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ABSTRACT
A rising concern in the digital age is the use of Instagram story filters that 
undermine the fragile balance between beauty perception and self-esteem. 
This study highlights the negative effects of these filters on the acceptance 
of cosmetic surgery and self-esteem, thereby providing a significant 
platform for discussion regarding the influence of digital culture on body 
image. Utilizing a correlational research design, 506 female participants 
who actively use Instagram story filters were voluntarily included in 
the study. The Instagram Story Filters Usage Scale, the Acceptance of 
Cosmetic Surgery Scale, and the Rosenberg Self-Esteem Scale were used 
as data collection tools. Pearson Correlation, Simple Linear Regression, 
and Independent Samples T-Test were applied using the SPSS program for 
analysis. The research findings revealed significant positive correlations 
between the use of Instagram story filters, the tendency to accept 
cosmetic surgery and self-esteem indicating that increased filter use was 
associated with increased cosmetic surgery acceptance and decreased 
self-esteem. Regression analysis findings showed that the increase in the 
tendency to accept cosmetic surgery and the decrease in self-esteem 
could be significantly explained using Instagram story filters. Additionally, 
participants' beauty perception was found to be negatively affected using 
Instagram story filters. These findings demonstrate the potential adverse 
effects of digital beauty filters on women's self-perception and attitudes 
towards aesthetic procedures. Based on these findings, we discussed the 
implications for existing research and proposed recommendations for 
future investigations in the field.
Keywords
story filters; selfie; Instagram; body image; beauty perception; cosmetic surgery; self-
esteem.

RESUMEN
Una preocupación creciente en la era digital es el uso de los filtros de 
historias de Instagram, los cuales socavan el frágil equilibrio entre la
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percepción de la belleza y la autoestima. Este estudio
destaca los efectos negativos de dichos filtros sobre la
aceptación de la cirugía estética y la autoestima, ofreciendo
una plataforma significativa para discutir la influencia
de la cultura digital en la imagen corporal. A través de
un diseño de investigación correlacional, se incluyeron
voluntariamente 506 mujeres que utilizan activamente
los filtros de historias de Instagram. Se emplearon como
instrumentos de recolección de datos la Escala de Uso de
Filtros de Historias de Instagram, la Escala de Aceptación de
la Cirugía Estética y la Escala de Autoestima de Rosenberg.
Los análisis, realizados con el programa SPSS mediante
correlación de Pearson, regresión lineal simple y prueba
t para muestras independientes, revelaron correlaciones
positivas significativas entre el uso de filtros, la tendencia
a aceptar la cirugía estética y la autoestima, indicando
que un mayor uso de filtros se asocia con una mayor
aceptación de la cirugía estética y una menor autoestima.
Los resultados de la regresión mostraron que el aumento en
la tendencia a aceptar la cirugía estética y la disminución
de la autoestima pueden explicarse significativamente
por el uso de estos filtros. Además, se encontró que la
percepción de belleza de las participantes se veía afectada
negativamente por su uso. Estos hallazgos evidencian los
posibles efectos adversos de los filtros digitales de belleza
sobre la autopercepción y las actitudes de las mujeres
hacia los procedimientos estéticos, y se discuten sus
implicaciones para la investigación existente, proponiendo
recomendaciones para futuras investigaciones en el campo.
Palabras clave
filtros de historias; selfie; Instagram; imagen corporal; percepción
de la belleza; cirugía estética; autoestima.

Social media, which has increasingly become a
significant part of our lives with the growing
young population each year, is frequently used
by many people today. In fact, those who do
not have a user profile on social media these
days are described as "invisible" in the digital
age (Staniewski & Awruk, 2022). Individuals
who are visible in the digital age display
information about themselves through social
media and thereby gain a social visibility
(Özdemir, 2016). From this perspective, social
media has a structure that incorporates life
into itself rather than being a part of life,
and it is seen as an element that reorganizes
our lives (Aslantaş, 2021). As social media has
become more accessible and a more prominent
platform in many people's daily lives, examining
its impact on individuals is also an important
aspect (Dion, 2016). The current effort to be

visible on social media can lead to some effects on
individuals. This self-presentation can enhance
one's social visibility but also leads to complex
dynamics regarding self-esteem and peer pressure
(Neumayer et al., 2021). For example, according
to Youn (2019), social media is about showcasing
the best aspects of individuals. Unlike invisible
individuals, a group of users is transferring their
physical lives to the online environment as is
(Staniewski & Awruk, 2022). Undoubtedly, one
of the social media platforms where this effort to
be visible can be exhibited the most is Instagram.

