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ABSTRACT 

Background: Social media is gaining popularity worldwide as being a method used to advertise for cosmetic treatments, Because of 

addiction to social media is currently a common problem worldwide. The number of individuals in the lookout for cosmetic 

procedures has increased around the world in the past few years. Cosmetic procedures are considered to be one of the most 

frequently performed procedures in the medical field. Objective: To evaluate the effect of social media on the Saudi population to 

undergo a cosmetic procedure to correlate the effect of social media with socio-demographic factors. Methods: We evaluate 911 

Saudi females and males from the various age groups in different regions in Saudi Arabia using an electronic questionnaire. Results: 

Out of the 911 participants, 24.9% were male while 75.1% were females.13% had a history of plastic surgery. 38.6% of the 

participants intended to undergo plastic surgery. 30.7% reported that advertisements of plastic surgeons themselves had an effect 

on their desire for cosmetic intervention. 29.5% said that watching cosmetic TV programs affected their desire for cosmetic 

intervention whether surgical or otherwise. 44.1% of the participants said that before and after pictures on social media had an 

effect on their desire for cosmetic intervention. Lastly, 36.3 % of the participants said that the desire to appear better in pictures and 

selfies motivated them to conduct cosmetic intervention. Conclusion: This study aimed to determine the effect of social media on 

undergoing cosmetic procedures. The results have shown that the majority of the respondents were positively affected, mainly by 
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comparing the before and after cosmetic procedure pictures, secondly by the desire to appear better in pictures and selfies, thirdly 

and most importantly is the surgeon’s advertisements and watching cosmetic TV shows; as it should be noted that all those who 

were affected by the different advertisement, social media, and TV programs have previously undergone plastic surgery. 

Consequently, media affects the way a person is viewed by others, as well as their self-confidence, which encourages them to pursue 

plastic surgery. 

 

Keywords: Plastic, social media, impact, cosmetics, procedures, apps. 

 

 

1. INTRODUCTION 

Cosmetic procedures are considered to be one of the most frequently performed procedures in the medical field (Alghonaim et al., 

2019). They can be surgical, such as breast augmentation and rhinoplasty, or nonsurgical such as botulinum toxin injection and filler 

(Meriam et al., 2019).  Plastic surgery comes to terms mainly with surgical repair of a damaged, lost, diseased, or malformed part and 

it typically involves tissue grafting from one part of the body to another (Aldosari et al., 2019). The number of individuals in the 

lookout for cosmetic procedures has increased around the world in the past few years, especially that people began to search for it 

at an early age (Saeed et al., 2019). A study conducted in Saudi Arabia in 2017, reported that people seeking cosmetic procedures 

are mainly, middle-aged (70%) and university graduates (46.8%) (Saeed et al., 2019).  

Social media is gaining popularity worldwide as being a method used to advertise for cosmetic treatments (Meriam et al., 2019).  

Indeed, it is important to determine the role of these advertisements in influencing the patient’s decision to undergo a cosmetic 

procedure (Meriam et al., 2019).  Social media is defined as a communication tool with internal and external entities not confined to 

individuals. It is used by different institutions, brands, cosmetic companies, and beauty influencers in various different ways. 

Including: for marketing, announcements, blogging and vlogging (Saeed et al., 2019; Öztürk et al., 2020). Studies have previously 

suggested a relation between time spent on social media and body dissatisfaction (Furnham et al., 2012). This relation can 

sometimes be attributed to face distortion in pictures, especially noted in “selfies” due to the close proximity of the cameras 

(Furnham et al., 2012). In addition to applications, such as, Snapchat and Instagram have built-in filters and photo editing features 

that allow users to relieve wrinkles or change the size of their eyes before sharing selfies over social media (Ghen et al., 2019). 

Undoubtedly, social media is a powerful device that catches the public in ways, not seen in earlier times (Saeed et al., 2019).  

To our best knowledge, there is limited data available on the effects of media and how it motivates the public to undergo 

cosmetic procedures in Saudi Arabia. Thus, this created a persistent need to establish a baseline about their effects to fully 

understand the overall picture. Therefore, this project ought to be a crucial addition that aims to evaluate the effects of social media, 

TV shows, plastic surgeons’ self-advertisement, and before-and-after cosmetic surgery photos on the public to seek a consultation 

or intervention. 

