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Abstract

This article focuses on issues of attention apdpularity development on YouTube’s
beauty communityl conceptualis the role of views and subscriptions papularity
markers, based on a broader ethnographic examination ofmdaths of immersed
fieldwork on the platform | consider the case of Bubz, a Brit€hinese beauty guru,
through a purposeful sample of 80 videos. A content typolsggtroduced, presenting
four distinctive video categoriesontent-oriented, market-oriented, motivational, and
relational. Drawing fromthe concepts dfattention econoniyand ‘metrics of popularity; |
explore content characteristics and affordances for the creation and maintenance of
viewers attention. | argue that the gusuuploads lead to two types of audieneeasual
viewers and loyal subscribers. Vlogs renew attention and help maintain the interest first
generated by tutorials, leading to treasured subscribars essential commodity within
YouTube’s highly competitive environment.
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Introduction

The proliferation of the ‘presentation of the self’, which involves ‘placing one’sfeelf
public display’ (Marshall, 2006639) together withselfbranding strategies, rsow part of
sodal media cultureBecause othe ‘increased access to technologies oftent creation
and distribution’, not only celebrities but alsegular users anacreasingly usingocial
media‘to develop and maintain an audien@darwick and bgd, 2011: 14D Within this
current context, celebritieand averageusers alike strategically managetheir online
personas andaily shared content witkimilar techniques andften the same coherence
(Senft, 2013Marwick, 2015).

As Smith argueghenotion of ‘broadcast yourself’, Ydwbe’s first official motto, became

an inherent aspeaif modern society 2014: 259).Since the launch of the platform’s
Partner Program in 2060+ which offers video creators revenue according to the views their
content ahieves— users have beeimcreasingly turning intdentrepreneurial vioggsr
(Burgess and Green, 2009b04). This is closely related t&mith's consideration of
YouTube as aplatform for a branded personhod@014: 256). Furthermore, many users
not only make a living fromyouTube, but also construct successful careers, turning into
renowned personalitiesMore than a million creators monegistheir uploaded videos
(YouTube, 2014pnd thousandsarn millions of dollars a year thanks to the high amount

of views tteir content generate2{14).

Online likes and clicks arenowadays defining the new metrics of fame and, by
implication, value and reputatiofMarshall,2014: xxxiv).On YouTube,not only views

are relevant, but also channel subscriptiombjch accumulate in millions each day
(YouTube, 2014) and contribute to channels’ legitimacy and status within the platform.
Moreover the relevance othose metricsis rendered more visible by the current vast
variety andnumberof videos juxtaposed witlthe scarcity of avéable attention. This
makes attention a precious commodity, fostering uploaders’ fierce competitioiefos

and subscriptions (see also Burge$4,2 Jakobsson, 2010).



YouTube andts communities with theipractices of producing, commenting, and sharing
have been consistently referred to as significant cultural phenomeneaettitadum attention
(Burgess, 2012; Burgess and Green 2008, 2009a, 2009b; 2&@¥&, 200702009, 2014;
Strangelove 2010WWhile differenttypes of renowned YouTulshave been examined.(.
Burgess and Green 2009b; Land#)09, 2014;Smith 2014, the platform’s beauty
community,with the exception of |Bsers (2011) and Tolson’svork (2010)is still mostly
understudiedAside from the evechanging memes and viral videos that simultaneously
renew and reinforce the platform’s viewership— the consolidation of YouTube popular
beauty gurus as legitined new online celebrities and highatus influentiapersonalities

Is a fruitful research topic for celebritylture.

Considering literature thdboked atcore practices at the intersections of celebrity and
digital culture for both mainstream and ‘nativenline celebrities Ellcessor, 2012Kanali,
2015; Marshall 2010; Marwick 2013, 2015a, 2015b; Marwick and boyd 2010, 2011,
Meyers, 2009; Usher, 201Smith, 2014, | aim to exénd this scholarly dialogue explore

the celebrity subject position dfeauty guru’on YouTubés beauty communifybased on

the successfuthannel Bubzbeauty map outthe most relevant and pervasive qualities of
the channés tutorials and vlogs to examine the building of popularity and the sustaining of
the ownels role as an influential beauty guru through the years. In other wbias,

interested in how her content provides her with an access to (YouTube) stardom.

The beauty community on YouTube, focusing on makeskin care, nail art, and
hairstyling products and techniques, is a particularly active and large communitgard al
gigantic market. fie number of views that its beauty conteeachegper month has lemn
increasing exponentially from 200 million in September 2009 to 1.6 bili®nrsin March
2015(Pixability, 2015) There are more thal80000 beauty gurus, who, together wah5

beauty brands, upload a total of 100 hours of content §2fHy).Beauty gurus are users

who advise on cosmetics, makeup and hairstyling, demonstrating and teaching practical
matters through regular video posts in the form of video tutoriastepdy-step HowTo

guides.The channel | am focusing on is ownedBubz,a young British Chinese woman



born in Northern Ireland who currently lives in Hong Kong. She has been uploading
videos, andsuccessfullysustaining her popularity, since 2008. Her 300+ videos bexe
watchedmore than3 million times {YouTube, 2016). With almost 3ilion subscribers,

she is anong the 55 most subscribed YabErsin the UK (Socialblade, 2016). Her high
subscription figuresat times positioned her channel higher than the offi@atish
YouTube channel, the music band Coldplay, or even the BBC’s account (Socialblade,
2014).

