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Abstract

For a long time, women have been subjected to socio-cultural beauty
ideals and expectations in the media. Viewing beauty content has a signif-
icant impact on women’s internalization of beauty ideals, body image, and
beauty practices, sometimes negatively impacting their mental and physical
health.

Recently, a new form of beauty content has entered social media plat-
forms: Artificial Intelligence (AI) beauty content. This includes personalized
beauty advertisements, virtual influencers, beautifying filters, and beauty-
related virtual product try-ons.

Given the potential negative impact of this content on women, this re-
search aims to provide some initial insights into young women’s knowledge,
use, and attitudes toward these applications, including their views and opin-
ions about the impact it has on them and other women. This was done by
performing a Thematic Analysis on four focus group discussions where young
women (aged 18-29) discussed topics on beauty ideals and practices, social
media, artificial intelligence, and aesthetic surgery.

Results show that, although the participants were not always aware these
applications are artificial intelligence, they showed much familiarity with
most AI beauty applications, except for virtual influencers. They were highly
aware of the socio-cultural beauty ideals present in AI beauty content and
worried about the lack of transparency about this content being AI. Conse-
quently, they believed AI beauty content could negatively impact women’s
views on beauty, body image, and beauty practices, especially young girls
or insecure women.

However, they distanced themselves from the negative impact by taking
on a post-feminist attitude, believing they were confident and self-aware
enough to not be impacted by AI beauty content. They considered beauty
practices enjoyable, and some AI beauty applications useful.

Ultimately, the participants viewed the impact on other girls and women
as a harmful development, that should be minimized through more trans-
parency and regulations. Some contradictions found in this research indicate
that increased transparency may not be effective. Instead, policymakers
should focus on creating regulations, such as banning AI beauty content or
setting age limits for social media use.
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Chapter 1

Introduction

Imagine you opening your social media app and looking at the content it
presents you. If you are a woman, you are likely to instantly come across
many images or videos of gorgeous and perfect-looking women. You might
sometimes think: ”Wow, she is so beautiful, I wish I looked more like her”.
While scrolling down, you see skin care product advertisements, makeup tu-
torials, or influencers promoting beauty products and services ranging from
the newest mascara or skin care products to their aesthetic surgeon. Then
you think: ”Could this maybe make me feel more attractive and confident?”.

In today’s society, women are expected to adhere to unrealistic and some-
times harmful body ideals. On social media, women are subject to the hostile
judgment and surveillance of their bodies. Their social media feed is often
overloaded with beauty content and advertisements, reinforcing and promot-
ing existing socio-cultural beauty ideals. These beauty standards demand
that they perform beauty practices to conform to these ideals, including
the surveillance of their body, requiring time, money, skill, effort, physical
discomfort, and sometimes even health risks.

The influence of exposure to beauty content on social media has been
widely investigated: it contributes to comparison behavior and internaliza-
tion of unattainable beauty ideals and expectations in women, with low
body satisfaction and self-esteem as a result. This in turn is linked to many
mental health issues, like depression, eating disorders, Body Dysmorphic
Disorder, and can even end in self-harm or suicide.

Meanwhile, in addition to other beauty practices, there is a growing in-
terest in and application of aesthetic surgery. Although aesthetic surgery
can solve physical insecurities and offer feelings of empowerment and ex-
pressiveness, these procedures can also reinforce existing objectification and
sexualization of women’s bodies, and cause several mental or physical health
problems.
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Recently, the advancements in Artificial Intelligence (AI) have resulted in
a new type of beauty content on social media platforms. This includes per-
sonalized beauty advertisements, virtual influencers, virtual beauty product
try-ons, and beautifying face filters.

This research proposes that these AI applications, just like more regular
beauty content, contribute to the reinforcement of existing socio-cultural
body ideals and expectations that women are subjected to. Moreover, given
their ability to generate content not limited to the human boundaries of
beauty, this content can intensify the unattainability of beauty ideals present
online and in society. Consequently, the extent of the negative implication
this AI beauty content has on women could exceed that of more regular
beauty content. However, unlike more regular beauty content, womans’
views and attitudes towards this AI beauty content have not yet been widely
investigated, given they have only recently been brought into existence. It
remains unclear how familiar women are with AI beauty content on social
media, and how aware they are of their exposure to it. Additionally, its
impact on women’s view of beauty, body image, and beauty practices, in-
cluding aesthetic surgery, remains uninvestigated, as well as to what extent
women are aware of the effects AI beauty content can have on them, and
how they feel about this.

It is important to investigate young women’s perspectives, as their input
is valuable for discovering their understanding and perception of these appli-
cations, and how they view potential risks. This understanding is a crucial
first step in mitigating the possible negative impacts of these applications
as it can guide the creation of policies or regulations on the existence of AI
beauty content on social media.

This research aims to take the first step into understanding young women’s
familiarity with AI beauty applications on social media, their opinions about
these applications and their view on their (potential) impact. Hence, the
research question of this research is:

”How familiar are women with AI beauty content on social me-
dia, and what is their awareness and opinion regarding its poten-
tial impact on beauty ideals, body image, and beauty practices?”

To address this research question, focus groups will be conducted with
young women to examine their experience with and perspectives on socio-
cultural beauty ideals and expectations, social media, artificial intelligence,
and plastic surgery. The data collected from these focus groups will be
used for Qualitative Data Analysis, including a Thematic Analysis. Further
analysis and interprestaion of the reslting themes will provide answers the
research question.
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This research report will first introduce the relevant background topics
in Chapter 2. Section 2.1 will dive into the sociocultural beauty ideals and
expectations of women and why these exist. Section 2.2 will build on this,
showing how these beauty norms are present on social media platforms.
Next, Section 2.3 will introduce the recently developed AI beauty applica-
tions. Section 2.4 will discuss beauty practices, with a focus on the field of
aesthetic surgery.

Following this extensive background, Chapter 3 will discuss the research
methodology of this research, including data collection and data analysis.

In Chapter 4, the results of the focus group discussions will be examined,
providing new insights.

Conclusions about these findings will be discussed in Chapter 5, which
ultimately provides answers to the research question, followed by this re-
search’s limitations and future research directions.

