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Digital Reflections: Examining Social Media’s Economic 

Influence On Cosmetic Surgery Choices. 
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Abstract 
Addressing the overgrowing impact of digital platforms among young adults, especially with beauty, this 

research seeks to find the influence of social media on cosmetic surgery spending. The first chapter introduces 

the social media’s impact on beauty standards, the rise of new financial behaviour, and highlights the study’s 

rationale. The second chapter discusses existing theories and literature, such as Social Comparison Theory, 

with critical views to establish the conceptual framework of the study. Moreover, the study also provides a 

detailed methodology and shows the effectiveness of implementing a quantitative survey to gather empirical data 

from 71 respondents. Statistical data via the SPSS method will help to find the connection among social media 

usage, exposure to influencers, and surgery expenditures, while also highlighting the effects of digital influence 

over consumer behaviour. The data analysis and findings have primarily commenced with the reliability test, 

where the Cronbach’s Alpha has confirmed the excellent internal consistency. The descriptive statistics have 

showcased a general agreement among the respondents regarding the influence of social media. The One-

Sample t-tests have indicated that all the predictor variables have been statistically significant. The model 

summary has come up with the strong explanatory strength. It has shown that more than 55% of the variation 

regarding consumer spending behaviour would have been attributed to the variables of social media. 
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I. Introduction 
Background and Context 

The advancement of improved technologies and groundbreaking devices has increased the demand for 

cosmetic surgery, with procedures such as lip fillers, rhinoplasty, body contouring, and others. As a result, the 

global cosmetic surgery industry has experienced a significant surge, where the procedures have become a 

choice of lifestyle, rather than a medical necessity or luxury (Krywuczky & Kleijnen, 2023). The availability 

and widespread accessibility of invasive and non-invasive treatments like Botox have shifted cultural attitudes 

toward aesthetic enhancement. According to “The International Society of Aesthetic Plastic Surgery” (ISAPS), 

the cosmetic surgery industry has seen 19.3% growth in plastic surgery treatments in 2021, with over $82.5 

billion of procedures, and is expected to grow to USD 186.5 billion by 2033 (Figure 1.1.1) (Grand View 

Research, 2021; Market.us, 2024). 

 

 
Figure 1.1.1: Cosmetic Surgery Growth Source: (Market.us, 2024) 
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Concurrently, digital platforms, including “Instagram”, “TikTok”, and Snapchat, have also fueled the 

trend of these treatments by highlighting idealised beauty standards through curated images, filters, and 

influencer endorsements. As cosmetic surgery becomes more common and social media proliferation has 

created a dynamic environment where meeting those beauty standards influences consumers’ behaviours 

(Timraz et al., 2024). A key agitator of this phenomenon is the role of social media influencers and celebrities 

who openly share their cosmetic surgery experiences, normalizing and glamorizing procedures. Especially 

through algorithmic content, digital platforms like “TikTok” or “Instagram”, targeted advertisements 

successfully promote unattainable beauty standards. Recent reports highlight that young adults aged between 18 

to 35, a significant group of social media users, are particularly susceptible to these influences, with many 

reporting increased interest in cosmetic enhancements (Figure 1.1.2). 

 

 
Figure 1.1.2: Most Common Age Group for Cosmetic Surgery and Overview of Total Procedures 

Source: (ISAPS, 2023) 

 

There is a growing body of literary discussion about the psychological effects of social media, 

including its influence on consumers’ beauty protocols and highlighting their body dysmorphia, low self-esteem, 

and appearance anxiety among users. However, its effect on actual financial expenditure on cosmetic surgery is 

underexplored. Hence, it is critical to elaborate on the connection to understand how spending decisions reflect 

not only personal desires but also economic and psychological commitments, which are influenced by digital 

platforms. 

 

Problem Statement 

The rise of cosmetic surgery has become a trendy topic in academics as researchers aim to explore the 

connection between social media and body image, highlighting how digital platforms, including “Instagram”, 

“TikTok”, can influence individuals’ self-perception and aesthetic ideals. However, that existing research has 

mainly examined how digital platforms influence body image, self-esteem, and appearance-related anxieties, 

but lacks in providing empirical evidence regarding their impact on consumers’ spending behaviour. 

Particularly, studies by Mironica et al. (2024), Walker et al. (2021), Hermans et al. (2022), and several other 

researchers focus on how social media algorithms target the demographics of young adults and brainwash them 

into acknowledging idealised beauty standards, resulting in cosmetic surgery. However, these studies can only 

highlight consumers’ attitudes, intentions, or psychological impacts rather than analysing the economic 

outcomes, specifically the spending behaviour driven by social media engagement. 

This gap is significantly concerning, as the increasing commercialization has been severely targeting 

the digital market, aiming to reach a broader circle of the desired demographics. As “Instagram” influencer 

marketing has been rapidly evolving, harnessing the power of “Instagram” users, many celebrities, like Kylie 

Jenner, Gigi Hadid, and others, have also decided to launch their products with the help of influencers to build a 

strong connection with the customers (Xu, 2023). Following their brand presence and being influenced by their 

online image, consumers opt to spend a significant amount to achieve the beauty standards. 
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Figure 1.2.1: Celebrities and Their Cosmetic Line Source: (Arash, 2025) 

 

However, most of the owners of these beauty brands, including Kylie Jenner (Kylie Cosmetics), 

Rihanna (Fenty Beauty), and others, have undergone either heavy surgeries or non-invasive treatments like 

Botox, fillers, or others. Yet, as reported, both of these brands are achieving successful results with revenues 

like $602.4 billion (Fenty Beauty) and $200 billion (Kylie Cosmetics) in 2024 (Figure 1.2.1). The significant 

growth of revenue ensures the influence of social media on customers’ spending habits, not only for products 

but also for necessities to adhere to the standards of the products’ owners, leading to the road of cosmetic 

surgeries. 