Instagram is one of the first platforms that
come to mind when social media is mentioned.
In short, Instagram is a visual-based social media
tool that allows users to instantly share the
photos or videos they take on their own profiles,
accompanied by various filters and effects, and
a textual caption (Aslan & Ünlü, 2016; Faelens
et al., 2022; Öztürk et al., 2016). Although
it has been in our lives for approximately 14
years, it has significantly increased its user
base since its introduction in 2010 and has
demonstrated its popularity in academic research
as well. Although Instagram, like every social
media platform, has positive features, it can
particularly increase women's desire to look
beautiful as it encourages the effort to be visible.
The phenomenon known as "Instagram vs.
reality" exemplifies how curated, edited images
create unrealistic beauty standards that can
exacerbate feelings of inadequacy and pressure
to conform to these ideals (Foster, 2022). This
digital transformation of beauty perception can
lead women toward cosmetic surgery while
negatively affecting their self-esteem. Especially
with the recent updates, the increasing use of
face-beautifying effects in Instagram stories in
every age population is leading women to dislike
their unedited appearances and move away from
naturalness. Cosmetic surgery, on the other hand,
is defined as surgical procedures performed to
improve a person's appearance and enhance their
self-esteem (Holliday, 2017). Therefore, it is
thought that using these effects may lead women
to cosmetic surgery. Because these effects directly
make the flawed areas on the face flawless,
enlarge the lips, shrink the nose, and provide
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women with most of the services that a cosmetic
expert can offer.

Social media platforms, particularly image-
focused Instagram, have transformed into arenas
where hundreds of thousands of selfies are
shared daily and where filters are widely used,
fundamentally altering users' beauty perception
and body image. Body image, defined as a
subjective reflection of a person's thoughts,
feelings, and perceptions about their own body
(Sinaj & Meca, 2022), becomes particularly
vulnerable in these digital environments.
Through social networking sites, women can
obtain objectified images, compare themselves
to these representations, and present themselves
for public viewing and evaluation (Goyal &
Gautam, 2024; Seekis et al., 2020). This
exposure to idealized imagery, combined with
the normalization of filtered selfies, creates
a psychological environment where unfiltered
photos are considered unusual, affecting
users' self-perception and creating unrealistic
expectations about natural appearance (Karam
et al., 2023; Kleemans et al., 2018).

Self-esteem, characterized as a
multidimensional structure that includes not
only a person's general evaluation of themselves
but also self-worth, self-efficacy, and beliefs about
their own value (Kille & Wood, 2012; Seki &
Dilmaç, 2020; Spector, 2015; Thomaes et al.,
2011; Trzesniewski et al., 2013), becomes directly
impacted by these digital beauty standards. The
constant exposure to idealized, flawless, and
unattainable beauty standards on social media
platforms leads individuals, especially women,
to negatively evaluate their own bodies and
experience feelings of inadequacy (Goyal &
Gautam, 2024), resulting in outcomes such as
low self-esteem, feelings of inadequacy, and
negative body image. The inclination towards
cosmetic surgery emerges not only from low self-
esteem or idealized beauty perception but also
from various interconnected factors including
the desire for social acceptance, perfectionism,
lack of self-confidence, and social media pressure
(Brasil et al., 2024; Fardouly & Vartanian, 2015;
Karam et al., 2023). This complex relationship
between digital beauty standards, self-perception,

and surgical acceptance is evidenced by the
increasing number of individuals who apply to
cosmetic surgery experts with their filtered selfies,
stating that they want to look like they do in the
photos (Sert-Karaaslan, 2021).