4



Chapter 2

Background

2.1 Sociocultural beauty ideals and expectations

Throughout history, young girls and women have been subject to various
forms of media, whether a magazine, TV show, or their Instagram feed,
reminding them that their physical appearance is an important aspect of
their identity. These beauty ideals often include a thin but curvy body
shape, healthy hair, smooth skin, and a youthful and symmetrical face1 [1].

Beauty company advertisements usually depict perfect and often sexu-
alized women conforming to these beauty standards, to maintain a good
brand image that supports product sales [2]. However, these advertisements
are usually subject to excessive Photoshop manipulation, therefore promot-
ing unrealistic body images, resulting in a culture of unattainable body
standards [2]. As a consequence, women are expected to adhere to these
unrealistic, sexualized, and harmful body image ideals [3, 4], while being
judged by others through a ‘Cosmetic gaze’2 [5, 6].

This physical assessment plays a vital role in women’s social lives, im-
pacting their professional and personal success, and well-being. This is often
related to a ’what is beautiful is good’, also known as the ’attractiveness
halo effect’, being the cognitive bias where women considered beautiful are
perceived more positively [7, 8, 9]. This can, for example, result in higher
social status, better education, and career opportunities, and a more suc-
cessful romantic life compared to women who are considered less beautiful
[8, 9, 10, 11, 12, 13]. On the contrary, women who do not fit the mold of
these beauty ideals can experience adverse effects [10].

1Note that these beauty ideals are currently present in Western culture, but that beauty
ideals can vary between individuals and cultures and can change over time [1].

2Research professor Wegenstein defines ’Cosmetic gaze’ as: ’A way of looking at bodies
as awaiting both physical and spiritual improvement’ [5].
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Consequently, women may seek ways to conform to these ideals, often
by performing aesthetic labor3 and beauty surveillance practices4, which
require time, money, skill, effort, physical discomfort, and sometimes even
health risks [6, 14, 15]. Capitalistic neo-liberalism5 encourages women to
purchase beauty products and services to perform aesthetic labor, under
the guise of ’looking after yourself’, ’being healthy’, or ’for fun’ [17]. While
the beauty industry profits from this, women will attempt to optimize them-
selves endlessly, never feeling accomplished enough. Even those women who
do (finally) comply with the beauty ideals, will feel self-objectified6 by con-
stantly comparing themselves to the beauty standard [18, 19]. Just like
those who don’t comply with beauty ideals, they end up prone to experi-
ence appearance anxiety and low self-esteem [19].

For many years, feminists have debated the role beauty plays in the
empowerment or oppression of women [20]. After the initial wave of femi-
nists (19th to early 20th century) mainly focused on establishing legal and
economic equality between men and women, second-wave feminists (1960s
to 1980s) aimed to broaden the scope of equality, including women’s soci-
etal standing, gender bias, gender roles [21]. For example, feminist Naomi
Wolf’s concept of ’Beauty myth’ criticized how media and society imposed
beauty standards on women, therefore oppressing women and distracting
them from empowerment [22]. Correspondingly, second-wave feminists en-
couraged women to embrace their natural appearance and reject beauty
pressures, and patriarchal objectification and sexualization [22].

However, in the third wave of feminism (1990s to 2010s), feminists
claimed that embracing beauty practices and their sexuality could be em-
powering to women [20]. At the same time, definitions of womanhood, gen-
der, beauty, sexuality, femininity, and masculinity became more extensive
and fluid [23].

Nowadays, the fourth wave of feminism (2010s to present) operates
largely online [24]. Some feminists still encourage beauty practices for em-
powerment, while others challenge unrealistic beauty standards and content
shared on social media, and aim to spread inclusivity, diversity, and body

3Aesthetic labor is the performance of beauty practices to optimize physical appearance
to conform to socio-cultural beauty standards [6].

4Beauty surveillance is the constant (self-) monitoring and assessment of physical ap-
pearance to conform to socio-cultural beauty standards [6].

5Neo-liberalism can be defined as the belief in free market capitalism and the rights
of the individual. It favors a global free market without government regulation, with a
reduction in government spending and businesses and industries controlled and run for
profit by private owners [16].

6According to Fredrickson’s Objectification Theory [18], women who self-objectify in-
ternalize an observer’s perspective on the self, which is characterized by the habitual
monitoring of the body’s outward appearance. They view themselves as objects or ’sights’
to be appreciated by others.
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positivity [24]. Another discourse present today is post-feminism, which
believes that the initial goals of feminism have been achieved and feminist
activism around these topics is now obsolete [25]. It promotes individual
agency, personal choice, and the empowerment of women, and goes hand
in hand with neo-liberalism [17, 25]. Neo-liberal capitalism namely prof-
its from cosmetic companies selling beauty products to women under the
guise of post-feministic empowerment [17]. This complicates women’s re-
lationship with beauty and their agency, as it is hard to tell if engaging
in beauty practices is their own choice or a result of neoliberal influences.
The contradictions between views of post-feminism and feminist discourses
on beauty practices have resulted in a still applicable ’Beauty Dilemma’, in
which women question whether they should embrace or enhance their nat-
ural appearance [20].

One exemplar movement derived from these post-feminist ideologies is
the so-called ‘Love Your Body’ (LYB) discourse [3]. LYB discourses encour-
age women to feel self-empowered to redefine the rules of beauty, promote
body positivity and realness, accept their physical ‘flaws’, and go against the
hostile judgment and surveillance of women’s bodies in contemporary media
culture [3]. In addition, it is a countermovement against the patriarchal ob-
jectification and sexualization of women and instead promotes empowerment
through self-sexualization [26]. Some research shows that LYB discourses,
such as the promotion of body positivity (BoPo), can also have positive in-
fluences on women’s mood, well-being, body image, and body satisfaction
[27, 28].

One example illustrating the LYB mentality is the ’Dove Campaign for
Real Beauty’ that aired in 2006 by beauty brand Dove [29]. Motivated
by their research findings that indicated only 2% of women found them-
selves beautiful, the campaign sought to discuss and expand the definition
of ’beauty’ [29].
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Figure 2.1: Dove’s Real Beauty Campaign: Evolution (2006) [30]

Regardless of the good intentions of this post-feminist movement, the
LYB discourses are also criticized by many feminist scholars for their con-
tradictive nature [3].