Ignoring the economic outcomes can limit the understanding of how digital environments translate 

exposure to beauty ideals into tangible financial decisions, particularly among young adults aged 18–35. These 

young users may feel pressure from the digitally constructed beauty ideals, potentially leading them to invest in 

procedures that they may not have otherwise considered. Hence, it is important to investigate the link between 

the factors of social media engagement, including time spent, influencer interactions, and platform-specific 

content, and cosmetic surgery spending to address both consumer behaviour and their financial decision- 

making. It will also help to establish the broader societal implications of digital influence on health-related 

consumption, which can guide research in the future. 

 

Research Aim, Objectives, and Questions 

Research Aim 

The central aim of this study is to explore the influence of social media on young adults’ spending 

behaviour related to cosmetic surgery, while trying to find the connection between platform engagement and 

financial expenditure. 

 

Research Objectives 

● To identify patterns of social media usage among young adults who have undergone or are interested in 

undergoing cosmetic surgery. 

● To examine the perceived influence of social media influencers and promotional advertisements on decisions 

to pursue cosmetic procedures. 

● To analyse the connection between time spent on digital platforms and expenditure on cosmetic treatments. 
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Research Question 

● What are the social media usage patterns among individuals who have undergone or are interested in 

undergoing cosmetic surgery? 

● How do users perceive the influence of social media, including influencers and advertisements, on their 

cosmetic surgery decisions? 

● Is there a statistically significant connection between social media engagement and cosmetic surgery 

spending? 

 

Rationale and Significance 

This paper focuses on the interaction between social media, consumer behaviours, and the growing 

cosmetic surgery industry, contributing to one of the significant trends of the present time. However, rather than 

evaluating similar existing research discussing the influence of social media and its influencers on consumers’ 

psychological behaviours, this study examines the influence of social media on cosmetic surgery spending, an 

underexplored aspect of digital consumer behaviour and media psychology. Addressing this gap is crucial to 

understanding how the cosmetic surgery industry has rapidly expanded its marketing strategies to include social 

media influencers, sponsored posts, and user-generated content (Castillo-Abdul et al., 2021). It will also 

elaborate on how social media influences financial implications, as cosmetic procedures often involve budgets 

exceeding normal healthcare surgeries. Also, the cosmetic surrogate decisions, particularly by the young adults, 

may be influenced more by perceived social pressure than personal necessity or medical advice. The findings 

will contribute to understanding digital influences on consumption patterns, enriching theoretical discussion 

regarding cosmetic surgery and consumers' buying patterns. Through the discussion and findings, this study 

particularly represents the cosmetic surgery clinics, urging ethical marketing practices to avoid exploiting 

vulnerable consumers by highlighting over-edited and filtered faces. It also informs policymakers, responsible 

for digital advertising, ensuring protections against manipulative beauty standards that control consumers' 

psychological behaviours. Mostly, the research is significant to empower young consumers by highlighting how 

social media shapes financial and health-related decisions, fostering media literacy and body image resilience. 

 

Methodological Scope and Selection 

This study employs a quantitative survey for achieving empirical data from the primary sources, 

targeting young adults aged between 18 to 35, who are active users of digital platforms such as “Instagram” and 

“TikTok”. Surveys are selected for this research to collect quantifiable data on behaviour and perceptions, while 

maintaining anonymity and adhering to ethical concerns. The survey will include Likert-scale questions (5-point 

range), multiple-choice items, and demographic queries to capture usage patterns and spending behaviours of 

the participants. 

Gathered data will be analysed using SPSS to conduct correlation and regression, allowing researchers 

to conduct robust statistical testing of the connection between the dependent and independent variables. Also, 

this research excludes qualitative interviews to maintain ethical simplicity and keep participants’ characters 

anonymous. 

 

Research Structure 

This dissertation includes 5 organized chapters, starting from this introductory one, providing 

background, research aim, and objectives to set the stage for the whole paper. The next chapter is the Literature 

review, examining theoretical foundations and prior studies on social media. 

Cosmetic surgery, consumer behaviour, and others, aligned with the research’s objectives. The third 

methodological chapter provides details on the research design, sample selection, data collection process, and 

other things that the researchers used to set up the next chapter, data analysis. This chapter evaluates the SPSS 

analysis and elaborates on the results to understand the connection between the research’s dependent and 

independent variables. Finally, the last chapter is the conclusion, summarizing the key findings and discussion 

of the paper, and providing suggested directions for future research. 

 

II. Literature Review 
Introduction 

This is the second chapter of this research, critically examining prior research regarding the influence 

of social media on cosmetic surgery spending among young adults, especially aged between 18-35. The review 

explores the influence of digital platforms like “Instagram”, “TikTok”, or Snapchat in shaping consumers’ 

appearance-based ideals. This chapter aims to analyse 4 key areas, including cosmetic surgery trends, social 

media’s role in shaping consumers' beauty standards, its influence on consumer behaviour, and relevant 

theoretical frameworks. 

Further, it also identifies the gaps in the literature, particularly the lack of focus on financial 
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expenditure, to justify this study. It also includes a conceptual framework to establish links between the 

dependent and independent variables to guide the investigation on how social media impacts cosmetic surgery 

spending. 

 

Cosmetic Surgery Trends Among Young Adults 

The cosmetic surgery industry has witnessed significant growth, particularly among young adults aged 

18–35, who represent a key demographic driving demand. A retrospective analysis by Triana et al. (2024) 

highlighted the topic of five surgical procedures, including “liposuction, breast augmentation, eyelid surgery, 

abdominoplasty, and rhinoplasty”, and non-surgical procedures, including “botulinum toxin, hyaluronic acid, 

hair removal, and chemical peels”, have been in trend till 2022. Among the consumers of these invasive and 

non-invasive treatments, the young adult holds a significant position. As per an industrial report of American 

Society of Plastic Surgeons (2023), a total of 22 % of the overall cosmetic surgery consumers happen to be from 

Millennials and Generation Z, with the age range from 19 to 39, with growing demands for “breast 

augmentation”, "buttock lift”, “rhinoplasty”, and “cheek implants”. 