 

2. SUBJECTS AND METHODS 

The Presented study is a descriptive cross- sectional electronic questionnaire based study among Saudi population in different 

regions in Saudi Arabia. This study including adult Saudi female and male who underwent or have desire to undergo a cosmetic 

procedure. All non adult or non Saudi female or male are excluded. Total of 911 participants involved in this study. An electronic 

questionnaire was made and distributed via social media. The questionnaire consist of two parts, the first one assessed personal and 

demographic data (age, sex, area, marital status, educational level, monthly and family income) , the other part assessed the effect of 

social media on the cosmetic surgery. The study carried out between 10 August 2020 and 29 October 2020. 

After data were extracted, it was revised, coded and fed to statistical software IBM SPSS version 22(SPSS, Inc. Chicago, IL). All 

statistical analysis was done using two tailed tests. P value less than 0.05 was considered to be statistically significant. Descriptive 

analysis based on frequency and percent distribution was done for all variables including demographic data, history and future 

intend of undergoing plastic surgery, and effect of different social media and advertising on participant’s decision. Cross tabluation 

was used to assess distribution of history of undergoing plastic surgery with participants personal data, effect of social media and 

advertisement on history of undergoing surgery or future intend to do. Relations were tested using Pearson chi-square test.  

 

3. FINDINGS 

Sample Characteristics 

Out of the 911 participants, 24.9% were male while 75.1% were females. Respect to age, 40.6% were aged between 18-25 years, 

30.2% were between the age of 26-35 years, 16.7% were aged between 36 and 45 years and 12.5% were above 45 years. Respect to 
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marital status, 54.4% was not married while 45.6% were married. Looking at education, a majority accounting for 87.4% had 

completed University, 11.6 % had completed secondary school and 1% was below secondary school. For their individual monthly 

income, 35.55 of the participants earned below 500 SR, 41.8% earned between 5000 and 10000 SR and 22.7% earned above 100000 

SR. For the family income, 18.1% of the families earned below 5000 SR, 26.05 earned between 5000 and 1000 SR and 55.9% earned 

above 10000 SR (table 1). 

 

Table 1 Demographic variables frequencies 

Personal data No % 

Gender   

Male 227 24.9% 

Female 684 75.1% 

Age in years   

18-25 370 40.6% 

26-35 275 30.2% 

36-45 152 16.7% 

> 45 114 12.5% 

Marital status   

Not married 496 54.4% 

Married 415 45.6% 

Education   

Below secondary 9 1.0% 

Secondary 106 11.6% 

University 796 87.4% 

Monthly income   

< 5000 SR 323 35.5% 

5000-10000 SR 381 41.8% 

> 10000 SR 207 22.7% 

Family income   

< 5000 SR 165 18.1% 

5000-10000 SR 237 26.0% 

> 10000 SR 509 55.9% 

 

Out of the 911 participants, 13% had a history of plastic surgery while 87% had no history of plastic surgery. 38.6% of the 

participants intended to undergo plastic surgery while 61.4% did not. Respect to number of selfie pictures taken daily, 68.5% of the 

participants had no selfie taken, 26.3% took between 1-5 selfies, 3.6% took between 6 and 10 selfies, while 1.5% took selfies more 

than 10 times (table 2). 

 

Table 2 Participants practice and intention towards undergoing plastic surgery 

Plastic surgery data No % 

Plastic surgery history   

Yes 118 13.0% 

No 793 87.0% 

Intend to undergo plastic surgery   

Yes 352 38.6% 

No 559 61.4% 

Number of selfie pictures daily   

No selfie taken 624 68.5% 

1-5 240 26.3% 

6-10 33 3.6% 

> 10 times 14 1.5% 
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Of the 911 participants, 30.7% reported that advertisements of plastic surgeons themselves had an effect on their desire for 

cosmetic intervention. 29.5% said that watching cosmetic TV programs affected their desire for cosmetic intervention whether 

surgical or otherwise. 44.1% of the participants said that before and after pictures on social media had an effect on their desire for 

cosmetic intervention, whether surgical or otherwise. Lastly, 36.3 % of the participants said that the desire to appear better in 

pictures and selfies motivated them to conduct cosmetic intervention (figure 1). 

 

 

Figure 1 Factors affecting participant’s decision for undergoing plastic surgery in Saudi Arabia. 

 

When tested against plastic surgery history, gender was found to be significantly associated to participants plastic surgery 

history (p = 0.032). Age in years was also significantly associated to plastic surgery history (p = 0.005). The study also established a 

significant association between monthly income and plastic surgery history (p = 0.004). On the contrary the study did not find 

sufficient evidence to support significant association between marital status, education, family income and plastic surgery history (p 

= 0.4, p = 0.085, 0.718) (table 3). 

 

Table 3 Distribution of participant’s history of undergoing plastic surgery by their personal data. 