Firstly, it is argued that the cosmetic industry commercializes the LYB
movement. Beauty product commercials that promote natural beauty and
confidence, often advertise precisely those products that claim to solve women’s
body dissatisfaction7 [3]. For example, contradicting their ’Real Beauty’
campaign, Dove profits mainly from selling beauty products that enhance
women’s physical appearance [32]. Sometimes this neo-liberal commercial-
ization also takes advantage of women’s emotions to sell beauty products,
which results in a form of ‘emotional capitalism’ [6, 33]. For example, Spe-
cial K’s slogan (’Stay special’) is often used to imply that bad things will
happen if women gain weight, therefore inducing fear that encourages and
manipulates women to buy their products [3].

Secondly, LYB content pretending to exhibit ‘natural’ or ‘real’ women
can still be subject to editing [3]. Acting this fake content to be real, results
in what feminist researchers Elias and Gill call the ‘paradox of realness’,
where the expectation of what ‘natural’ and ‘real’ women should look like
becomes even more unrealistic and unattainable [3]. As part of their ’Real
Beauty’ campaign [29], Dove showed a timelapse video of a woman under-
going a transformational evolution from make-up-free and ordinary to a
styled-up supermodel subject to editing (see Figure 2.1), creating awareness
of the fakeness of beauty content in the media and the distorted beauty
perception of women. This was considered hypocritical in the public’s eyes
when, in 2008 it was rumored that Dove retouched their Pro-Age marketing
images that were supposed to embrace aging women [34, 35].

In addition, the claimed body diversification in LYB content often barely

7According to researchers Cash and Szymanski, body dissatisfaction occurs when the
evaluation of personal body image is negative and when a perceived discrepancy between
real and ideal body occurs [31].
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differs from normative beauty ideals [3]. In 2010, for example, Dove was re-
cruiting models for their ’Come as You Are’ campaign, which claims beauty
to be ’all-inclusive’. However, in their model recruitment advert, Dove re-
quested ’flawless’ non-models with ’beautiful arms and legs and face... nat-
urally fit, not too curvy or athletic...’, for who ’beautiful hair and skin is a
must’ [3].

Lastly, LYB discourses sometimes recite and reinforce the cultural view
that some women’s bodies are inherently ‘difficult to love’ and puts the
responsibility in the women’s hands to build the confidence to accept their
physical flaws [3]. It is no longer enough to work on their physical appearance
to meet beauty standards, as women are expected to regulate their mental
state as well. It suggests women with low body confidence should blame
themselves because they have the power and responsibility to change their
negative mindset.

The next section will elaborate on how these socio-cultural beauty ideals
and expectations are reflected on social media platforms and how this affects
women.
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2.2 Social media culture

Since the rising popularity of the Internet, social media platforms like In-
stagram, Facebook, and TikTok began to appear [36]. The rapid growth
of these platforms was stimulated by various technological factors (e.g. im-
provement of software tools and computers), social factors (e.g. social media
popularity among younger groups), and economic factors (e.g. affordability
of computers) [36]. Social media platforms allow users to engage in social
networking, by interacting and sharing their daily life, thoughts, and opin-
ions. They enable users to connect without any boundaries in space and
time. With 5.17 billion social media users globally [37], this new medium
influences information transfer and shapes our culture, influencing its users
and society.

Social media’s predecessors from the mid-1990s were exclusively based
on text, excluding the user’s visual identity [38]. Some scholars speculated
that this form of disembodied communication could enable users to share
more freely with less self-censorship, therefore automatically stimulating
users to explore and experiment with constructs of identity and personality
[39]. They theorized this could redefine sociocultural views and expectations
around, for example, gender or sexuality, and potentially free society from
discrimination based on gender, sex, race, sexuality, or class [40].

Although global connection and communication on social media did in-
deed allow for more identity expression, exploration, and experimentation,
including gender [40], the current social media culture is very complex and
does not free society from discrimination and oppression. Since discrimina-
tion and oppression are structural, they can not be easily eradicated [38].
In addition, in reality, most people do not create different online identities,
partly because current social media infrastructure and commercialization
stimulate users to adhere to a single and fixed identity [38, 41, 42]. Some
scholars say the difference between offline and online personas is therefore di-
minishing [38]. Authenticity is an important aspect of users’ online identity,
resulting in a tightly regulated and policed online identity that should be
constantly perfected [38, 42, 43]. Some scholars have raised concerns about
how gender and sexual identities might even become increasingly fixed on
these platforms [42]. This also means structural (gendered) power relations
remain online, accompanied by sexist (or racist) beliefs and behaviors, in-
cluding misogynistic and sexist harassment from men [38, 42, 44]. Social
media platforms lack tools to combat this harassment and backlash, and
those who stand up to it are often targeted with the worst abuses [44].

At the same time, some argue that social media also provides users the
power to fight against societal inequality and oppression, allowing them to
voice their beliefs and contribute to social movements [40, 45]. For instance,

10



so-called cyberfeminists use social media to raise awareness about issues
related to patriarchy, sexism, misogyny, gendered violence, and inequality
[24, 46, 47]. Although social media sometimes highlights conflicts or differ-
ences in various feminists’ opinions, it can also be a place where feminists
can expand solidarity and collaboration, also with other oppressed groups
[44, 48]. This enables quick and active protest against racism, classism,
transphobia, or ableism, making online feminist activism more intersectional
and inclusive [44]. For example, where previous feminism used to be mainly
about white women, the inclusion of more intersectional and global perspec-
tives on social media now helps fight the underrepresentation of women of
color in feminist activism [44, 49].

The free online access to this feminist content allows girls and women
to educate themselves better on feminist topics, making social media an
important tool for constructing their political identity [50]. Social media
normalizes the feminist gaze on the world and contributes to young women’s
interests and participation in online feminist activism [44]. Consequently,
through more online feminist discussions on gender, some scholars argue
that on social media concepts of gender can still be explored and redefined,
allowing for more fluid gender identities, also changing gender norms and
expectations [43, 46]. These discussions also result in more online content
that doesn’t portray women in an idealized and beautified way, therefore
ignoring socio-cultural gender norms and expectations. For example, ex-
posure to non-idealized beauty content can be linked to women’s broader
conceptualization of beauty [51].

