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An Analysis of the Relationship Between Personal Color Analysis

and the Construction of Personal Image in South Korea
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Fndrud Auudnanlainmieneiinudduyanailadawansenuii gaonwanvaldiuuanawinty 1nds

Juesesdlefiddvsnasegaannssuuaz Sausssunsusiaaveunivilfegnsniiensdnsig
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Abstract

This article aims to investigate the relationship between personal color analysis and the
construction of personal image in South Korea. Specifically, it explores how personal color analysis
correlates with personal image creation and examines the influence of this concept within the South Korean
context. Employing qualitative research methodology based on documentary analysis, the researcher
analyzes and discusses findings through relevant theories and concepts, including personal image, personal
color analysis, color psychology, beauty standards, and related studies, ensuring alignment with the research

objectives.
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The findings indicate that personal color analysis significantly influences personal image
construction in South Korea, reflecting cultural values, traditions, and historical beauty standards. Initial
perceptions of personal image directly impact social interactions and life opportunities. The beauty and
fashion industries have effectively incorporated personal color analysis into product development and
marketing strategies to attract consumers. Simultaneously, individuals utilize this analysis for personal
branding to enhance confidence and achieve desired self-presentation in both professional and private
contexts. Thus, personal color analysis not only shapes individual image perception but also broadly

impacts South Korea's consumer culture and industry practices.
Keywords: Personal Color Analysis, the Construction of Personal Image, Relationship
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mnudsmisnaaduaiianusiule nsfaisueusiasyana uagn1sanid sdvudiiaaveuninuaslaves
yadnam uwAnisnaedusuamdildueuaulafunntulugaideulinnuddyfunisuansoandsdn
dnualduyana Tnsamgluuduniinmdnuainisuennaneifudiunilweanisussiuanamisdn
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uiidunedsnngluidenssuandnuas Tausssu dwalfnindnualaneusnnaieduisiigeulfauddy
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2. WnAnuangueItunTiassiinuddiuyana
nsBAsIERmuddiuyana Aenszuiunsiiasginguaiieduminudnmunsaunaadmsuusasyana

Tngannsafinsanlanndunesinuresin (Undertone) dm uazdny visil @nvisngavanansativdaasalviuana

=

alaaidu anla wazaSuaenndnualif lnginseslonfesldlunsiasieyt laun drmud (Color Draping) &
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Y

ANAIN WazANNBNFeNE I NaLNauiieTaduiudasnuddsaten s e syanasgsls (Waianl 73
andfuni, 2565) Geseunldfinisdnszuunmsiinngidediadususssuludnvuzyosni ssuunauggnia us
oonidu 4 ngumdn léuA Spring, Summer, Autumn uaz Winter lnsusiazqgazilypuedlyudiassiousisualuas
yrdnn NIz Wy Anvanlauariitindinvesdlungu Spring vieanuddniduazguinvesdlungy Winter
feanunsnaziioudsdnuarneusnuazanuiiniiyanatudoasoonunldediediusydnsnm fedainsunnuaus
panidu 12 Inudas Lﬁal,ﬁmmmLLnjusj’ﬂumnﬁaﬂi%?ﬂﬁaama”mﬁ‘ummLLmﬂsmLawwqﬂﬂawm%u (Caysill,
1980)

3. wqwﬁ%m?wmﬁmﬁ’uﬁ (Color Psychology)
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Wy @ty @30 wasiae dndefnnnuasy Anuiiuns wazaudounaie (MANIIRINeT uasnsel
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1911398188, 2018) WBNINT SLAUANNEING AU karANUBNAIvRIddEdINann Nanwallag SN WU Foau
Tnuidnsoulounanfuiing Aduaiuniwidndunauasninuiy vauridanaunsafagaanuaulawaslvings
drudmiutnliussomafiasuwazgnin nisidenlddesnamnzaniaiuesdusznevddglunisdoasnimdnual
Y83yAAa L1319glUAIUNITUAINIE N1TBNKUVANINKIAGEY Y3ON1TUNAUDRUTUAAIUGT BaunsowEsuaia
anudiule waztaslinwdnwaliusingasandesiuunuimviennuidniidesnisdoaslde ersliuszansam
(Wright, 2003)
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\igsazviousadonvosdsnn widsdwalnonsaonginssuuaznisiuvosyanadenmdnualvosm uosuazidu
(Isueuiin angu, 2566) mi%ﬁmﬁ’umﬁaumwmmﬁé’ﬂﬂuﬁmuﬂﬁﬂﬁﬂﬂémﬂﬁm?qﬁﬁamf’1 “EANTNLAWINNAIY
0 Famneflonanienauselovifyanaldfuanmsinmdnualnsmamasgiuanueaiuiseniulu
demn lidagluduanuduiusnisdiay nmslasuanuaula nisseusulvauddentanaasugianazendn Tu
vanensdl ndnuaimeuennaneifutiafeddylunsussduyanaidowy Tendmaronnuannsalunisaia
w3eT1e mnindetie wemsdminensuiszan Tnsangluuiuniinmdnuaifiunuimddey Wy 2ens
doensinavu g3fauins vieuwihseidunaaussnuily (U3nsivnnig, 2023)