Further understanding the building of online popularity on YouThdienly contributeto
conceptualisinghe specific ideology of famen the platform, butan also inform us about

the inherent social significance of new types of celebrities who, evéjusisonline
celebrities, unknown to the public at large, appear to embody the same societal and
cultural roles as mainstream celebrities. As a text,e aid a sign of both symbolic and
practical (everydajife) values they provide (and viewers activelgake use of) the same
paradigmaticopportunities once reservedly for the consumptiof and interaction with
massmedia celebrities: to discuss, tea emulate, admire and critieis(Kanai, 2015;
Redmond, 2014; Usher, 2015). Additionally, in the words of Marshall, they promote the
chane of ‘talk[ing] about sometimes very intimate and personal topics, but in a very public
way (2006: 639).

| arguethat Bubz, as well as many other beauty gupusyide viewers with chances of
further defning their individuality(Gamson, 2011Holmes, 2004; Marshall, 1997, 2010,
2006; Redmond, 2014, 2006; Smith, 2014; Usher, p@irmugh forms of borowing,
creationand circulation’(Kanai, 2015: 323). This is why delineating the performances of
popular subjectivities can alsfurther our understanding ofour individual public
identities’ (Marshall 2014: xxxvi).

While examining celebritfrom the perspective othe performance of authenticit¢e.g.
Dyer, 1991, 1998; Eessor, 2012Marwick, 2013 Meyers, 2009; Tolson 2001, 2010
and intimacy with viewers (Lange 2007b, 2009; Redmond 2014, 20@®¢ fruitful



approacks | focus here orhow Bubzs celebrity subjectposition is constructedand
sustained from the perspective of her video content. Likewise, considerations of
YouTubers’ constructionof gender Anarbaeva, 2011;Jeffries 2011 Wotanis and
McMillan, 2014 or national identity aspects1 YouTube(e.g.Guo and Lee, 2013 mith,

2014) are undoubtdg valuable framings but are not part of the scope ofattisle.

Furthermore, oline celebrities embodying both aspirational and relatiovalues (e.g.
Marwick, 2013b; 20%) together wih the reframing of theparadoxicakelebrity binary 6
ordinaryextraordinary Dyer 1998, 1991Gamson 2011 Holmes 2004 Littler, 2004) to
allow for a legitimised famous persoaee also relevant research ard¢é@wvever, her¢ am
interested in paying close attention to tteenmunitybased popularityffordances of her

‘sustained programmingBurgess, 201:255).

Exploring the Phenomenon with an Ethnographic Eye

This article draws from a broader ethnographic examination of the channel Bubzbeauty,
part of YouTub& beauty community, performed between 2013 and 2015. | analyse
audiovisual content, textual comments, as well as interactions and wattimeng for
emerging catgories and overarching themes that help us understand the phenomenon of

beauty gurus and its central community dynamics.

| perform a contextuaopenended examinatiofsee Lange, 20)4through qualitative data
analysis (Merriam 2009; Saldafia2009. In this vein, the study is structured as an
exporatory studyfollowing a datadriven, inductive rationale.The data collection and
analysis are based o@2 months of immersed fieldwork, conducting systematic
observation, coding, and interpretatiiolcot, 1995, 2010pf videos and comments. The
complete data corpus of 313 videad available videos of the respective channel at the
beginning of data collectiorand more than 20.000 commendsaws on online daibife
experiences within the beauty community of YouTube as exemplified by Bubz and her

uploads.



As noted in the introduction, in thaticle | focus on the content of the guswploads and
consider the emerged video categories’ characteristics and affordances for cuitbifigy vi

and attention development. The chosen purposeful sample for this article is of 80 videos
uploaded to Bubz’'s channel between 2008 and 2013. Together they amount to more than
five hours of audiovisual materidl considered therideos and transcriptiongnteraction

and feedback from subscribers in the form of comments, and her own textual video
descriptionsIn line with this, Lange argues for the analysis and interpretation of whole
channels as complete ‘video oeuvre[s]’ (2014: 217) and points out the analyticaigs

of user comments and textual descriptions of the videos offered by creators.

The precoding phase anthe first coding cycle (Saldafi&009), which aim at indexing

data, covered aspects such as main topics and formal video structure. The categories were
databased; they emerged from the videos and transcriptions and were not defiai a

Her videos were categoresd accordingas for instancdutorials focusing onhairstyle,
makeup, nails, skin care, contests and -gwmys, tags, hauls, as welk relational,
motivational, personal vlogs. The transcriptions of her videos were indexechde® and
manually codedSaldana2009) and finally interpreted together with the audiovisual data
sample for a holistic analysis. With regard to comment®r girecoding, | manually
assigned mostly descriptive, atim or in vivo codesSaldafia, 2009)Because othe
shortlength of the comments it was not necessary to employ separate software or perform
second codingycle to generate more abstract categation, since the manual coding
allowed for a straightorward categorizatian

Everyday cultural practices and interactions ar¢he hearpf YouTube and, at the same
time, a most productiveesearchssuewhen looking at digital communitig$Strangelove,
2010).As Burgess writesthe ordinary is core business for cultural stud{@911: 316).
Because culture is not simply a series of memorable events; it exists above all in the
minutiae of everyday lifg Boellstorf, Nardi, Pierce2012: 81) As such, we canollect and
immerse ourselves in (digital) data, as ethnographers with the aim of disgovee

meaningmaking actors and processes that guide experience and shape cultures.