Yet, a lot of social media content still reflects and reinforces harmful
beauty ideals and expectations of women that are already culturally present
in society. Especially visual-based platforms like Instagram, Facebook, and
TikTok burst with idealized beauty content, and highlight the importance of
women’s physical appearance. Unlike traditional media, women are almost
constantly exposed to and confronted with these beauty ideals.

Some (post-)feminists argue this beauty content can help those women
desiring to improve their physical appearance, as social media can be a use-
ful source for obtaining health and beauty tips, including cosmetic product
recommendations, and information about aesthetic surgery [52, 53]. Free
access to this knowledge makes those women more autonomous and inde-
pendent in acquiring their desired look, which enables them to feel more
confident and empowered.

Women are exposed to beauty content on social media in multiple ways.
One major contribution is the online marketing of cosmetic products, result-
ing from neo-liberal consumerism. Some scholars argue that social media in-
frastructures that allow companies to track user behavior to enable targeted
advertisement are a form of surveillance practices [42]. For the cosmetic
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industry, these personalized advertisements can be a great asset to increase
sales significantly [54]. This industry also partners with beauty and fit-
ness influencers, who get paid to review and promote cosmetic products and
services to their large following [52]. Influencer marketing has seen steady
growth in the last few years, now playing a vital role in social media mar-
keting [55]. Their success comes from building intimate relationships with
followers, also called ’commodification through intimacy’, making their pro-
motions feel like trustworthy peer advice instead of traditional advertising
[52, 56, 57].

Social media users themselves also contribute to reinforcement of nor-
mative beauty ideals, via the content they share online. They desire to
present themselves most optimal and often use photo editing programs to
remove imperfections to adhere to beauty ideals [58]. These (edited) photos
receive commentary feedback from other users, often focused on physical
appearance [59]. Although these comments are frequently more positive
than negative, they still emphasize and reinforce the importance of physical
appearance [60, 61].

Consequently, exposure to all this appearance-focused content influences
women’s perception of beauty. This can be explained by the Cultivation
Theory by George Gerbner, stating that mass media consumption influ-
ences how users perceive the world and social reality [62, 63]. As social
media content is constantly available, its content can make a substantial
impact on its users. Hence, exposure to social media beauty content and
accompanying commentary can be linked to the internalization of unattain-
able beauty ideals [64, 65, 66, 67].

In addition, extensive research indicates that social media and viewing
idealized body images negatively influence body image in young women, in
which appearance comparison plays a big role [68, 69]. In line with Social
Comparison Theory8 by Leon Festingers [70], women constantly engage in
appearance comparison on social media, where they compare their physical
appearance to others [68], or to the constructed internalized body ideal
[19, 67]. As discussed in Section 2.1, they don’t do this simply because
they feel like it, but rather because existing sociocultural beauty ideals and
expectations heavily encourage them to, and women are afraid they might
otherwise experience negative consequences. Noteworthy, even if women are
aware that the content of others has been edited, it can still affect their
body image and comparison behavior [71]. As a consequence, appearance
comparison behavior can result in a discrepancy between a woman’s own
body and the body ideal, which can induce body dissatisfaction and low

8Social Comparison Theory suggests that individuals compare themselves with others
to determine their own abilities, attitudes, and beliefs, which can impact self-esteem,
self-worth, and motivation [70].
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self-esteem [19, 67, 68].
However, the internalization of beauty ideals and body dissatisfaction is

not exclusively caused by viewing idealized beauty content on social media
but also by commentary feedback on self-posting [72, 73]. Women with low
self-esteem often post pictures on social media to obtain peer attention and
validation through likes, comments, and followers [74]. This goes hand in
hand with self-objectification, which manifests through photo editing and
beauty surveillance practices to make themselves look better [18, 19, 58].
The more self-objectified a woman is, the more inclined they are to share
similar objectified pictures on social media [59]. Noteworthy, this contributes
to the amount of idealized beauty content online, reinforcing these ideals on
women even more.

This online photo sharing subjects women to the cosmetic gazes and
judgments of others [5, 6]. This sometimes includes insulting remarks on
their appearance, that women with already low body image are more in-
clined to notice and be negatively affected by [75, 76]. More often, though,
women receive sexualized compliments that still preserve discourses of pa-
triarchy and misogyny [60, 61, 77]. Consequently, sharing beautiful (edited)
photos does not solve low body image, but the commentary feedback on them
contributes to more self-objectification and body dissatisfaction [59, 60, 61].

This, in turn, is linked to mental health issues like low self-esteem, sex-
ual dysfunction, eating disorders, Body Dysmorphic Disorder9, depression,
self-harm, or even suicide [79, 80, 81, 82, 83]

To conclude: social media use can contribute to the internalization of
sociocultural body ideals and induce appearance comparison behavior. Con-
sequently, this can result in self-objectification and body dissatisfaction in
women, which potentially negatively impact their mental health. The next
section will introduce a new form of beauty content that recently has entered
social media platforms, brought on by the field of Artificial Intelligence.

9According to DSM-5, Body Dysmorphic Disorder (BDD) is characterized by preoc-
cupation with one or more perceived defects or flaws in physical appearance that are
not observable or appear only slight to others, and by repetitive behaviors (e.g., mirror
checking, excessive grooming, skin picking, or reassurance seeking) or mental acts (e.g.,
comparing one’s appearance with that of other people) in response to the appearance
concerns [78].
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2.3 AI beauty content

For a long time, beauty norms were spread through traditional media such
as magazines, TV, and radio. Later, the rise of the internet and social me-
dia enabled faster and continuous spread of beauty content. In the past
few years, the use of Artificial Intelligence (AI) has grown massively, in-
cluding a subtype known as Generative Artificial Intelligence (Gen-AI) [84].
AI models can utilize unstructured data to output new data. In the case
of Generative AI, this includes novel generated content, such as text, im-
ages, and videos. (Gen-)AI models have infiltrated the beauty industry and
can help beauty companies to familiarize customers with cosmetic products,
obtaining more customer engagement and therefore sales revenues [85, 86].
The market value of AI in the beauty industry is substantial: being $3.97
billion in 2024 and estimated to grow to $8.1 billion in 2028 [87]. AI beauty
content, including Generative AI beauty content, is often spread on social
media and can take various forms.

