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Abstract: Surgeons involved in plastic surgery may utilize social media avenues as a tool to reach out to
their online audience and attract more potential consumers of their services. The purpose of this study is
to explore the plastic surgery online presence with the main focus being on exploring the frequency of
exposure to plastic surgery ads and the responses from the audiences. A quantitative cross-sectional
design was adopted with the surveysdistributed through TikTok and Snapchat being used to distribute
the surveys to the targeted audience. A total of 850 participants were recruited for the study. The study
findings showed that the exposure to plastic surgery ads was 100% with most of the participants
encountering the ads more than ten times in a day. Also, most of the participants responded positively
by clicking the ads, saving for later, seeking further information, or planning for plastic surgery. The
study concluded that social media provides a good platform for plastic surgeons to market their
products and reach more audiences. However, further research should be conducted to explore how
companies and clinics should utilize social media channels to improve visibility and reach a wider
audience.
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1. Introduction

Social media continues to impact marketing because of the many advantages it offers in terms of
helping companies reach their targeted consumers. According to Shauly et al., the inordinate amount of
time people spend on social media has paved way for the companies to adapt their business models and
benefit from the interconnective nature of social media [17]. Surgeons involved in plastic surgery may
utilize social media avenues as a tool to reach out to their online audience and attract more potential
consumers of their services. The most commonly used social media platforms for marketing include
Facebook, Instagram, LinkedIn, and Pinterest among others [27. In particular, Instagram has
revolutionized the interconnection in society with the platform having more than 1.4 billion users. As of
2022, more than 200 million companies had Instagram profiles actively interacted with the public, and
displayed various products and services they ofter [37. Also, Peterson reported that the impact of social
media on plastic surgery procedures and demands has been significant with TikTok and Instagram
ranked among the most powerful tools used to promote the procedure [47].

Tremendous changes have been recorded in the marketing landscape. Social media platforms serve
as communication, entertainment, education, and lifestyle promotion platforms. Traditionally, beauty
adverts were mainly made through television shows and commercial adverts; however, currently, most
of the adverts are done through social media and media influencers [57. Similarly, Al-Saiari and
Bakarman argued that plastic surgery advertisements have been promoted through social media
platforms with most of the posts emphasizing the minimally invasive procedures involved in the surgery
[67. The American Society for Plastic Surgery reports an increase in the number of plastic surgeries
performed and this is because of the increasing popularity of the procedure following widespread
advertisements on social media.
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Plastic surgery has established itself as a rapidly growing industry. The American Society for
Plastic Surgery reports more than 15.5 million plastic procedures performed in 2020 alone [77]. In
addition, Americans tend to research online about the potential procedure they could perform before
making the decision [ 3,77]. Therefore, social media platforms serve as important tools that influence the
decision to undergo plastic surgery or not. In a study conducted among patients who underwent
rhinoplasty, Obeid, Faisal, et al. reported that social media usage influences appearance-altering
practices including plastic surgery because the users are motivated by the desire to improve their
appearance [ 87]. On the other hand, social media could also alter the self-esteem of the users especially
when they realize that their appearance does not idealize the desirable beauty and this could also be a
motivating factor for plastic surgery [8,97]. Viewing women who have undergone plastic surgery
enhancement is most likely to influence young women to undergo plastic surgery. Such data show that
the surgeons involved in having many people undergoing the procedure can utilize social media
platforms and celebrity marketing [10, 117].

Despite the existing studies exploring the influence of social media exposure on the decision to
undergo plastic surgery; there is no empirical evidence on this topic on the impact of the frequency of
soclal media ad exposure on plastic surgery. The current study will seek to determine how responsive
soclal media are likely to be on plastic surgery following exposure to plastic surgery adverts on social
media platforms. The presence of plastic surgery online has been explored widely. Thawanyarat et al.
explored content engagement among plastic surgeons on Instagram 12, 137]. The study focused on the
role of social media in promoting plastic surgery from the patient's perspective. Patients tend to view
photos from social media platforms including Facebook before and after the surgery. In addition, they
can easily navigate through social media using hashtags as a means to obtain specific information about
plastic surgery and this allows them to obtain the information they need [137. In another study,
Economides et al. explored the plastic surgeon's perception of the use of social media. The study
contributed to the understanding of the aesthetic surgeon's perception of using social media platforms to
create awareness about the services they offer [137. The current study takes a different approach by
determining the impact of the frequency of social media users' exposure to plastic surgery ads and how
they responded to the ads.