YouTube as a Miti-Purpose Online Platform

YouTube has beedescribed as amedia archive (Burgess and Green, 2009b: 5), a
‘repository (Lange 2014: 11; Strangelove, 2010: 13) as well dsnediated cultural
systemand ‘communicative spat€Burgess and Green, 2009a: 7; 2008: 15). Additionally,
Burgess and Green, as well as Lange, concur in seeing YouTubeets/ark of creative
practice and a‘networked ecology of communities of intetestspectively (2008: 2;
2014: 18). In line with this, Strangeloveontendsthat analysing YouTube implies
examining popular culture, sincalmost the entire lexicon of modern life is already
representédin it (2010: 13). Lange writes that YouTubée isuch more than a place to go

and see viral videos’ (2014: 9).

As a site of participatory culture(Burgess and Green, 2009b: 7) YouTube is a place where
usersare ‘co-producers of meaningecause they engage in activities such as uploading,
discussing, viewing, and reviewing(Q09b:95). Uses’ actions leavematerial tracésthat

play a vital role in consolidating value fadvertisers (Burgess, 2011; see also Baym,
2013. As will be discussed later in theticle these activities are reflectaa metrics,
which can strongly influence a channel’'s popularity and subsequentiye waithin
YouTube’s competitive platform ecology. To summarise, usgicks and comments have
the power of acting dperformativé markers (Burgess and Green, 2009b: 41), heightening

online visibility and attention.

It is also relevant to underline the active role of YouTube abr@adcast platforim
(Burgess and Green 20895) with the clear business model and aiofi generating
economic value from uploaded content. The platform work8uagess argueswith an
‘asprational strategy (2012: 55) in which successful YouTuberse actively promoting
their channels’ content and their online persorsadling his or her capital as a kind of
brand loyalty (Marshall, 2014: 9%). Moreover,the platform also started a corepensive
guide -Creators Hub offering assistance to creators regarding corpéarining and

audience management including spedaifiesandguidelines foracceptableontent. This is



part ofwhat Burgess describes # ‘formalisation of amateur med@oduction’ (2012:
53).

The Claws of the Attention Economy

Various scholarsecognig the influence of the predominarttention econoniythat is
currently active online (Burgess and Green, 2008; Goldhaber, M8iyick, 20L3g
Senft, 2013 It is especially dominant on YouTube, where users increasingly compete for
attention since the creation of therthar Program (Burgess, 2012; Jakobsson, 010
Strangelove identifies a strofmyversupply’ of options for us to watch on YouTube, which
leads to usrs and their respective content actively competing with each othdispote

our attentioh (2010: 71). Moreover, boyd sees online attention ‘disnited resourcethat
works as a profitablecommodity (2011: 53), something that Jakobsson agrees(2@hO:

109).

Alice Marwick argues that social meebased metrics are currently turnistptus'into
something that can be quantified, qualified, and publi¢igg@l3a: 206). Shsuggests that
achieving online attention impliédigh visibility’ as wellas the highly valuedability to
command an audiencg2013a: 77) These factorscombined help rendering an online
persona, oself-brand,who turnsmore and more valuable with each click and view. For
instance, on YouTube, these treasured populariprkers take the form of views,
comments and, particularly, subscriptior@3n Twitter they are embodied by followers and
retweets and on Facebook they are expressed in likes or the number of friends a user has.

These'quantifiable metrics(2013a: 110)which define online value and legitima@nd
promot through thiwisibility and popularity, areecognigd similarly across the literature,
albeit with slightly different ters Burgess and Green call thémetrics of popularity
(2008: 3 or ‘measures foattentiort (2009b: 40), while Marshall terms themmetrics of
fameé (2014: xxxiv), and Jakobsson writes abonoteasures of succég2010: 111). | name

them‘popularity markers’ and discuss them in view of my findings in the next section.



As Burgess anéreen identified, it is interesgnto note that these metriost only act as
markers of popularitybut indeed reinforce the status of the recipient of attemdisiering

their visibility. They have ddescriptive functionand a‘performative functioh (2009a

41). Popularity is, thus, furtheconsolidatedby means of dpublic stamp of approval
(Marwick, 2013a: 164).

