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INTRODUCTION

Patients with exterior nasal deformity and cos-
metic concerns are popular candidates for rhino-
plasty, a treatment commonly performed by plastic 
surgeons and otolaryngologists1. If you are self-con-
scious about your nose’s size or form, rhinoplasty or 
a “nose job” may be a viable option for you2. 

The technique has progressed and has many 
uses beyond the well-known cosmetic benefits, 
such as restoring normal nasal function follow-
ing an accident or illness or correcting breathing 

issues that prevent sleep or physical activity3. 
Getting plastic surgery for purely aesthetic rea-
sons has been increasingly popular recently. The 
popularity of minimally invasive cosmetic proce-
dures like Botox and filler injections has contrib-
uted significantly to this development4,5. Several 
things can influence the decision to get plastic 
surgery, but one of the biggest is how active you 
are on social media6. Patients considering cos-
metic plastic surgery operations sometimes turn 
to readily available social media resources for in-
formation7,8.
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MATERIAL AND METHODS 

We reviewed the use of social media and its in-
fluence on rhinoplasty decisions. The literature 
survey was performed in PubMed, EBSCO, UpTo-
Date, and ProQuest Central databases of Kırıkkale 
University and Google and Google Scholar data-
bases. The keywords “social”, “media”, “rhino-
plasty”, “male”, “female” were used separately or 
together. All data such as review paper, trials, ran-
domized controlled trials and all scientific data 
were evaluated. 

In Google, there were 3.530.000 results; in 
PubMed, there were 40 results and in UpToDate, 
there were 10 results. However, we used 48 refer-
ences for this review paper. 

SOCIAL MEDIA PLATFORMS 

Nowadays, social media platforms play a sig-
nificant role in disseminating knowledge. There 
has been a rise of 69% in the number of social 
media accounts in the United States between 2008 
and 2019. About 40% of the world’s population, or 
3.1 billion individuals, were predicted to be active 
social media users in April 2019. These numbers 
highlight the exponential development of online 
communities and provide further evidence for the 
boundless potential of disseminating knowledge. 
Social media has become increasingly crucial for 
worldwide advertising, networking, and content 
dissemination among doctors. However, ethical 
and legal constraints on protecting patients’ pri-
vacy significantly influence doctors’ use of social 
media. The advent of RealSelf in 2006 profoundly 
affected how doctors (mainly plastic surgeons) 
could market themselves online and assess the 
psychological and physical consequences of their 
patients’ treatments9,10.

Applications in the realm of social media enable 
users to build profiles, publish and discuss material, 
and communicate with others. It is becoming in-
creasingly common for people to spend time on so-
cial media sites chatting, gaming, and engaging in 
other forms of social and entertainment activity11. 
These sites or platforms not only provide a place for 
people to share their thoughts and accomplishments, 
but they also serve as a hub for exchanging news, 
communication, education, information, and the ac-
tivities of their friends12. 

There are unique characteristics of each plat-
form13. In contrast to Twitter, which is better suited 
for disseminating ideas and brief documents14, Insta-
gram is geared toward exchanging visual content. 
The term “social media addiction” has gained popu-

larity in recent years. Addiction to social media is 
characterized by “increased time spent online”, 
“craving the internet when not using it”, “decreased 
real-world activities and relationships”, “decreased 
quality of sleep”, and “excessive mental preoccupa-
tion”. In addition, various mental and physical 
health issues15 have been linked to excessive use of 
social media.

In the last few decades, compulsive use of so-
cial media has developed into a significant behav-
ioural addiction. Addiction to social media, like 
other addictions, can severely limit one’s ability 
to function16.

RealSelf
Regarding elective cosmetic operations, RealSelf 

(realself.com) is one of the most popular online 
communities that brings former patients, prospec-
tive patients and doctors together through posts, 
photographs, feedback and reviews. Patients can 
post anonymously on RealSelf and grade their sur-
gical outcome as “Worth It”, “Not Worth It”, or 
“Not Sure” to help others make a decision, unlike 
on consumer review websites like Google, Face-
book and Yelp. In addition to general feedback, re-
viewers can rate their surgeon on various factors, 
such as bedside manner, aftercare and follow-up, 
using a unique 5-star system. Additionally, poten-
tial patients can use the age filter on RealSelf to 
find doctors who may be the most excellent fit for 
their surgery needs10.