Filtered photos serve as a powerful 'preview'
of potential cosmetic surgery outcomes, offering
users a glimpse of an enhanced self-image that
they may aspire to attain in real life (Sun,
2021). This digital-to-physical beauty aspiration
is further evidenced by patients presenting
filtered selfies during consultations, using these
altered images as tangible reference points for
desired outcomes and highlighting the growing
influence of digital aesthetics on real-world
cosmetic decisions (Sert-Karaaslan, 2021). These
digital beautification tools actively encourage
self-objectification and body dissatisfaction
by creating environments where appearance
becomes the primary source of self-worth,
causing individuals to constantly scrutinize
and compare themselves to often unattainable
standards (Veldhuis et al., 2020). The resultant
dissatisfaction with natural features, coupled
with the alluring possibility of digitally
enhanced self-representation, contributes to
increased interest in aesthetic enhancements
and cosmetic procedures (Sarwer, 2019).
Social media algorithms and peer pressure
continuously reinforce these stringent beauty
ideals, creating cycles where individuals feel
compelled to chase unrealistic goals, deepening
their body dissatisfaction and inclination towards
cosmetic intervention (Silva & Steins, 2023).
Research consistently demonstrates strong
connections between photo-editing applications
and individuals' likelihood of pursuing cosmetic
surgery, with those actively engaging in digital
photo manipulation being more inclined to
both consider and seek cosmetic procedures
(Chen et al., 2019; Sun, 2021). Several studies
highlight the role of beauty filters in increasing
acceptance of aesthetic procedures, suggesting
that these tools cultivate perceptions of necessity
and intense desires for cosmetic modifications
(Alkarzae et al., 2020; Chen et al., 2019; Wang
et al., 2021).
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Despite their widespread popularity, there is a
significant lack of research exploring the specific
psychological effects of Instagram story filters,
a notable absence considering their extensive
usage by young people (Chen et al., 2019).
Existing research in the domain predominantly
focuses on photo filters, photoshop applications,
and Snapchat filters, leaving a clear gap
in our understanding of Instagram story
filters and their unique impacts on users
(Alkarzae et al., 2020). Furthermore, these
filters are relatively new and rapidly evolving,
necessitating further investigation into their
specific psychological impacts (Sert-Karaaslan,
2021). Compounding this issue is the existing
limitation in the availability of validated and
reliable measurement tools specifically designed
to assess Instagram story filter usage, which has
hindered in-depth quantitative studies in this
area (Tabak & Kahraman, 2024). Consequently,
many of the studies have predominantly
relied on qualitative research methods, thus
limiting the generalizability and statistical power
of their findings (Eshiet, 2020). Considering
these limitations, a specific research gap arises
concerning the understanding of Instagram story
filters and their subsequent effects on self-
esteem and the acceptance of aesthetic surgery.
It is critical that more quantitative research is
conducted to fully elucidate these effects and
establish generalizable and statistically significant
findings.

This study's main hypothesis is that
Instagram's facial beautifying story filters
negatively impact women's self-esteem while
increasing their acceptance of cosmetic surgery.
The background of this hypothesis is based on
experiencing face-beautifying filters, observing
the comments of those who use them, and
especially considering the decreasing age of
accepting cosmetic surgery. This research not
only enhances scientific literature by utilizing
a quantitative approach to systematically
investigate the psychological impacts of social
media filters and related outcomes but also allows
for a more comprehensive understanding of the
underlying relationships among the investigated
variables. The findings of this research have

significant potential to guide the development
of targeted programs and interventions that
aim to mitigate the adverse effects of digital
beautification tools on self-esteem and body
image, with a particular emphasis on protecting
the mental well-being of young women.