Tumsfinwidoites “nmsAnweuduiussninnmsiesgilnudduyaeatunmsaanmdnualyaaa
Tudszmannald” ideldsununuidesa § Mierdestunisdnmvesfiseifiondinu uazSouiisuany
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sniAfevesyaninn ASadui (2565) Fiduinieyneadenfafiaonndesiulnudinvesnuiesay
annsavulTnndneaineuenliegaiusedniain uaziinauiawelalugUdnualvesnuesnnnitnisidend
MuANNYEUVTONTTLALITY

Tusausfi Myung Sook Han (2002) lednwnienfuiladeiifinasensdenlddlusudunuuaznisunsmin
Semuingiidendfivmngaunundnnisues mylneiinuddiuyaaa dndnfianelauasinnudulamnniuluns
WAR90BNNINNEN YA

u8n9IN# Hyun Jeong Oh (2006) tsfnwAnuiBeslessewinemialunsuslaafunsasrsnmdnual
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usnanuvasdeyaainIMsud §idedadenliteyaanaauiflevuunantosy YouTube dslé3unisiansan
wErindmnuindefieuarannsathunlivszneumsiengilulsuiuiieadestuideidsliaonse Tnoadud
thuldnandesvesflimuinyisuadstimudemganzms wazansiensnsiminssuavdniweunsriiu
Fomnseenilila duvaseyadinaniinnumnzausonisiunlduszneunisine idesananunsaidenleiu
wAMdNYeINTITY uarteaulrmanneiliAdwfuRfaenndosiuuiunate
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Wil nsAnunadildssdouitvesmsisieiidem (Content Analysis) Lagn1s3LASIEYidAUN (Textual
Analysis) iRgafuarudiiusseninmslinngilnudaiuyana funsasanindnuaiyaaalusemenmald

1. madneiden §ievnsnuruesinmgideyaainenars Uil uasuvastoyafifsides
iofnwianuidesloansiinseilnudduyana funsadrenmdnvailuuiunvesdsaunivald lngfiarsan
noui] wuaAe uazfeguiiAeadesiiazioulifuiauiummistausssy Aoy uazannsguamiAedos
Suanilugarudlafiugruieafuunumeesdluntsdaaiuamdnuaiuaznisdearsiaurasyanaludsey
WnmaT ey
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2. deyaiiduunliniinseinudonleassninsmsiinseilnuddiuyana funisadanmdnual
yana Tnefnurindfumnzaudmaroyadnam anuiula waslonianisdeauoendls ndeuiadonlostuuiunves
Jussan Adey wazanmsgiuauaulunmald Weasfouunuinvesdlunsdearsinuliaenadosiuaiiu
ANANTINIHIAL uaﬂmﬂﬁé’u%u’?lmwaﬁﬁw%wamaaLLmﬁmﬁluqmammsumwmm wilu uagnsadianusud

g (Personal Branding) InsassneazidunlndnaulunsasUsviiu
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1. anuduiusszudrmsiienzilnuddiuyanatunisaiismwanealyana
waAnssumsguanménvaivesauludsauagiuduesduszneuiididglumsuanifemnuansnsalunis
wieiu uaridaldsuanuailannniu nsldlaludesnmanvaliinansenuddaseanminlowaznssiduiinly
&P Fomnennuinnisguanmdnualogsioidesiliyanaidnnelaluaueauasivimunfiduinlunisindei
fau Tneldsunsueslundinndsa SedmauindensliTinludny lugadagiungAnssumaniléuns wdndu
nnmswaumaluladuazgnavnssudedivaslannsauanioonisanufusautazaumainnans uayld