Firstly, beauty companies leverage AI to enable targeted beauty adver-
tising (see Figure 2.2). By analyzing data of social media users, such as
browsing activity, purchase history, and other user behavior, AI algorithms
can identify patterns and trends to predict product preferences [88]. Based
on these outcomes, users are presented with highly personalized and relevant
product recommendations [86, 88, 89]. Some experts predict that, in the fu-
ture, Generative AI algorithms will be widely used to design custom-made
advertisement content, enabling even more specific user-tailored advertising
[90].

These personalized recommendations make products more accessible and
individualized [85, 88]. For customers, finding cosmetic products becomes
easier and faster, each purchase feeling well-informed and resulting in more
product satisfaction [86]. In fact, most consumers are more likely to pur-
chase or repurchase through personalized recommendations [91]. As these
personalized advertisements increase brand loyalty, marketing efficiency, and
sales, they are profitable to beauty companies [89].

On a more critical note, these personalized beauty advertisements strengthen
the encouragement of beauty surveillance practices under the guise of post-
feministic beliefs and supplement neo-liberal consumerism [17]. For example,
the algorithm could pick up a woman’s insecurity about her facial acne if she
watches many (acne-focused) skincare videos. Consequently, it could display
her advertisements for cosmetic products for a specific acne skincare rou-
tine. These personalized advertisements therefore highly stimulate women
to cave in to the cultural beauty ideals and buy these cosmetic products to
perform aesthetic labor.
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Figure 2.2: Personalized advertisement of beauty product on Instagram.

Another way of promoting beauty products on social media is via vir-
tual influencers, which are animated or human-like AI-generated personas.
Similar to human influencers, virtual influencers are becoming increasingly
popular on social media [92, 93]. A 2022 US survey indicated that 58% of
respondents followed a virtual influencer, and 35% had bought a product
advertised by a virtual influencer [94]. Compared to human influencers, vir-
tual influencers may lack authenticity, similarity, and emotional connection,
making them perceived as uncanny and less trustworthy, which negatively
influences their marketing success [92, 95, 96]. However, when designed cor-
rectly, virtual influencers can be advantageous for brand advertisement, as
they can cut costs, are flexible and diverse, are available 24/7, have less
chance of errors or misbehavior, and have 3 times as much engagement as
their human counterparts [92, 95, 97, 98, 99]. One example is Lil Miquela
(@lilmiquela), a humanlike virtual influencer who has 3.4 million followers
on TikTok and 2.5 million followers on Instagram10. Since airing in 2016,
she has earned her creators an average of $2 million a year by posting adver-
tising content for brands and companies like Dior, Calvin Klein, and BMW
(see Figure 2.3) [98, 100].

10These numbers might have changed since the time of writing this paper.
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Figure 2.3: Instagram post by virtual influencer Lil Miquela advertising for
beauty companies [100].

As virtual influencers are easily altered and controlled, they can conform
to the most recent beauty trends and ideals and appear very attractive or
nearly perfect [101]. The majority of businesses using virtual influencers
are brands for women that profit from showing these idealized body images
[102]. As virtual influencers are thus designed to satisfy this mainstream
woman aesthetic, this can result in so-called ’aesthetic simplifaction’, limit-
ing the ways women are considered beautiful [102]. Moreover, when women
compare themselves with this unrealistic anthropomorphic body they can,
just like with other beautified content, experience body dissatisfaction and
therefore desire to buy and use the same beauty product that the virtual
influencer is promoting [102]. Yet, they will likely never achieve this beauty
myth in reality, as the portrayed beauty of the virtual influencer was never
realistic to begin with [102]. In addition, virtual influencers often use politi-
cal statements, as a form of ’self-branding’, where they develop a distinctive
likable public image for commercial gain and/or cultural capital [103]. These
political statements can contribute to the formation or shaping of political
identities, as mentioned in Section 2.2 [50].

Another current technological application of AI is beautifying face filters
(see Figure 2.4), incorporated by apps and social media platforms. These
filters use facial recognition software in combination with augmented reality
(AR) technology11, that augment and generate novel photo or video con-
tent. Previously, expensive photo editing software, such as Photoshop, was
often exclusively used by professionals [105]. Nowadays, social media plat-

11Augmented reality can be defined as a technology that combines computer-generated
images on a screen with the real object or scene that you are looking at [104].
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forms and apps, such as Snapchat, include AI face filters that, besides being
for fun, can beautify users’ facial features to conform to beauty standards
[106]. Due to their free availability and easy utilization [105, 107], these fil-
ters contribute to the commodification of beauty. These beautifying filters
have become so normalized that Microsoft even launched an AI filter plug-in
for use on video calls [108].

Figure 2.4: Example image of photo enhancement with a beautifying filter
[109].

In addition to beautifying face filters, the cosmetic industry is virtual
try-ons: face filter applications that, similar to filters, employ AI in combi-
nation with augmented reality (see Figure 2.5). Virtual try-on applications
are often downloadable applications rather than features on social media.
These applications, such as L’Oréals ’ModiFace’, enable users to virtually
experiment with various make-up, hair, nail, or skincare products [110]. In
a post-feminism light, these applications are tools that provide women more
agency and empowerment over their physical appearance.

However, in line with the work by Gill and Elias, these applications are
a form of beauty tracking and contribute to the beauty surveillance and
aesthetic labor of women [6]. Furthermore, these applications contribute
to the amount of artificial beauty content online when users share these
obtained images on social media.
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Figure 2.5: Example of a Virtual try-on beauty application [111].

AI applications have even infiltrated the field of dermatology and aes-
thetic surgery. Aesthetic surgeons can use AI to generate images of artificial
patients for educational or demonstrative purposes [112]. They can also
utilize AI to create social media plans and marketing posts [113]. Addition-
ally, AI-powered applications can provide counseling to patients considering
aesthetic surgery [114], or perform facial scanning for a skin analysis to
recognize and diagnose skin issues (e.g. wrinkles, acne) and recommend
individualized skin products and routines accordingly [115, 116]. Conse-
quently, these AI self-surveillance applications increasingly blend beauty
and healthcare [6]. There even exist virtual try-on simulators for aesthetic
surgery interventions, such as rhinoplasty, that enable women to see how
they would look with a surgically ‘perfected’ nose (see figure 2.6) and can
influence their decision-making process [117, 118].

