themselves.

Keywords: Makeup, Skincare, Women, Self-identity, Agency, Gender, Japanese
society, Japanese culture, Beauty culture

Student Number: 2021-22436
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I. Introduction

1. Research Background

A freshly launched YouTube video channel “[I HOPE.JCh ({b¥f%.)”

published by the cosmetics brand KANEBO Inc., introduces its channel as below:

“NiE, 2 HET 2 DD,

fEREEIE, — R,

{EREZBRIR L, KREE 2D MLEE ],

A= HIIMEEADTF L EVINIFENDZAIN?

HEONIATER, RES7-HHE ZINOIRITHETDIFAZOANAR,
TEENPDAEBINUTHUNRENRZ S, FHUNBFIANTIT 5,
Z5EUT—,

Why do people wear makeup?

What exactly is makeup?

Deconstructing makeup and thinking about the future “love for makeup.”
How can we express our hopes for makeup?

Restricted values. Established routines. It’s tough to break free from them.
But if we borrow someone’s strength, we can see new sceneries.

We can go to new places.

Believing in that...”

((THOPE.]Ch ({EAEE. ), 2022)
The channel has uploaded four videos, each of the video featuring a person or
celebrity who departed from hegemonic Japanese beauty standards: Drag queen

Vivienne Sato, former gyaru magazine model mirichamu, an Akutagawa Prize-

nominated writer Suzumi Suzuki.! The cast members describe their makeup routines,

! Graduated from Keio University Faculty of Environment and Information Studies and
received her master’s degree from the University of Tokyo Graduate School of
Interdisciplinary Information Studies, she worked as a journalist for Nikkei Inc., while also
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their thoughts, and emotions around the concept. The contents of the videos of “I
HOPE” boldly demonstrate that makeup is an expression of individual identities —
makeup is “work, care, also communication (...) a creation or manipulation of an art
(...) ¥ oraway to “expose” one’s “skin completely inside out until completely naked
([1 HOPE.]Ch 2022; 2023).?” “There are many girls who go beyond the imagination
of men who want them to put on makeup,” Suzuki states in the video she is featured.
She celebrates the “girls” whose cultures may have been initiated or created by men,
but “developed their unique culture on their own hands (Z11%& FIZUZ GENEDT
ZMEDX bz FHEEIYE)” and “bloomed it richly (EMNITEFEWZEHD) (2023
5:44).”

On the other hand, a commercial by another cosmetic company
CANMAKE, introduces one of its promotional videos of the brand’s eyeliner
product as it “looks natural, but surely making up the kawaii (BRIZR AT, Ak
MNHOWDWEHIAATET, ).” With a pastel, light color tone and bright piano music
playing in the background, the commercial features a girl walking around a library,
with a voiceover by a male voice inserted as: “Why is that? She naturally catches my

attention. Those eyes... (F+¥ > A1 Z7CANMAKE 2022, 0:20)” The narrator turns out

having experience in the pornography industry as an adult video actress. In 2013, developing
from her master’s thesis, she published “A Sociological Study of Porn Stars (AV joyi no
shakaigaku). Her two fictional novels as a freelance writer, Gifted (2022) and Graceless
(2022) were nominated for the 167th and 168th Akutagawa Prize.

2 [I HOPE.] Ch, “Z3XUnEZSNRVESFEALREIFET, V1V 17 kR YouTube
video, 2:05, December 23, 2022. https://youtu.be/kUpVIAtv3OQ.

® [I HOPE.] Ch, “L:»ODRAREIRGEBEL TOLKEDFBNEE LW, iARFEE.”
YouTube video, 6:42, April 17, 2022. https://youtu.be/lylylQZJcw8.
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to be a librarian who seems to fall in love with the girl at first sight, and the two smile
at each other as the commercial ends. The commercial reinforces conventional
themes found in romance films, by portraying Japanese makeup culture as designed
for the male gaze, based on the patriarchic, heteronormative idea that women “make-
up” the feminine look in order to appeal to the opposite sex.

It is hardly doubtful that the different target audiences of the two companies
influenced the aesthetics of their promotional videos — nonetheless, this stark
contrast between the celebration of empowerment in one video and the depiction of
makeup to appeal to the male gaze in the other is noteworthy. It suggests that
Japanese contemporary beauty culture is passing through a transitional period, where
new and traditional ideas coexist, and actors from various social groups actively
participating in the discussion of what “beauty” means in Japan.

Therefore, this study aims to unravel the intricate relationship between
makeup and selthood, focusing on the process of how young Japanese women
produce, express, and transmit their selthood to society. I embark on the “network”
of makeup practice including actors exercising agency over each other under the
Japanese beauty discourse (Latour 2007). In the Japanese makeup network, material
and non-material subjects do not interact in one way — women not only internalize
the image of femininity standardized and reproduced by social norms, but also
appropriate such norms, and produce a sense of authentic self to be transmitted back
to the outside world. I argue that makeup functions as a powerful medium for
Japanese young women’s “making-up” of their selfhoods, incorporating both their
public and private selves. By integrating the implications derived from cultural

discourses, media representations, and personal narratives, I seek to shed light on



how women engage with makeup to navigate societal expectations, negotiate their
self-identity, and exercise their agency within a complex socio-cultural landscape.
According to the aims of this study, I primarily pose three questions as
follows: First, how do modern Japanese women create their own private and public
selfhood through makeup, and how do especially female young adults construct their
identities around makeup, compared to other age sets? Second, how does new media,
such as web magazines, beauty blogs, video platforms and social networking
services, affect such makeup culture and women’s construction of their self-identities?
In what ways do Japanese women and the media interact in the process of
constructing Japanese beauty culture? Third, how can a makeup culture be existent
as both standardized and personally unique? What kind of gap sits between the
“selfhood” advertised by the cosmetics industry and the “selfhood” that women

themselves try to construct within themselves?

2. Literature Review

Contemporary scholarships in beauty culture are substantially shaped on
the basis of the Bourdieuan theory on habitus and cultural capital. Based on the
premise that bodies are objects for capital exchanges in the social economy, Bourdieu
conceptualizes that bodies are where capitals are “visible and appropriable,” what he
calls an “embodied state” among three forms of cultural capital (Kukkonen 2021;
Bourdieu 2002/1986). According to the cultural capital theory, cultural practices are
acquired, accumulated, practiced, and transmitted through bodies, awarding one who
possesses such appearances in exchange for capital, power, and status. In his
discussion of sports and physical capital, he argues that such acquirement and

embodiment of the desirable bodily features is “one of the few paths of upward
4 ] O



mobility,” which is “what the system of beauty prizes (Bourdieu 1978, 832).”

Grounded from his foundational thoughts, studies establish how faces
wearing makeup have been operating as a status symbol, functioning as a
performance of the upper-middle class, racially hegemonic groups. Jablonski (2012),
in examining the biological and social implications of skin color, states that skin “is
the meeting place of biology and everyday experience, a product of human evolution
that is perceived within the context of human culture.” The common biases and
perceptions of the skin are not “genetically programmed,” but have been “developed”
and “transmitted.” It is not only merely a “physical distinguishment” but also sets a
hierarchy of “intelligence, attractiveness, temperament, morality, cultural potential,
and social worth (2012, 3-4).”

Gender theorist Judith Butler establishes a theory of gender performance
and performativity, as “a regularized and constrained repetition of norms: A subject
does not ‘perform’ such repetitions, but repetitions ‘enable’ a subject and “constitute
the temporal condition for the subject (Butler 1993, 95). Butler conceptualizes that
gender, sexuality, and identities are constructed and reinforced through “doing” in
two forms: gender as performance, and gender as performativity. While gender as
performance emphasizes the coercive aspect of social norms and expectations
shaping individual behaviors, gender performativity addresses the possibility of the
creation of enaction, rather than a mere reflection of reality (Butler 1999). In this
regard, a wide range of studies analyze beauty culture as a structural force,
highlighting its standards and practices serving as part of a larger apparatus, which
regulates human behaviors and reinforces existing power differentials of race, class,

and gender on one hand (Jones 2006; Glenn 2009; Hunter 2013; Borgerson and



Schroeder 2018; G.D. Johnson et al. 2019; Yip, Ainsworth, and Hugh 2019). Digital
and printed media, corporates, and social norms are considered as institutions that
contribute to the construction and perpetuation of beauty ideals, which shape
individuals’ self-identities according to their positions within the society. Such
literature establish that beauty norms, as culture, are “encoded,” “acquired” and
“used socially” by individuals who are “situated” in society — thus, they cannot be
separated from politics and governing powers (Sawchuk 2001). Stretching from
Butler’s idea of gender performance, scholarships in gender and women'’s studies,
specifically in connection with liberal feminist and anti-racist perspectives, focus on
the beauty labor that women practice in a daily manner, in order to embody the ideal
image of femininity scientifically and bio-medically framed according to patriarchic,
Eurocentric values. They argue that such a cycle reproduces patriarchal gender
hierarchies established by beauty culture, with makeup as a structural force into
repressing women to fit into the desirable look for external gazes. Makeup, in this
regard, is not a locus or expression of individual agency, but categorized as part of
“affective labor” or “emotional labor,” that has to be practiced on commercialized
bodies aligning with “company feelings (Hochschild 1983, 127).”