This study aimed to bridge the gap by focusing specifically on determining the response of social
media users to plastic surgery ads. The study aimed at addressing two research questions: (a) to identify
the frequency of social media users exposed to plastic surgery ads and (b) how responsive are social
media users who are exposed to plastic surgery ads.

2. Literature Review
2.1. Plastic Surgery Social Media Posting

Social media posts about plastic accounts are mainly posted by the public at 70.6% compared to 6.0%
by plastic surgeons. Also, 5.4% of the tweets contained the hashtag#plasticsurgery; though, almost half
of the posts were by plastic surgeons [137]. The use of social media continues to grow as many people
use the internet to obtain information including medicine and plastic surgery [(147]. Plastic surgeons are
known to be creative and adaptable to new techniques and emerging technologies that are advantageous
in the current highly competitive market. On the other hand, even if the surgeons refrain from posting
images on social media platforms, the pictures may still find themselves on the internet through patient-
generated reviews [[147]. However, Naftali et al. recognize that the information shared on social media
platforms may sometimes be inaccurate and misleading [157]. Most of the media platforms containing
information about breast augmentation tend to be false or misleading [157. The use of social media to
advertise plastic surgery procedures has become a normal phenomenon in the current era [157;
however, concerns have been raised on the authenticity of the shared information and this also indicates
the need to determine how the recipients of the information respond to the ads.

In another study, Mess et al. explored the trends in the posting of plastic surgery on social media.
In a study involving 774 patients, the reports showed that Facebook and YouTube were the most
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commonly utilized social media platforms in 2018 [ 167. Furthermore, the patients were most interested
in the pasts of contests where they would win free treatment, or plastic surgery products. Selecting the
right platforms to obtain information is critical for the prospective targets of plastic surgery [167]. On
the contrary, while the use of social media in promoting plastic surgery activities has grown, Eldaly and
Mashaly believed that the link between plastic surgery and social media was complex. Importantly,
surgeons are becoming more concerned about the ethical and professional impacts of the interaction
between social media users and the plastic surgery photos posted [177]. In another perspective, Gupta et
al. focused on the sponsorship of plastic surgery adverts on social media. In a systematic review focusing
on the studies published in MEDLINE, the study found the need to use social media platforms to ofter
credible and authentic information to users so that they can make appropriate health decisions [187].

2.2. Plastic Surgery Ads on Social Media

Businesses use social media to communicate information about the products offered. Plastic
surgeons are not exceptions in the use of social media to advertise their products. According to Wheeler
et al., most plastic surgeons promote their products through social media [197]. The intention of the
advertisement is to have as many people as possible seek and consume the services of a given surgeon.
Social media platforms are used in advertising plastic surgery because patients can access social media
sites including YouTube, Facebook, and Twitter, and also, use the platforms to acquire more exposure
and understanding of aesthetic surgery [18,19, 207. The advertising is meant to attract more clients;
however, there are cases where the adverts have been associated with dangerous and unrealistic
expectations. Social media platforms are specifically important because they allow patients to chronicle
their experiences, seek support, learn more about plastic surgery procedures as well as evaluate the
providers. The amount of content posted on social media platforms may sometimes be voluminous and
such may affect the ability of the patients to obtain targeted information that suits their needs.