Baym discusses the use of these markers parting from the assumption that audiences have
been actively participating and transforming both markets and industries, whileyrim ret
‘industries have appropriated the digital traces audiences I2948: 1).For instance, on
YouTube, thenumberof subscribers a user haseatly influencesheir positioning and
legitimacy as a successful YouTuber. This is because by subscribing, people kypowingl
decide to banotified every time the channel is updated with the purpose of not missing any
new content. As such, and siragscribers deliberately intetal follow a channel through

this action, they can be considered regular viewers.

Thisis rendered even more relevannsidering the high amount of views that beauty gurus
such as Bubz reach through theagulars —fans and subscribers— and how this figure
further influencegheir popularity and statu3he greater the number aficks and views,
the highe the degree otirculation and ubiquity of their content and personal brand.
Subsequently, this further promotes viewersHipis relates to Jakobssenargument that

‘popularity leads to visibility and the chance of spreading that popularity’ (2a10:

Views and Subscriptions as Popularity Markers

As noted before, views and subscriptions candresidereanajormetrics of success within

the attention economy currently active on YouTube (see also Lange and Ito, 2011). Burgess
sees the existence of a loyal YouTube audience that expresses sustained attention as
‘essential in demonstrating value to advertig@®@11: 327). However, Bubz’'s uploads are

not simply onetime viral videosrather, hechannel as a wholeasbeen able to reach and

sustain a high degree of interest and engagement through the years. Especially taking into



account that she has been uploading coraedtenjoyingviewers attentionfor more than

Severyears.

Bubz uploads weekly makeup tutorialsdaviogs, or video blogs, as she calls her more
personal and spontaneous videos. During tutorials, she quickly and easily den®nstrate
how to achieve makeup looks and hairstyles. She also offers tips, reviews, and
recommendations regarding beauty piddiespecially makeup. In her vioggshe answers

user comments and questiphat mostly shares with her global audience her everyday life
and activities in Hong Kong. Ovéne years, shkasincluded footage of intimate moments
that one usually shares only with friends and fapslych as her husband’s proposal, her
wedding and honeymoon, the moment she tells her husband that he is going to be a father,
and the development of her pregnancihesevideos as harrativesof the intimate’
(Marshall, 2006 643),can be related to the many ‘opportunities for the public display of
onceprivate feelings’(Asama and Pantti, 2008.67) that today’s ‘confessional culture’
(168)facilitates.

As | will explainin the next sectionhesevideosare among the most likedubscribed, and
commented videos of hers. Many of Bubz's videos focus on love, friendship, and family
issues where viewers are addressed as trusted friends, as part of the same community. She
receives thousands of comments ber videos, where users comnd her for her
spontaneity and candour, her creativity and kinmw, andher friendly personality. Many

of those commenters thank her woly for beauty tips, but for being a role model in their

lives and helping them in their personal growth.

| argue that, in order to analyse status and popularity on YouTube, one must differentiate
between views and subscriptioi$iey are essential in terms of reputation and legitimacy
within the platform and even outside of it, in offline scenes. As noted irpréngous
section, theydo not only display but also actively perforAn terms of influencing— online

value. Depending on how many views and subscriptions a channel achieves, it is

accordingly deemed as relevant and attentvorthy or not. A very direct and easy way of

10



measuring interest on YouTube is to consider the number of views a certain video
achieved. Mass media usually pay attention to this when referring to virabvadenemes,

as well as the general public when discussing YouTube popular content and trends. Even
though this is a partially useful measure, | suggest that the most significarision of
sustained interestand the channe subsequent legitimgcwithin the community— is
determinedby the number of subscriptions channelachieves(see also Wattenhofer,
Wattenhofer, Zhu, 2012).

Sustained engagement with a channel is reflected through users’ ongoing commenting,
sharing, and subscribing. Considering thiargue that the main object of desioe video
creators- and themost rel@ant measure of attention within YouTube’s beauty community

— are subscriber§ he numberof subscribersubsequently equaboth social and economic
value(GarciaRapp 2016) Subscriptions imply longasting, sustained attention directed to

the channeland content creator itself, because they come friemers’ consciouswish to
continue following her updates. What is motesuggest thatBubz could not have
maintained hestatus and visibility through the years without her vlogs sustaining that first

generated attention.

Vlogs renew and reinforce audience interesBubz through the ongoing sharing of her
personal life, as well aker thoughts and opinions on topics such as love, friendship or
career. According to my findings, her gtvased vlogarewhatguaranteg¢hat people keep

on tuning in The performedstatistical overview of her channel figures further confirms
this. My analysisshowed thawlogs led to more subscriptions amdore shareshan did
tutorials. If one takes, for instandeer 20 most commented videos only four of them are

tutorials and the rest are viogsill expand on these figures in the next section.