Oksala (2016) further develops the theory that in the contemporary setting
where private and public selves are intermingled into objects of commodification,
argues that the “exploitative social relations” of contemporary markets commodify
“our everyday life,” extracting resources from what has been “honored” as private
selves (296). In Beauty Up (2006), Miller explores specific beauty practices and
body aesthetics in Japanese beauty culture from the mid-1990s to the early 2000s, in
order to unravel the practices of “beauty work” under the constructed cultural system

A -
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in the Japanese context. She establishes that the practice and consumption of beauty
on female and male bodies are “linked to larger issues” of gender, ethnicity, and
globalization (2006, 204). Although highlighting the significant phenomenon of
gyaru, body piercing, or amu-ra, she remains critical about to what extent individuals
hold agency of their beauty work, as they are inevitably located on “a mythology of
transformation created by domestic and transnational corporations, which are happy
to promote multiple local, embedded meanings (2006, 206).”

Postfeminist studies, on the other hand, highlight women’s individual
choice, empowerment, and agency in their practice of embodying beauty (Gill 2007;
Gill, K. Kelan, and M. Scharff 2017; Elias and Gill 2018; S. Johnson and Press 2017;
Camacho-Mifiano, Maclsaac, and Rich 2019; Martinez-Jiménez 2022; Swan 2017).
In an extension of Butler’s theory of performativity, they provide a framework to
explore how Japanese women engage with makeup as an expression of agency,
navigating tensions between feminist ideals and societal expectations.

McRobbie (2004) specifies postfeminism as a “double entanglement,”
where “neo-conservative values concerning gender, sexuality, and family life”
coexist (McRobbie 2004, 255). McRobbie argues that conventional feminism is
“necessary to dismantle” to comprehend new media’s depiction of women’s
individualist agency and transform feminism to a more inclusive academic discipline,
stating that “young women have come to the fore as the pre-eminent subjects of this
new ethic.” The “relations of power” are “made and re-made” in media, by
presenting female characters embodying and practicing both their feminist and
traditional desires. She describes that postfeminism is paving a new “gender regime”

based on such double entanglement (2004, 262). Gill (2007) theorizes postfeminism



as a “sensibility” that is both reinforced by media and contemporary women
themselves, “informed by postmodernist and constructionist perspectives” that
departs from “one single authentic feminism (2007, 148). With the intensifying
emphasis on individual choice and personalized contents on mass media, the notions
of “being oneself” and “pleasing oneself” has been one of the focal points of
postfeminism — in other words, a postfeminist female is a neoliberalist individual
incorporated with a feminist subject (2007, 153).

However, while scholarships in postfeminist studies agree upon the
Eurocentric, heteronormative view of feminism and the necessity of decolonizing
conventional feminist ideologies, they are often notably critical with postfeminist
“sensibilities”, as women are often framed as free agents while also overlooking
existing inequalities (Gill, K. Kelan, and M. Scharff 2017; Martinez-Jiménez 2022;
Swan 2017). For instance, Martinez criticizes that postfeminism “conveniently
embraces certain feminist gains while at the same time disavowing feminism itself
(2022, 4). Multiple analyses on new media and its portrayal of “female self-
confidence,” emphasize structural inequalities on one hand but call for change to
women by their self-betterment rather than the organization itself (Gill, K. Kelan,
and M. Scharff 2017, 241). The postfeminist analyses thus provide implications for
understanding mediated selves between the private (authentic) self and the public
(presented) self. As the concept will be further discussed in Chapter II, the conflicting
yet intersecting conventional and new ideas of femininity propose contemporary
challenges that women are facing, their personal desires clashing with both feminist
ideas and discriminatory gender norms in beauty culture. Looking at women’s

makeup practices through the lens of postfeminism, including its critical



perspectives, poses implications to shed light on the dynamics of comprehending
beauty culture.

Building upon the feminist and postfeminist analyses of makeup as both
performance and performativity, consumer culture, media, and Japanese cultural
studies examine the multifaceted role of makeup in various contexts, recognizing
that the two discourses always coexist. As the concept of beauty has become
politicized and commodified, a considerable strain of literature regarding makeup
and its effects, are consumer behavior and media studies under the disciplines of
social sciences (Friedman 1991; Umemura and Slater 2017; Yamashita and Madoka
2020; EFETF 2021, FHaFEM 2020, R 2020, A7 2009; ¥ZFHE and A

2014; R—SALRF%EAr 2020; 82 2020; JilF 2013; #FFEWE 2019). Focusing

on the marketing effects of Japanese media and circulations of makeup culture
among women as their corresponding target audience, they analyze the psychologies
and consuming behaviors of women in the cosmetics industries, discussing how
marketing strategies, advertisements, and cosmetic branding influence or coerce
women’s choices and preferences, and how such strategies are related with economic,
social, and cultural backgrounds.

Deriving from the Bordieuan ideas of habitus, cultural and social
reproduction, Whang (2019) argues that makeup and fashion are “symbolic power
(REBHIMEST)” exerted by the society where bodies are symbols of social and cultural
capitals, structurally repressing ones who are not able to embody such beauty labor.
Whang conceptualizes that the practice of wearing makeup functions in two ways:
The first is makeup handled as a tool for women to “make their faces or looks more

valuable to be formed and consumed in their respective societies, giving a favorable
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impression to others that are facing each other with them.” The second function is

related to women’s emotional fulfillment, that is, “women are satisfied with their

makeup, or the end-product of faces with their makeup on (ZIE#E 2019, 116-17).4”

In this regard, Whang is also addressing the public and private selfhoods, by in which
incorporating both the “internal (T )” and “external look (#}&).” By analyzing the
cosmetics advertisements targeted to different age groups in Japanese and Korean
women’s magazines, she makes a comparative study on how corporates can
comprehend the motivations for women to consume and practice makeup.

Consumer and media studies suggest significant insights in relating beauty
culture with women’s self-identity formation — They establish that makeup is one of
the profound ways for women to express their selthoods, which are composed of a
complex interplay of multiple racial, ethnic, social, cultural, and gendered identities.
Nevertheless, there are realms that such studies are inevitably limited to explore. In
other words, “what produces consumption” is a center of attention in Japanese
consumer and media studies, positioning women’s identities as passive acceptors of
marketing strategies — identities are products, rather than producers, of values
(Lamarre 2014). Hence, this study aims to redirect scholarly attention from the
examination of consumption behaviors to the exploration of the affective dimensions
inherent in women’s engagement with makeup practices, in order to examine the
underlying mechanisms involved in the production of self-identity.

Japanese cultural studies, although deriving their foundations from Western

4 Original text in Japanese translated into English.

10 1 O



cultural and sociological frameworks, highlight cultural particularities of the
Japanese context of beauty. It is clear that solely framing Japanese beauty culture
from the lens of Western theories may not fully account for the need of a more
contextually grounded approach. Ashikari’s (2003, 2005) seminal work, in this
regard, successfully opens the door to speculating the “Japanese” contextuality of
beauty labor. By examining the discourse of skin whitening practiced by Japanese
urban middle-class women, she argues that white skin functions as “an item of
vocabulary in a symbolic language, which communicates gender relations.”
According to her, a whitened face is a language for women to not only reaffirm the
ethnic, feminine “us (uchi),” but also communicate with the public life (sofo) They
“perform” the image of ideal women to enter the “men’s world.” Thus, the act of
skin whitening is strongly connected to Japanese middle-class women’s idea of
“Japanese-ness” of “uchi” and “soto,” offering a sense of security and belonging by
enacting such performance. This collective identity forged through skin whitening
has even given rise to notions of beauty nationalism, implied by multiple statements
she has collected from interview data, with claims of Japanese possessing uniquely
superior white skin compared to other ethnicities.

While Ashikari's studies make significant contributions to the
understanding of this phenomenon, certain limitations necessitate further analysis.
Primarily, her research heavily relies on fieldwork observations, encompassing
casual observations of women applying white makeup and interviews primarily
conducted with middle-class women, along with limited inclusion of male
perspectives. Moreover, her investigation is constrained to middle-class working

women, with a comparatively lesser academic focus on specific beauty practices
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embodied and enacted by young Japanese women as an independent target group of
study.

While there have been studies exploring makeup practices among various
age groups and social categories, it is crucial to recognize the specific significance
of young women, as makeup deep-seated in their life-stage transition from teenage
to adult makeup culture, and their constant negotiations of their multiple intersecting
identities, communicating through highly diversifying mediums between them and
the outside world. Although temporarily slowed down due to the COVID-19
pandemic, the Japanese cosmetics market has been rapidly expanding: It has been
the world’s second-largest after the U.S., until 2012, and the third-largest from 2013
to 2019 (fb¥EREZEL Y s #Et4 2021). Furthermore, the presence of digital
technologies — both in terms of hardware and software — in beauty culture, has only
been gaining its significance. Transmissions of not only information, but also
aesthetics and emotions, are developing new pathways for women to create new
digital bodies and identities (Gill 2007; Banet-Weiser 2011; Belk 2014; S. Johnson
and Press 2017; Elias and Gill 2018; Camacho-Mifiano, Maclsaac, and Rich 2019;
Hunter 2019; Hayashi et al. 2021). In such contemporary discourse, women in their
20s are considered as an ideal image of femininity. In Japan, 79.6% of cosmetics

advertisement models are in their 20s, strongly indicating that young-adult (¥> 27

Z)VN) women are set as representative faces of ideal beauty (ZIEME 2019).

Therefore, investigating the narratives of Japanese young adult women
holds significance, as their experiences and perspectives reflect the challenges and
aspirations of a generation navigating the complexities of rapidly transforming

Japanese society. Peculiarly, women in their 20s are actively shaping the discourse
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around beauty and self-identity through their engagement with media platforms,
social networks, and online communities. Their narratives provide a lens into the
understanding of the ways in which media technology intersect with personal agency,
highlighting the dynamics of self-presentation in the digital age. It is crucial to
acknowledge that the beauty discourse and the dynamics of makeup, nationality, and
femininity have undergone substantial transformations since the publication of her
works.