2.3. Response of Social Media Users to Plastic Surgery Ads

The response of social media users or patients to plastic surgery ads matters a lot to surgeons. The
essence of advertising plastic surgery services is to attract more consumers to their services. Klietz et al.
explored the perspectives of the patients the plastic surgery advertisements on social media and
reported that posts involving diseases and aesthetic interventions reported the highest response rates
[217. The study also recognized the importance of plastic surgeons using social media platforms to
inform and educate their patients as this will increase the interest of the patient's viewers to visit the
posts and take action. Also, Klietz et al. showed that plastic surgeons post private posts not only to
convert the visitors into patients but also to create awareness about the doctors and their work.
Whenever a follower on social media are considering undergoing a plastic surgery procedure, they are
most likely to unconsciously link the procedure to the doctor they saw on social media platforms [217].
The study provided significant insights into the intention of online visitors on the plastic surgery
adverts on social media platforms but failed to highlight the specific responses that the visitors provided
on the posts. Besides, the study recognized that a successful advertisement ought to influence specific
reactions and responses from the viewers. Personalizing the adverts may have more impact in terms of
drawing the attention of social media users to respond to the adverts. Also, most of the studies have
analyzed the impact of social media adverts on plastic surgery on the attitudes and intention to undergo
the procedure [22, 237]. Hermans et al. explored the relationship between the frequency of Instagram
posting and the intention to undergo a plastic surgery procedure [247].

The current study hypothesizes that the frequency of exposure to plastic surgery adverts would
consistently reflect the response rates from social media users. There are currently limited empirical
findings outlining the implications of the frequency of exposure to plastic surgery adverts on the
Snapchat and TikTok platforms and their responses to the adverts.
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2.4. Hypothetical Framework

This study aimed to explore the frequency of exposure to plastic surgery ads on social media and
the responses from online users on Snapchat and TikTok. Based on the proposed research question and
the existing literature on this research topic, the study was guided by the following hypothetical model.

Perceived authenticity

Plastic surgery ads Usefulness Responses to Ads

Click the ads

frequency Education
Save the ads

Figure 1.

The proposed model shows that the perceived usefulness of the plastic surgery ads influenced the
responses from Snapchat and TikTok users. Itis argued that social media users rely on the information
they obtain from the social media platform to inform their decisions to undergo the surgical procedure.
Therefore, having more trust in the information they obtain from the social media platforms, they are
likely to click on the ads and save them for future reference. Also, the users will most likely visit the ads
because they want to learn more about plastic surgery procedures and get reviews about the surgeons
performing the procedures. In determining the impacts of the frequency of social media use and the
responses from the users, extensive empirical research is required to validate whether the impact
perceived relationship indicated in the hypothetical model.

3. Methodology
3.1. Research Design

This study adopted the quantitative cross-sectional design to explore the plastic surgery ads
presence online. In this study, the frequency of social media users being exposed to plastic surgery ads
was the independent variable, and their response to the ads was the dependent variable. We employed a
survey research design in collecting numerical data considering that this was a quantitative study. The
use of a survey administered through Snapchat and TikTok was preferred because it is a simple and
cost-effective method of recruiting the target participants.

3.2. Research Participants

In exploring the impact of the frequency of exposure to plastic surgery ads on social media on the
user’s response, we use the social media users on Snapchat and TikTok. In terms of demographic
characteristics, the participants mainly constituted the youth aged between 20 and 35 years. The
snowballing sampling method was selected considering that the sample frame was not specifically
identified and this method would help in identifying the appropriate sample for the study. Although the
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sampling method could result in bias in the data collected, its selection was based on the suitability to
identify the Snapchat and TikTok users who would participate in the study on a voluntary basis.

3.8. Data Collection and Measurement

The data were collected using surveys administered to the participants through TikTok and
Snapchat. The surveys captured two questions including the one exploring the frequency of the social
media users were exposed to plastic surgery ads and their responses. Under the frequency of exposure
to social media ads featuring plastic surgery, the participants were to indicate how many times they had
seen plastic surgery ads appearing on social media, indicate whether they followed any accounts
referring to plastic surgery and whether they watched the ads that appear to them when using social
media. In terms of the response to the social media ads, the participants were expected to indicate
whether they clicked to read and see the content, saved it for later, shared it with friends and relatives,
ended their explanation about plastic surgery, or applied for plastic surgery.

3.4. Data Analysis

The data obtained were statistically analyzed to determine whether the frequency of exposure to the
plastic surgery ads impacted the responses to the ads. A comparative analysis was conducted to
determine the relationship between the frequency of exposure to the ads, having an account following
plastic surgery, clicking and watching the ads, and the response following the exposure to the ads.

4. Results

This study describes the plastic surgery presence online by determining the frequency of the
exposure to plastic surgery ads and the response from the viewers. The following table summarizes the
frequency and the responses given by the various participants in the study.

Number of times the participants were exposed to plastic
surgery ads
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Figure 2.