Especially in regions like the United States, Australia, and the United Kingdom, young adults account 

for a substantial portion of this market and reflect satisfaction after successful cosmetic surgical procedures 

(Figure 2.2.1). However, Merino et al. (2024) highlight that young adults pursue these surgical methods to 

improve their self-esteem, reduce societal anxiety, and meet the trending societal beauty standards. 

 

 
Figure 2.1.1: Patient Satisfaction Level After Cosmetic Surgery in Different Procedures  

Source: (Yardi, 2024) 

 

Pearlman et al. (2022) elaborate on the situation, following the ASPS report on how 3,966,419 patients 

who sought either cosmetic surgery or other non-invasive cosmetic procedures were 39 years or younger. They 

elaborate on their discussion, suggesting that the young generation has recently become interested in “pre-

treatment” of facial rhytids to get rid of any static rhytid formation or wrinkles, mostly influenced by the 

increase in social media opinions on the attractiveness scale. Timraz et al. (2024) refer that the cause behind the 

growing interest is the aesthetic enhancement, one of the primary drivers, created by societal pressures to 

confront idealized beauty standards. The rise of visual culture on platforms like “Instagram” and “TikTok” 

showcases flawless appearances through curated content and influencer endorsements. However, Dey (2024) 

suggests that the influencers present themselves with routine beauty maintenance rather than significant medical 

interventions, framing them as the model figure of beauty standards. The young adults, associated closely with 

digital platforms, are often exposed to the curated or filtered pictures and motivated to seek cosmetic procedures 

to achieve a similar body structure or appearance. Moreover, advanced technologies have made many 

procedures more affordable, minimally invasive, and widely available through private clinics, medias, and even 

pop-up services, allowing young adults to follow the trends without financial barriers. 
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Social Media and Aesthetic-Based Beauty Culture 

Digital platforms have played a central role in reshaping how individuals seek validation regarding 

their lifestyle, food preferences, gadgets, and many other aspects. Digennaro & Tescione (2024) discuss that 

these platforms, like “Instagram”, “TikTok”, and Snapchat, have fundamentally reshaped beauty ideals, 

perceptions, presentations, and evaluations of physical appearance. With over 5.41 billion users on these 

platforms, algorithmic and filtered content successfully reaches the demographic groups and influences their 

behaviours (Figure 2.3.1). 

 

 
Figure 2.3.1: Social Media Metrics 

Source: (Datareportal, 2025) 

 

Research by Castellanos Silva & Steins (2023) indicates that exposure to curated content on 

“Instagram” has significantly increased body dysmorphia among young adults and created pressure to conform 

to beauty standards. Social media like Snapchat, “TikTok”, and “Instagram” have facilitated different natural-

looking filters with body deterioration tools, making the influencers’ body curves and lifted glass skin as 

natural. As discussed by Misra et al. (2025), these editing tools with facial symmetry and skin clarity create a 

fake image of a homogenized aesthetic, which the users find normal. Despite the fake image, influencers 

continue to endorse cosmetic procedures or showcase their enhancement as natural and set the beauty standard. 

Also, Lin et al. (2025) highlight how influencer content on “TikTok”, often featuring before-and- after 

transformation videos, amplifies the desire for cosmetic surgery among the viewers, from which they express a 

deep desire for such procedures. This kind of content initiates a parasocial connection, where the users feel a 

personal connection with the influencers, increasing their persuasive impact. Bartosiak et al. (2025) discussed 

that the influencers target users with body dysmorphia, appearance anxiety, and fear of missing out in society, 

and provide easy solutions with cosmetic surgery. However, their target is never to improve the users’ self-worth 

or increase their self-priority; rather, the advertisements or targeted reels are used to increase appearance- 

related anxiety among young adults and force them to seek the solution. 

Technology also plays a crucial role in celebrating the aesthetic-based beauty culture with the help of 

modernized beauty enhancement tools digitally. As Anani et al. (2024) suggest, filters and augmented reality 

(AR) tools allow influencers to modify their appearance in real-time, often blurring the line between digital and 

physical identity. These technological features promote an unattainable aesthetic ideal, reinforcing idealised 

facial symmetry, body shape, skin tone, and fashion. Ko & Kim (2024) explain that many younger users 

repeatedly fall into these idealised, narrow norms and expose themselves to comparing their natural image with 

those technologically curated images, leading to feelings of inferiority or dissatisfaction with their natural 

presence. This environment not only shapes self-perception but also drives behavioural changes, including 

interest in cosmetic procedures, both through surgical and non-invasive ways. 

 

Social Media Influence on Consumer Behaviour Regarding Decision-Making 

Social media has transformed into a medium to reach out to new demographics and influence consumer 

behaviours on their spending habits, particularly through influencer marketing and branded content. Similarly, it 

also has a significant impact on the cosmetic surgical industry through a sophisticated marketing ecosystem, 

significantly influencing consumer attitudes, preferences, and purchasing behaviour for achieving an influencer-

like face per body. 

Influencers, particularly those in the beauty and lifestyle niches, often promote cosmetic products and 
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procedures through sponsored posts or testimonials, while disclosing their experiences with cosmetic 

treatments. A study report by Buchholz (2023) indicates that influencer endorsements can increase purchase 

intentions significantly, as followers perceive influencers as trustworthy and relatable (Figure 2.4.1). 

 

 
Figure 2.4.1: Growth of Consumers' Purchase Behaviour for Celebrity or Influencers’ Influence 

Source: (Buchholz, 2023) 

 

In the context of cosmetic surgery, influencers often share personal experiences or promote clinics, 

normalizing procedures and driving demand, leading to the urgency of similar treatment among their viewers, so 

that they can also be attractive or change features according to the new norms. For example, a research study by 

Aladwan et al. (2020) found that 62% female and 50% of male participants undergo “to look attractive”, and 

42.2% females and 25% males do that to become attractive (Figure 2.4.2). 

