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Appendices 

Appendix 1: List of Figures 

Pantene  

Source: (https://www.youtube.com/watch?v=kSzALmV2hqE) 

 

Figure 3: A woman with long curly hair 

 
Figure 4: A woman with Pixie cut hair  

 
Figure 5: A women with puffy black hair 

 
Figure 6: A women with dyed the hair colourful 

 
Figure 7: Pixie Cut Hair is an attractive look because being different is a brave 

 

https://www.youtube.com/watch?v=kSzALmV2hqE
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Figure 8: Beauty knows no limit 

 
 

DOVE 

Source: https://www.youtube.com/watch?v=KFV-BL7G95c 

Figure 10: Warm colour background 

 
Figure 11: Fresh Trees Colour background 

 
Figure 12: White colour dominated background 

 
Figure 13: white dominated background 

https://www.youtube.com/watch?v=KFV-BL7G95c
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Figure 14: open space background 

 
Figure 15: open space background 

 
Figure 16: When Monalisa was told that she should have long hair, she said no 

 
Figure 17: When Flore was told to straighten her hair because it looks neat 

 
Figure 18: When Monalisa was told to straighten her hair because it is neater 
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Figure 19: When Andrea was told that her hair looks unprofessional 

 
Figure 20: When Febrina was told that being bald looks like an alien 

 
Figure 21: When Sherly was told to not using hijab and her hair is beautiful  
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MAD FOR MAKEUP 

Source: https://www.instagram.com/madformakeup.co/ 

 

Figure 22: yellow eye shadow, bold lipstick, and piercing 

 
 

 

Figure 23: Eccentric Make up and Fashion style 

 
Figure 24: Acceptable eyebrow standard (sleek and neat) 

 
Figure 25: Unacceptable eyebrow style of bold and wavy 

https://www.instagram.com/madformakeup.co/
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BLP  

Source: https://www.youtube.com/watch?v=a68a33_8rHk&t=2s 

 

Figure 26: BLP diverse women skin colour 

 
 

Figure 27: Women with tall and big body 

 
Figure 28: Representation is vital to make her confident 

 
Figure 29: Women with big face, untidy teeth 

 

 

 

 

 

https://www.youtube.com/watch?v=a68a33_8rHk&t=2s
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MAD FOR MAKEUP 

Source: https://www.instagram.com/madformakeup.co/ 

 

Figure 30: Her physical feature is her beauty signature 

 
 

BLP, Source: https://www.youtube.com/watch?v=a68a33_8rHk&t=2s 

Figure 32: Women have to embrace self-love and acceptance 

 
Figure 33: Women have to embrace self-love and acceptance 

 
Figure 34: a woman wishes for no beauty standards 

 
 

 

 

 

 

https://www.instagram.com/madformakeup.co/
https://www.youtube.com/watch?v=a68a33_8rHk&t=2s
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Figure 35: a woman says that beauty limitless 

 
Figure 36: a woman tells every other woman to be just the way they are 

 
 

Dove 

 

Source: https://www.today.com/style/dove-body-wash-ad-stirs-controversy-

flna1C8368826 

Figure 37: comparison before-after using Dove body wash 

 
 

 

 

 

 

 

https://www.today.com/style/dove-body-wash-ad-stirs-controversy-flna1C8368826
https://www.today.com/style/dove-body-wash-ad-stirs-controversy-flna1C8368826
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Source: https://www.dove.com/us/en/home.html 

Figure 38: Dove healthy hair long shining 

 
 

Source: https://scroll.in/article/853618/doves-tone-deaf-advertisement-and-

the-racist-history-of-skin-whitening 

Figure 39: Dove skin colour transformation 

 
 

 

Rollover Reaction 

Source: https://www.instagram.com/rollover.reaction/ 

Figure 40: Rollover Reaction Model which contrast to beauty standard 

 
 

 

 

 

 

 

https://www.dove.com/us/en/home.html
https://scroll.in/article/853618/doves-tone-deaf-advertisement-and-the-racist-history-of-skin-whitening
https://scroll.in/article/853618/doves-tone-deaf-advertisement-and-the-racist-history-of-skin-whitening
https://www.instagram.com/rollover.reaction/
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Dove 

Source: https://www.dove.com/id/stories/campaigns/beauty-unites-us.html 

Figure 41: #CantikSatukanKita 

 
Source: https://www.dove.com/ca/en/stories/campaigns/dove-beauty-

diversity.html 

Figure 42: Limited edition body wash bottles 

 
 

Dear Me Beauty 

Source: https://www.instagram.com/dearmebeauty/ 

Figure 43: inclusive makeup shades for diverse skin colour and diverse age 
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https://www.dove.com/ca/en/stories/campaigns/dove-beauty-diversity.html
https://www.instagram.com/dearmebeauty/
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Appendix 2: A Table 

 

 

Figure 31: Table side to side comparison 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