Number of times the participants were exposed to plastic surgery ads.
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Following any account referring to plastic surgery
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Figure 3.

Following and account referring to plastic surgery.

Participants who watched ads
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Figure 4.
The summary of the participants who watched the plastic surgery ads.
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Reactions to plastic surgery ads
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Figure 5.

The reactions of the participants to the plastic surgery ads.

A total of 850 participants were recruited for the study. After data cleaning, a total of n=80
participants were eliminated thus leaving data for n=770 participants that were analyzed. Out of the
n=770 participants, about n=680 of them reported having been exposed to the ad more than 10 times a
day. Only n=30 participants were exposed to the plastic surgery ads 2-6 times a day with n=60 being
exposed 6-10 times a day. All the participants using social media were at one time exposed to plastic
surgery ads. Also, the majority of the participants (n=750) reported having watched the plastic surgery
ads with only n=20 not watching the ads. In terms of whether the participants followed accounts
referring to plastic surgery, the majority of them (n=730) did not follow such accounts. The response
from the participants varied significantly. Some clicked to read and see the ad (n=150), saved the ads for
later (n=220), shared the ads with relatives and friends (n=110), sent the explanation about plastic
surgery (n=130) and applied for plastic surgery (n=160). The findings are consistent with the results
from previous studies that indicated exposure to plastic surgery ads elicited various responses including
the desire to undergo the plastic surgery procedure [12, 15, 217. Therefore, plastic surgeons can take
advantage of the social media platforms to market their products and services and so generate more
income from the increased number of consumers seeking plastic surgery services. Social media is an
ideal platform with higher visibility rates to the plastic surgery contents and could be ideal to
promoting plastic surgery procedures.

5. Discussion

Social media continues to provide an ideal platform for plastic surgeons to promote their products.
The frequency of exposure to plastic surgery ads is critical in influencing positive responses from online
viewers on social media to either seek further information about plastic surgery, seek plastic surgery
services, or even save the ads for future reference. The finding from the study revealed that about 20.7%
of the viewers of the plastic surgery ads on social media would apply for the procedure. Therefore,
companies and individual surgeons are likely to have higher conversion rates when they advertise their
plastic surgery products and procedures online. On the other hand, having an account directly referring
to plastic surgery services did not have an impact on the viewer's responses. The findings are consistent
with the results from Shauly et al. who reported that plastic surgeons can utilize social media to directly
reach potential consumers [247]. Social media provides a critical platform for patient engagement,
learning, peer-to-peer education, and reaching out to the broader public. The study also reported that
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aesthetic posts were most likely to be saved by online viewers while private posts attracted clicks, likes,
and comments. Similarly, Arab et al. found that viewing plastic-surgery-related materials on social
media and spending more hours on the platforms increased the likelihood of considering undergoing
plastic surgery [257]. Consistently, the current study found that most of the participants were exposed
to the ads more than ten times per day and this could have significantly influenced their willingness to
undergo plastic surgery procedures.

The responses to the plastic surgery ads on the social media platforms vary depending on many
factors. The current study was limited to generalizing the reactions or responses of social media users to
the plastic surgery ads; however, Economides et al. indicated that individuals in the beauty or plastic
industry were most likely to respond positively to the plastic surgery ads [267. Due to the high
response rates on the plastic surgery ads presented on social media, plastic surgeons believe that such
platforms provide them with the opportunity to expand their online presence and marketability.
Importantly, social media applications are attracting young audiences.

On the other hand, despite providing an ideal platform for plastic surgeons to market their products,
the platform has also been flagged for ethical concerns. Some scholars have argued that the social media
platform is time-consuming and susceptible to breach of the patient’s privacy [[ 26,27 . In this regard, it
is important to explore the nature of ads posted by plastic surgeons and whether images of the patients
who previously underwent the procedures are included. The case presents a paradox considering that
other patients are likely to be motivated to undergo the procedure on seeing a significant
transformation on another patient who underwent the procedure. According to Economides et al., the
non-plastic surgeons are most likely to post self-promotional materials as opposed to the educational
ones while the plastic surgeons were most likely to post using the plastic surgery-related hashtags [277].
In order to promote positive responses from social media users on plastic surgery ads, the content must
be designed to suit the expectations of the targeted audiences.