From the 2010s, the socioeconomic discourse around skin whitening in
Japan has been much more diversified. Not only large multinational cosmetic
corporations, but also entertainers, influencers, bloggers and video-makers who were
previously part of the invisible consumers, are now able to publicize themselves as
media producers (Glenn 2009). Exposed to such global-scale mass media, the
Japanese younger generation no longer identify makeup as a status symbol or being
the “Japanese” national, but situate their practice of makeup in a much diverse,
transnational discourse. Japan’s increased interaction with foreign countries, such as
the expansion of international marriage leading to a sharp rise of the hafu (/N—7)
population, or Japan’s exposure to Korean idol culture and absorbing its beauty
ideals, are influencing such shifts in creating self-identities diverging both from the
Western and “traditional” Japanese makeup culture.

In conclusion, existing literature offer a comprehensive examination of the
relationship between beauty culture, makeup, and women’s self-identity from
various disciplines of sociology, consumer and media studies, postfeminist studies,
and Japanese cultural studies. By synthesizing these diverse perspectives, this study

aims to address the identified limitations of the reviewed literature, by delving deeper
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into the experiences of young Japanese women in a contemporary setting. Through
exploring the narratives and experiences of these women negotiating the
intersections of their public and private selthood through makeup, I aim to contribute
to a further understanding of the multifaceted dynamics of self-identity, and the
active conversation of women, cosmetics, media, ideologies, existing structures

interplaying on the discourse of makeup culture.

3. Research Methodology

To explore the identity formation of Japanese women by makeup practices,
the methodology of this study encompasses a media analysis and semi-constructed

interviews to gain a comprehensive understanding of the subject matter.

3.1 Media Analysis

The research incorporates media analysis as one of the primary methods to
examine the discourse surrounding makeup and its influence on Japanese women’s
public and private selfhood. Specifically, two types of media materials are analyzed.

One is Japanese “Mook” (&Y 2 mukku)®, which includes the analysis of
short publications by beauty influencers or cosmetics companies, including both
elements of magazines and books. These publications feature visual images and
aesthetic content focused on fashion and beauty. By analyzing these materials, I aim
to gain insights into the construction and dissemination of beauty ideals within the
Japanese society.

This study further includes an examination of “makeup tutorial videos,”

5 It is a combination of two words in Japanese Katakana, “Magazine” and “Book.”
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which are widely distributed on a video platform YouTube, serving as a
representative medium for analysis of makeup practices in the context of
contemporary media culture. Such platforms, I argue, serve as a space for both public
and private identities intersect, while also extending the postfeminist discussion of
media reinforcing the neoliberalist ideology of self-help, individualism, and self-
improvement, while pushing the responsibilities of conforming to beauty norms to

the individual.

3.2 Semi-Structured Interviews

To capture the individual voices and perspectives of Japanese women
themselves, a semi-structured interview approach was employed. Eight women in
their age of 20s with Japanese nationalities participated in the interviews. The sample
was selected to include participants from diverse ethnic, educational and social
backgrounds, to be provided a range of perspectives necessary for the objective of
this study.

The interviews were conducted for about 60 to 90 minutes in average each,
using a combination of in-person, online (Zoom), and written questionnaire methods.
Five participants were interviewed in person, two via online video conferencing, and
one through a written questionnaire. The following table provides a concise

overview of the respondents participated.
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Table 1. A summary of interview respondent data

Respondent Interview Interview Language Individual Profile
Index Date Location

and

methods

Age Affiliation

A December  In-person Japanese Early  Student
19, 2022 group 20s
interview,
Tokyo, Japan
B December  In-person Japanese Early  Student
19, 2022 group 20s
interview,
Tokyo, Japan
C January Online English 27 Public college
13,2023 conference teacher
D February In-person English 25 Student, journalist

07,2023 interview,
Tokyo, Japan

E February In-person Japanese 25 Office worker
11,2023 interview,
Nagoya, Japan
F March 05,  Online Japanese 24 Student
2023 conference
G March 14, Written Japanese 27 Office worker
2023 questionnaire
H April 11, In-person Japanese 24 Student
interview
A Seoul, South
Korea

The semi-structured interviews constituted a crucial component of this
research methodology, enabling to extricate young Japanese women’s individual
voices on their perspectives on makeup through a series of eleven targeted questions.
These inquiries delved into their perceptions of makeup, including their engagement
with specific keywords, preferred media sources for beauty references, emotional
responses, and contemplations on pivotal makeup concepts such as "natural makeup"
or "skincare." The approach, therefore, offered a comprehensive understanding of

the participants’ multifaceted experiences, attitudes, and motivations concerning
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makeup. Through the rich and diverse narratives shared by the interviewees, this
research aims to illuminate the complex relationship between makeup practices and
the construction of selfhood among young Japanese women in their 20s. The
appendix further elaborates the specific questions that have been prepared for the

interview.

I1. Being '""Normal" - The Public Self
1. Grooming (midashinami) and Women’s Makeup

1.1 Midashinami, Setting a Standard of Appearance

This chapter discusses the ideas of “grooming (&72U7%2#, midashinami)
and “lookism (V¥ X A, rukkizumu),” and examines how such culture sets certain
standards and expectations of an ideal, “normal,” Japanese woman. By taking a
deeper analysis through the lens of natural makeup (FF 2 FIV A1 2, nachuraru
meiku), the following subchapter explores how makeup functions as an institutional
device, by affiliating appearance not only to its literal meaning, but also with
cleanliness, health, and moral values. The critical analysis of literature, media and
personal narratives aims to provide an understanding of the complexities of beauty
culture in Japan and its impact on social norms and individual well-being; that is, the
public selfhood.

Japan is where bodily adornment is highly demanded according to one’s
organizational occupation and role in society. The concept of “H7ZUL7&A
(midashinami)” — a bodily posture or appearance that does not make other people
feel uncomfortable; a culture or a performance that should be delivered according to

one’s status and circumstances — remains attached to the daily lives of the Japanese
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(TYVRIVKEER nd)b. The Chinese character for fashinami (W ) stands for
“Exhibiting modesty in front of others and maintaining a humble attitude in daily
life.” Such definition hints two significant points: First, the definition highlights that
grooming is essential to appear suitable in public, not in a perspective of internal
self-evaluation but from external views. Second, midashinami encompasses not only
the grooming of one’s physical body, but also the appropriate selection of clothing,
bodily postures, tone and behavior according to specific context and circumstances.”
The concept is most used when explaining a “manner” for young adults, job
applicants, entry-level employees, foreigners, highlighting the significance of
performing or embodying the “right look” in order to leave a positive first-
impression to their peer groups, potential employers, bosses and clients (Team.SH
2013; Adachi 2010; Khan 2010).

Contemporary Japanese women also consider midashinami as an essential
part of makeup and skincare, according to a survey by POLA Research Institute of

Beauty & Culture.

6 Japanese translated to English. “AIZRREEE 52 2\WEHIZ, EECREZEZ L, T2,
FOLENT [ BEAIKREES . 55 BB U TR DT TEINIHEDHE, [ Rizxro
FELLUTDEEA”

7 Japanese translated to English. “ABICTTU®IESRVEIITEZBEIZSS XS 2
& EBDOLNTT
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Figure 1. "What does ‘makeup’ mean to you currently? What would ‘makeup’ mean
to you from the Reiwa era?" [S5H1% £ X280 /-51d ], SEKERFTE, 2020

Figure 1 presents the results of a survey conducted on Japanese women with
four questions: “What does ‘makeup’ mean to you currently?” “What would
‘makeup’ mean to you from the Reiwa era?”® “What does ‘skincare’ mean to you
currently?” “What would ‘skincare’ mean to you from the Reiwa era?
(R—F>xbZEFT 2020).9” The responses are categorized by age groups, and the

excerpt provided is from the age groups of 15-24 and 25-34. The survey results

8 From May Ist, 2019, according to the Japanese calendar. The current year 2023 marks the
year “Reiwa 5.”

® In fact, midashinami appeared to rank first for all age cohorts, up until age 64. It shows that
makeup and skincare are significantly considered as part of basic personal grooming for

Japanese women during their lifetime.
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reveal that the concept of midashinami is the top-ranked response for both age groups
regarding their current ideas on makeup. Particularly, including women in their late
20s, who are more involved in social activities compared to other age groups in
schools and workplaces, ranked midashinami as the top response for both current
and future perceptions of makeup. Additionally, for younger women aged 15-24, the
keyword “necessity (#442)” has risen from the 7th rank in the ‘current’ section and
to the 2nd rank in the ‘future’ section. Thus, the survey suggests that midashinami,
which is considered a necessary aspect of social life, strongly influences the reasons
and motivations for Japanese women wearing makeup.