 

 
Figure 2.2.2: Reasons Behind Cosmetic Procedures Among Males and Females  

Source: (Aladwan et al., 2020) 
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As highlighted by Alavi et al. (2024), social media also leverages algorithm-driven advertising, 

targeting users based on their interests, behaviours, and search histories. It rates a feedback loop for individuals 

who engage beauty-related content regularly and show them more similar content on cosmetic procedures, 

reinforcing desires and normalizing cosmetic enhancement. Azhar et al. (2025) explain these behavioural traits 

as linked to aspirational consumption, where users invest in products or services not just for the utility but to 

achieve the normalized ideal lifestyle they have seen online. Also, due to the targeted advertisement, users get 

to engage with more cosmetic surgery advertisements, leading to higher purchase intent. The parasocial 

connection, where users form a one-sided emotional bond with the influencers and foster trust through the 

promoted services, which eventually increases consumers’ spending likelihood. However, despite the direct 

connection between special media and users’ spending habits for cosmetic surgeries, only a few studies have 

referred to the issue, creating a gap in understanding the overall effect of social media on the cosmetic surgery 

industry and consumers’ behaviours. 

 

Theoretical Framework 

This topic of the research resonates well with two key theories, including “Social Comparison Theory” 

and the “Theory of Planned Behaviour” (TPB), to justify the influence of social media on customers' behaviour 

regarding cosmetic surgery. For example, Social Comparison Theory posits that individuals evaluate themselves 

by comparing their attributes to others (Yue et al., 2022). It is particularly suited for areas like appearance and 

beauty, which is one of the main themes of this paper. On digital platforms like “Instagram” and “TikTok”, 

young adults aged 18– 35 engage in upward comparisons with influencers and peers showcasing idealized 

beauty standards through filters, editing, and AR, leading to their body dysmorphia and a growing desire for 

cosmetic surgery to achieve a similar look. 

Similarly, the TPB explains how individuals’ intentions or actions are the result of their beliefs and 

perceptions (Alhamad & Donyai, 2021). In this case, TPB complements well with the social comparison theory 

well by linking how attitudes, social expectations, and an individual’s sense of control contribute to forming 

intentions and behaviour. Especially, individuals associated with social media tend to show a positive attitude 

toward cosmetic surgery through influencer endorsements and advertisements, while peer norms on platforms 

normalize such procedures. It also aligns with the perceived behavioural control, influenced by accessible 

financing and clinic promotions, further facilitating spending decisions. These two theories elaborate on how 

social media influences three main factors, including consumers’ positive attitudes toward cosmetic surgery, 

constructing social norms around beauty and enhancement, and promoting a sense of accessibility through the 

affordability of the procedures. 

 

Conceptual Framework 

 
Figure 2.6.1: Conceptual Framework Source: Self-developed 
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This study conceptualizes both independent and dependent variables, which are linked with the 

conceptual framework (Figure 2.6.1), to understand how they influence cosmetic surgery spending. In the figure 

above, social media engagement, such as consumers’ time spent online, platform type, and influencer content 

exposure, serves as the independent variables. On the contrary, the dependent variable, cosmetic surgery 

spending, is linked with the independent variables with two key mediators, including attitudes toward cosmetic 

procedures and social comparison tendencies. It is well established because social media engagement and 

influencer content shape consumers' perception and trigger comparisons with idealized appearances, fostering 

desires for aesthetic enhancement. Also, control variables, including income level, prior cosmetic surgery 

experience, and regional background, can influence how individuals are exposed to social media platforms for 

cosmetic surgery. These psychological traits of the users can later be found to influence financial decisions, 

leading to an increase in consumer spending or the likelihood of spending on cosmetic surgery 

 

Limitations and Justification 

This paper has used different research papers from the last 5 years on social media on cosmetic surgery 

and consumer behaviours. However, while these studies have explored the connection between social media 

use, influencers’ role, consumers' psychological behaviour, and body image dissatisfaction, there remains a 

notable gap in understanding how these digital influences directly translate into financial behaviours. Most of 

this existing research focuses on consumers’ psychological outcomes, suggesting that social media curated 

content successfully reaches them with the help of media algorithms and creates low self-esteem, anxiety, or 

body dysmorphia. 

However, a lot of users from the selected age group of 18-35 are still in their teenage years, but still 

seek surgical procedures, requiring heavy investment sometimes. Hence, this paper addresses this gap in 

understanding how social media influences consumers' spending habits, especially with invasive and non-

invasive surgical procedures. Using a quantitative survey to collect data on spending patterns and employing 

SPSS for correlation and regression analyses, this paper aims to provide novel insights into how digital media 

influences consumers’ economic behaviours. 

 

III. Methodology 
Introduction 

This is the 3rd chapter of this research, providing the methodological framework to investigate the 

influence of social media on cosmetic surgery spending among young adults, aged between 18 to 35. It provides 

details on the research approach, design, data collection, sampling, and other selection criteria that the 

researchers have used. The methodology is designed to ensure robust and quantifiable data to address the 

research questions while focusing on statistical connections between social media engagement and financial 

expenditure. 

 

Research Approach 

A “quantitative research” approach was chosen by the researchers to examine the influence of social 

media on cosmetic surgery spending. To measure behavioural patterns and test connections of the variables 

from the statistical analysis, such as time spent on social media and expenditure, a quantitative method is 

appropriate (Ghana, 2023). Further, Quantitative surveys provide structured numerical data, which are ideal for 

correlation and regression analyses in SPSS, and help the researchers to identify current trends and patterns 

between the variables. 

Also, unlike the qualitative method, which explores only subjective experience, the quantitative 

approach allows for broader generalizability and objectivity through measurable constructs. 

