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1. Introduction

This assignment conducts a gender audit on two beauty brands—Wardah (Indonesia) and Dove (global). The analysis focuses on how gender is represented visually, linguistically, and symbolically in TikTok posts. Beauty branding plays an important role in reinforcing or challenging gender norms; therefore, this report evaluates the presence of stereotypes, gender imbalances, or symbolic exploitation.

The goal is to examine how these brands communicate gender through imagery, captions, aesthetics, and the social roles embedded in their marketing narratives. The uploaded screenshots from their TikTok accounts serve as the primary data.


2. Brand Profile and Platform Context

Wardah Beauty Official

Indonesian halal beauty brand emphasizing modesty and Muslim-friendly identity.

Target audience: young Indonesian women, especially hijab-wearers and those seeking halal cosmetics.

Platform style on TikTok: uses youthful trends, K-beauty influence, soft pastel visuals, and “cute” presentation aesthetics.


Dove Indonesia

Global brand known for Real Beauty campaigns, self-esteem messaging, and gentle-care positioning.

Target audience: broad group of women across ages who prioritize natural beauty and body care.

Platform style on TikTok: educational beauty content, close-ups of real skin/hair, product demonstrations.



3. Visual Analysis (Based on Uploaded Images)

Below is the detailed audit of the three posts provided.

A. Wardah Post – Visual Breakdown
[image: ]
Image description:
A young woman wearing a pink dress over a white blouse, smiling with raised hands. Text overlay includes a Korean greeting and fun pastel emojis.

Visual Themes

Colors: Pastel pink, white, soft tones → strongly feminine-coded.

Pose & gesture: Cute, friendly, cheerful, with “aegyo-like” gestures.

Framing: Focus on facial beauty and youthful expression.

Styling: Modest outfit but infused with contemporary K-pop aesthetics.


Represented Gender Role

Woman is portrayed as cute, youthful, approachable, and beautiful.

The role aligns with traditional feminine expectations: cheerful, soft, appearance-focused.


Possible Stereotypes

Emphasis on youthfulness and perfect facial beauty.

Reinforces the idea that women must be visually appealing and gentle.

No representation of professional roles or agency beyond beauty.



B. Dove Post #1 – Shoulder Close-Up
[image: ]

Image description:
A woman’s shoulder and face in close-up, hand applying product to skin. Lighting highlights smoothness.

Visual Themes

Focus: Skin texture, glow, hydration.

Lighting: Soft and natural to highlight “healthy skin.”

Body area: Shoulder visible but not sexualized; clean beauty aesthetic.


Represented Gender Role

Woman as caregiver of her own body, responsible for maintaining flawless skin.

Soft femininity through touch, calmness, and self-care.


Possible Stereotypes

The concept of “ideal female skin” (smooth, glowing, spotless).

Portrays body care as almost exclusively women’s duty.















C. Dove Post #2 – Hairfall Control
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Image description:
A smiling woman with very long, shiny black hair. Text overlay: “+2700 helai rambut.”

Visual Themes

Focus: Hair perfection—smooth, long, healthy.

Color: Clinical white background with purple typography → science-based beauty.

Expression: Confident, direct gaze.


Represented Gender Role

Woman as a manager of her hair health, reflecting an expectation that women must maintain long, beautiful hair.


Possible Stereotypes

Promotes a singular beauty ideal: long, shiny, straight hair.

Reinforces societal pressure on women to meet appearance standards.




4. Language and Narrative Analysis

Wardah Language Patterns

Uses Korean greeting “Annyeonghaseyo” (trendy, youthful).

Tone: cute, cheerful, light-hearted.

Implied audience: young women who relate to K-pop culture.

Gendered direction: beauty presented as a feminine social activity.


Dove Language Patterns

Captions emphasize results (“+2700 strands”) → scientific approach.

Tone: calm, confident, mature.

Messaging: self-care, hair health, body nourishment.

Gender direction: still aimed at women but in a more adult, practical framing.




5. Social Roles, Values, and Power

Wardah

Shows women as youthful, trendy, and aesthetically cute.

Reinforces gender norms tied to beauty, modest fashion, and social politeness.

No presence of professional, leadership, or non-beauty roles.


Dove

Shows women practicing self-care routines.

Representation is slightly more mature but still tied to appearance management.

Focus on “problems” women must solve (hairfall, dry skin).


Power Dynamics

Both brands position women as:

Responsible for maintaining beauty standards.

Valued through physical appearance.

Expected to invest time and effort (skin care, hair care, makeup).


However, Wardah emphasizes youth, cuteness, and trendiness, while Dove emphasizes maturity, self-care, and natural body functionality.



6. Public Engagement & Sentiment (Based on Platform Norms)

While exact comments are not shown, general patterns typically observed:

Wardah

Fans respond positively to K-beauty influenced content.

Users appreciate modest yet stylish representation.

Some might criticize lack of diversity (age, body type).


Dove

Positive responses to hair and skin tips.

Some skepticism: “Are the results real?” or “Is this just marketing?”

Known reputation for body-positivity sometimes gets mixed reactions.




7. Identification of Gender Bias

Wardah – Identified Biases

High emphasis on cuteness and youth.

Beauty as a feminine moral expectation (soft, polite, visually pleasant).

Lack of diverse representation (age, body type, profession).


Dove – Identified Biases

Promotes ideal skin and hair standards.

Women shown mainly through body parts or beauty-focused roles.

Limited diversity in hair textures and body types in provided posts.


Shared Bias

Both brands reinforce the concept that a woman’s value is closely connected to:

Appearance

Youth

Smooth skin

Perfect hair

Cheerfulness and politeness

Self-maintenance routines




8. Recommendations for Inclusive & Ethical Branding

For Wardah

1. Include women in professional roles, not only beauty and lifestyle.


2. Show older women, different body types, and diverse skin tones.


3. Reduce the overreliance on “cute girl” aesthetics.


4. Present women in empowered situations beyond physical appearance.



For Dove

1. Expand representation of various hair textures, ages, and body shapes.


2. Focus on empowerment beyond appearance (e.g., confidence, achievements).


3. Continue to avoid sexualization but reduce the pressure of “perfect skin.”



For Both

Adopt gender-neutral self-care messaging, showing that skincare is not only for women.

Highlight skills, achievements, and well-being, not just beauty aesthetics.

Ensure authenticity and avoid enforcing unrealistic beauty metrics.




9. Conclusion

This gender audit of Wardah and Dove’s TikTok content reveals that both brands rely heavily on traditional beauty-focused gender roles. Wardah tends to portray young women as cute, modest, and trendy, while Dove portrays women as responsible for achieving ideal skin and hair quality.

Although both brands avoid explicit sexualization, they still reinforce gender stereotypes by positioning women primarily in appearance-related contexts. To advance more inclusive advertising, both brands should expand representation, portray women in diverse roles, and reduce the emphasis on “ideal” physical standards.
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