All the abovementioned AI applications are either present on or shared
through social media, contributing to the amount of beauty content on-
line. As discussed in Section 2.2, viewing beauty content on social media
can result in the internalization of body ideals and appearance comparison,
contributing to self-objectification and body dissatisfaction, with all their
negative consequences. Similar to regular beauty content, exposure to AI
beauty content might also influence how women view beauty and their bod-
ies. Given that AI beauty content can exceed the human boundaries of
beauty (e.g. virtual influencers), making these ideals even more unattain-
able, this impact may even exceed that of regular beauty content.
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Figure 2.6: Banuba’s AI aesthetic surgery simulator [118].

Interestingly, AI beautifying face filters present on social media, e.g.
Snapchat12, have reached and influenced the aesthetic surgery practice. Fre-
quent use of these filters can cause users to lose perspectives on how they
look in reality, a phenomenon that aesthetic surgeon Matthew Schulman has
coined the term ’Snapchat dysmorphia’ [119]. It was found that Snapchat
dysmorphia can induce greater body image concerns in some people [120],
enticing them to consider aesthetic surgery services [119, 121]. For example,
one study showed that 59% of patients claim that photo filter applications
influenced their decision to undergo aesthetic surgery [122]. This trend has
resulted in several aesthetic surgeons encountering patient requests to repli-
cate the ’filtered’ Snapchat look [119].

This is one of the first signs that the entry of AI beauty content on social
media can influence some women’s views on beauty and attitudes toward
aesthetic surgery.

The next section will elaborate on the field of aesthetic surgery, why
some women decide to undergo it, and its influences on women.

12Snapchat face filters allow users to change their skin tone, soften fine lines and wrin-
kles, alter the size of their eyes, lips, and cheeks, and change various aspects of their
physical appearance [119].
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2.4 Aesthetic surgery

One extreme beauty practice aiming to alter one’s physical appearance
is plastic or aesthetic surgery. Where plastic surgery aims to reconstruct
the body’s normal appearance and function, aesthetic surgery (also known
as cosmetic surgery) focuses on enhancing physical appearance. Aesthetic
surgery ranges from invasive procedures like rhinoplasty, butt-lifts, breast
augmentations, and vaginal rejuvenation to less invasive procedures includ-
ing dermal fillers, fat freezing, and Botox13.

Early feminist work on aesthetic surgery was concerned with how aes-
thetic surgery contributes to the cultural objectification of women’s bodies
and the reinforcement of patriarchal oppressive power relations [123]. The
reality TV show ”The Swan”, which aired on the TV network Fox in 2004, is
one example painfully illustrating how this objectification of women’s bod-
ies is connected to the normalization of excessive use of aesthetic surgery.
In this show, the so-called ’ugly ducklings’ compete with each other in a
pageant competition, where these women go through a complete cosmetic
make-over including extreme aesthetic surgery.

Nowadays, most aesthetic surgeons are active on social media (79.4% in
the US), promoting their practice or informing their followers about aes-
thetic surgery procedures [124]. Some critique has been given on the ris-
ing social media presence of aesthetic surgeons, who now have shifted from
being healthcare providers to providers of beauty services under a neolib-
eral consumer-driven market [125]. This online normalization of aesthetic
surgery for beautification purposes contributes to the so-called ’makeover
culture’, that objectifies and sexualizes women’s bodies and supports and
reinforces the patriarchal control and subordination of women [123, 126].

Moreover, social media presence makes the field of aesthetic surgery less
medically professional: posts from aesthetic surgeons contain little educa-
tional information (16%), even less than the content that contains shaming
(21%) [127]. Besides advertisements by aesthetic surgeons, celebrities or
beauty influencers may also promote aesthetic surgery practices when (un-
intentionally) showing their results on social media to their wide audience
[128]. For instance, the famous Kardashian-Jenner reality TV family known
for their use of aesthetic surgery procedures, have played a substantial role
in normalizing these practices into the mainstream. Following Kim Kar-
dashian’s rumored butt injections, the online search interest in ’butt im-
plants’ rose 100%, and after Kylie Jenner announced having lip injections,
the online search interest in ’lip fillers’ rose 3233% [128]. Although celebri-
ties like the Kardashian-Jenner family might be predominantly known from

13In line with the research scope, the specific procedures mentioned here focus on gender
normative women. Note that aesthetic surgery is not exclusively for women but also for
men. Moreover, this research focuses on cisgender women specifically, despite aesthetic
surgery being an important measure to reduce gender dysphoria in transgender people.
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TV or other media, comparison and gossip happen mostly on social media
platforms, where every user can join the discussion. In conversations like
this, anyone can share information about aesthetic surgery that may not be
verified or posted by a certified surgeon, resulting in an influential amount
of low-quality, misleading, and biased aesthetic surgery content [117, 125].

Recently, the interest and application of aesthetic surgery have grown
[129, 130, 131]. A significant line of research highlights social media use as a
contributing factor to this rising interest [121, 131, 132, 133]. Since the rise
of social media, the field of aesthetic surgery has become more lucrative.
According to the American Society of Plastic Surgeons, the US aesthetic
surgery revenue has increased from $9.4 billion in 2005 (i.e. around the
beginning of social media) to $23.7 billion in 2019 [134, 135].

Increased exposure to aesthetic surgery content on social media normal-
izes aesthetic surgery practices and can influence women’s attitudes toward
it [128, 132, 136, 133]. Similar to regular beauty content, as discussed in
Section 2.2, this content can also contribute to the internalization of beauty
ideals and induce appearance comparison behavior in women [132]. For ex-
ample, a study found that viewing social media images of women who have
undergone aesthetic surgery, increased young women’s desire for aesthetic
surgery, especially in those who spent a significant amount of time on social
media and were less satisfied with their appearance [132].

The normalization of aesthetic surgery and the role of appearance com-
parison becomes apparent in the documentary ’Misslukt’, aired on the TV
network KRO-NCRV in 2024, which follows Dutch Miss Universe and model
Stephanie Tency and her personal love-hate relationship with aesthetic surgery.
She mentioned: ”I was never concerned with my legs until people started
talking about them and suddenly I started seeing it. Suddenly I started
seeing those other girls at the Miss Universe elections, and thought ’They
all have the same legs that I don’t have’. I thought, ’One day I’m going to
do a liposuction, and then I will also have those model legs’”.