In terms of engagement with the channel, we can identify two types of viexssual
viewers and loyal subscribers (see alsoBurges, 2012) Despite being watched and
commented oMy her regular followers, | argue that tutorials best reflect and foster a type
of audience that | denominatescasual viewers, who first get to know Bubz through these

11



uploads.As conterdcentred upbads, they enjoy high degrees afculation due to their
easy Searchabity’ (boyd, 201). Their specific titles make tutorials easily accessible
through keyword searches and, thus, abvagen to new viewership (Gardkapp 2016).
Although thereareno statistical data availablfeom a qualitative perspectiveiews can be
seenin this caseas generated through keyword search@msexample when looking for a
tutorial on*hair wavesor ‘easy curls(2016)! This is why Isuggesthat tutorials maity
generate attention for her channel, as also confirmed through the amount of views they

receive

On the other hangubscriberseven whennterestedn the content itselfillustrate a highar
level of interest twvardsthe guruherself rather than justhe tutorials Many of Bubz's
followers express through comments that the experience of watching her islogs
entertainingbecausdt can beboth inspirational andun, because of her. Vlogs provide
through their content and structure moments for audience engagement and itdentifica
with Bubz ona personal levelsince they arenot makeuprelated They are not only an
‘emblematicform of YouTube’s participaton’ (Burgess and Greer2009:94), but also
promote the sharing of a certain ‘behitiee scenedife’ (Meyers, 2009 893). Most
importartly, they enable engagement and foster interest by giving viewers acédreseg
connectedo Bubz Like tweets, they act reinforcing social tiddgrwick and boyd, 2010)

and bring forward a sense of spontaneityd@ssor, 2012).

AUDIENCE
Casual Viewer Loyal Subscriber
Promoted by: Tutorials [_] Promoted by: Viogs [_]
Interest: Content-based [} Interest: Guru-based [}

Seen through: Views [ |  Seen through: Subscriptions [}

Figure 1: Audience typology
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According to this, vlogs helgustain that first generated attention and foster channel
subscriptions. Therefore, lconterd thathervlogs turncasual viewersinto loyal subscribers
through emotional connectiomhis distinction between loyal subscribers and random
viewers is important because through it we can see how her content shapes her ties with
viewers.| developed a chart to walise the two main types of viewers that follow Bubz

and how tutorials and vlogs respectivelypht establish these categor{égyure 1)

Variety is the spice of life: from market-oriented to

motivational uploads

As argued earlier, the content of Bubz uploads is influenced by what | term the
‘commercial and ‘community’ spheres(GarciaRapp 2016) The commercial, market
centred sphere consistef YouTube as a businesplatform Tutorials areemblematic
examples of this sphere and of YouTidhéeauty community in general. Through these
quick, easy to follow, and straightforward héavvideos, Bubz strengthens and legitiesis

her position as a renowned beauty guru, highlighting her thematic know-how and creativity.
Tutorials as pedagogicaontentre-frame fideologies of learnirig(Lange, 2014 213)

within the platform andeinforceBubz’s own ‘pedagogical valueas celebrity (Marshall,

2010: 36), providing engagement and the possibility of emulation.

The sphere otommunity is embodied by other beauty gurus, as well as users, followers,
viewers, and fans in their often undefined and changeable ra@eguddthat this sphere is
represented by her vilogs, through which she displays her everyday life with her husband
and dogs in Honglong (GarciaRapp 2016) The sphere is framed by implicit rules and
expectations thaare dynamically constructed and contested by both gurus and users
through videos and comments. In order to expand the latoitent typoloy of viogs and
tutorials 2016), | developed further categorizationeading to four emerging groups that
introduce below. It follows a diagram to help visualise the complete typology and an

overview of the four types of video uploa@sgure 2)
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content- market-
oriented oriented

self-help guides

tutorials reviews

spontaneous fixed structure

not always fixed

fixed structure

purposeful personal intimate

objective :
advice

disclosing

know-how influence opinion

engage viewers inspirational

Figure 2:Content typologyand characteristics

As seen in thdigure, the commercial sphere is made updoptent-oriented videos and
market-oriented videos, while the community sphere is formed bglational and
motivational videos.In the Pbllowing, | characterise each of the four emerged categories

and then offer a description and interpretation of two videos.

What | term1) content-oriented videos are mainly tutorials where Bubz explains a certain
technique or lookThey represent theastmajority of her uploads194 out 0f313 and as |

show laterin the quantitative overview of her channel (Figure 3), they embody her most
watched conteniTheseinclude titles such as ‘Chic Night Look’, ‘Korean Natural Makeup’

or ‘Perfect Spring Hair in Minutes'These demonstrations are simply structured and
straightforward. Most makeuptutorials share the same orgamgs principles and style
throughout YouTube: the introductions and the endings usually repeat the same footage
showcasing the completed lookinlike her viogs,Bubz does not directly address her
viewersbhy talking to the camera, but offeesseparately recordedbice-over explanation of

14



the visual steps she follovis create the loakTutorialsare quick, easy to follow, music
laden instructional vidleos Through these videos, Bubz displays her expertise (community
specific knowhow) by offering creative new looksand strengthens her status as a
renowned beauty guru suggest that it was precisely with this type of upload that she
‘made herselfas abeauty guru. Especially thanks to her creativity and thetyclaf her
explanations (GarciRapp 2016).