Since this research involves sensitive topics about body image or appearance anxiety, the quantitative 

approach is appropriate as it avoids the ethical complexities of qualitative methods like interviews, making it 

appropriate for the study’s focus on financial behaviour. 

 

Research Design 

This study employs a “descriptive, cross-sectional survey” design, suitable for collecting data from 

young adults aged 18–35 about their current behaviours, attitudes, and spending patterns on cosmetic surgery at 

a single point in time. The researchers have chosen a structured questionnaire as the primary tool to collect data 

from a specific population who are actively online on digital platforms like “Instagram” or “TikTok”. This 

design is well aligned with the research’s aim of finding how social media engagement and influencers' 

exposure impact consumers' cosmetic surgery spending. Also, this design enables the collection of quantifiable 

data at a single time, facilitating statistical testing of connections between variables (Inomata et al., 2021). The 

format also ensures consistency across responses, while its time effectiveness enhances accessibility to draw a 

significant amount of data, which is practical for this research. 
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Data Collection Method 

The researchers have selected online platforms like WhatsApp, emails, and “Instagram” to distribute 

the surveys and collect the data from the selected participants. The survey was designed using Google Forms 

and included a mix of Likert-scale items (5-point range), multiple- choice questions, and basic demographic 

queries. There was a total of 11 questions in the survey, designed to be non-intrusive, of which 3 were 

demographic items and 8 were closed-ended questions, which would ensure ethical simplicity. Since this 

research discusses appearance- related topics, an online survey is appropriate for its efficiency, cost-

effectiveness, and capacity to maintain participant anonymity, which is critical when addressing sensitive issues 

(Khan, 2024). The survey did not take more than 10 minutes, encouraging participation voluntarily and 

privately, while maintaining depth for the research’s findings. 

 

Targeted Population and Sampling 

The target population is young adults aged 18–35 who actively use digital platforms like “Instagram”, 

Snapchat, or “TikTok”. This demographic is intentionally selected because prior research indicates that this age 

group is most likely to consider or pursue cosmetic enhancements influenced by social media trends or through 

influencers. A sample size of 71 participants is selected, suitable for preliminary quantitative analysis and 

allows for meaningful interpretation using correlation analyses and regression tests in SPSS. Also, a random 

sampling method was used to reduce selection bias and ensure that individuals had an equal chance to be 

selected within the defined age group (Ahmed, 2024). The only requirement for being eligible for inclusion was 

to be aged between 18-35 and use digital platforms on a daily basis. 

 

Data Analysis 

Data will be analysed using SPSS to conduct descriptive and inferential statistical tests that allow the 

researchers to focus on identifying connections between independent variables, including social media usage 

and influencer exposure, and the dependent variable, including cosmetic surgery spending. Descriptive statistics 

have been used to summarize demographic information and general patterns in the data regarding social media 

usage and spending patterns. Next, inferential statistics, including Pearson correlation and linear regression, 

were applied to test the strength and direction of connections between variables (Yu & Hutson, 2024; Zhou, 

2023). 

 

Ethical Considerations 

Since this study excludes qualitative approaches like interviews, it also successfully neglects any 

ethical biases. Apart from that, it maintains ethical consideration throughout the data collection and analysis, up 

to the completion of the research. All the targeted demographic aged between 18-35 were sent an informed 

consent form, explaining the research aims and the application of their data. Only the participants with 

voluntary approaches were included in the data collection procedures. The demographic questions in the survey 

exclude any personal questions related to the participant's name, contact number, and address. Hence, their 

anonymity would be ensured in the responses. Moreover, this paper requires guidelines on plagiarism by citing 

every prior research, scholarly articles, or website reports in the references. 

 

Data Selection 

For participants to be included in the survey, they are required to be in the age group between 18-35, 

and be an active user of digital platforms, like “Instagram”. Whereas the criteria to exclude users from joining 

the survey include non-social media users, and individuals either under 18 or above 35. These criteria help to 

filter out data that are non-relevant to the study’s focus on young adult behaviour and digital influence, and 

ensure samples are aligned with the research objectives. 

 

Summary 

This chapter outlines the research methodology and justifies the methods used in the research to 

examine the influence of digital platforms influencing consumers' surgery spending, especially among young 

adults. A quantitative survey approach was used to ensure ethical simplicity and derive statistical data, which 

was then analysed using SPSS, and regression is reliable to address the study’s objectives. 

 

IV. Data Analysis And Findings 
Introduction 

It has become evident in today’s digitally mediated affairs, where social media has appeared to be a 

dominant force in shaping perceptions of beauty, identity, and self-worth. The research aims to explore the 

behavioral as well as psychological impact of social media on the decisions to pursue cosmetic treatments. 

Thus, it has become more evident to take the responses from the particular group of people who know what 
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cosmetic surgery is. The tests that have been executed are Reliability statistics, item total statistics, frequency 

and correlation analysis, one-sample T- test, Model summary, and ANOVA. 

 

Data Analysis 

Reliability Statistics 

Figure 4.2.1: Reliability statistics 

 
(Source: IBM SPSS) 

 

The reliability statistics measure the validity and reliability of the dataset. The test result consists of the 

value of Cronbach’s Alpha. The value of the Cronbach’s Alpha should be a minimum of 0.7 as it can be 

considered to be statistically reliable (Cheung et al., 2024). Moreover, if this value comes as 0.8 or 0.9, the 

dataset becomes extremely reliable for any research. Here, the Cronbach’s alpha value is 0.931, which is more 

than 0.9. This is what makes the dataset extremely reliable for this research. Apart from this, the value of 

Cronbach’s Alpha based on the standard items is also 0.934, which reflects the extreme reliability of the data 

set. The dataset holds some key information regarding this current research. 