Method

Participants

The participants of the study consist of
women who use face-beautifying story filters
on Instagram. The sample size calculation
table developed by Yazıcıoğlu and Erdoğan
(2014) was used to determine the sample.
Accordingly, with a 0.05 sampling error, a
minimum of 357 participants was considered
sufficient for the sample. 506 women, who were
reached in accordance with the population,
participated in the study by sharing the
online questionnaire prepared via Google Forms
on various social media platforms (Instagram,
WhatsApp, Facebook) and e-mail groups.
The participants who participated in the
study showed participation based entirely on
voluntariness. The mean age of the participants
is 31.8, and the standard deviation is 10.5. 44.9 %
(227) of the participants are single, 32.2 % (163)
are single and have no romantic relationship,
and 44.6 % (116) are single but have a romantic
relationship. 48.8 % (247) of the participants are
employed, and 51.2 % (259) are unemployed.
25.9 % (126) of the participants have primary
school-high school education level, and 59.2 %
(380) have undergraduate-graduate education
level. While 42.1 % (213) of the participants
use any photoshop application in their selfie
photos, 57.9 % (293) do not. 8.9 % (45) of
the participants have had a cosmetic procedure
on their face before, while 91.1 % (461) have
not. 16.8 % (85) of the participants have had a
cosmetic procedure on their face before, while
83.2 % (421) have not. 61.3 % (310) of the
participants are considering having a cosmetic or
cosmetic procedure, while 38.7 % (196) are not.
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Measures

Socio-demographic Form: The form prepared by
the researcher includes questions about the
participants' age, marital status, employment
status, education level, whether they use any
photoshop application for their selfie photos,
whether they have had aesthetic or cosmetic
surgery before, and whether they are considering
having an aesthetic or cosmetic procedure.

The Instagram Story Filters Usage Scale
(ISFUS): To measure the frequency of
participants' use of Instagram story filters and the
effect of these filters on beauty perception, the
Instagram Story Filters Usage Scale developed
by researchers Tabak and Kahraman (2024) was
used. The ISFUS is a 5-point Likert-type scale
consisting of 2 sub-dimensions and 8 items. The
possible responses to the scale items are ordered
as (1 = Never, 5 = Always). The minimum score
that can be obtained from the scale is 8, and the
maximum score is 40. A high score obtained from
the scale indicates that the person's use of story
filters on Instagram is high and that this situation
negatively affects their beauty perception. In
addition, high scores obtained from the scale
indicate that individuals' levels of compulsive
online buying increase. There are no reverse-
scored items in the scale. In this study the
Cronbach's alpha value is 0.858.

The Acceptance of Cosmetic Surgery Scale:
This scale was developed by Henderson-King
and Henderson-King in 2005, is a 15-item
scale created to determine individuals' attitudes
toward cosmetic surgery. The ACS Scale is a 7-
point Likert-type scale (1 = Strongly Disagree, 7
= Strongly Agree) and can be evaluated based
on both three sub-dimensions and the total score
of the scale. The score range of the ACS Scale
is 15-105. A high score obtained from the scale
indicates that attitudes towards cosmetic surgery
are positive. The 10th item on the scale is a
reverse-scored item. The Cronbach's alpha value
of the scale ranges from 0.91 to 0.93. The Turkish
validity and reliability study of the scale was
conducted by Karaca et al. in 2017.

The Rosenberg Self-Esteem Scale: This scale
was developed by Rosenberg in 1965. The
validity and reliability analysis in our country was
conducted by Çuhadaroğlu in 1986. The self-
esteem scale consists of 10 items. The questions
are scored through the Guttman scaling method.
The scoring method of the scale is as follows:
questions 1, 2, and 3; questions 4 and 5; and
questions 9 and 10 are evaluated together. If
any two of the first three questions score, the
participant receives 1 point from this set. If one
of the scoring options in any of the 4th and 5th
questions is marked, 1 point is again received
from this set. Questions 9 and 10 are evaluated
like questions 4 and 5. Questions 6, 7, and 8 each
score on their own. Thus, when the participant
scores all questions, the maximum score is 6
points. A score of 0-1 corresponds to a high level
of self-esteem, 2-4 corresponds to a moderate
level, and 5-6 corresponds to a low level of self-
esteem (Rosenberg, 1965; Çuhadaroğlu, 1986).