Although slightly different versions exist, midashinami is known to have
three principles: Cleanliness (JE#R, seiketsukan), functionality (B4BEME, kinosei),
and harmony (3%, chowa). Other principles include elegance (L& johin) and
modesty (2.8, hikaeme) interchangeably (Team.SH 2013; TRANS.Biz 2022). As
previously noted, midashinami includes not only simple grooming practices but also
the coordination of clothing and behavior, rendering its principles a set of virtues that
individuals are expected to embody to be recognized as proper citizens and to avoid
causing discomfort to others within the society. It is worth noting that the
midashinami culture not only exists as an implicit social norm but is also explicitly
codified in corporate regulations. The existence of makeup regulations in corporates
means that individuals are obligated to wear makeup in a space that they spend the
most time to produce economic and social values. In other words, by linking moral
concepts such as cleanliness, functionality, and harmony with the appearance of
other group members, company grooming regulations structurally establish specific

social standards for a desirable appearance. Women’s makeup is also included in
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these set of rules, and companies often require mandatory makeup only to female

workers (7Z41 L7514 UAREES 2019; Yamashita and Madoka 2020).
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Figure 2. Major checkpoints for midashinami °

Figure 2 shows an example midashinami in Japanese corporate culture. For
both genders, midashinami regulates the overall appearances, from hair arrangement
to styles and colors of the shoes. However, gender differences are also noticeable:
Only the female worker side mentions the “makeup (*—77) part, asking to wear a
toned-down (#1.2 T, osaete) makeup, specifically to refrain from excessively curling
their eyelashes. It is worth noting that how the figure presupposes women to wear
makeup, but suggests seizing its application to a toned-down, appropriate manner.
The figure is an exemplary visual representation of how different criteria of looks
are applied to different genders, not only reinforcing gendered (and heteronormative)

corporate culture. One FNN column, for instance, discusses if not wearing makeup

0 AREFEHE. (B URACEERT Y 7TENS BT ERTERAVME? 1, March 06, 2
019, https:/www.nikkei.com/article/DGKKZ042053790V00C 19A3TCNO00/.
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in workplaces is a “violation of business manner” for women. It suggests women to
wear a “natural makeup” to give a positive impression of looking “clean” and
“organized;” in contrast, “flashy” makeup that “appeals yourself” does not suit in
business settings (771 LA VI UAREE 2019). The “Survey of Gender
Differences in Internal Corporate Regulations 2019” conducted by Japanese Trade
Union Confederation (JTUC/RENGO), states that Japanese corporates apply
different standards of midashinami to male and female workers. Among 57.1% of
respondents who answered that there are dress codes or grooming regulations in their
workplaces, 15.1% responded that their companies regulate female (and exclusively
female) workers to wear makeup, and 19.4% regulate heel lengths of women’s
pumps (Japanese Trade Union Confederation (RENGO) 2019).

It is worth noting that women’s makeup is required but only to a “modest”
or a “proper” degree, and being “flashy” or “appealing yourself” is considered
unprofessional or inappropriate. This is a moment when makeup intrudes Japanese
women’s daily choices of bodily adornment, cosmetic consumption, and self-caring
behaviors as a structural force. At this moment, makeup becomes part of labor,
during a process of “being” that a woman has to invest her time and effort, navigating
the expectations in order to construct a public self that conforms to gendered norms
(Raisborough 2011). Ashikari connects such culture with the Japanese concept of
uchi (inside) and soto (outside), discussing in her findings that Japanese middle-class
women who apply foundation or skin-whitening cosmetics reconfirm and reproduce
their sense of inclusivity as an ethnic Japanese woman. White and firm skin is a
“symbolic language” that “communicates gender relations,” which women perceive

that it is basic etiquette to apply foundation when going outside (soto). For middle-
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class women in her research, makeup is a performance of status, an action of
constructing the public self in order to communicate with spaces where used to be
perceived as a “men’s world (Ashikari 2003).”

In this process, makeup functions as an oppression over women to maintain a
certain level of modesty and restraint. As what Miller calls “beauty manners” or
“beauty work,” improving one’s appearances connects to disciplinary issues of
etiquette or personal hygiene; those who do not conform to, unable to, or cannot
afford to keep up the standards, fall into the anxiety of being irresponsible, both from
internal and external voices (Miller 2006; Raisborough 2011). Thus, although
makeup is an act of applying one layer of bodily transformation, not only such act of
transformation itself is highly normalized, but also the transformed, made-up face is
considered as a default for Japanese women to maintain their status instead of their
bare faces. It appears that Japanese women’s primary motivation of plastic surgery
(ZEBEW, biyo seikei) is also to fit into the standards of the “ordinary,” rather than
to stand out in comparison with others (JI[## 2013). Therefore, in an environment
that wearing makeup is an act of being the “ordinary” and the “normal,” the style has
to be tailored to the taste of those in power, and applied uniformly to the group
members, without much consideration of personal tastes.

In fact, many interviewees not only mentioned the word midashinami in relation
to makeup, but also expressed negative emotions towards applying makeup on a
daily basis, such as “tedious (mendokusai)” or “hard (taihen)”, when attending public

events or going to work.

E: “If you are a member of society, you have to show that you have good manners

with your appearances (...) I work for a Japanese company, and after I joined the
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company, there was a training program for new employees. And, of course, they
taught me about midashinami as well, and I was taught not to offend others with

my appearances, which made me scared.”

B: “When you become a member of society, such as job-hunting makeup
(shitkatsu-meiku), you know, you have to appear elegant and be in order (shikkari-
shite-iru), to be seen as someone who is reliable and not playing around too much.”
I guess in business settings, they prefer more delicate and more subtle glitters, not
like blindingly shiny glitters. Like those eyeshadows that K-POP Idols wear,
something that are used for night hangouts... not night particularly... but going out

to play.”

To describe makeup styles that are considered “too much” or undesirable
on business settings, the interviewees frequently used expressions such as being
showy (hade), glittery (lame), styles with a bold or a strong presence (shucho no aru).
Undesirable makeup styles on business settings were also attached to ideas of
entertainment, play and leisure: such as idols, K-POP, or night hangouts (yoruasobi).
Such descriptions assert that in midashinami culture, which has been constructed
upon patriarchal ideas of functionality, appropriateness and harmony with the
organization, makeup is regarded as a virtue or etiquette for women, as long as it
stays in a “modest” degree.

Such makeup style that is considered more appropriate for daily wear and
for projecting a wholesome and approachable image, is commonly themed as
“natural makeup.” The aim is to create a relaxed and carefree look that appears
effortless and uncontrived. It is also characterized by minimal coverage and a focus

on enhancing one’s “natural features’ rather than masking them. Midashinami is
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often paired with natural makeup, as its aesthetics is to create a harmonious and low-
maintenance style that emphasizes simplicity and natural beauty suitable to business
settings. However, such simplicity is constructed to appear effortless, in contrast to
the actual steps that the “natural makeup” ideally suggests.

A recent YouTube tutorial video by a Japanese beauty influencer Hiro
Odagiri, introduces an ideal “office makeup (ofisu meiku)” in one of his videos.!* In
about a thirty-minute-long video, Hiro uses 19 cosmetic products in order to finish

the “office makeup” look.

HIRO BEAUTY CHANNEL
FT74RXAY
FXh7xMRVer.

Figure 3. "Office makeup" by Hiro Odagiri. HIRO BEAUTY CHANNEL, 2022

According to Hiro, an important aspect of “office makeup” is to create a “translucent
skin (;ERA R, tomeikan)” — which can be achieved by using a makeup base,
highlighter, and concealer to produce a fair-skinned face with a three-dimensional,

gradient effect (3Z4KRX, rittaikan) and a moist texture (iE\>, wruoi), He further

U [FER&EINE] 2022474 AAVZEIR | ANEEENITIHRBEINS AT AAA
DTN &~ O [#£E& AA127]). HIRO BEAUTY CHANNEL 2022.
https://www.youtube.com/watch?v=sgyWjiZEpRQ (Accessed May 13, 2023).
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describes that taking the time to take care for one’s skin is considered “directly linked
to one’s career success,” as fair skin can make a positive first impression on
colleagues, bosses, and clients, potentially leading to promotions and salary
improvements for working women (2022 15:27).

Throughout the makeup tutorial, the theme of “modesty” of midashinami
culture, is emphasized repeatedly. He uses an eyeshadow palette with orange and
bronze colors that he describes as “colors that do not stand out too much (FiRI
72\ &2+ 7)), recommending that they be spread out “modestly,” while also suggesting
to use “sparkling colors,” so that the eyes “don’t become too plain (2022 17:20).”
Hiro puts a glitter shadow on the under-eye area to hide dark circles but does so “to
the point where you can’t tell if it’s put on,” reflecting the emphasis on subtle and
natural-looking makeup. The use of an excessive amount of blushers is also
discouraged, as it may create an overly playful look (2022 27:53). The theme of
constructed natural-ness that subtly hints at a standard amount of self-care through
makeup, therefore, aligns with the values of modesty and humility over ostentatious
displays, which are highly prized in the ideal midashinami culture.

Thus, instead of the actual amount of makeup worn, it is the specific colors
or styles associated with images of entertainment or leisure, are deemed
inappropriate for the workplace as they may create the impression that the person
invests an excessive amount of time and effort in non-work-related activities.
However, as discussed later, despite the original intention of personal grooming
regulations, women invest considerable time and resources in order to achieve the
demanded look. In other words, rather than the intensity or presence of makeup are

directly affecting women’s abilities and productivity, it is more important to “appear”
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as a productive person who fits in public standards.