Personal data 

Plastic surgery history 

P-value Yes No 

No % No % 

Gender     

.032* Male 20 8.8% 207 91.2% 

Female 98 14.3% 586 85.7% 

Age in years     

.005* 

18-25 30 8.1% 340 91.9% 

26-35 45 16.4% 230 83.6% 

36-45 25 16.4% 127 83.6% 

> 45 18 15.8% 96 84.2% 

Marital status     

.400 Not married 60 12.1% 436 87.9% 

Married 58 14.0% 357 86.0% 

Education     

.085 Below secondary 0 0.0% 9 100.0% 

Secondary 20 18.9% 86 81.1% 
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University 98 12.3% 698 87.7% 

Monthly income     

.004* 
< 5000 SR 34 10.5% 289 89.5% 

5000-10000 SR 43 11.3% 338 88.7% 

> 10000 SR 41 19.8% 166 80.2% 

Family income     

.718 
< 5000 SR 20 12.1% 145 87.9% 

5000-10000 SR 28 11.8% 209 88.2% 

> 10000 SR 70 13.8% 439 86.2% 

 

Advertisements of plastic surgeons themselves influencing participants desires for cosmetic intervention was found to have a 

significant association to plastic surgery history (p = 0.012). Watching cosmetic TV programs affecting participants desire for 

cosmetic intervention was significantly associated to plastic surgery history (p = 0.009). Before and after pictures on social media 

influencing a participant desire for cosmetic intervention was significantly associated to plastic surgery history (p =0.001). The study 

also established a significant association between the desire to appear better in pictures and selfies motivating a participant to 

conduct cosmetic intervention and plastic surgery history (p = 0.001) (table 4). 

 

Table 4 Distribution of participant’s history of undergoing plastic surgery by factors affecting their decision 

Factors 

Intend to undergo Plastic surgery  

P-value 
Yes No 

No % No % 

Advertisements of plastic surgeons 

themselves influence your desire for 

cosmetic intervention 

    

.001* 

Yes 206 73.6% 74 26.4% 

No 146 23.1% 485 76.9% 

Watching cosmetic TV programs affect 

your desire for cosmetic intervention, 

whether surgical or otherwise 

    

.001* 

Yes 182 67.7% 87 32.3% 

No 170 26.5% 472 73.5% 

Before and after pictures on social 

media influence your desire for 

cosmetic intervention, whether 

surgical or otherwise 

    

.001* 

Yes 272 67.7% 130 32.3% 

No 80 15.7% 429 84.3% 

Desire to appear better in pictures and 

selfies motivate you to conduct 

cosmetic intervention 

    

.001* 

Yes 241 72.8% 90 27.2% 

No 111 19.1% 469 80.9% 

 

Advertisements of plastic surgeons themselves influence participants desire for cosmetic intervention was found to be 

significantly associated to intention of undergoing plastic surgery (p = 0.001). Watching cosmetic TV programs affecting participants 

desire for cosmetic intervention was significantly associated to intention to undergo plastic surgery (p = 0.001). Before and after 

pictures on social media influencing a participant desire for cosmetic intervention was significantly associated to intention of 
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undergoing plastic surgery. Lastly, desire to appear better in pictures and selfies motivate you conduct cosmetic intervention was 

also significantly associated to intention to undergo plastic surgery (p = 0.001) (table 5). 

 

Table 5 Distribution of participant’s history of undergoing plastic surgery by factors affecting their decision 

Factors 

Intend to undergo Plastic surgery  

P-value Yes No 

No % No % 

Advertisements of plastic surgeons 

themselves influence your desire for 

cosmetic intervention 

    

.001* 

Yes 206 73.6% 74 26.4% 

No 146 23.1% 485 76.9% 

Watching cosmetic TV programs 

affect your desire for cosmetic 

intervention, whether surgical or 

otherwise 

    

.001* 

Yes 182 67.7% 87 32.3% 

No 170 26.5% 472 73.5% 

Before and after pictures on social 

media influence your desire for 

cosmetic intervention, whether 

surgical or otherwise 

    

.001* 

Yes 272 67.7% 130 32.3% 

No 80 15.7% 429 84.3% 

Desire to appear better in pictures 

and selfies motivate you to conduct 

cosmetic intervention 

    

.001* 

Yes 241 72.8% 90 27.2% 

No 111 19.1% 469 80.9% 

 

4. DISCUSSION 

The current study aimed to assess the effect of social media and its role on general Saudi population for undergoing cosmetic 

procedures. The study included 911 participants whose ages ranged from 18 to 60 years old. Exact of 70.8% of the respondents were 

below the age of 35 years who are the category concerned with cosmetic procedures. Also, females were 684 (75.1%) of the 

respondents for the same reason (more minded with cosmetic procedures than males). The majority of the respondents were not 

married (54.4%), highly educated (87.4%), with moderate to high monthly income (table 1).  