Procedure

The data were obtained through an online
questionnaire form prepared using the Google
Forms program. Approval was obtained from
the Istanbul Beykent University Social Sciences
Ethics Committee for the implementation of the
research (Date: 20.12.2021, Decision number:
137).

After obtaining informed consent online
from the women participating in the study,
the data were collected. The prepared
questionnaire consists of 4 sections. The first
section includes questions aimed at determining
sociodemographic information, the second
section uses the Instagram Story Filters Usage
Scale, the third section uses the Acceptance of
Cosmetic Surgery Scale, and the fourth section
uses the Rosenberg Self-Esteem Scale. It was
made compulsory to fill out each question,
thus ensuring that no answer was left blank.
Participants have the right to go back and change
the answers while filling out the questionnaire.
Since all questions except the age question are
multiple choice, participants were able to select
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only one option. After 506 women completed
the questionnaires, online response acceptance
was terminated. No time limit was set for
completing the questionnaire. Completing the
questionnaire took approximately 10 minutes.
Participant responses were limited to 1 response
from the Google Forms settings section.

Data Analysis

The data were analyzed using the SPSS program
(IBM Corporation, 2017). To determine whether
the data conformed to a normal distribution,
skewness, kurtosis values, and histogram graphs
were examined. Since all the data followed
a normal distribution, parametric tests were
applied in the analysis. In all analyses, p
< 0.05 values were accepted as statistically
significant. Effect sizes were calculated and
interpreted according to Cohen's conventions
for practical significance assessment (Cohen,
1988). For correlations, confidence intervals
were computed using Fisher's z-transformation to
enhance statistical precision and transparency.
The data obtained in the study were evaluated
with frequency distributions, correlations, simple
linear regression, and mean analyses. The
variables of having had a cosmetic procedure on
the face before, having had a cosmetic procedure
on the face before, and considering having a
cosmetic or cosmetic procedure were measured
with an independent samples t-test.

Findings

Table 1
Descriptive Statistics, Reliability Coefficients, and
Intercorrelations for Instagram Story Filter Use, Self-
Esteem, and Cosmetic Surgery Acceptance Scales

Note. **p < .01. ISFUS: Instagram Story Filters
Usage Scale, ACS: Acceptance of Cosmetic
Surgery Scale, RSES: Rosenberg Self-Esteem

Scale. Higher scores indicate lower levels
of self-esteem and body image satisfaction.

Table 1 presents descriptive statistics and
correlation values for the scales used in the
study. The Instagram Story Filters Usage Scale
(ISFUS) had a mean of 20.74 (SD = 6.72) and
a Cronbach's alpha of 0.86. The Acceptance of
Cosmetic Surgery Scale (ACS) had a mean of
57.60 (SD = 23.00) and a Cronbach's alpha of
0.93. The Rosenberg Self-Esteem Scale (RSES)
had a mean of 1.99 (SD = 1.94) and a
Cronbach's alpha of 0.85. A moderate, positive,
and significant correlation was found between
ISFUS and ACS scores (r = 0.578, 95% CI
[0.517, 0.633], p < 0.001). A moderate, positive,
and significant correlation was found between
ISFUS and RSES scores (r = 0.365, 95% CI
[0.287, 0.438], p < 0.001), indicating that
higher filter use was associated with lower self-
esteem levels. A weak, positive, and significant
correlation was found between ACS and RSES
scores (r = 0.259, 95% CI [0.176, 0.339], p <
0.001), indicating that higher cosmetic surgery
acceptance was associated with lower self-esteem
levels.

Table 2
Simple Linear Regression Analysis Predicting Self-
Esteem and Cosmetic Surgery Acceptance from
Instagram Story Filter Use

Table 2 presents the simple linear regression
results for predicting scores on the Rosenberg
Self-Esteem Scale (RSES) and the Acceptance
of Cosmetic Surgery Scale (ACS) from scores
on the Instagram Story Filters Usage Scale
(ISFUS). The results indicated that ISFUS scores
significantly predicted RSES scores, F (1, 505) =
77.37, p < 0.001, with a standardized coefficient
of β = 0.365. ISFUS scores accounted for
13.3 % of the variance in RSES scores (R²

=0 .133, η² = 0.133), representing a large effect
size. Furthermore, ISFUS scores significantly
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predicted ACS scores, F (1, 505) = 253.09, p
< 0.001, with a standardized coefficient of β =
0.578. ISFUS scores accounted for 33.4 % of
the variance in ACS scores (R² = 0.334, η² =
0.334), also representing a large effect size. These
findings indicate that Instagram story filter use
is a strong predictor of both lower self-esteem
and higher cosmetic surgery acceptance among
participants.