Aesthetic surgery is not always simply about improving physical ap-
pearance but often has many psychological underlying reasons. For women
like Stephanie, aesthetic surgery can, just like other beauty practices, end
their suffering from physical dissatisfaction and low body image. These feel-
ings can result from not meeting the culturally present gender norms that
suggest how women should aspire to look14. Aesthetic surgery can there-
fore help in gender affirmation, allowing women to change their outlook in
compliance to these gender norms15. Research shows that after aesthetic

14Note that these gendered body norms change across time, place, and culture.
15The term ’Gender affirmation’ is generally reserved for transgender people undergoing

treatment, but can also apply to other genders.
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surgery, most women show higher body image and self-esteem [137]. The
self-determination to engage in aesthetic surgery can also enable feelings of
expressiveness, control, and empowerment [123, 138].

But, the decision to undergo aesthetic surgery is extremely complex.
Despite its recent normalization, undergoing aesthetic surgery is still stig-
matized [139]. Therefore, women who have successfully undergone it can
experience feelings of (social) judgment, shame, and guilt, and may want to
keep it secret [140]. These feelings occur even when they know that many
other women might also (secretly) consider these practices. They might also
be aware that their low body image is not specifically a personal failure but
often stems from sociocultural beauty norms and expectations. Feminist
Kathy Davis argues that women can be aware of oppressive beauty norms
underlying the decision to undergo aesthetic surgery and disapprove of these
practices, and yet can still experience euphoria as a result of (re)claiming
agency and autonomy in making this decision [138].

Aesthetic surgery is also associated with health risks due to compli-
cations during the intervention, which can result in permanent or semi-
permanent physical disfigurement, loss of function, or in some cases even
death [15]. These risks are higher in countries with much medical tourism,
where cosmetic interventions are cheap but where they have lower health
standards and provide less aftercare [141].

Stephanie also experienced some of these adverse effects after her surg-
eries. After her breast augmentation, she started experiencing pain and
stiffness, which is not an uncommon result of silicone breast implants. In
fact, health experts estimate the chance of serious side effects from breast
augmentation between 30% and 50% [15]. In addition to experiencing these
health issues, Stephanie also encountered cosmetic damage after her proce-
dure, resulting in feelings of regret. Looking back on her liposuction she
said: ”On the day of my surgery I was so excited and thought: ’I’m finally
going to have those legs everybody has’. But looking back I’m thinking,
Stef, you had great legs, they were beautiful. And now I’m here left holding
the bag because I have all these dents and scars”.

Despite awareness and warnings about the associated risks of aesthetic
surgery, women still seem willing to undergo it or find it hard to stop or
reverse their procedure. After being informed about the risks of breast
implants, Stephanie said: ”For a while I really thought I was going to remove
them, you know, embracing myself and all that stuff. But still, there seems
to be a switch inside of me, I just cannot do it. And yet I feel the pressure
like I’m not setting a good example. But I’m also in my own process and I
also find it very hard”.

Social pressures to adhere to beauty standards in combination with low
body image can make it hard to choose health over appearance. This sen-
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timent is also shared by Stephanie, who stated: ”I’m really at a crossroads
right now, and I catch myself prioritizing how I look over health. Because,
even though I suffer from it every day, my appearance still has the upper
hand. Just thinking about living without these breasts gives me the creeps,
like I cannot do it, because will I be accepted? I discovered that I’m really
scared that men will not accept me anymore.”

Part of this struggle comes from habituation to their enhanced looks, and
stopping with the procedures requires women to let go of this beautified ap-
pearance and go back to feeling dissatisfied about their bodies. Besides that,
aesthetic surgery can be addictive, as the possibility of endless enhancement
makes the obtained results never enough [142]. Unsurprisingly, around 7%
to 15% of people regularly undergoing aesthetic surgery suffer from Body
Dysmorphic Disorder, resulting in obsessive and compulsive behaviors to-
ward their physical appearance [143, 144].

In many cases, the positive influences of aesthetic surgery procedures
(i.e., increased body satisfaction, self-esteem, expressiveness, control, and
empowerment) outweigh the negative physical and mental consequences.
This explains why, under the increasing amount of beauty content on so-
cial media, including aesthetic surgery content, more and more women are
opting for aesthetic surgery. Stephanies example illustrates the complexity
of the decision to undergo aesthetic surgery. According to Kathy Davis, we
should therefore refrain from criticizing women for using aesthetic surgery
but rather criticize the societal norms underlying this decision [145].

Building on the scientific understanding of how regular social media
beauty content can impact women, it is hypothesized that exposure to AI
beauty content on social media may also influence women’s views on beauty,
their bodies, and their attitudes toward beauty practices such as aesthetic
surgery. AI beauty content may further reinforce existing beauty standards
and gender norms currently present in society. As previously discussed, ex-
posure to these beauty ideals can have serious implications for women that
should not be overlooked. However, as AI beauty content is a relatively new
development, it has not yet been academically explored. This research aims
to fill this gap, by making initial efforts to investigate young women’s aware-
ness are about artificial intelligence and AI beauty content, their opinions
on the exposure to it, and how they believe this content can impact body
ideals, body image, and beauty practices including aesthetic surgery. Ulti-
mately, this research aims to answer the following research question: ”How
familiar are women with AI beauty content on social media, and what is
their awareness and opinion regarding its potential impact on beauty ide-
als, body image, and beauty practices?” The next section will discuss the
methodology used to address this research question.
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Chapter 3

Research Methodology

This research aimed to answer the following research question:

”How familiar are women with AI beauty content on social me-
dia, and what is their awareness and opinion regarding its poten-
tial impact on beauty ideals, body image, and beauty practices?”

To find answers to this research question, this research conducted focus
groups with young women, where topics around beauty norms and expec-
tations, social media, artificial intelligence, and aesthetic surgery were dis-
cussed. Performing qualitative data analysis of these focus group discussions
provided valuable insights into the AI literacy of these young women, their
attitudes toward AI beauty content on social media, and how they thought it
could (potentially) influence women’s decision to undergo aesthetic surgery.

This section will discuss the research methodology of this research, in-
cluding the data collection and data analysis methods.