 

Item Total Statistics 

Figure 4.2.2: Item Total Statistics 

 
(Source: IBM SPSS) 
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The Item-Total statistics offer a strong assessment of internal reliability of the scale, measuring the 

influence of social media on the decisions of cosmetic surgery (Gültürk, 2024). The variables, along with their 

corresponding values, showcase the usefulness of each variable with the core objectives of the research. Firstly, 

the values of corrected item-total correlation, all exceeding 0.67, have confirmed that each variable has 

contributed meaningfully to the entire scale. Items, containing values above 0.70, particularly “Social media 

influences and increases the pressure…” at 0.845, reflect the internal consistency strongly. This suggests that 

the perceived social pressure has been a central construct in cosmetic decision-making, an essential insight for 

the second objective. 

The statement, “I spend a significant amount of time daily on social media”, key for the first objective 

as per the usage patterns, has come up with the lowest correlation (0.671) along with the highest Cronbach’s 

Alpha (0.930) if deleted. This, although still acceptable, denotes that the “time spent” may not be that 

psychologically aligned with the behavior and motivation as the more socially or emotionally driven items, but 

still necessary for the breadth in analysis. The financial behavior focused statement “I am more likely to spend 

money...” (r=0.730) supports the third objective. It effectively links the exposure to the actual expenditure. 

Overall, the statistical values have confirmed that each item is reliable and valid to support the research 

framework. 

 

Frequency Analysis 

Figure 4.2.3: Frequency Analysis 

 
(Source: IBM SPSS) 

 

The frequency analysis shows the overall frequency of the results from the survey responses (Sweeney 

et al., 2024). This test result consists of the Mean value, kurtosis, and Skewness value of the responses on each 

question. The mean values for the closed-ended questions range between 4.00 and 4.39. This indicates that most 

of the participants have chosen options 4 and 5 for the survey question. The options 4 and 5 were ‘Agree’ and 

‘Strongly Agree’, which means that for all the closed-ended questions, the participants have agreed. The values 

of standard deviation explain the variability of the responses for a dataset. In this context, the above test result 

shows that the standard deviation values of most of the questions range between 0.963 and 1.133. It explains that 

most of the participants have chosen agree and strongly agree values, while some of them have chosen other 

disagree options. 

Apart from this, the values of skewness and kurtosis also prove the variations in the responses. In this 

context, the negative skewness value (<0) reveals a long tail on the left, which indicates a higher value in 

responses. Kurtosis value indicates the tailedness of the distribution, which indicates more variability around the 

average responses. The above image indicates that all the responses chose the higher value among the options, as 

the Skewness values range between - 0.441 and -1.160. Therefore, all the values of the Frequency analysis show 

that most of the respondents have chosen the positive value (Agree and Strongly Agree) for the questions, which 

supports the research questions significantly. 
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Correlation 

Figure 4.2.4: Correlation Analysis 

 
(Source: IBM SPSS) 

 

The correlation analysis of any dataset explains the connections between the variables of the research. 

In this context, the correlation analysis consists of the Pearson Correlation coefficient and Significance 2-tailed 

value (Muthukrishnan et al., 2023). In this context, a Pearson Correlation value of more than 1 indicates perfect 

positive correlation, and a value of less than 1 means perfect negative correlation (Celestin, 2023). On the other 

hand, the value of significance 2-tailed if comes <0.01, then it will be considered highly significant. If the value 

comes <0.05, then it will be considered only significant. From the above figure, it can be seen that all the 

Pearson correlation values are +1, and most of the significant 2-tailed values are <0.01, which indicates the 

values are significantly correlated with each other and highly significant with the research context. 
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T-Test 

One-Sample Statistics 

Figure 4.2.5.1: One Sample Statistics 

 
(Source: IBM-SPSS) 

 

The One-Sample statistics have provided critical insights into the central tendencies of the participants 

regarding the influence of social media on cosmetic surgery. The statement “Social media influences and 

increases the pressure to look physically attractive” (M=4.39, SD=0.978) appears to be the highest mean, with 

the identification of perceived pressure as the most influential psychological factor. The variable is certainly 

useful to measure the internalized beauty norms. Its strong central tendency further justifies its inclusion in the 

correlation or regression analyses, examining the predictors of the cosmetic expenditure or interest. 

Similarly, “I often explored cosmetic surgery content…” (M=4.31) along with “Influencers have 

influenced my thoughts…” (M=4.24) denote high central means with the moderate standard deviations. These 

have validated their roles as primary mediating variables between behavioral intention and exposure. Moreover, 

the statement “I am more likely to spend money…” (M=4.13, SD=1.133) has bridged the exposure towards 

financial action, making it immensely valid. 

Though it has come up with the largest SD, the variance is analytically beneficial, providing a range 

for predictive modeling. The variables, in totality, not only align well with the conceptual framework but also 

offer statistical robustness. 
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One-Sample Test 

Figure 4.2.5.2: One-Sample T-Test 

 
(Source: IBM SPSS) 

 

The results of the One-Sample Test critically validate the influence of social media on the cosmetic-

surgery-related behaviors and attitudes. All variables have come up with highly significant t-values (p< .001) as 

well as the substantial negative mean differences from the test value, 10. This has confirmed that the actual 

means, revolving around 4 on a 5-point Likert scale, have been meaningfully lower than the test benchmark. 

The variable, “I spend a significant amount of time daily on social media…” (t = -68.618), is immensely useful 

in capturing the baseline exposure, especially essential to satisfy the first objective. Its large effect size has 

suggested near-universal high usage among the respondents. It validates its inclusion as the control on the 

independent variable in the subsequent predictive analyses. Moreover, variables, such as “Social media 

influencers have influenced my thoughts…” (t = -50.399) as well as “Advertisements on social media…” (t = -

49.396) have become valuable for the second objective. Their tight confidence has ensured the high precision 

and low variance, reinforcing their reliability to measure perceived influence. Finally, the statements “I am 

more likely to spend money…” and “The decision for my consideration of cosmetic surgery…” (both t = -44 to -

47) are crucial for the third objective. It is because they tap directly into behavioral spending and intention. 