6. Conclusion

Finally, the current study explored the plastic surgery presence on social media platforms and this
included an analysis of the frequency at which the social media user is exposed to the plastic surgery ads
and their responses to the ads. The findings in this study hypothetically add to the existing studies by
highlighting the frequency of exposure to plastic surgery ads on social media platforms and the users'
responses. The study also confirms the effectiveness of social media as a tool that plastic surgeons may
use to reach more audiences and have more patients consuming their products and services. On the
other hand, the potential limitation of this study is that it does not comprehensively analyze factors that
influence the response of social media to plastic surgery ads. Such details would be important for the
surgeons who are interested in customizing their ads so that they can attract more potential consumers.
Furthermore, the surveys were not designed to collect data that would be used to estimate the exact
relationship and impacts of the frequency of social media exposure and their response rates. Despite the
few limitations, the current study provides robust insights into the implications of the use of social
media as an appropriate marketing medium for plastic surgeons. It is recommended that the future
scholarly works should be directed to understand the ethical implications of the use of social media to
promote plastic surgery and how they can be addressed to leverage the benefits presented by the
platform as an ideal marketing tool for cometic surgeons. Also, there is need to explore how the plastic
surgeons can design the content to suit the expectations of the targeted audiences.

Acknowledgements:
I acknowledge the inputs of Umm Al-Qura University, Mecca, for offering their database and recourses
to ensuring that this mission is a success.

Edelweiss Applied Science and Technology
ISSN: 2576-8484

Vol. 8, No. 5: 1913-1922, 2024

DOLI: 10.55214/25768484.v815.1923

© 2024 by the author; licensee Learning Gate



1921

Copyright:
© 2024 by the authors. This article is an open access article distributed under the terms and conditions
of the Creative Commons Attribution (CC BY) license (https://creativecommons.org/licenses/by/4.0/).

References

[1]
2]
[s]
&
r6
7]
[8]
[9]
[10]
C11]
[12]

[15]
[14]
[15]
[16]

Shauly, O., Marxen, T., Goel, P., & Gould, D. J. The New Era of Marketing in Plastic Surgery: A Systematic Review
and Algorithm of Social Media and Digital Marketing. Aesthetic surgery journal. Open forum, 5, 0jad024. 2023.
Sheldon P, Bryant K. Instagram: motives for its use and relationship to narcissism and contextual age. Comput Hum
Behav. 2016;58(2):89-97.

Thawanyarat, Kometh, Chandler Hinson, Diego A. Gomez, Mallory Rowley, Yelissa Navarro, Chandler Johnson, and
Chelsea M. Venditto. "# PRS: a study of plastic surgery trends with the rise of Instagram." In Aesthetic Surgery
Journal Open Forum, vol. 5, p. 0jad004. US: Oxford University Press, 2023.

Peterson K, Navigating social media's influence on plastic surgery decisions, 2023.

Al-Saiari AA, Bakarman MA. Experiences and attitude among Saudi female university students towards cosmetic
surgery. J Taibah Univ Med Sci. 2015;10:427—431.

American Society for Plastic Surgery. 2022 ASPS Procedural Statistics Release. 2022.

Rippee, Davis B., H. Todd Hudson, Sami Tarabishy, and Fernando A. Herrera. "Social media marketing of cosmetic
services in the United States: examining gender disparities." Journal of Plastic, Reconstructive & Aesthetic Surgery 15,
no. 8 (2022): 2831-2870.

Obeid, Faisal M., Hatan Mortada, Maha Alsulaiman, and Ghada Faisal AlSwaji. "The use of social media and its
influence on undergoing rhinoplasty." Plastic and Reconstructive Surgery—Global Open 10, no. 6, 2022: e4375.

Aldosari, Badi F., Mohmmed Alkarzae, Reham Almuhaya, Razan Aldhahri, and Hana Alrashid. "Effect of media on
facial plastic surgery in Saudi Arabia." Cureus 11, no. 11, 2019.

Walker CE, Krumhuber EG, Dayan S, Furnham A. Effects of social media use on desire for cosmetic surgery among
young women. Current psychology. 2021 Jul;40:3355-64.