The American Society for Aesthetic Plastic Sur-
gery recommends another website called RealPatien-
tRatings™ (realpatientratings.com), which allows 
users to sort reviews by the age of reviewers verified 
as actual patients. However, RealSelf offers a more 
participatory site where users may report the cost of 
their operations, upload before and after images, and 
document their experience in real-time. Patients can 
share their experiences on RealSelf at their discre-
tion, allowing for anonymous feedback about the 
quality of care received. Data from RealSelf was 
used to examine the development of online ratings 
for cosmetic procedures10.

Selfies
Selfies, in particular, have been the subject of ex-

tensive research due to the interest they have gener-
ated in the topic of self-improvement in terms of 
physical appearance17. Researchers have looked into 
the selfie phenomenon18. It has been suggested that 
the need to take the perfect selfie might lead to un-
healthy habits like restricting or eliminating certain 
foods or getting plastic surgery. Selfie-taking has 
also been linked to harmful and counterproductive 
habits17,19. Despite considerable research into the 
possible link between social media use and other 
cosmetic procedures, no valid scales have been uti-
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lized to examine social media addiction in women 
who have had breast augmentation13.

RHINOPLASTY AND SOCIAL MEDIA

In the worldwide cosmetic surgery market, rhi-
noplasty consistently ranks in the top20. The 
American Society for Aesthetic Plastic Surgery 
reports that out of 17.7 million cosmetic proce-
dures, 352,555 were rhinoplasty surgeries, mak-
ing it the most common cosmetic operation21. In 
Saudi Arabia, 41% of patients opted for Botox, 
while 59% chose rhinoplasty as their facial plas-
tic surgery of choice22. Social media, like celebri-
ties, has been demonstrated to have a significant 
impact on surgical procedure participation; in 
this case, 64% of those who underwent rhino-
plasty between 2015 and 2020 were influenced by 
it. Among the people whose lives were altered by 
social media, 58% were men. Concerns about 
physical appearance may increase due to time 
spent on social media, increasing the demand 
for services like plastic surgery23,24.

Approximately 55% of facial plastic surgeons 
in the United Kingdom reported that patients in 
their cosmetic business were motivated by a de-
sire to appear better in selfies in 2017, up from 
13% in 201625. The likelihood of getting cos-
metic surgery rises with exposure to the media, 
low self-esteem, and dissatisfaction with one’s 
life, say Furnham and Levitas26. A similar study 
indicated that 65.7% of patients who went to 
plastic surgery centres in Saudi Arabia were in-
spired to do so after seeing before-and-after pho-
tos of cosmetic surgery results posted on 
aesthetic surgeons’ social media accounts. In 
Saudi Arabia, researchers found that the popu-
larity of various facial cosmetic operations had 
increased by 72.2% due to the influence of social 
media influencers and celebrities24-27.

STUDIES FOR SOCIAL MEDIA AND 
RHINOPLASTY

The most surprising result was that contrary 
to common sense (because women tend to be 
more interested in and susceptible to advertis-
ing for cosmetic procedures), men were more 
likely than women to say that social media im-
pacted their decision to get rhinoplasty28-30. 
Using questionnaires issued to members of the 
American Society of Plastic Surgeons, Andrew et 
al. (2013) conducted a descriptive survey on the 
use of social media. Influence on social media 

and its common patterns were explained31. Al-
most half of those surveyed admitted to being 
daily social media users. Most respondents 
(56.7%) said they used social media because 
they saw it as an unavoidable part of modern 
medical practice. Others cited its usefulness as 
a marketing tool (52.1%) or a place to educate 
their patients (49%). Surgeons focusing mainly 
on cosmetic procedures were found to have the 
highest social media usage rates. More than 
two-thirds of respondents said that social media 
did not affect their work, while only 1.5% said 
the opposite. In 2019, Arab et al.27 conducted a 
similar study to examine the impact of social 
media on the choice to have cosmetic surgery. 
After surveying 816 people, researchers found 
that 48.5% said social media motivated them to 
get plastic surgery. Almost half of them were 
plastic surgery patients who followed doctors 
online. Aldosari et al.25 researched Saudi Arabia 
in 2019 to see how social media affected the de-
mand for facial plastic surgery. Sixty-plus per-
cent of  respondents said that  surgeons’ 
self-promotion increased the popularity of cos-
metic procedures. In contrast, 53.4% said the 
same about cosmetic television programs, and 
65% said social media played a role in shaping 
attitudes toward cosmetic surgery.