1.2 Lookism, an Ability-based Society on Appearances

In this regard, the current criticism of “lookism” within Japan is an
extension of such discussion. First used by the Washington Post in the late 1970s,
the word stands for a “prejudice or discrimination on the grounds of appearance
(Ayto 1999, 485). As conceptualized in Warhurst and Hall (2012), In the wake of
the industrial revolution and the development of service industries, the concept of
“lookism” has emerged as the ability to provide emotional or aesthetic satisfaction
to customers, namely through outward appearances, has become one of the major
criterion for employment, evaluation, and promotion of laborers. It is unsurprising,
therefore, that corporates demand exclusive grooming regulations to female workers,
as women have been conventionally perceived as to be more suitable for providing
emotional fulfillment (Hochschild 1983; Warhurst et al. 2012). Correspondingly,
controversies over ‘“lookism” has been about its structural inequality and
discriminative aspect, especially the role of traditional gender, racial and social
biases playing into judging a person’s job position, income, fame and status. In recent
years, sparked by the #KuToo movement, there has been growing awareness and
criticisms of lookism particularly among the younger generation. Rather than
passively conforming to social norms and the desirable look, ideas of individuality,
inner beauty, and self-authenticity are trending in the media, alongside the “body
positivity” movement that encourages individuals to perceive makeup as a boost to
enhance the fortes rather than concealing flaws.

However, it is debatable whether such resistance have fundamentally

transformed the structure that virtues women to wear makeup. Critics point out that
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the new concept aiming to break away from lookism can rather establish a new
hierarchy based on what Tsutsui calls “meritocracy regarding physical appearances
(BZEDEEZDS S8 71EF).” In other words, rather than the beautiful bodies
themselves, but the ability to “recognize one’s bodily features” and “utilize it as an
ingredient to coordinate beauty” becomes forefront (&3 2021, 190-92). The new
frame of beauty and makeup is now about skills and individual capability of care,
transferring the responsibility of body adornment to the individual themselves — if
one cannot keep up certain standards of “caring oneself” or maintaining a “healthy
lifestyle,” she lacks capability to take good care of “herself.” As Tsutsui argues, the
beauty and fashion industry have picked up the ideological shift, dissolved such
neoliberal concepts of individualism and self-authenticity into commercials,
integrating their conventional pressure of beauty work with new ideas (2021, 192).
Thus, discourses of self-empowerment and self-discipline coexist in the new trend,
as makeup styles are diversified and personalized, but only to a degree presentable
and recognizable to the public. Returning to Ayto’s definition of lookism, the recent
changes in discourse surrounding appearance-based discrimination shows little
deviation from its traditional definition, only shifting the focus from succumbence

to free choice and individual responsibility.
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Figure 4. Beauty trends of Heisei Year 30. ZaLEZFE, 2020
As a result, ideas of individuality are blurred and mixed with ideas of
conformation. Figure 4, excerpted from Heisei Biyou Kaika where it describes the

beauty trends in the Heisei year 30 period (2009~2018), shows an exemplary of such

mixture. The phrase “Various “shapes” that you want to show... (misetai ‘katachi’

E3]

wa samazamani...),” introducing the styles of celebrities who deviates from the
conventional shape of Japanese beauty. But the “self” that are expressed are still on
the public eye, to be “shown,” especially with the examples of celebrities whose
bodies are highly commercialized. The book continues with a column explaining
how the ideology of beauty shifted from being gazed to expressing self-authenticity

(watashi-rashiku), is attached with the articles about anti-aging technology and

cosmetics at the same page. While it is apparent that beauty ideologies shifted from
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mere succumbence to considering diversified cultural and social backgrounds of an
individual, such ideas are clashing with the established beauty structure of “beauty
work” or the public self. Rather, the addition of terms such as “individualism,” “self-
care” and “personality” to the discourse of lookism, has made it easier to evaluate an
individual’s behavior patterns, lifestyle, and overall attitude towards life based on
their appearance. Thus, the allocation of columns and themes in figure 7 indicates
that ideas of individuality are often dissolved into, and presented alongside with

strong ideas of conventional ideas of beauty as labor.

2. The Natural Makeup (rachuraru meiku) and a Sense of
Missing Something (nukekan)

The trend of “natural makeup” is a prominent example of Japanese beauty
culture, where makeup is ideally utilized for personal empowerment and self-
expression. However, the aesthetics have been assimilated into the dominant beauty
standards, perpetuating their hegemonic influence on beauty ideals. The expression
of the “natural” entails multiple meanings: subtle, non-noticeable, organic, healthy,
authentic, and self-representing. To sum up, it is a style that minimizes the artificial
touch while still transforming the body into a better, more beautiful state. Rather than
heavily re-created faces, the “natural” makeup that extracts the “innate beauty” of
oneself is considered much more desirable in current trends. However, such looks
are mostly heavily constructed underwater, requiring significant amount of time and
resource; As a result, however, such processes need to be concealed of its presence,

and the makeup has to be shown “subtle” or “effortless” to the public.
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2.1 Natural Makeup as Lifestyle Media

These trends have been further reinforced with the development of media
platforms that provide makeup artists, influencers, and members of entertainment
industry with increased opportunities to communicate with their audiences. Makeup
tutorials are one of the categories of video content genres in new media, where
content creators show the overall process of applying makeup to their audiences.
They are borrowing the form of multimedia featuring how-to guides instructing
audiences to follow through the process of wearing makeup. Instead of traditional
media that presented how-to-guides by written text and imprinted illustrations,
makeup tutorials show the steps in continuous movement and voiceovers. Creators
appear on the screen with a closed-up angle above their shoulders, delivering a
feeling as if the viewer is looking at the mirror, or sitting right in front of their
personal makeup counselor. Their contents include a brief introduction of the video’s
makeup theme, cosmetic products used, and specific steps of their appliance. During
the process, the creators share their knowledge and techniques visually and verbally,
deliberately taking advantage of the characteristics of video-sharing platforms such
as YouTube. Launched in 2005, YouTube has gained its worldwide popularity as a
self-creating, self-presenting, and self-branding platform. Among its ever-expanding
diversity of contents, beauty-related contents including makeup and skincare
tutorials, cosmetics hauls and product recommendations, remained as one of the most
popular; in 2017, the total views of beauty videos on YouTube reached 219 Billion,
recording a 60% year-over-year increase (Pixability 2017). New media is one of the
primary sources to acquire information about beauty trends for Japanese women as

well. An awareness survey conducted by ROI Inc. shows that Instagram (36%), WEB
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media (26%), paper magazines (23%), internet research (23%), television (22%) and
YouTube (15%) consist of the top sources of beauty trend information circulation,
most of them consisting new media. It is noteworthy that the most viewed and
consumed category of videos related to beauty is “L'ZF+¥—3%,” which means
“tutorials (Hk=X=*tROI 2022).”

This drastic increase in consumption of new media and emerging
popularity of makeup tutorials in a realm of beauty culture, is connected to the
prevalent narrative of neoliberalist ideas of self-improvement. The how-to-guides,
often including expert instructions of transforming oneself into a better version, form
a basis of makeup tutorials. The state or politics do not coerce individuals to
passively conform into their rules. Instead, the neoliberalist system demands
individuals to be a better self (which, the society approves) by their own choice. In
this regard, the makeover paradigm poses significant points to the discussion of
makeup tutorials and its relationship with the construction of selthood. Raisborough
(2011) suggests that “lifestyle media are technologies of neoliberalism (84),” by her
exploration of the cultivation of selthood under the makeover paradigm. Lifestyle
media, according to Raisborough, mediates our every day, “ordinary” lives to the
“happy ending” of self-betterment, which includes an “imagining of a past and
present self” and “a future, happy self (2011, 2-4).” Based on neoliberalist values,
lifestyle media highlights a stage of “becoming” or “doing” as much as, if not more,
“being” something better. Because the media incorporates “narrowcasting” in their
marketing, consumers are convinced that the contents are personally tailored for their
individual taste and consider that consuming such media is a display of individuality

and an expression of self-identity. However, ironically, the “happy ending” of self-
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betterment is entangled with the notion of responsibility. She argues that the process
of self-transformation includes two significant aspects — becoming a citizen, and

99 ¢e.

being a becoming citizen, which, she expresses, as a person “in place,” “who belongs”
and is deemed ‘“appropriate (2011, 54).” To achieve this, lifestyle media also
mediates the “inside (bodily organs and the inner self)” through “specific frames of
health and personal responsibility.” It defines what an abject life is, and who the
“type” of person living such life are, then celebrate the “becoming” citizens who
manage to transform their life that the society, economic, and cultural norms could
approve (2011, 91). That is, the “self” formed through a mediation of lifestyle media
is not only the self as an individual, but also the self as a part of a collective.
Raisborough’s conceptual framework of lifestyle media also applies to the “natural
beauty” narrative of makeup tutorials, as they are one of the most representative
examples of “celebrating” the transformation. Makeup is a lifestyle, which the media
tackles the problems of everyday, ordinary lives, then suggests makeup as a solution
to resolve such problems. By self-adorning labor, an expert’s assessment and advice,
and products ready for consumption, a person can better oneself to a self-expressing,
self-empowering individual that, ironically, “fits in” the prescribed role that
recognizes the empowered self.

Postfeminist analysis on makeover culture presented through contemporary
digital media also poses implications for understanding a mediated self (Gill 2007
Banet-Weiser 2011; Chae 2021). Postfeminist media culture incorporates neoliberal
ideologies of selfhood with both feminist and anti-feminist themes (Gill 2007, 149).