Sorice SC, Li AY, Gilstrap J, Canales FL, Furnas HJ. Social media and the plastic surgery patient. Plast Reconstr Surg.
2017;140(5):1047-1056.

Thawanyarat K, Hinson C, Gomez DA, Rowley MA, Navarro Y, Venditto CM. Content and engagement among
plastic surgeons on Instagram. InAesthetic Surgery Journal Open Forum 2023 (Vol. 5, p. 0jac096). US: Oxford
University Press.

Ades, A. S. (2024). The Impact of social media on women’s interest in plastic surgery. Journal of Southwest Jiaotong
University, 59(2).

Branford OA, Kamali P, Rohrich RJ, Song DH, Mallucci P, Liu DZ, Lang D, Sun K, Stubican M, Lin SJ. #
PlasticSurgery. Plastic and reconstructive surgery. 2016 Dec 1;138(6):1354-65.

Naftali YB, Duek OS, Rafaeli S, Ullmann Y. Plastic surgery faces the web: analysis of the popular social media for
plastic surgeons. Plastic and Reconstructive Surgery—Global Open. 2018 Dec 1;6(12):e1958.

Mess SA, Bharti G, Newcott B, Chaftfin AE, Van Natta BW, Momeni R, Swanson S. To post or not to post: plastic
surgery practice marketing, websites, and social media?. Plastic and Reconstructive Surgery—Global Open. 2019 Jul
1;7(7):e2831.

Eldaly AS, Mashaly SM. The new dilemma of plastic surgery and social media: a systematic review. European Journal
of Plastic Surgery. 2021:1-2.

Gupta N, Dorfman R, Saadat S, Roostaeian J. The plastic surgery social media influencer: ethical considerations and a
literature review. Aesthetic surgery journal. 2020 May 16;40(6):691-9.

Wheeler CK, Said H, Prucz R, Rodrich RJ, Mathes DW. Social media in plastic surgery practices: emerging trends in
North America. Aesthetic Surgery Journal. 2011 May 1;31(4):435-41.

Reissis D, Shiatis A, Nikkhah D. Advertising on social media: the plastic surgeon’s prerogative. Aesthetic surgery
journal. 2016 Oct 21:5jw 174.

Klietz ML, Kaiser HW, Machens HG, Aitzetmiiller MM. Social media marketing: what do prospective patients want
to see?. Aesthetic surgery journal. 2020 Apr 14540(5):577-83.

Zhao W. The influence of media exposure on young women’s intention to undergo cosmetic surgery: a third person
perspective. Atlantic Journal of Communication. 2022 Mar 15;30(2):146-58.

Sonmez M, Esiyok E. The importance of media on decision to undergo cosmetic surgery operation. Aesthetic Plastic
Surgery. 2022 Dec;46(6):3101-7.

Hermans AM, Boerman SC, Veldhuis J. Follow, filter, filler? Social media usage and cosmetic procedure intention,
acceptance, and normalization among young adults. Body image. 2022 Dec 1;4:3:440-9.

Arab K, Barasain O, Altaweel A, Alkhayyal J, Alshiha L, Barasain R, Alessa R, Alshaalan H. Influence of Social Media
on the Decision to Undergo a Cosmetic Procedure. Plast Reconstr Surg Glob Open. 2019 Aug 8;7(8):¢2333. doi:
10.1097/GOX.0000000000002333.

Edelweiss Applied Science and Technology
ISSN: 2576-8484

Vol. 8 No. 5: 1913-1922, 2024

DOLI: 10.55214/25768484.v815.1923

© 2024 by the author; licensee Learning Gate


https://creativecommons.org/licenses/by/4.0/

1922

[26] Cho MJ, Li AY, Furnas HJ, Rohrich RJ. Current trends in the use of social media by plastic surgeons. Plastic and
Reconstructive Surgery. 2020 Jul 1;146(1):83e-91e.

[27] Economides JM, Fan KL, Pittman TA. An analysis of plastic surgeons’ social media use and perceptions. Aesthetic
surgery journal. 2019 Jun 21;39(7):794-802.

Edelweiss Applied Science and Technology
ISSN: 2576-8484

Vol. 8 No. 5: 1913-1922, 2024

DOLI: 10.55214/25768484.v815.1923

© 2024 by the author; licensee Learning Gate