The value of tutorials rests in their intrinsic practicahéfits for the community, namely,
achieving a certain lookMoreover,people keep on watching her tutorials even years after
their creation. As mentioned beforeytdrials demonstratean inherentlongdasting
popularity or longevity. This is also argued by Yu, Xie and Scanner (2015), who considered
a sample of 17P00 YouTube videos and found that the Hmwideo category enjoys
longer phases of consumption compared wategories such as news or technology. Their
persistent popularity is explained by the type of content: as well as comedy or
entertainment, instructional videos” appeal does not decrease over time. Centet
makeup tutorials represent the majority of Bubz's uploads and have a central, foureding rol

within YouTube’s beauty community.

The second category of the commercial spheterimed2) market-oriented. These videos
are often structured around a review of a specific prodiinztve found 39 of these videos
within the complete data sample of 313. In these videos, Bu#tkes her role as opinion
leader and audience influencer more expligite uploadsproduct reviews and hoto
videos showcasingpecific cosmeticsThese videos, resembliigfomercials are carefully

edited and includen-screen textvith relevant product details.

Additionally, also under this categorBubz creates contentocusing on her favourite
products of the month. Thd-avs of the monthvideo category is very popular among
beauty gurus and it is particularly through these videos that they most noticeabfgst
commercial connections with cosmetics manufacturdre. promoted produs are usually

new cosmetics made hyell-known brandghat are candidly intrduced to the viewers

15



underlinedby their many advantages. Besides regularly displaying special, dedicated looks
acheved with the chosen cosmeti¢tilored How-To videos), Bubz also organiss
contests, giveaways, and preseftitauls’ that include several products from different
brands. Examples of this video category ‘@asual shopping outfit of the dayMassive
fashion & makeup Korean haalnd ‘November bauty favourites As with her tutorials|

argue that these videos heighten her status as a renowned beauty guru, which idoelevant
her statusas an influential online personBubz ultimately does call editing and filming
videos for YouTube'to worK; furthermore, she acknowledges that it is her-tioie

occupation.

Unlike the videosthat representhe commercial sphere, theploadsthat representhe
community sphere show a high degree of subjectivity, intimacy, and spontaneity.
Through her 3)relational videos —mostly vlogs— Bubz talks heart-to-heart with her
viewers, addressing them as friendsthiese 62 videos, sli#scloses personal information,
shares her everyday activities and motivates users to comimesides having a
‘spontaneous fding-tone of interaction’ (Lange 2014: 90), relational videos can also be
reflective, autobiographical, and advance on life narrative and emotional topcalgee
Lange 2014: 31).

In such relational videos, she builds ties with her subscribers, whabkréo witness her
daily life. She opens up a window for viewers to ‘take part’, making them ‘feel at home’ in
her home, with her dogs Bubby and Chub and her newty husband TimAs Large
(2009) suggests, the content of vlogs is aletays original or interesting for tHarger
public snce it isaimedspecifically atsubscribers. Rerefore, | arguéhatBubz’'s vlogs act

as compelling invitationgo mowve followers evencloser to her. By revealingersonal
information online, these videos attempt to creatéaffiective connection to an audience
(Marshall2010: 37, also Lange 2014). BatHebrities and regular usersxposetheir lives
further in order to gain a following and an audiénddarshal2010:41). As introduced
earlier, | suggest that thesedeos build on and maintain viewers’ attention and intdiest

generated by her tutorials.
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The close and affective connection established between the guru and her viewers is also
evidenced by the content of the commem#hile tutorials reap maiwgl praiseful, short
feedback suclas ‘great tutorial’ or ‘love it, thanksvlogs receive longer, more personal
comments where viewers disclosigat they have followed her uploads fpears or
consider kr a role model. Some evennfess to wishing she was her friend in “real life”

and having pictures of Bubz hanging in their rooms. Many viewers also disclose their own
life stories in response to Bubz’'s enooial viogs. They express that thegntify with her

and thank her for being open and honBsthz acknowledges and shows her appreciation

for the support she receives — especially during difficult times such as family or work-

related issues she trusts her viewers with. She has the role of an admiredvireend

supports them, o also shows herself vulnerable and needs their support.

Bubz also uploads seffelp and advice videos on topics such as love, career, or
relationshipsthat | denominate4) motivational uploads. These videos are very different
from her contenbasedtutorials since she addresses her audience directly and expresses
more subjective viewgather thammerely demonstratingteps to be followetb achieve a
look. This, of coursealso contributeto her status within the platform and ultimately to her
positioningfor advertisers. Here, similéo her relational uploads and vlogs, she is involved
and open with her viewershighe askgjuestions to the camera and acknowledgers
viewersas if shewastalking to a close friend. However, timese videos she doestishow
much, because slsés in front of thecamerausuallyin her living room These uploads are
focused on giving advice and sharing her thoughts on life issues and various topics like
jealousy, friendship and relationships. Some of the videos Swerets of truly happy
people; ‘Getting over breakips’, ‘How to get a guy to like you'Being confiderit, or
‘Dealing with negative people 101"

Like relational uploads, these videlead to the highestimount of shares, comments and
subscriptionseven though her tutorials arendisputedlyher most watched video3he
following table (Table 1) presentthe average amount of views, likes, comments,
subscriptions and sharts the four video categories.
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Average Amount Market- Content- Relational Motivational

oriented oriented

Views 457.416 1.219.732 1.066.752 815.166
Comments 3.006 3.273 5.122 5.431
Likes 4.086 11.481 16.521 14.394
Subscriptions 347 1.902 4.490 1.975
Shares 228 205 347 516