Table 3
Comparison of Instagram Story Filter Use, Cosmetic
Surgery Acceptance, and Self-Esteem Scores by
Demographic Characteristics and Cosmetic Procedure
History

Note. ISFUS: Instagram Story Filters Usage
Scale, ACS: Acceptance of Cosmetic Surgery

Scale, RSES: Rosenberg Self-Esteem Scale

Table 3 presents the results of independent
samples t-tests comparing scale scores based
on the variables of having had a previous
aesthetic procedure, having had a previous
cosmetic procedure, and considering having an
aesthetic or cosmetic procedure. The results
of the independent samples .-test for the
use of photoshop application in selfie photos
revealed no significant difference in Rosenberg
Self-Esteem Scale scores (p > 0.05, d =
0.03, negligible effect). However, a significant
difference was found in favor of women who
use photoshop in selfie photos on the Instagram
Story Filters Usage Scale (t = 9.74, p < 0.001,
d = 0.87, large effect) and the Acceptance of
Cosmetic Surgery Scale (t = 6.63, p < 0.001,
d = 0.59, medium effect) scores. This indicates
that women who use photoshop application in

selfie photos have significantly higher levels of
Instagram story filter use and acceptance of
cosmetic surgery than those who do not.

Similarly, the independent samples .-test for
the variable of having had a previous aesthetic
or cosmetic procedure on the face revealed no
significant difference in Rosenberg Self-Esteem
Scale scores (p > 0.05, d = 0.22, small effect).
However, there was a significant difference in
favor of women who had previously had an
aesthetic/cosmetic procedure on the face in the
scores of the Instagram story filters usage scale
(t= 4.25, p< 0.001, d= 0.50, medium effect)
and the acceptance of cosmetic surgery scale
(t = 7.74, p < 0.001, d = 0.92, large effect).
This indicates that women who had previously
had aesthetic/cosmetic procedures on their face
had significantly higher levels of Instagram story
filter use and acceptance of cosmetic surgery than
those who had not.

Finally, the analysis of the variable of
considering having an aesthetic or cosmetic
procedure on the face revealed significant
differences on the Instagram story filters usage
scale (t = 11.48, p < 0.001, d = 1.04,
large effect), the acceptance of cosmetic surgery
scale (t = 16.73, p < 0.001, d = 1.52, large
effect), and the Rosenberg self-esteem scale (t
= 4.29, p < 0.001, d = 0.39, small-to-medium
effect) scores. Specifically, women considering
having an aesthetic or cosmetic procedure had
significantly higher levels of Instagram story filter
use and acceptance of cosmetic surgery and lower
levels of self-esteem than those not considering
such procedures, with particularly large effects
observed for filter use and cosmetic surgery
acceptance.

Discussion

This study aimed to examine the effect of
using face-beautifying story filters on the
social media platform Instagram on women's
attitudes towards cosmetic surgery and their
self-esteem. Digital appearance-altering research
has predominantly examined photo filters,
Snapchat applications, and Photoshop effects,
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with Instagram story filters representing a
relatively understudied area due to limited
measurement tools until recently. Existing studies
have been largely qualitative (Eshiet, 2020)
or focused on other platforms (Burnell et al.,
2021; Chen et al., 2019). Our quantitative
findings with 506 participants provide significant
contributions to understanding these emerging
digital beautification technologies and their
psychological impacts.

