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Abstract

This study aims to examine content categories, communication
formats used in content marketing, presentation strategies, storytelling,
and engagement rates of content marketing videos on TikTok produced
by 4U2 Cosmetics. The study employs content analysis as its primary
method. A purposive sample of 200 short-form videos from 4U2
Cosmetics’ TikTok account with at least 100,000 views was selected.
The videos were published between January 1 and November 30, 2024.

The findings indicate that the most prevalent content type is
product-centric content. Nearly all videos employ a public information
communication model. Communication aimed at stimulating purchase
or message exchange predominantly adopts a two-way asymmetrical
communication model. Presentation strategies are largely hybrid,

combining multiple formats. Most videos lack a narrative point of view,




as they do not include voice-over narration and rely on brief on-screen
text to convey information; therefore, narrative perspective analysis is
not applicable.

In terms of engagement, short videos of approximately 10
seconds can generate high levels of interaction. The use of presenters
or real users enhances credibility and fosters a sense of closeness
with consumers. Regarding likes, videos with entertainment-oriented
or neutral/other content themes receive the highest popularity.

This study offers recommendations for cosmetic brands seeking
to develop effective content marketing communication. Brands should
integrate product-focused content with social trends, leverage well-
known individuals to drive engagement, and employ demonstration
or product-comparison formats to encourage users to save content.
Producing short-form videos of no more than 20 seconds, emphasizing
either product features or trend-driven entertainment, is most likely

to increase shareability.
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1. sUnuunsdeanstona namsAnwinuividlengusegiaieu
HomadgUuuunsdeasteyauuuiiunisUsssnduius (Agentry/Public)
Taowuda 178 ady (89%) wiumslideyaiieafunusudvieudsm dudn
vi3ouinis uuuunsAeasUsziandu q nutlesnitléun nsliarudun
an5150¢ (Education publicity) Wuguuuumsldeyaiduuselemd vie
Timmgldau wuiiies 6 Adu (3%) ldaduiiuiunisld 2 sunuunas
38939 Agentry/Public Waw Education Publicity 9siinsvideyadudsiuiu
msnanisstleviitelirnudiugvuse dugdiuumsdeasimnuingnld
toeiian fio Msdalaiumsue (Sales Promotion) Altiunnsune duekunsie
Tiduan wuiiies 3 AaU (1.5%)

2. Uuvunsdeastiienszdunstenieuanidsuas fnseudn
wiafuaesguuuuAenisieansiuvatimsuaynisaeansuuulyansins
wansAnynud1 Aalengusegnaieuasimualisuuuy nisdeansaes
manuuliauung (Two-Way Asymmetrical) wuuniia 185 adu (92.5%)
Bsifdsens fo wusuilnsyldlddaadunsuaniudeumnudniiu uwiidle
Sudwlmyfidhmnevdnifiedngdeliuiin mnnivfiraisenudile
ity dhuguiuudu 9 inutesninunn leua wuuliansnsossyldmannasi
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iieliAnaudlasuiu vietuveuiuuaziu wuludaduiitosiian
Wiee 3 AFU (1.5%)
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dlomiAafumsuugihaudunnd 1 Jutuly Snsansedud Tneyana
fusnglunduenaduglivihluniellannsassyfnuldtanu dausnds
Usngiiesiiovestiinauasiutudandnsusiviity dnuagnsiiaue
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Haud-idudniededuda Wy sy nsdaoonuazmadusg,
WorFeuiioy Swfensaliiiulumidinaue o1asinsmavainuy
Suiluan videvusweeuiufllsivn namildhmananadadenldmaitaue
wuulidesszuminulduasSaUszauanudiie druguuvumstiausills
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wSeuiieu wiindndusiaznsdmiendouduiny

n15LE13

1. 309 TianEes Han1sAnwuiiAleongusegsdndvig il
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Wigen I 168 AdY (84%) i@ﬂaﬂmL‘IdJUﬂ’ﬁLa"]L%‘IaﬂLLUUQﬂﬂaﬁ 23101 19 AdY
(9.5%) fianazonguain “aa ey 9 wieu q methy” Wislsruileddnia
nuesduiienvesdonantu q feenaaiaufduiusseinaianfuauiidls
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nsuaysuAuGesuuudniey Wnsindeshefauiindndauiuses
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dndlududomiuinnisinuidfs@nvidenvonusuding
gy Aeadnddaiuedosdonsiadudedld msfnwinuiudend
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fmannuane yafemstiauedudnveiuazdefvesdud Wy Ramuvie
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Anufiulaeifivsiuineusiilnas wikansAnwadiduandiifusuuuuns
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lafaunns (Two-Way Asymmetrical) 3nnndn Taeitlewmsjansedunisie
warltiutiguilaashunslifesdideuin wu “Adaeun” “dtio”
“ypesiugosl” “dRavuann” “Alidonunudriningn 4 7 “Advanziunnian
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flagmouaussiensdoansvesuusudiinniu donadestu gmins Aufn
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gy peawing 1TuiRTeRliiyuenaEFes ilesnitledu q figniu
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deoudmsounnsdifldmasusenouwnunisussens defvesnisiiauetuy
SnvnzdfofruaunsosutoyaliuiliDadwdotladoudwosiusses
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1. $nsnsfidusauainmsiury mudulaznszduesialelsl
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(Agentry/Public) wusnnlupdueeniley wanslidiuiinishideyadauan
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wulviduaniidaou uenaniidedunnfouusudingeyy aoaumnd laidey
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2. Samnsfidausaunnnisnagnla wansnualiduiiinled
#sunmsnagnlagelailéshinegiamadomiiAvidostuaud uwidsmuds
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3. $armsfidusauannisuansanudniiu nansAnwdlmiiui
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(Consumer-Centric) srpudnansslunsan Wevniiugnilnlonalit
Adrudranidnsnlaonss tungmauaninnudniiudadugiuoums
fdwdmiiAntuldeonniuvudu q Sneasiasfouliifiuinfuilnag
wnltuagmevauesioidemilifiuilunisuanseonuasiimuiioites
funuesuusussnsimsanlfidemiiugnénitu ouenuiiuresgndn
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Lﬁaﬂé’umasgw
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Ussiamivsueniisuiunmalumsudstudeniinssussiunagidnia
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doensBsusznduiusidundn udnadsiiueuduiug anueide uas
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