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Abstract ‘Clean beauty’ attracts attention with an increasing interest in cosmetics without harmful
ingredients as people wear masks in the age of COVID-19. Thus, this study selected and analyzed clean
beauty cosmetic brands circulated in Korea on/offline in 2020. This study extracted 36 clean beauty
brands and selected 20 suitable brands through an experts’ analysis. For an analysis of clean beauty
cosmetic brand communication, components: naming, logo, color, package, and website were drawn
to conduct a survey. Preferred were the words they come up with when they think of nature or health
for naming; wordmarks in a simple form for logo; greenish or yellowish for color; the simple form
aligned center on the container body for package: and the images of plants, animals, and humans for
website. To sum up the components, utilizing natural, clean, and light images harmoniously, acted as

a factor for preferring the clean beauty cosmetic brands.
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Fig. 1. Research Progress
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Fig. 2. Olive Young’'s Clean Beauty Selection Mark
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Table 1. Olive Young’s Criteria for Clean Beauty

Selection[6]
Ingredient Animal protection Environment-friendly
Recommended .
h Excluding raw
excluding 16 -
materials from Good grade for ease of
suspected harmful ) )
animals and recycling, FSD

ingredients like

parabens and
avobenzone and four

ingredients like
polyethylene glycol

certification, and
soybean oil ink
printing, etc.

minimizing animal
abuse in the process
of extracting the raw
materials

Compulsory Practicing more than one
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Fig. 4. Contents and Methods of Analysis
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Table 2. Survey Table of Clean Beauty Cosmetic Brand 3.3 F48QA EAM 4l ZHut
Communication[12-31]

S|
Naming Logo Color Package _ Web Site _% _cl,_]_a]_dl L‘HO]UO]‘ 23, }ﬂ']iH, EH?]X], %]/\]‘O]E %_&g%
Round Lab | xeone tae - ] = AR ST 1 AT SURE BRE] Yeht &
A4S THRAEE BAT S 9t 1 AN oo
Round A Al
RS == S . 235 ﬂ 2.
Rovectin | ROVEGTIN . Table 3. Results of Clean Beauty Cosmetic Brand
Communication Survey
real
Real Reel Rael Classification Naming | Logo Color | Package |Web Site
- e 1 | Round Lab | 7.5% | 10.5% | 22% 6% 3.5%
Make Prem | prem 2 Aﬁgggg | 25% | 325% | 20% | 1a% | 34%
- 3 Rovectin 1% 5% 27% 1% 1%
Melixir | melixir 4 | Real Rael | 4% 1% 6% | 11.5% | 0%
||
5 | Make Prem | 0.5% 5% 6% | 23% | 2.5%
Beplain | beplain . g 6 | Melixi 6% | 25% | 65% | 9% | 7.5%
7 Beplain 19% 0% | 39.5% | 0% 36%
Sasco S AKSS 0] 8 Sasco 3% 1% 35% 11% 19%
9 Sioris 16% | 44.5% | 545% | 37% | 37.5%
Sioris = . | 10 | Aromatica 59% 72% 7.5% 59% 53%
SIoris ;
11 Abib a7% | 96% | 67% | 725% | 71%
1 o6 ’ (¢ 0, 0, 0, 0,
Aomatica | ssomems - i : 12 | I'm From | 15.5% | 1.5% 3% 0% 2%
14l 13 | Essen Herb 94% 1.5% 0.5% 2.5% 3.5%
F.— 14 Ecolline 16% | 585% | 7.5% 8% 47%
, . ‘ ; |
Abib Abib f l ‘r - 3 15 | Olivarrier | 635% | 315% | 56% 64% 63%
— 16 Klairs 75% | 65% | 05% | 7% 6.5%
I'm From | I'm from -i- 7t jJ] 17| Telse 51% | 54% | 42.5% | 675% | 14%
— = 18| Farmacy | 15% | 55% | 42% | 265% | 11.5%
R
Essen Herb | essentiERe - EEd | - | 19 | Herbloom | 765% | 27% | 46% | 315% | 79%
s E —
il = 20 | Hyggee 9% | 34% | 1% | 49% | 85%
Ecolline EcotLmne E ) .
o | — 3.3.1 4|0|2(Naming)
Ofvatr | Olvari s T goime avpt nais) o Byse A%
o) BAE ARUACIA 2olct. volFolzt uAH S

Klairs kla[rhs'