Postfeminist identities, stressing women’s personal empowerment based on free will,

being a sexually “desiring object” rather than being objectified, and exercising
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agency on their seemingly “free choice,” match with the model of a “psychological
subject demanded by neoliberalism (2007, 154).” As postfeminism has developed a
new “sensibility” of subjectivity where contradictory gender relations intersect, the
analysis suggest that such intersection is also a constant negotiation of an individual
self — an authentic self with power and agency — and collective self — a presented self
being recognized and approved. Banet-Weiser (2011) extends this discussion by
examining the construction of postfeminist self-branding of girl’s video production
on YouTube. She argues that the videos produced by teenage girls presenting and
commercializing their bodies are “both a public and private performance,” as the
videos are displayed to the global networking site, but also provide individuals an
opportunity to answer the question of “who am I (2011, 21)?” The platform invites
individuals to a world of self-production where they can express their unique self,
feeling empowered and confident by free choice. On the other hand, the explicit
presentation of commercial brands, the content creators’ self-presentation to invoke
consumption, and the platform’s characteristics of high interactivity —where creators
could receive direct “surveillance, judgement and evaluation” from feedbacks—,
shows that the “self” expressed through videos are not merely an attributed, authentic
self-but a negotiated self “within a cultural and economic context of recognizable

and predetermined images, texts, beliefs, and values (2011, 12).”

2.2 Natural Makeup and Selfhood: Focusing on Beauty Tutorials
When the keyword “FF2F VAT (nachuraru meiku, “natural makeup” )” is
searched on YouTube, the video titles enlisted on the search results associate the
word with other subtitles such as “BHAAZ (mainichi meiku," “daily makeup” or

“everyday makeup”)” or “&EMNSEANE (motokara bijinfuu, “Born-beautiful
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style”).” Other videos feature specific themes related to occupations, such as
RKARAALY (otona meiku: Grown-up makeup), FHEA1Y (gakusei meiku, student
makeup), FIEATY (shitkatsu meiku, Job-hunting makeup), and 774 AAAY
(ofisu meiku, office makeup). The narrative of the “daily,” or “everyday” makeup
directly asserts to the marketing of lifestyle media that problematizes the present

9 G

“ordinary,” “everyday” life (Raisborough 2011). Considering their purpose of
creation, such videos provide step-by-step guides for consumers, encouraging them
to self-improve their daily lives by transforming their bodies into their better selves.
As McCabe et al.’s research subjects, the subtitles of the “everyday” suggests that
one will feel confident, will be ready to start the day with their own practice of self-
empowerment (2020). On the other hand, such individual self-enhancement is
intersecting with the narrative of a collective self, that the empowered, presented self
should be approved in one’s social occupation. The makeover not only helps
individuals to boost their sense of individuality, but also reassures who will recognize,
approve, and celebrate their individuality.

The top-viewed “natural makeup” videos do not often include “clickbait”
images of drastic transformation of before-after photos on their thumbnails. However,
the titles explicitly mention that they show the whole process from their bare faces,
emphasizing the aspect of transformation (WXH)A7—IL'K 2022)!?. Ostensible
display of the before-after is not uncommon in makeover culture — however, what

deserves attention is that the bare face to the made-over transition in “natural makeup”

2 «FSUPANSERIFTOACIRHUET |7 February 19, 2022. https://www.youtube.com/watc
h?v=vIDQ3neEzcY. Accessed June 15, 2022.
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tutorial videos especially make this “natural” transformation publicly visible. Such
a display could be explained by the comments of such videos, where the audience

praise the creators being “real” and truthful to oneself (and the public). One video
“DNIOBREDTELITIAMZDUI =, AYEVNSLHMAEET | [(BRTHE]

UNEERA 71y IUE—b»A 3 2020)'% features an actor, model, and channel
owner Haruna Kawaguchi, showing her makeup routine with her hair and makeup
stylist Atsushi Takatori. Interestingly, she does not do the makeover herself, but
Takatori does — Kawaguchi’s role is to ask questions for tips and additional
information for people who do not have similar facial features with her. Takatori
answers Kawaguchi’s questions or talks directly to the camera to instruct the
audience. The public highly appreciates the professional guidance (which is another
central part of makeover culture), and the “authenticity” of the content. One viewer
commented that he/she always wanted to see a professional applying makeup to the
actress rather than the actress doing herself in this kind of videos (Ch Y). Kawaguchi
also mentions in the video that she does not do her makeup herself very often, which
suggests that taking a how-to-makeup video with her stylist is a performance truthful
to her occupation as a celebrity, and the audience praises such choice. As a result,
not only the finished makeup itself is “natural,” but also Kawaguchi’s “becoming,”
a process of being naturally made over with a display of her “real” self, is also
“natural (authentic)” putted in a central emphasis of judging the validity of the video
(Raisborough 2011). Kawaguchi’s makeover with her stylist thus implicates an

ironical intervention of social forces, demanding cultural labour on an individual

13 https://www.youtube.com/watch?v=kD 3mTCh_nA. Accessed June 14, 2022.
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during the process of self-authentication.

Representative characteristics of “natural makeup” featured in the videos
include the following: minimal use of colored products, choosing colors that look
“natural” on one’s body, intensive skincare and contouring, subtle appliance or
omittance of foundations, and extension, rather than recreation, of one’s facial
features. These features are marketed that the “natural makeup” allows individuals
to successfully negotiate the collective self into their individuality. The style is not
only socially appropriate but also self-satisfactory. In other words, the “natural
makeup” featured in tutorial videos directly touches upon people’s desire to exercise
individual agency, power, and control of their own bodies, but drags a collective self
shaped by social norms and ideologies into exercising individual agency. What
explains this complex intermingling relationship of the individual and collective self,
is the discussion of “flaws (kusumi)” and “sense of imperfectness (nukekan)”
prevalent in the Japanese natural makeup discourse. The word Nukekan (1R177%)
could be directly translated as “a sense of something missing.” It describes a state
that makeup is not perfectly and fully worn, but intentionally leaving some “flaws”
uncovered. Natural makeup tutorials emphasize the “natural flaw (shizen na kusumi),”
which means that one should not put too much effort trying to hide their facial “flaws,”

but rather, it is desirable to subtly show them.

“The pores, or downy hair, or ‘oh, I forgot to pull out one eyebrow,” or something
like that, the ‘missing part?’ I think it’s cute. Maybe it’s the ‘nukekan?’ There are
various insecurities and I have one myself, but I’'m always careful not to hide them

too much.”

(NEERA 71 v ME—b»Atd 2020, 20:30-20:51)
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As Kawaguchi commented on her video, the natural makeup seemingly
offers women being able to choose what “flaws” they want to hide and the ones they
do not want to. By this, they enhance their self-esteem and reconfirm what their “true”
self is by identifying and deciding not to conceal their bodily insecurities. Putting
the nukekan aesthetic into makeup is a journey of discovering and accepting such
boundaries, forging the look of imperfectness.

In the video “UEIRIIVEEEIRBI3DACITY (2021), ¥ Yiko

Sugamoto (stage name Yizkosu) associates natural-ness with nukekan (imperfectness)
and sharekan (fashionable). The description of “fashionable” does not seem to match
with the “natural” — however, her description of the makeup is highly focused on
expressing the “natural feeling,” frequently using the word “nachuraruy” and

RT3

“nukekan.” Her tips include using “just a bit of foundation,” “only one color of an

99 ey

eyeshadow,” “just a bit of eyeliner,

9 <¢

not curling eyelashes too much,” and “no
blushers.” The process and the steps of applying cosmetics products are not
simplified in any sense, but the tips instruct the audience how to carve out a “look”
of imperfectness, which, according to her, is “fashionable.” At the first part of the
video, Sugamoto describes the words nukekan and sharekan in her terms: Showing
the sense of “I didn’t put much effort in it” for the “natural” part such as skin or eyes,
and boost parts where you can show your character, such as eyebrows (2021 1:26).
Although it is unclear in what criteria she divides the body parts, her description of
leaving some of the “natural” parts and modifying the other parts where you can

show the “character” both implies an expression of individuality, the “true” or

14 https://www.youtube.com/watch?v=G3i9k-eUs9I. Accessed June 16, 2022.
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“authentic” self.

On the other hand, the natural makeup promises to empower and express
the individual self by driving the public self in, considering the fact that the nukekan
is a bodily aesthetic that is performed to be consumed and gazed. As much as tutorial
videos of natural makeup emphasize individual uniqueness, self-expression and self-
satisfaction, the same videos deliberately address that the makeup is also for external
judgement and recognition. In describing of what could be achieved by applying
certain cosmetic products in particular stages of makeup, gender ideologies, social
norms, organizational roles and expectations intermingle into the “new ethical selves”
that can “sit in” under the governance of neoliberalist personhood (Gill 2007;
Raisborough 2011). Featuring the conventional how-to-guide media, tutorial videos
put moral and emotional value on “becoming” and “being” the made-over self, and
such values could be attained by being shown to others. For instance, revisiting
Sugamoto’s video, the foundation should be minimally applied because it gives a
woman an image that “she can afford (yoyit ga aru jyosei).” An eyeliner should also
be applied minimally, because “it makes you look cute as the nukekan comes out
(nukekan ga dete kawaiiyone) (D>ZFTETHRALRS 2021 3:55-12:00). Another
video produced by Akari Yoshida, who also describes her theme of the video as
“natural beauty makeup (FF 2 F)NVEARXAY, nachuraru bijin meiku),” highlights a
“sense of happiness (FEf&/, kofukukan) as a core characteristic of the style. What is
noticeable is that the “happiness” she asserts is not the innate feelings of a person
wearing a makeup, but a sense that others feel looking at a face wearing natural

makeup (“These days, beautiful faces give a feeling of happiness... (YoshidaAkari
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2022) 15”). Thus, the lines between the public self conforming to gender relations
and social norms, and the individual self who exerts agency and power by free choice,
are blurred and mediated through the embodied natural makeup. Rather, the notion
of the “individual” are dissolved into reinforcement of hegemonic beauty ideals,
especially through “tutorials” that instruct women to follow the guidelines of how to

construct such natural-ness.