Table 1 Quantitative overview of her channel figures by video category

Her motivational videosonstituteonly 18 of the total of 313 uploads considered, ke,

her relational videos, functiorifectively as affective mechanisms for engagement. As seen
in the table, thegomesecond tdher relational viogs in amount etibscriptions and likes,

but achieveeven more shares and comments. This can be due to their combination of the
best attributes foboth her relational and conteotiented videos. Motivational videos
combine feelings of closeness and trust establisheith wBubz, along with
recommendations of high reflexive and practical value. The links to sedfdeelp guides

are widely shared blger viewerswith an average of 516 shanesr video,demonstrating

an implicit socialvalue and relevancdor viewers’ personal developmenMany times,
viewers thank her for helping thenbetter themselvésthrough her tips regarding

relationships, time management or career.
Bubz, you are one of the most inspirational people. Be confident in who you
are, you re worth so much more than a copy. Thanks Bubz for teaching me

to be more positive and confident.

To summarize, e two categories oliploads making upthe ‘community sphere
demongtate Bubz’'s ability to engage viewers and ttivem into subscribers. Nowadays, in
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order to achieve the mudoughtsustained attention on social media platforms, one needs
aloyal audience, and for this, gurus need to bond and interact (Marshall, 2010; Marwick
2013a; Marwick and boyd 2011). AAaym points out, selflisclosure is one of the most
powerful communication practicdbat brings people together (201028). Thefocus on

the specific knowhow of her‘community of interest(Lange, 201416) is brought to a
secondary position during vlogs. Adth relational uploads, theiewers’ interest liesin
Bubz as a person and is sustained over time through mundane and Begniiagfootage

of her life (GarciaRapp 2016).

A market-oriented video: ‘Products I'm loving’

As an example of the categorydenominate markeatriented we can consider the video
‘Products I'm loving: May + Vidcomthat achieveanore than half a million views. In this
video from 2010, Bubzresented her four favourite products of the month —a MAC
powder, a blush, a Revlonuadation and a mascara— emphasising their bestqualities with
phrases usually found in advertisemefRisr instance, she saydn winter this is going to
warm you up, in summer it is going to give you that nice sun kissed bronze pretty .glow...
Nonetheless, she also mentions certain disadvantages such as the hight'prigeite
pricey for a drugstore foundation, but that's because they [Revlon] are catching up and
improving’, butnot without minimising her negative comment by statiitye always
been a big fan of Revlon foundation$his strategyppears teommunicate honesty while

at the same time nbkeing damaging to the brand's reputation.

Similarly, when she presents the products’ name and shade, she reads this oridrorati

the packaging, as a way to indicate spontaneity and ca(ldger 1991: 137) antb confer

an authentic persona. By doiris, the review is not seen as rehearsed and implies
—contrary to regular advertisements— that the importance is centred on the products'
intrinsic qualities and not the brantself (see also Rodrigue¥)12. The message is that
Bubz has beernloving it and wants tdsharé, regardless of the brand. In this wakies

underlires this waythe honesty of the review, since it is shown as basing on her personal
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experience with the produdht the same time, she follovike golden rule of YouTube’s
video community when looking to convey an autherttigstworthy message: she has tried
the product beforehand and was able to test its prepe@ihe talks from experience and
her own personal opinion, keeping a transpafbrdnd engagemeénthat reinforce her

authenticity andthrough itthe trustworthiness of the review.

The video dates from a time when her online popularity as a beauty garjust starting

to expand. On that account, she arguably used the opportunésdioa wide audience to
annaince her upcoming appearance at Vidcon, an online video convention of YouTube
creators and viewer3hrough a selbranding strategy oéncouragindher viewers to stop

by, she addedit’'s going to be a great blasFurthermore, Ise included an oscreentext

as an invitation,come along if you are nearby and meet your favourite YouTybemnd

the event’s website.

A motivational video: ‘Healthy relationships’

Her upload ¥Healthy relationships®’ from 2012 is part of this category that | denominate
motivational. It was watched almost 5000 times and received more than 3,500
commentswas shared more than 400 times and led to 700 subscriptidrey channel

The longlasting apeal of her contdnlies here withher own person, since the content is
not a specific trend or a style but the guru’s own subjective viginslar to the other
categorieshere she also incorporatessnreen text to, for example, make a list of‘thest
ingredients for a healthy couple, such as trust and respect, or relevant quotes. Inehis cas
the recommendationsere:‘be willing to listen, ‘trust if the foundation of a relationshjp

and think before you speak, because your words fuel emotions and they sanachuge

impact in your relationship’.

User comments to this video were positive; they mainly praise and thank Buberfo

helpful advice and share details of their own current relationships. As for instance
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Everytime I'm struggling with my long terboyfriend i come back to this

and i feel better

Great advice and it goes to show that it's what is inside that counts. Hope |
can find someone that cares about me and I can care for the way you and

Tim adore each other :)

Fourteen other viewers liked tifiest comment, which implies agreement and identification
with its content. These comments show how her opinion is highly valued and the way her

affectivebond with viewers is reinforced through these videos.