 

Model Summary 

Figure 4.2.6: Model Summary 

 
(Source: IBM SPSS) 
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The Model Summary comes up with the multiple linear regression, evaluating the way multiple aspects 

of social media influence the spending intentions on cosmetic surgery. The model’s R = 0.743, along with R² = 

0.552, denotes that more than 55% of the variance in the dependent variable has been explained by six 

predictors. This is notably strong for the social science research that involves attitudinal data. Moreover, the 

Adjusted R², 0.510, further confirms the generalizability of the model. 

Each included variable has not only been valid statistically, but conceptually aligned too. As seen in the 

statement “I spend a significant amount of time daily on social media”, it operationalizes the usage patterns, 

while the “Social media influences and increases the pressure to look physically attractive” captures emotional 

and psychological influences. Conversely, the significant F-change (13.152, p < .001) has affirmed that 

combined predictors provide a meaningful improvement over the null model. It supports the theoretical 

proposition that beauty norm internalization, content engagement, and media exposure are the credible drivers 

of cosmetic treatment behavior. 

 

ANOVA 

Figure 4.2.7: ANOVA 

 
(Source: IBM SPSS) 

 

The ANOVA output has allowed the variables to offer strong evidence of the model significance and 

supporting the usefulness of the predictors for this research. The model has reported the Sum of Squares 

(Regression)= 49.618 as well as a Residual Sum of Squares 40.241. These denote that the predictors explain a 

greater share of the variance in the dependent variable, “likelihood of spending money on cosmetic treatments,” 

than what remains unexplained. Moreover, the resulting F-statistic = 13.152 with p< .001 has confirmed that the 

combined influence of the predictors is statistically significant, not because of chance. Moreover, the predictors, 

like “social media-induced pressure to look attractive”, “exposure to aesthetic content”, “influence of 

advertisements and influencers”, and “time spent on platforms”, are both statistically valid and conceptually 

aligned with the objectives of research. These variables are immensely useful as they operationalize the 

subjective motivations, like influencer impact, perceived pressure, and the objective behaviors like time spent. 

These offer a multi-dimensional lens to analyses the cosmetic expenditure. 

 

Discussion 

The influence of social media on the decision for cosmetic surgery is significant, according to these 

current data findings and analysis. In this research, the questionnaire was used for the data findings, and was 

tested at first for its reliability. It was found that, the chosen dataset, developed by the survey responses is highly 

significant for the research context. After the reliability test, it was found that the responses taken from 

participants have been frequently positive sides of the social media and its influence on cosmetic surgery. The 

participants were asked about how much time they spend on social media each day, whether it is a significant 

time or not, and what type of social media platforms they use. In this question, the data analysis showed the 

mean value was 4.0, the skewness value was negative, and the standard deviation value was 0.737. 

This indicates that, majority of participants are addicted to some social media platforms like Facebook, 
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Instagram, and TikTok. Social media platforms are effective in allowing users to be influenced in any aspect 

(Chung et al., 2021). After that, it was also found from the research that social media platforms often show 

aesthetic treatment content with cosmetic surgery. It indicates that most of the participants get influenced for 

cosmetic surgery by the social media platforms they use. Social media platforms often show content according 

to the interests of the users (Muhammed & Mathew, 2022). The existing literature has identified that cosmetic 

surgery has been popular among young adults aged between 18-35 years. It is also found from the existing 

literature that social media platforms have also become crucial for reshaping individuals' influence on the 

validation of their lifestyle and other activities. This includes the choices and influences of doing cosmetic 

surgery. 

The correlation analysis has shown how the chosen variables have been significantly correlated and 

significant with each other. This shows the reliability and validity of the chosen data set in the research. Apart 

from this, the model summary also holds a significant role in this data analysis to highlight the necessary 

aspects. The value of R was 0.743, and the R Square value is 0.552 and which denotes that more than 55% of the 

total variance for the dependent variable has been explained by 6 predictors. Apart from this, the significant F-

change value with 13.152 has positively interpreted that the combined predictors provide a meaningful 

improvement over the null model. These test results have been effective for this research context, which enabled 

the researcher to interpret the overall data by aligning the research objectives and questions. 

 

Chapter Summary 

This segment has come up with a comprehensive analysis of the primary data for examining the 

influence of the likelihood of social media on cosmetic treatments. This has primarily commenced with 

reliability tests, where Cronbach’s Alpha (0.931) has confirmed the excellent internal consistency. The 

descriptive statistics have come up with a general agreement among the respondents regarding the influence of 

social media. The One-Sample t-test has indicated that all the predictor variables have been statistically 

significant. It has reinforced their relevance towards the research objectives. The model summary has come up 

with a strong explanatory strength (R² = 0.552). It has been shown that more than 55% of the variation regarding 

consumer spending behavior would have been attributed to the variables of social media. The results of 

ANOVA have further confirmed the model significance (F = 13.152, p < 0.001). The discussion segment has 

critically interpreted such findings, affirming that the social media exposure, influencer marketing, aesthetic 

intentions, and promotional content shape the intentions of cosmetic treatment significantly. The segment, thus, 

concludes that social media has always been a powerful determinant of consumer behavior, validating all three 

research objectives as well as setting the stage for the practical recommendations. 

 

V. Conclusion And Recommendation 
Overall conclusion 

This dissertation analyses how social media influences the level of cosmetic surgery spending, 

focusing on how digital platforms affect personal perceptions, beauty norms, and consumer behaviour. 

According to the literature review and primary survey data, social media has a significant effect on promoting 

and normalising cosmetic procedures, especially among younger users. Social media platforms such as 

Instagram, TikTok, and Snapchat are increasingly associated with increased exposure to photo editing, 

influencer marketing, and beauty-focused content, which promotes body dissatisfaction and the desire for 

aesthetic improvement. The results prove that there is a close connection between regular use of social media 

and the desire to have cosmetic surgery. The social comparison theory and self-discrepancy theory describe how 

the viewing of idealised images compels people to make negative comparisons to the images, which encourages 

them to use cosmetic procedures to conform to the perceived standards. 