I11. Being "Me'" - The Private Self

1. Seeking Authenticity — Negotiating the Public and
Private self

The preceding chapter has expounded on the mediating role of makeup
between women’s public selfhood and the external world. In this regard, makeup, as
posited by Butler (1999) and Raisborough (2011), serves as a performative act for
Japanese women to conform to external gazes, social norms, and expectations. The
public self faces the challenge of fitting into the standards of normalcy, the “natural
look™ for women in specific occupations. The midashinami culture and discussions
around ‘“natural makeup” elucidates Japan’s strong sense of making up one’s
appearance that fits or harmonizes with the larger organization, dissolving such
ideologies within the conventional patriarchal structures. Feminist interpretations of
makeup have often viewed it as an effective tool for subjugating women into their
traditional roles as being gazed and consumed, by enforcing repeated performance
of certain looks to reproduce and maintain gender hierarchies (Butler 1999).

However, such discussions that only categorize makeup as empowering or

15 https://www.youtube.com/watch?v=3aw-aPgfZY0. Accessed June 17, 2022.
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disempowering, overlook the fact that makeup is also imbued with strong private
narratives. Park and Hong (2019) on (trans)national, gender, and racial identities in
Korean skin whitening culture, emphasizes the importance of considering the
intersectionality of makeup; As globalization and technological advancement
enabled consumers to acquire access to countless styles, products and techniques
from around the globe, the younger generation’s perceptions around grooming,
caring and “making up” one’s appearances intersect with their diversifying gender,
social, and cultural identities. While there is a “public self” that must satisfy others,
there is a significant portion of navigating the “private self.” This entails engaging
in the overall process of procuring and applying cosmetic products, experiencing the
aesthetic and sensual dimension of these products, and finally, reproducing her own
ideas of makeup, utilizing her transformed face as a medium. The latter is
particularly significant, as it indicates that applying makeup is a deeply personal
process that involves a complex interplay between the actor’s self-image and
external factors.

By analyzing the private narratives through the voices of young Japanese
women themselves, this chapter discusses how makeup can be a tool for exploring
the “self” in their most private spaces. Through the lens of Japanese skincare culture,
the chapter aims to highlight the significance of private worldviews affecting
Japanese young women’s thoughts on makeup, and how such process is strongly

connected to acceptance and exploration of selfhood.

1.1 Five Keywords Regarding Makeup
The interviewees were asked to elaborate on five keywords that first come

up to their mind when thinking about the term “makeup (X-12).” Table 2 presented
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below elaborates the result, along with the respondents’ abbreviated individual

profile (see appendix 1 for further reference).

Table 2. Five keywords that first come up to your mind
when thinking of a term ""makeup"

Respondent Individual Profile Keywords
Index
Age Affiliation Cultural
background
A Early Student Born and raised HpAELT D
20s in Japan )
(to do it properly or neatly)
HZE (armament, equipment)
HMZ|T (appealing to men)
50725 (getting stronger)
2% (to tidy up, to groom)
B Early Student Born and raised  SEfJl (beautiful skin)
20s in Japan, .
studying K-POP 7 KJV (K-POP idols)
experience in S6%AN5
Canada
(to motivate, get psyched)
"\ (to be cute, kawaii)
BRX (power)
C 27 Public Half German Clown
college and half Beaut
teacher Japanese. Born y
in Japan, lived Gendered
in both countries Social norms
back and forth
HAELXN (tedious)
D 25 Student, Half American IN—TEBAAL Y
journalist and half
Japanese. (“half-blood” makeup)
Borninthe U.S.,  Clean girl makeup
came to Japan o
from 16, Cultural appropriation
received Overpriced
education in )
international Micro-trends
school
E 25 Office Born and raised BEAzlYIKBREEHE
worker in Japan,
received (a way to show your better self)
education in KZ (hard)
international
school HAELXW (tedious)
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24

27

24

Student

Office

worker

Student

Born in Japan,
raised and
educated in the
U.S., resided in
both countries
back and forth

Born in Japan,
multiple
experiences
living outside
Japan (Korea,
U.S., Canada,
and Hungary)

Born and raised
in Japan,
currently
studying in
Korea as a
graduate student

XF—-FEURH

(manner, grooming)

O/ (being fancy or flashy)
FM (effort)

HELTDONKRE

(hard to wash it off)
REZIZRY FNEL DN TR
(still not sure how to do it)
ENd (get distorted)
BLEDEDNHMNERN

(not sure what suits me)

A <725 (being cute)

H L% (being fashionable)
JAXRX (cosmetics)

Ty 7 —ay (foundation)
FF2F)V (natural)

FF 2TV AALZ (natural makeup)
EE[E O A A (Korean cosmetics)
®IV757 (Self-love)
Self-acceptance

ZELWED (Something fun)
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The keywords presented in Table 2 explains how the public and private
selves are intersecting in the respondents’ individual perception towards makeup, in

relation to their social occupations and cultural backgrounds.

Among all interviewees, a common theme is that using makeup improves
their appearance and enhancing their appeal to others, mentioning the word such as
“appealing to men (dansei uke),” “being cute (kawaii),” and “being fancy (oshare,
kirei).” Another similarity includes the effortful nature of applying makeup,
indicating that the process can be time-consuming and demanding activity. Words

such as “tedious (mendokusai)” and “hard (faihen),” are frequently chosen in one of



their keywords. Ideas of grooming or properly preparing one’s appearances, which
are discussed in the previous chapter, are indicated on words such as “grooming
(midashinami), “to tidy up (fotonoeru),” or “manner (mana-).” Connecting to
expressions of negative emotions that wearing makeup is “tedious” or “hard,” the
keywords suggest that makeup can be seen as an expression of women’s public
selfhoods, using makeup to appear more appealing or conforming to societal
standards. On the other hand, others mentioned using makeup to feel more powerful
or confident, suggesting that makeup can also be empowering and transformative.

LIS

Words such as “armament (buso),” “power (tsuyosa),” “being stronger (tsuyoku

99 ¢¢

naru),” “self-love” and “self-acceptance,” addresses that makeup can also be used to
enhance and empower themselves.

However, individual responses reveal that the concept of makeup is, in fact,
strongly correlated with the respondents’ personal narratives. Makeup is a tedious
and demanding obligation on one hand, and a weapon that empowers and strengthens
oneself on the other hand. The keywords “cute” and “fancy” are highly subjective
standards for assessing physical appearances, making it difficult to distinguish
whether these are positive or negative expressions towards makeup. Furthermore,
while makeup still exists as a social norm, the respondents also express a tendency
to explore their personal identity, combining with their own experiences, individual

hobbies, and interests. For instance, respondent A accepts the concept of makeup as

means to express her public self, which is implicated in words such as “to do it

99 ¢, 99 ¢c

properly or neatly,” “appealing to men,” “to tidy up, to groom.” In contrast, she also
implies that makeup can be used to become stronger, through expressions such as

“armament” or “getting stronger,” indicating that her perception towards makeup is
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not simply constrained by social norms. Respondents E and F’s responses reveal
their constant struggle negotiating their private and public self. As seen in the
expression “a way to show your better self,” the theme of makeup as self-
development is prominent; however, such words are also intertwined with the
involvement of the public self, as shown in the phrase “to show.” Respondent F’s
answer expresses further ambivalence. Rather than judging makeup as either positive
or negative, she discloses her uncertainty in utilizing makeup for self-expression
through phrases such as “still not sure how to do it” and “not sure what suits me.”
To sum up, the five keywords question was asked to grasp the range of
perceptions and attitudes towards makeup among young Japanese women.
According to the result, while some respondents (such as respondents C and D) were
relatively clear on their critical stance, significant others expressed ambiguity.
Respondents demonstrated a varied range of attitudes: Makeup can be burdensome
and tedious but also can be fun and empowering.
1.2 Appropriating the Self

Within the context of contemporary society, the act of applying makeup
serves as a means of self-appropriation. Women, in particular, often utilize cosmetics
to fashion and present various iterations of their identities. It is found that makeup
operates as a tool for women to accept, negotiate, appropriate, and express their own
selves in ways that are personal and meaningful to them. In addition, to attach such
personal meanings, women continuously negotiate multiple — often conflicting —
identities.

Some examples of such appropriation were internal conflicts between their

pre-university, student identities and the “shitkatsu face,” their new identities as
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adults. As the previous sections discussed, the “tediousness” or “hardship” of
wearing makeup has been frequently associated with adulthood, especially when
women engage in job-hunting or working in companies with midashinami rules.
Such confusion occurred based on a sudden transition that most of the respondents,
like other average Japanese female youth, have been banned from wearing makeup
until high school, until they experience a sudden release and peer pressure to wear a
uniform, “modest” degree of makeup once they enter university.

Yet, women also described their process of negotiating norms, adapting
their selthoods with numerous border-crossing identities and attempting to take the

initiative to their bodily adornment, represented by the response made by B.

B: I'm the total opposite. Orange or soft colors don’t suit me. When I looked up
job-hunting makeup (shitkatsu meiku), 1 found out that everyone had to wear the
same traditional-style makeup at first, and I thought, “The colors don’t look good
on me, is this what I am expected to be?” So, when I had that struggle, I couldn’t
be myself. But gradually, I started to think that even if it's part of "job-hunting
makeup," I may look cute with some of the colors if I just try them on. Then I felt

like I was getting closer to finding the colors that suit me.

Respondents C and D, who clarified their political stance as a feminist, also
expressed frustration of having internal conflicts when wearing makeup. On one
hand, they were aware with the “toxicity” of makeup emphasized by Western
feminist ideas, but also, they desire “healthy, youthful skin” or want to “care” for
herself by wearing makeup on the other hand.