It is interesting to note thahe includel a sort of disclaimer statinggeforehand that she is

not an expert, but a regular girl offering ‘just’ her opinion and sharing her experiences.

I'm definitely not a love expert but | can share my insight on how we

maintain the positivity imy relation$ip. Share an extra point of view.

This statement aims taminimise possible negative commentoy underlining the
subjectvity of her thoughts. At the same time, by writing this she highlights her status of
‘regular girl, furthering viewes’ identification with someoné€just like us. Online
celebrities, as reality televisiomagicipantsturnedfamous did before them (Holmes, 2004),
reinforce and makesven moreliteral the longlasting debate of (cinema) celebrities
embodying ordinary and &=-ordinary values and subject positions (e.g. Dyer, 1998, 1991,
Gamson 1994) because fanmereasinglyturns into somethingachievable by anyone

through the performance of “being ordinary” (Usher, 2015: 312).

The example of Bubz statemenbrings foward two important considerations: firste
see how relevant it ior internet celebritiego rely on‘ordinariness’ Ellcessor 2012;
Holmes 2004; Kanai 2019Meyers, 2009 Smith, 2014 in orderto make up for self
commodification’(Smith, 2014: 257)This way, ler personal and everyday vlogsframe
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her daily as an ordinary gjrévenafter the fame she amassed through her tutorials. Second,
it makes evident howespecially on YouTube, the production of online content highlights
for viewers a certainperformative agency we all could egséddopt or enlist ourselves’
(261).

Conclusions

This article discussessome ofmy findings in view of their connection with relevant
literature and the implications foonline popularity development when situated in
YouTube’s highly dynamic and competitiveecology Standing out in the volatile
environment of rapidly changing trends, epeesent viral videos, and memes does not
happen by luckl partedfrom the notion that metrics aticks, views, subscriptions, Sies,

and comments have the power of acting erformativé markers (Burgess and Green,
2009: 41) This emphasiseshe role of views and subscriptions as valuable and much

soughtafter popularity markers.

| consider YouTube as a commercially orientedaoicastplatform with the aim of
generating economic value from uploaded content (see also Burgess, 2012). Attention on
YouTube is rooted on sustained online populatifyanks to an evegrowing, but most
importantly, loyal and engaged audience. Heredessitherelevanceof subscribers as a
valuable commodity: they represent the building blocksusfained audience attention,
which subsequently equals social and economic valugis case, economic valspeaks

to Bubz's status as renowned beauty guru with an influential pasiiensocial valueis
established througher image within the community as a trusttty, open guru providing

rich contert and also entertainment (Garé&tapp 2016).

| developherea basic content typody of two initial themes introduced elsewhe?2®16)
into four distinctive categories of videos: markeiented, conterbriented, relational, and
motivational to explain how her content promadeher visibility as an informational

(knowledgebased) and relational (connectibased) content createkdditionally, | bring
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forward a categorization of two types of audienegasual viewers andloyal subscribers—
fostered and sustained by her different types of videos. My findinggest that the
performance of selpresentation and sedfxpression, coordinated through ongoing content
managemenand strong community ties, kgy in the creation of a loAgsting supporting
audience andbyal fans According to the emergetypology, her marketriented uploads
(mainly product reviews) as well as her corteniénted videos (mainly tutorials) display
an advertisefriendly and a ‘safdor-work’ (Marwick 2013a 5) persona. These uploads

legitimise heras a knowledgeable guru (Garélapp, 2016).

Through their tutorialswe can see thdbeauty gurus are quite literal and paradigmatic
examples of the blending of the spés of media and education asstitutionalized forms

of selfrealization (Hartley, 1999: 7). When showing and comicating turns into
explaining and demonstrating, performance and pedagogy work together ¢tBp%o
create a ‘teaching of sefiood’ (1999:42). While teaching new makeup styles, Bubz also
embodies practical, social asgimbolic value for her audiencianks to the quite literal
pedagogal value of her tutorials asocally encoded forms of knowledgé.ange, 2014
192); as well athe inherent aybolic power of celebrities apedagogical tool§Marshall,
2010:42) in the active rearking and updatig of audiences identities Kolmes, 2004;
Marshall, 2006, 2010, 2014; Thompson, 1995).

Vlogs, on the other hand, are gurasel uploads that renethe already established interest
through regular glimpses intBubz's private life She gains recognition through her
informational tutorials but achieves the strongest senaffexftive connection through her
vlogs, which nobnly sustain and renew vieweligterest but &o resignify her condition
of ‘ordinary’. By doing this, vlogs anfirm and legitimate @yer, 1998;Tolson, 201) her
subject position as a renowned personality, a YouTube celebrity.

From a use ard gratifications perspective, the success of this extremely popular YouTube

channel shows us the relevandaiploading frequently angrovidingvaried programming
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that offers acombination of informationakcommunityspecific content as well geersonal,
creatorcentred vlogs to sustain vievgemterest and engagement.
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