The study revealed that only 13% of the participant’s undergone cosmetic procedure (plastic surgery) and more than one third of 

the respondents (38.6%) intending to undergo plastic surgery. Regarding number of selfie pictures taken daily, nearly one third of 

the participants did it for at least once up to 10 times or more which is concordant with the same portion who intending to undergo 

the cosmetic intervention (table 2).  

Regarding the role of social media and advertisement on the participant’s decision to undergo cosmetic procedure, the study 

revealed that 44.1% of the participants were affected by comparing before and after cosmetic procedures pictures as they noticed 

that high improvement on the general image which increased their tendency to undergo these procedures. Desire to appear better 

in pictures and selfies was the second most motivating factor to undergo the cosmetic procedures (36.3%). This may be initiated 

from the high number of selfies taken daily and focusing on the figure’s selfies comparing those selfies with their profiles. The third 

factors affected participants decision for undergoing cosmetic procedure was surgeons’ advertisements (30.7%), and finally, 

watching TV cosmetic programs (29.5%).  

On comparing the personal characteristics of participants who undergone plastic surgery with others who did not (table 3), the 

study revealed that females were significantly higher among those who undergone the surgery than males (14.3% vs. 8.8%; P=.032). 

Also, middle aged participants (26-45 years) were significantly higher among the group who undergone the plastic surgery than 
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others (16.4% vs. 8.1%; P=.005) which had similar to reported (Ashikali et al., 2017). Besides, those with high monthly income had 

higher rate of undergoing the plastic surgery than others with low income as they can afford the high cost of these intervention 

(19.8% vs. 10.5%; P=.004). Considering Distribution of participants history of undergoing plastic surgery by factors affecting their 

decision (table 4), the study results showed that all those who were affected by the different advertisement, social media, TV 

programs previously undergone plastic surgery. Exact of 17% of those who influenced by advertisements of plastic surgeons 

undergone plastic surgery compared to 11.1% of those who did not (P=.012). Also, history of undergoing plastic surgery was 

recorded among 17.5% of those who watch TV cosmetic programs compared to 11.1% of others (P=.009). Exact of 19.2% of those 

who compare before and after pictures undergone the surgery in comparison to 8.1% of those who did not (P=.001). As for those 

who desired to look better, 21.8% undergone plastic surgery compared to 7.9% of others (P=.001).  

The study also illustrated Distribution of participants intends to undergo plastic surgery by factors affecting their decision (table 

5). The study findings were that 73.6% of those are affected by the advertisement of plastic surgeries intend to undergo the surgery 

compared to 23.1% of those who did not (P=.001). Also, Watching TV was associated with intend to undergo plastic surgery among 

67.7% of the participants compared to 26.5% of those who did not watch TV cosmetic programs (P=.001). The researchers also 

found that 67.7% of the participants who compared before and after cosmetic procedure pictures intend to undergo plastic surgery 

in comparison to 15.7% of others who not comparing (P=.001). Also, 72.8% of those who desire to appear better in photos and 

selfies intend to undergo plastic surgery compared to 19.1% of those who did not (P=.001). This confirms that TV advertisement of 

plastic surgeries, desire to have better appearance, comparing the change in profile before and after cosmetic procedures, all either 

motivated the general population to undergo plastic surgery or intend to do especially among females at middle age with high 

income.  

All these findings were concordant with what was reported by (Arab et al., 2019), who studied Influence of Social Media on the 

Decision to Undergo a Cosmetic Procedure. The researchers found that Out of 816 completed questionnaires, 48.5% told that they 

were affected by social media for the decision of experiencing cosmetic interventions. More than half of the participants (51.4%) go 

along with plastic surgeons on social media (P < 0.001). Most respondents reported that they use social media for>5 hours per day 

(53.2%; P < 0.026). Statistical significance was considered in relation to reporting being influenced by social media to consider 

undergoing cosmetic procedures in the future. Chen et al. conducted a population-based survey to assess whether self-esteem and 

the use of social media and photo editing applications are associated with cosmetic surgery attitudes (Chen et al., 2019). The results 

found a positive association between Social media investment and concern of cosmetic procedures (OR, 0.35; 95% CI, 0.04-0.66). The 

acceptance level regarding cosmetic surgery scale was higher among Tinder users (mean difference was 0.79; 95% CI, 0.34-1.23), 

Snapchat (mean difference, 0.39; 95% CI, 0.07 to 0.71), and/or Snapchat photo filters (mean difference, 0.44; 95% CI, 0.16-0.72). 