In their study, Alghamdi et al.7 found that so-
cial media significantly impacted patients’ deci-
sions to have rhinoplasty, particularly among 
men. Indirectly, social media platforms influ-
enced case decisions by disseminating informa-
tion about celebrities who had gotten cosmetic 
rhinoplasty. This was a more influential incentive 
than marketing and media reports on the safety 
of rhinoplasty. The study also found no statisti-
cally significant differences between patients 
who were influenced by social media to undergo 
cosmetic rhinoplasty and those who were not, in 
terms of the types of social media platforms used, 
the extent to which they relied on social media 
information on rhinoplasty or the beliefs in the 
advertisements for the surgery. This sheds light 
on how men and women in our region use social 
media to make decisions. Social media may sig-
nificantly encourage people to get rhinoplasty, 
but other factors, such as nasal deformity, could 
be more influential. Social media’s role in the 
decision to have rhinoplasty was not directly 
through the information provided, but some-
what indirectly through the updates on news 
about famous people7. This was especially true 
for those who relied on social media as their pri-
mary news source7.
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PATIENT SATISFACTION IN 
RHINOPLASTY AND SOCIAL MEDIA

The success of a cosmetic clinic relies heavily 
on social media, especially online physician re-
views32-34. In order to avoid legal action and/or 
minimize reputational harm, Nathan et al.35 sug-
gested following up with patients who submit in-
adequate internet evaluations.

The purpose of every plastic surgery proce-
dure, including rhinoplasty, is the patient’s hap-
piness. One of the most popular online groups 
for people with plastic surgery is RealSelf (Seat-
tle, WA), mentioned in36,37. Patients who have 
had cosmetic surgery can rank their experience 
on the site as “worth it” or “not worth it” and 
explain their decision. Since patients can remain 
anonymous when entering information on the 
website, it lacks the inherent bias of surgeon-
initiated questionnaires32.

RealSelf was used by Domanski et al.36 to evalu-
ate the “worth it” ratings for different types of 
cosmetic surgery. When compared to abdomino-
plasty (93%) and reduction mammoplasty (92%), 
the results for rhinoplasty (77%) were much 
lower. However, they did not investigate why 
some patients were satisfied while others were 
not with their rhinoplasty36.

More so than with any other type of surgery, 
rhinoplasty requires a thorough comprehension 
of the patient’s goals and anxieties to succeed38. 
The motivation behind the rhinoplasty proce-
dure is a crucial information to have. Preopera-
tively, the patient must be given accurate 
information about what rhinoplasty can and can-
not do. This is why before undergoing rhino-
plasty surgery, many authors32,39 advise seeing the 
patient at least twice. 

Male rhinoplasty patients were more likely to be 
dissatisfied than their female counterparts. This 
matches up with what has been found in the past. 
Male rhinoplasty patients were reported by Slator 
et al. to be sadder and more unsatisfied with their 
results than their female counterparts32,40. 

It was reported that most dissatisfied female pa-
tients could articulate the precise nature of their 
complaints. Contrarily, many disappointed male rhi-
noplasty patients had extremely general concerns 
and could not articulate the specific anatomical or 
physiological grounds for their disappointment. 
Many male patients who were unhappy said things 
like, “extremely angry”, “wish I had a better result”, 
or “the worst mistake of my life”. This confirms what 
other writers have found: male rhinoplasty patients 
typically present with vague complaints41 and an in-
complete grasp of their deformity42. 

Predictors of rhinoplasty satisfaction and dissat-
isfaction have been the subject of numerous inves-
tigations. Older age and receiving treatment for 
depression, Hessler et al. discovered, were both 
significant predictors of happiness43. According to 
research by Meyer et al.44,45, factors like heavy 
drinking and a lack of strong social connections 
can predict unhappiness. The presence of body 
dysmorphic disorder prior to treatment was re-
ported by Picavet et al. as a predictor of postop-
erative dissatisfaction46. Those who are “single”, 
“immature”, “male”, “over-expectant” and “narcis-
sistic”, according to Gorney’s “SIMON” crite-
ria42,47, should not get a rhinoplasty. 

CONCLUSIONS

Surgery satisfaction was lower among men than 
women, and men were less specific about why they 
were unhappy with the procedure. One-third of 
patients regularly looked for information about 
rhinoplasty on social media. More than 3% were 
swayed by social media ads portraying rhinoplasty 
as a risk-free surgical procedure, whereas fewer 
than a third were affected by celebrities who had 
rhinoplasty47,48 for aesthetic reasons7. 

To sum up, we found that social media played 
a significant role in both the patients’ ultimate 
decision to have rhinoplasty done and their con-
tentment with the results.
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