Major findings of this study emerge from
regression analyses demonstrating that Instagram
story filter use significantly predicts both
decreased self-esteem and increased cosmetic
surgery acceptance. Particularly noteworthy is
that filter use explains 33.4 % of the variance
in cosmetic surgery acceptance and 13.3 %
of the variance in self-esteem scores. These
predictive relationships suggest that Instagram
story filters represent significant factors in
shaping appearance-related attitudes and self-
perception. Higher scores on the self-esteem
scale reflected lower self-esteem levels, thus
the positive correlation indicates that increased
filter use is associated with decreased self-
esteem. These regression findings indicate that
the use of face-beautifying filters on Instagram
significantly affects both women's perceptions of
their real appearance and their attitudes towards
aesthetic procedures, clearly demonstrating the
role of digital beauty filters in shaping individuals'
beauty perceptions and their relationship with
aesthetic intervention tendencies.

Supporting these primary regression findings,
t-test analyses reveal a concerning cyclical
phenomenon that further illuminates the
psychological mechanisms at work. Women who
have undergone previous aesthetic or cosmetic
facial procedures demonstrate significantly
higher levels of Instagram story filter use,
more negative beauty perceptions resulting from
filter use, and greater acceptance of additional
cosmetic surgery compared to women without
surgical history. This pattern indicates that
aesthetic interventions, rather than resolving
appearance dissatisfaction, perpetuate and
intensify the cycle of appearance modification
behaviors, with filter use serving as both a

precursor to and consequence of cosmetic
surgery.

This cyclical process represents a
fundamental departure from conventional
beauty enhancement paradigms. Traditional
cosmetic surgery literature consistently
demonstrates that successful procedures typically
result in high patient satisfaction rates, with
studies showing satisfaction rates of 86-98 %
and improvements in psychological well-being
within the first years following surgery (Castle
et al., 2002; Sarwer et al., 2005; Sarwer et
al., 2008). Contemporary evidence continues to
support these traditional satisfaction patterns,
with recent data showing that up to 95%
of breast augmentation patients and 91% of
rhinoplasty patients report they would undergo
the procedure again (American Society of Plastic
Surgeons, 2024). Cross-cultural studies further
confirm that cosmetic surgery generally results
in high satisfaction rates, with 87% of patients
reporting satisfaction along with positive impacts
on emotional well-being and confidence (Al-
Jumah et al., 2021; Handini & Antonio, 2023).

The underlying assumption in cosmetic
surgery practice has been that successful
aesthetic interventions should increase
satisfaction and reduce further intervention
desires, leading to improved self-esteem and
body image (Honigman et al., 2004). Research
has shown that most patients report sustained
improvements in body image and overall
appearance satisfaction through two years
post-surgery, with these positive outcomes
remaining stable over time (Sarwer et al.,
2008). However, our findings demonstrate
that Instagram filters create digitally perfected
standards that remain unattainable even post-
surgery, leading to continued dissatisfaction and
ongoing pursuit of both digital and surgical
enhancement. This contradicts the traditional
model where cosmetic surgery was expected to
provide definitive satisfaction and psychological
improvement. The phenomenon suggests that
women initially pursue cosmetic procedures to
achieve their filtered appearance in reality, but
subsequently continue using filters post-surgery
while simultaneously seeking additional surgical
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interventions to match their ever-evolving digital
self-image.

Understanding this cyclical phenomenon
requires examining how traditional social
comparison processes have evolved in digital
environments. While Festinger's (1954) social
comparison theory originally explained how
individuals evaluate themselves relative to
others, Instagram filters introduce a novel
dynamic: users now compare themselves to
enhanced versions of their own appearance
rather than solely to external idealized images.
This 'digital self-comparison' perpetuates the
cycle we observed because filtered self-
images create personalized, internalized beauty
standards that remain unattainable, driving
continued filter use and surgical interventions.

Traditional social comparison theory has
been extensively applied to understand how
media exposure affects body image and self-
perception (Myers & Crowther, 2009). Recent
meta-analytic evidence demonstrates that online
social comparison is significantly associated
with greater body image concerns and eating
disorder symptoms, with these effects being
particularly pronounced in digital environments.
Contemporary research reveals that nearly
85 % of emerging adults use social media
platforms, with increased body dissatisfaction
and appearance comparisons being documented
in recent years (Brasil et al., 2024). This digital
self-comparison to one's enhanced avatar creates
an internalized and personalized beauty standard
that may be more psychologically compelling
than external comparisons to others.