Hopkins et al., 2020, explored explore trends in online interest in cosmetic procedures and assessed the difference in the effects 

according to type of applied procedure and their relation to medical specialty. The study revealed that the terms dermatologist, 

Botox, Juvederm, Radiesse, Cool Sculpting, Kybella, and facelift were more used, while other old terms such as Restylane, rhinoplasty 

and breast modifications, and liposuction starts to fade off (p<0.02). Instagram and Facebook users used more cosmetic related 

terms, dermatologist, Botox, Juvederm, Radiesse, Cool Sculpting and Kybella. On the other hand, Instgram users’ trend was for 

blepharoplasty and rhinoplasty (p<0.01). On search, term dermatologist was in combination with Juvederm and facelift, where as 

plastic surgeon was associated with Sculptra, blepharoplasty, and rhinoplasty. Effects of social media use on desire for cosmetic 

surgery among young women were studied by (Walker et al., 2019).  

It was reported that watching images of females who have undergone cosmetic enhancements influenced young women’s need 

for doing similar procedures, especially among those who had long time use of social media searching for relevant issues, followed 

many accounts, and were disagree of their appearance. Regionally, at Kingdom of Bahrain, Saeed et al., (2019) studied the impact of 

social media on seeking individual’s cosmetic procedures. The paper highlighted the extent of social media has influenced citizens in 

the GCC region to seek cosmetic procedures, which is also indicating that there is some avoidance to the cultural aspect that used to 

be a major issue in the GCC region. In Saudi Arabia, Social Media Impact on Aesthetic Procedures among Females in Riyadh was 

assessed by (Alghonaim et al., 2019). The study showed that about 97% attituded that social media cosmetic accounts may of 

benefit, yet 77.8% thought that those accounts lack of needed information. The reported effect of social media on participants was 

68%; 31.9% assumed there is no effect for social media. As for influencing platforms, Instagram was the most reported followed by 

Snapchat and then Twitter; about half of the participant’s regularly use Snapchat filters and 42% decided to undergo facial changes 

after applying Snapchat filters. A second study was conducted for attendants of cosmetic clinics at King Abdulaziz University 

Hospital in Riyadh to evaluate the effect of social media, TV shows, plastic surgeons' self-advertisement, and before-and-after 

cosmetic surgery photos of patients who visited the clinic to seek a consultation or intervention. The study revealed that about 60% 

of the participants agreed on the impact of the surgeon’s self-advertisement in the trending of plastic surgeries; 53.4% thought that 
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television programs concerning for cosmetics exaggerated the use rate of plastic surgeries; 65.7% of the participants answered yes 

to before-and-after pictures of social media having an effect on the trend of cosmetic procedures; and 54.1% of the participants 

answered yes to wanting to look better in selfies as a reason for the rise of cosmetic surgery.  

The influence of photo editing applications on patients seeking facial plastic surgery services was studied by (Othman et al., 

2020). The study revealed that about 33% of respondents admitted to using face-editing applications. Amongst those familiar with 

applications, women were significantly more likely than men to utilize them (100% vs. 78.6%, respectively) (p = 0.047). Social media 

showed the highest influence for using apps (87%). The majority confirmed that these applications had a significant role in pursuing 

cosmetic procedures (56.5%). Most patients did not ignore their usage of these applications (87%). Öztürk assessed social media 

addiction among individuals who underwent rhinoplasty (Öztürk et al., 2020). The authors concluded that the difference in the social 

media addiction scores of the rhinoplasty patients and control participants was statistically significant as 8 and 10 participants from 

the rhinoplasty and control groups, respectively, exhibited signs of dependency on Web-based social networks and similar 

innovations. 

 

5. CONCLUSION 

This study aimed to determine the effect of social media on undergoing cosmetic procedures. The results have shown that the 

majority of the respondents were positively affected, mainly by comparing the before and after cosmetic procedure pictures, 

secondly by the desire to appear better in pictures and selfies, thirdly and most importantly is the surgeons advertisements and 

watching cosmetic TV shows; as it should be noted that all those who were affected by the different advertisement, social media, 

and TV programs have previously undergone plastic surgery. Consequently, media affects the way a person is viewed by others, as 

well as their self-confidence, which encourages them to pursue plastic surgery. 
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