vewlufaneuniu ngldsdnfisudnguenglnergniaviitu Tnofaulfiedostio 1wy defh, idesusedy,
vaemsust Wleenenennmdnvelfiauazuansmnudusiau fuilouraredussneumaniinsususge
winzauzAnnadnsinlunsadenindneal FsnslduunAnnnsadienin (Image Making) wazn1sinsnzilnud
duyana WudwdAlunszuiumsaiauazquanindnuaiduyanaludagiu madendfimnzauiusieuas
ﬂwm%aavl,méﬁmﬁaﬁ’uqﬂﬁﬂ%ﬁzhaiﬁuﬂﬂaﬁmmﬁu%LLaziﬁ%’umiﬂimﬁuiuudmﬂmﬂé’aﬂm (Shin, S & Kim, E,

2023)
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v aaa

Tulsywmainmals nanwalnmeuendutlhdeddaniidninanelonawazainudnsaluiin (Patrica M,
2015) liitazfudhunsvien nsddsay vieusluiruduiusaui Ssnnuddyuesnmdnualdasouls
WiusugaamnssuasLaswiduiiduTnegwsellos InslanzunAniEesnmsiesgilnuddiuyana daldsu
ArufouisduluradlifAtfii Tuuiunseanwald mstemeiindduyaealildifudouumdunndond
orivdeintasdroraifionuaisnuiity widndoulostungud Self-Presentation wionsrurunstiiaue
AndnualvawmueslidenndofuanIuNITavedIng Nuves Erving Goffman (1959) lalUssuiisuinuywd
Wuialou “dnuans” Adesuuivasuumumvesmuestiivnzauiugaunasuduniiunansteiu Tudanunmails
anuddyfunudseiulawsnnuasnsididsauegnaduszuu msleseilndduyaraisnanadundosile
ddniineliyanaaunsnainrunaundussninanmdnualaeueniuunuimsdsnsldegaiusyansam

a

wwaRaiguNITInITinuddiuuanaazviouliiuisnnudfguesnwdnvalneueniudruniva

e

16 Fadlorwrzdnasly aznuindausssy Adey wazaaspruanuauvesderudiudutladefivaenasuuuifni
wazdldvisnalaunseian1sudn Personal Color Analysis anltludinusedriuveau
1.1 Jausssu

Uszineanwalidudiauuuunguiion (Collectivism) alianudfgyiuannunaundunisdsay
wwRaes “mA| (ud)” FanefrnuanunsaluniseiuaaiunmsaluasUiudilimunzauiuudunnedsnudu
AainaeviaeungAnssuvesrunvalaemaly (Kim & Markus, 1999) & X[ Wudiuniisvesiuusssuiaunivinn

auldsunisugnilandausiiin lnsdeaunsnudnnisves =Xl lvegludinusedriuvennnglisnsainnisaeu
Ml iy liansyih$eddu viiereudunuunlsuedenewudiesinit dansaniduniwinmingn
-] Y o =1 |_x|” == v qu a1 A o v o
7 “pSwilwasnsiiidmuvesausnge =X visnfeauswedilminiulunsasiidnuiugdu (alvwa tns
una, 2024)
a A a I3 a Y I_X o &, a i o '
wIAnseIMsIAsilnuddiuynana waviwusssy A wlaggluuwiAnfiuansiaiu ue
awnsateuloaiurung ef UfduiusiBedydnvaluos George Herbert Mead (1934) Fadutladoddgylunisadis
nmdnvallarAuduiusndiny mylessilnudduyanaifumansivigliuaeadilaitnudlamnzauiv
ANUUENINEATNYBINY LY AR 801 wardny Tedllnadenmanualiaranuuseyivlausnny (Lim & Kim, 2012)
In831891491N@15ARYEY MBC Nd1533A1uAniuvesdiayaraluus¥nuuinlg wui 86% vegnau
wuudeunueusuhaulseivlausnidvisnasenisdndulauntinau wenanil 73% vesineuiuuasunINgs

=

gausuin mnwaslirzwuuduntvalanauiiaaainainulserivlansnilld (A= 7], 2009) Favinldaiu

a 1

UszrivlausnnaneiduinIaaiioniidninasgaunnlunisimvuaiianisweanisiiujduiusludenuinma Tuvausy

=X W Dunwifansdeauiieidesiuauaiuisaluniseiuaniunisal A1aLAIANAIARIITeINdY Las
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