Furthermore, the study has shown that influencer marketing, user-generated content, and targeted 

advertisements are very efficient in influencing the consumer decision-making process. 

In summary, cosmetic surgery is a personal decision, but the increased popularity of this practice is 

inseparable from the strong visual and emotional appeal of content broadcast through social media. The 

research notes that the problem of digital image manipulation and its psychological consequences requires 

increased awareness. It also implies that advertisement and influencer collaboration have ethical concerns that 

should be addressed by the providers and regulators of cosmetic surgery. Finally, the dissertation highlights the 

fact that social media has transformed into not only a tool of communication but also a force that has influenced 

the ideals of beauty and consumer spending on cosmetic enhancement. 

 

Linking with objectives 

The current research was based on four main objectives, and each of them was discussed and justified 

using the analytical results. 

The first objective was to explore how social media contributes to informing and shaping beauty ideals 
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and self-perception. Empirical data and the literature review confirmed that Instagram and TikTok promote the 

sharing of heavily filtered and idealised images. The respondents also indicated an increase in their 

dissatisfaction with their body images after spending much time on such material, hence making a direct 

correlation between the use of social media and distorted body image and unrealistic beauty standards. 

The second objective was on how influencers and celebrities influence the feelings of the people about 

cosmetic surgery. The results showed that influencers often show before and after changes, sell certain products, 

and share positive surgery stories. The survey results have shown that most respondents place a lot of trust in 

the opinions of influencers and were more inclined to believe that procedures could be followed after seeing 

influencer content, which also highlights the persuasive power that these personalities have. 

The third objective of this research was to assess the relationship between the use of social media and 

the expenditure on cosmetic procedures. A positive correlation was found between the frequent use of social 

platforms daily and the desire to invest in cosmetic surgery, with the most active social media users showing a 

stronger tendency to spend money to become more confident or to live up to the beauty standards promoted 

online. 

The last objective evaluated the awareness of the user about the dangers and facts of cosmetic surgery 

that were shown on the internet. The findings demonstrated a lack of critical awareness. According to the 

findings, a substantial number of respondents had not realised the dangers associated with procedures and were 

vulnerable to the overly optimistic depiction of surgery in social media, thus demonstrating a lack of digital 

literacy and health education. 

 

Recommendation 

The results of this study show a significant influence that social media has on the choice of people and 

spending on cosmetic surgery. Considering these findings, the proposed recommendations include the following 

steps to promote responsible involvement and prevent negative, socially and psychologically related effects. 

 

Promote Digital Literacy and Body Positivity 

Sensitisation campaigns must be launched in educational institutions to provide young people with 

knowledge about the manipulative character of online beauty standards (Haykal et al., 2021). Teaching how to 

critically analyse social-media content can minimise internalisation of unrealistic ideals and the impulsive 

decision to use cosmetics. 

 

Regulate Influencer Marketing and Sponsored Content 

Authority and social-media providers should require influencers to identify any commercial affiliations 

and plastic surgeries. It is important to introduce some guidelines which will discourage the advertisement of 

surgery as a fast-fix beauty solution, especially to underage or vulnerable groups. 

 

Strengthen Ethical Advertising in Cosmetic Clinics 

Legal obligations of honest and transparent marketing should be imposed on the providers of cosmetic 

surgeries (Saleem et al., 2024). They have to conduct pre-surgical mental tests and educate clients on dangers, 

healing procedures, and achievable results to protect consumer health. 

 

Encourage Cross-Sector Collaboration 

A partnership between teachers, medical practitioners, politicians, and technology firms ought to be 

formed to address the emerging trend (Susskind & Susskind, 2022). Collective accountability can certify 

equitable discourse and resources to people with body-image dissatisfaction. 

 

Support Further Research and Policy Development 

It is recommended that governments and academic institutions fund longitudinal studies that would 

analyse the social-economic and psychological impact of cosmetic surgery under the influence of digital media 

to make evidence-based policy decisions and provide mental-health care (Yetsenga et al., 2024). 

 

Future scope of the study 

Despite the contribution of this study to the understanding of social media as a moderator of cosmetic 

surgery spending, a number of areas are still open to further exploration. Future studies could be longitudinal to 

follow the changes in behaviour over time, especially in the case of adolescents and young adults. Moreover, it 

is also possible to analyse the impact of each platform, including Instagram, TikTok, and Snapchat, to reveal 

peculiarities of interactions. 

Inter-cultural and inter-geographical comparisons would also be educative in explaining how societal 

norms shape cosmetic decisions. A psychological component (self-esteem, processes of social comparison, and 
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identity formation) could also be added to enhance the interpretation of user motivations (Van Tran et al., 

2023). With digital technologies developing at a very fast level, the analysis of emerging technologies, such as 

AI-based beauty filters and virtual influencers, can bring new insights. Furthermore, it would be useful to 

evaluate the effectiveness of the policy measures that could be implemented to address social-media-driven 

body dissatisfaction. 

 

Limitations of the study 

The current research provides useful information concerning the connection between social media and 

cosmetic surgery expenditure, but a number of methodological limitations should be noted. The information was 

acquired through self-reported data, which is prone to individual bias or social desirability, which could skew 

the truthfulness of the results. Besides, the research study focused mainly on Instagram and TikTok, whereas 

other social network services, including Snapchat, YouTube, and new platforms, were not considered, which 

could have altered the described trends. A cross-sectional design was also used by the investigators, where 

perceptions were collected at one time, and therefore, the ability to trace emerging attitudes or trends throughout 

self-reporting was not possible (Bahamdan & Almanasef, 2024). Also, the psychological constructs, such as 

self-esteem, peer pressure, and media literacy, were discussed briefly. Finally, the cultural and geographic range 

of the research is limited, and this can limit the generalizability of the findings. 
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