A3l 7199] AlEH Auls olgg ANEE] ARkl
&0 HA AEES sh, SFFES 7l Al

Teke | e o) 548 & BHsto] Lulxe} ARYACI L] figt
P97} vlolgolc11]. oleiet yolge 4% 2ARE 2
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I oIS R 94%, SIEE 76.5%, ‘=EHlFof
63.5%, OF=HtEFY 59%, E|[AA 51% £ = e
ot AEAAY AT EAY SHE FAAA AdH
= ©@ol9 vida 244 onAR EEE dolE ¥
H Yd 5 ANAlA(Essence)@t F1E(Herb)2] $H30] of
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=
e
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Table 4. Results of the Naming

1 2 3 4 5
Essen Herb | Herbloom Olivarrier Aromatica Telse
oIz IS8 22210 OF=Z20tE|7} ElgA
94% 76.5% 63.5% 59% 51%
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3.3.2 211(Logo)

2= BHE AESE g2 HAS AHR]A Hok
gestal ApEEA HALs] Qg Alztadolth Bl
Fe(Shape), 24(Color), A A(Typeface)oll &Joto] A]
ZYd E/do] 3439t olEgt Bl 2uE HAE RARE
A3} oHH|E’ 96%, of=HEFY 72%, olFH 58.5%,
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B} ojZ2utEl7}, AR elAE luuta FEjolH, o
3} A A9 AME PSR BT FHeloh
ol2ulE)7hE AQet BHEE HAS FHM O R AESH
A9 Bl % gEsta HdshH nju et AT
A(Sans Serif Type)& AM&sh= ZACF UElyit.

Table 5. Results of the Logo

1 2 3 4 5
Abib Aromatica Ecolline Telse Sioris
. vy —
Abib [ArRoMATICA| X2 ecorLing @T‘else sioris
96% 72% 58.5% 54% 44.5%
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A= =& B3l AlEl 7ML Sl olu] A9t 72
A ouE AGg 4 Qe E3F A9] oJu| ¢4}t So] o]
7o) AL vpgrog A% Mol AL y|osle] &

o] 7ol 7M¢ AHHoE T4 T S Y= FHo
o e FEE A2 SURE 2t 57]4
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At ‘O}Hlﬂ’ 67%, ZEHlElol 56%, ‘At
54.5%, S1EE 46%, E|AX 42.5% 0= UEETH
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Table 6. Results of the Color

1 2 8 4 5
Abib Olivarrier Sioris Herbloom Telse
67% 56% 54.5% 46% 42.5%
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Table 7. Results of the Package

1 2 3 4 5
Abib Telse Olivarrier Aromatica Hyggee
A 1
S|
“II ] | Hi! 146) I
72.5% 67.5% 64% 59% 49%

Rownd Lab

Hogee | Round ARound

Herbioom  Rovecin

el Rael
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3.3.5 YAIE(Web Site)

YAl Es HHE AfFuAlold A5 93t et
Lol S295E P HHE B3 oPgEY] o
o JEE AEstal jshy] A WAIES E8stal
ATk oIl 2APIA = A ES] ubA Rl tiAel A
I FAE SHOR BFriekon, HRluelx|er AE
#o]Z|e] AR FAAE o]FojFrt. o] PARIES
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Table 8. Results of the Website

1 2 3 4 5
Herbloom Abib Olivarrier Aromatica Ecolline
S : ; i ‘ $ i ﬂ__;‘ 600 4
L ha e ¥ -
79% 71% 63% 53% 47%

Rownd Lab

Hhogee | Round ARound

Herbioom Rovecin

Famocy \ e oo

*Sasc0

'm From ¢ *aromaiica

3.3.6 ZE¥EMZL
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Table 9. Comprehensive analysis table of integrated brand
communication of clean beauty cosmetics

Classification [ Naming | Logo | Color |Package \g{te: Average
1 Abib 47% 96% 67% | 72.5% | 71% | 70.7%
2 | Olivarrier | 63.5% | 31.5% | 56% 64% 63% | 55.6%
3 | Herbloom | 76.5% | 27% | 46% | 31.5% | 79% | 52.%
4 | Aromatica | 59% 72% 7.5% 59% 53% | 50.1%
5 Telse 51% 54% | 42.5% | 67.5% | 14% | 45.8%

Rownd Lab

Hhogee | Round ARound

Herbioom  Rovecin

. Real Rael

+ Make Prem

Naming

Brand Logo

+ Melt  mmmmColor
—— Package

Web St

> sasco
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