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The idea of beauty standards was expected and cannot be separated from our 

society, especially for women. Our society has created those standards, make the ideal 

of beauty based on their perspectives. Those perspectives then raise the stereotype 

that a person, especially a woman, will be labelled as beautiful if they conform to 

existing standards. The expectations of beauty standards were mainly created based on 

their physical appearance. For instance, the stereotype of a beauty standard that exists 

in Indonesia is by having fair skin. Historically, the judgment of beautiful women by 

having fair skin was a culture in Indonesia since a long time ago. Saraswati in her book 

(Putih: Warna Kulit, Ras, dan Kecantikan di Indonesia Transnasional, 2013), stated that 

the stereotype of fair skin grew since pre-colonialism, then continued to grow until the 

Dutch colonialism, which continued again by the Japanese. Not stopping at that time, 

the concept of beauty was growing with the emergence of various beauty products that 

wrapped the stereotype in a capitalistic frame. 

Unwittingly, the idea of beauty standards has also penetrated through the mass 

media. This opportunity is also utilized by beauty product manufacturers to market and 

promote their products through mass media. This statement follows Roesli (2004) 

opinion, which states that advertising has a much greater expansion power, and without 

being aware of advertising forms a consumer culture that becomes the leading joint 

marketing of goods and services. Many manufacturers of beauty products in Indonesia 

offer skin whitening products, such as Ponds that voice their jargon "white beauty," Fair 

and Lovely with white skin battle in their television advertisement, and the most popular 

one, for now, is Scarlett whitening. Different from their competitors, Scarlett whitening 

utilizes social media such as Instagram, Twitter and Tik Tok. They paid selebgram 

(selebritis Instagram) or influencers who are considered to have high exposure to 

promote their products so that the public can be interested in trying and buying their 

products. The characteristic of their marketing product is to show the difference in the 

hand smeared with the Scarlett whitening lotion becomes white "instantly" compared to 



   
 

   
 

the other hand that has not been given the product, which shows that the consumers 

could get their fair skin just in second only by using this product. 

The development of social media Tik Tok also being the target marketing of 

Scarlett whitening. The popularity of this product attracted the attention of Tik Tok users 

until the term "racun Tik Tok" appeared for Scarlett's whitening products recommended 

by many famous Tik Tok users. Then coming up, a trending video called "from this to 

this" shows their skin condition, which they admit is more way better rather than before. 

Those in the video stated that they now feel more confident because they have white 

skin resulting from Scarlett's whitening products.  

The trend of using Scarlett whitening also impact the author's environment. Many 

of the author’s friends are tempted by the advertising of this product that provides 

instant white assurance, and they stated they wanted to be whiter after seeing 

selebgram use it. Whereas reality, the Indonesian people's original skin color, which is 

tan, will look to be grey if given the skin whitening product. Instead of being beautiful, it 

looks strange and unnatural. 

In short, it can be concluded that our society is quickly consumed by what beauty 

product manufacturers offer in advertising. Not to mention the ingenuity of the 

manufacturers of these products who deliberately utilize stereotypes about beauty 

standards in the form of whites to lure buyers. Nevertheless, back again, the question 

is, do we need these skin whitening products in order to become more beautiful and 

recognized by the public? Isn't it an irony that being "beautiful" has to be by changing 

the look of yourself? So, be the real you and found your true beauty. 
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