C: This is where I’'m in conflict between, like the Western concept of being “natural”

9. <C

and it’s “normal” to get wrinkles and age spots, it shows how you lived your life
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and it’s nothing to be ashamed of. But also for me, coming from those two cultures,
yest, I understand I want to show that I lived a life that I loved (...) but also being
like, I want to not look too old, or I want to have a healthy skin even when I get
older (...) I think there’s value in having a healthy skin and to maintain and to
continue that even when I grow older. And apparently you have to start young, you

have to start now.

D, who has been in leadership in Voice Up Sophia University, shared
similar criticisms and internal crises as C. Her transnational identities as being half
Western and half Asian, and her identity as a Japanese student and a feminist
influenced by Western scholarships, had created insecurities and uncertainties
around the discussion of makeup. As a product of her appropriation of multiple
identities, she utilizes makeup to express her feminist manifestation, by wearing
makeup when she goes to school campus to resist the patriarchal environment in her

university.

D: Especially, since coming to told that 7odai (abbreviation of Tokyo University)
is so misogynistic, on that sometimes as an active rebellion, I will wear a lot of
makeups, so that whenever I go to the library to study, it’s mostly men in Komaba
in the library, so many men, and I usually study on the second floor where there’s
a bunch of roundtables, and there’s six roundtables and usually it’s just me and then
five other guys. And in that environment, | already feel Japanese people stare at me
all the time because I’m tall and I’m white, so I know that people notice me, and |
really want to counter this supposed idea... showing that women can be smart an

also look pretty.

A lot of the Todai girls that I speak to, they told me there’s this weird pressure
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where if you put too much effort into the way you look, people assume that you’re
not very smart or that you don’t study a lot. I think there’s that weird stereotype
and I think as a form of rebellion against that, I will dress up just to go to the library
to be, “look at me, I can look good and also be smart and I can be in the same space

as these men.”

How women embrace the norms and “standard looks” of makeup,
appropriate their “self” and express them into a different form, hints that makeup
generates — produces — new possibilities (McCabe, de Waal Malefyt, and Fabri 2020;

vk~ 2022). As much as the prevalent neoliberalist ideals of self-betterment, self-

surveillance, individual responsibility and the micro-trends of consumerist society,
makeup functions as a bridge connecting such norms with the women’s private, inner
desires of beauty, generating a new pathway of navigating “selfhood” that does not

completely endorse into one side.

Within the broader context of appropriating the self through makeup
practices, it is crucial to examine the interplay of individual desires and generational
factors, particularly when considering the contrasting perspectives between different
age groups of Japanese women. Notably, women in their current 20s perceive
makeup as a more individualized and personal matter compared to their previous
generation, leading them to actively engage in the appropriation of their selthoods

through careful selection and expression of cosmetics.

Although this research does not primarily focus on the comparative study
between women in their 20s and older generations, many respondents mentioned the

generational differences. The older generation of Japanese women, as discussed in
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previous discussions, embraces makeup as a means of appropriating their selfhood
within established societal norms. For these women, makeup is seen as an essential
aspect of their daily grooming routine, comparable in significant to wearing clothes.
It is perceived as a requirement to present oneself properly in public, adhering to

conventional beauty ideas.

In contrast, the younger generation represented by the respondents, reveals
a departure from the perspectives of their older counterparts. They express a
relatively lower pressure to wear makeup and emphasize their freedom to go outside
without any makeup on. This shift in attitude reflects a growing desire among
younger women to assert their individuality and authenticity in the realm of makeup

culture.

D: My mother, yes, she cannot go outside without wearing makeup. She has to do
a full phase before going outside. But it’s interesting because when I compare
myself to her, I can go outside without makeup, whereas she can’t even if it’s going
to the vending machine (...) my mom, the product that she uses, she doesn’t really
care what the product is, she just uses the cheapest thing and she doesn’t really look
up tutorials and how to look more beautiful or anything, she’ll just buy the cheapest
thing cause she has to use that every single day. Whereas for me, I feel different
where I have to use good quality, expensive products if I’'m going to do my makeup.

I have to really invest (...)

E: My mom, really, she doesn’t care about what product she is using, as long as
they’re cheap. She picks the ones that she can use the longest. She doesn’t yearn
for famous brands, but the ones that she can use the longest with the cheapest price.

Even when she is just going out to walk our dog, she wears makeup on, so I think
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there’s a strong feeling for her that wearing makeup is a must. (...) I asked why,
and she said, “Because I would look ugly without it.” She worries that people
would feel uncomfortable looking at her. (...) I’'m totally okay with not wearing
makeup when I go to places nearby. I don’t feel shameful, and I don’t think that

people care about my face that much.

The interview data reveals that the younger generation approaches makeup as
a tool for self-enhancement on their choice, rather than feeling pressured from the
outside. They prioritize personal preferences and carefully choose cosmetics that
match their unique features, such as considering their skin color and type. Compared
to their mothers, whose motives for consuming and wearing makeup primarily
depending on the gazes of others, the respondents expressed that makeup is more
like self-care and expression of their beauty standards. This selective approach
demonstrates their inclination towards high-quality cosmetics that align with their
individuality, even if they come at a higher cost.

Understanding these generational differences emphasize the autonomy of
younger Japanese women in shaping their beauty standards. The contrasting
perspective of the older and younger generations reflect broader societal changes,
including shifting notions of femininity, increased emphasis on individuality, and the
influence of global beauty trends. The subsequent subchapters will further elaborate
such shifting ideas of beauty trends and makeup, in relation to the respondents’

diversifying self-identities crossing multiple borders.

1.3 Transnational Identities

It was discovered that the dynamism in the respondents’ answers have a

strong relationship with the respondents’ (trans)national identities; in other words,
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how women personally identify themselves based on their cultural background,
educational environment, their national and ethnical identity, and their own border-
crossing experiences that all have shaped their private worldviews. In fact, many
respondents mentioned the “foreign influences” that changed not only the Japanese
beauty industry, but also their attitudes towards makeup. Respondent B, for instance,

described her experience studying in Canada as below:

B: Most of the Japanese and Korean people wore a lot of makeup, but for example,
Canadians didn’t really care about their body hair and still seemed to be happy

about it, so I started to not worry about it (body hair) too much as well.
Interviewer: Did your experience change your makeup style as well?

B: Even after I came back to Japan, I have a lot of days that I go out with just the

bb cream on. The number of days that I put on full makeup decreased a lot.

I think for sure, your style really depends on the environment around you. When I
got to meet people of various nationalities, I felt that the makeup styles of Koreans
and Japanese people were much different from those of Canadians or Western
countries. Almost only Japanese and Koreans around me put on makeup every day,
and for example, a lot of people from South America only put on makeup on special

occasions like hanging out in the city, so I also stopped putting on makeup.

Respondent E, who is born and raised in Japan but educated in an international
school from her third year in elementary school, agreed that her environment have

also influenced her lesser sense of “pressure” to wear makeup.

Interviewer: Have you ever thought that growing up in an environment full of

friends from various cultural backgrounds influenced how you think of makeup
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and your style?

E: A global influence, right. I think, usually, Japanese high school girls put on
makeup since they were pretty young, but many of the students in my school didn’t
put on makeup very much at school, so even after I turned 18 or 20, I didn’t feel
much pressure to put on makeup, so I went to school without makeup until the
second half of college.

I think foreign influences made Japanese people think differently about makeup.
For example, in the past, many people would never be able to go out without
putting a double-eyelid tape on, but now I think people don’t wear makeup as much
as before. The fashions or freckles that I mentioned earlier are also foreign
influences, because people are starting to think that they look cuter with the spot
patch'® on. Well, I guess we’re in an era where we’re able to see the characteristics

of other countries’ faces and things that used to be considered shortcomings.

Respondent D, who is half Japanese and half American, frequently mentioned her
experiences as a hafis in Japan. Her transnational identity of possessing both Asian
and Caucasian facial features constantly intersected with her experiences around
appearances and makeup, as also described in her five keywords (see Table 2). For
instance, she realized that her eye shape is more “Asian” so she could not follow
most of the beauty tutorials by Western creators; On the other hand, the comments
she received as being white skinned than the average Japanese influenced her habit

of applying whitening sunscreens.

D: It’s like when you put me next to a white person, I look Asian, and then when

16 Patches that heal acne or hide freckles and spots on one’s skin.
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you put me next to a Japanese person, I look white. (...)

I was raised by western beauty influencers, and I think now, more or less, I've
leaned towards Japanese, Asian makeup side on Tiktok, because I realized my eye
shape is more Asian than Caucasian. (...) so I can’t really follow western tutorials
for eyeliners, for example. It’s just doesn’t make any sense for me.

(...) Another one, interestingly, [ use sunscreen that’s whitening. I don’t know why,
I’'m already white, I’'m already pale. And yet, for some reason, I still feel
comfortable using whitening sunscreen. It is a part of me, I think. When I was
young to be half Japanese, a lot of Japanese people will come up to me and be like,
“Oh, your skin is so pale, your skin is so white!”” and I grew up being told that that’s
beautiful and that’s a good part of me, and I think I don’t want to lose that. I feel if
I lose my paleness, my whiteness, I will start to be unattractive, I will start to be

unvaluable.

Compared to other respondents who are born and raised in Japan or had
experiences of residing in foreign countries, there was a stronger tendency for D to
make clearer distinctions between the “Japanese” and “Western” culture. Similarly,
respondent C, half-Japanese and half-German, 