Research in objectification theory provides
additional theoretical support, demonstrating
that when individuals adopt an observer's
perspective on their own bodies, it leads
to increased self-surveillance and body
monitoring, consuming significant cognitive
resources while perpetuating dissatisfaction with
natural appearance (Fredrickson & Roberts,
1997). Meta-analytic evidence confirms that
appearance-focused social comparisons are
strongly associated with body dissatisfaction
and reduced psychological well-being, with
effect sizes indicating clinically meaningful

impacts (Myers & Crowther, 2009). The post-
surgical continuation of filter use observed in
our study suggests that digital beautification
tools may contribute to altered perception
patterns, creating a state of chronic appearance
dissatisfaction regardless of objective physical
improvements achieved through cosmetic
procedures.

The relationship between Photoshop
application use and other variables further
supports these patterns. Women using Photoshop
in selfie photos demonstrated significantly
higher Instagram story filter use, more
negative beauty perceptions, and greater
cosmetic surgery acceptance, indicating a
general tendency toward cross-platform visual
manipulation. This aligns with Sun's (2021)
findings that selfie editing provides previews
of potential post-surgical appearances, thereby
increasing procedure acceptance. Clinical
evidence supports this relationship, with
cosmetic surgeons reporting that patients
increasingly reference their own filtered images
when describing desired surgical outcomes (Sert-
Karaaslan, 2021; American Academy of Facial
Plastic and Reconstructive Surgery, 2019).

Regarding self-esteem relationships, our
findings present a nuanced picture that partially
diverges from some previous research. While
we found no significant self-esteem differences
between women who had undergone cosmetic
procedures and those who had not, women
currently considering such procedures showed
significantly lower self-esteem levels. This
contrasts with some studies (Chen et al.,
2019; Rajanala et al., 2018) that found direct
relationships between digital manipulation and
reduced self-esteem. The moderate self-esteem
levels observed across our predominantly young
adult sample may reflect the more established
self-structure in this demographic compared to
adolescent populations, potentially limiting the
detection of subtle digital beautification effects
on self-concept.
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Implications

Based on the results of this research, various
recommendations can be developed for both
clinical practitioners and future research. First,
it is important for cosmetic surgery experts to
inform their patients who apply with filtered
selfie photos about unrealistic expectations and
to emphasize the artificial beauty perception
created by social media filters in these
consultations. It is recommended that clinicians,
especially when working with young women,
evaluate the effects of social media use on body
image and self-esteem and develop interventions
that raise awareness on this issue.

Experts working in the field of mental health
should consider the relationship between the
intensive use of Instagram story filters and
psychological problems such as eating disorders,
depression, and dysmorphic disorders, especially
in individuals in adolescence and young
adulthood. In this context, early identification of
risk groups and the development of preventive
intervention programs are of great importance.
In addition, it will be beneficial to implement
programs in schools and youth centers that will
increase social media literacy, support realistic
body image, and promote self-confidence.

For future research, it is recommended
to examine the relationship between the
Instagram Story Filters Usage Scale and
different psychological variables. In particular,
the long-term psychological effects of filter use
can be investigated with longitudinal studies.
In addition, conducting comparative studies
between different age groups and socioeconomic
levels will contribute to a better understanding
of risk factors. Furthermore, it is important to
regularly evaluate the psychological effects of
newly emerging digital beauty trends, taking into
account the constantly evolving and changing
structure of social media platforms. Finally, at the
social level, it is recommended to raise awareness
about the role of media organizations and social
media platforms in spreading unrealistic beauty
standards and to work to ensure that these
platforms develop more responsible policies. In
this context, it will be beneficial to organize

awareness campaigns targeting young users and
to provide warning information about the use of
filters/effects. The implementation of all these
recommendations will contribute to reducing the
negative effects of social media on body image
and self-esteem and creating a healthier digital
media usage culture.
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