3.1 Data collection

Study design

To answer the research question, this research conducted focus groups. Fo-
cus groups are argued to be a very appropriate method in feminist studies
given their empowering nature, providing a platform for participants to share
their voices or opinions [146] [147]. Compared to one-on-one interviews, fo-
cus groups are more time and money-efficient, therefore especially beneficial
for this research as it is restricted in time, and has no financial funding [148].

The collective and interactive nature of focus groups allows participants
to coconstruct and negotiate meanings, which not only enables investigation
of what social phenomena are actively constructed or understood by the
participants but also allows observation of the process in which this happens
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[148]. This can give rise to valuable scientific insights, that would not appear
in other methodologies, such as literature research or interviews.

Although this was not the main purpose of the focus groups, the discus-
sions could also benefit the participants. Sharing opinions and knowledge
about feminist topics can improve their understanding of their own position
within the patriarchal social structure and allows for empowerment and fem-
inist practice [148]. The focus group discussion can also make women feel
more understood and connected once they realize that their personal expe-
riences are often also experienced by other women [148].

This research opted for mini-focus groups, which usually consist of four to
six participants [149]. Recently, mini-focus groups have become popular, as
they are easier to organize, less complicated to analyze, and give participants
more opportunities to speak and fully express their views [149]. Moreover, as
it has limited time, this research benefits from requiring fewer participants
to recruit. One limitation of the smaller participant size is the potential lack
of diversity of opinions [149]. However, when ensuring the right interaction
and discussion scope, mini-focus groups can be more effective than larger
ones and can produce rich, detailed, and in-depth data [148]. Overall, the
advantages of using mini-focus groups in this research therefore outweigh
the disadvantages.

To determine the number of focus groups required, researchers often
rely on the concept of ’data saturation’, being the point in data collec-
tion and analysis where new data produces little or no new information or
themes [150]. As this research had time constraints, applying data satura-
tion was not a realistic option. Alternatively, the aim was to conduct three
focus groups. This decision was backed by research of Guest et al. (2016),
who found that more than 80% of all themes, including the most prevalent
themes, can be discovered within two or three focus groups, and 90% of
themes can be discovered within three to six focus groups [150]. In reality,
the recruitment yielded enough participants for four focus groups, including
one try-out. As two focus groups were more short-lived than expected and
the try-out focus group went very well, the try-out focus group was included
in the analysis as compensation for the fewer data.

Participants

This research recruited young women, aged 18 to 29 for the focus groups.
This age range is often used in comparable research about young women (e.g.
[132]), as emerging adults go through a critical period of identity exploration
and formation [151]. In addition, individuals of this age range have also
grown up with social media platforms, making them the demographic most
engaged with these platforms [151].

This research received ethical approval from the Social Sciences Ethics
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Committee of the Radboud University (code: ECSW-LT-2024-10-8-81639 ).
The recruitment and registration of participants was done via Sona Systems,
an online tool that many universities use for recruiting participants. In Sona,
the researchers could select specific demographics (e.g. exclusively women
aged 18 to 29) to filter out participants who did not meet the demographic
requirements of the research. All participants had a Dutch nationality. Sona
allowed participant friend groups to register themselves for a focus group
time slot together. This online tool grants participants course credit to
student participants, allowing for an incentive for their participation. The
study was promoted through posters, including a QR code to the Sona study
website, that were spread throughout multiple Radboud University build-
ings. Since recruitment via Sona is anonymous, no demographics besides
age range and gender were provided by the participants. It’s important
to note that this recruitment method likely introduced self-selection bias,
as the participants who chose to apply for the study tend to align with a
specific type of femininity and gender-normative representation.

A total of four focus groups were held, each consisting of three to five
participants: Focus Group 1 consisted of three participants, Focus Group
2 consisted of four participants, and Focus Group 3 and Focus Group 4
consisted of five participants each. Figure 3.1 shows the distribution of
(pseudonymized) participants in each focus group.

Figure 3.1: Distribution of participants (pseudonymized) of each focus group

To make the participants comfortable enough to share their views, es-
pecially on sensitive topics concerning body image and aesthetic surgery,
this research opted to recruit women from the same social circle. This also
may have limited the warm-up time to start the conversation and enabled
more elaborate discussion prompted by shared experiences [148]. In addi-
tion, some participants might have referred the study to friends, facilitating
so-called snowball sampling, therefore contributing to faster recruitment of
participants [148].

One risk of using pre-existing groups is that the existing relationships
and power hierarchies might result in regrettable over-disclosure or unreli-
able data [149]. However, when alert to these hierarchies and patterns of
interaction, the advantages of pre-existing social groups often outweigh this
difficulty [148, 152]. The moderator made sure to create an open and safe
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environment, by for example engaging in some small talk and emphasizing
that participants only had to share what they felt comfortable with. In
addition, the moderator monitored group dynamics and ensured every par-
ticipant had an equal opportunity to contribute to the discussion, by for
example encouraging quieter participants to share their thoughts.

Study procedure

Once enough participants registered for a timeslot, the researcher sent them
the informed consent form including more research information (see Ap-
pendix A1) via email. This was done at least one week before the scheduled
focus group, providing the participants enough time to read it thoroughly.
Participants were not expected to prepare anything before the focus group.

The focus group was held on the Radboud University Campus in reserved
conference rooms. Although real-life focus groups are harder to organize
than online focus groups using video calls, they allow for better communi-
cation and contribution during the discussion [153].

During the focus group, the researcher took up the role as focus group
moderator. This moderator started by informing the participants about
the research and what was expected from them. One important objective
was to make the participants feel at ease so they would feel comfortable
enough to share their opinions and experiences. After the introduction, the
participants were asked to (re)read and sign the informed consent form.
Once everyone was ready, the moderator initiated the discussion and guided
the participants through the focus group with prompting questions. For
guidance the moderator followed a pre-defined list of prompts and questions
(see Appendix A2), ensuring all important topics were discussed. Only when
a discussion ended or some theme or question remained undebated, did
the moderator pose a new (follow-up) prompt or question. The moderator
also made sure participant engagement was equally balanced during the
discussion. During the focus group, the moderator aimed to remain neutral,
intervene as little as possible in the discussions and let the participants
engage with each other as naturally as possible.

The focus groups were recorded with an audio recorder for later analysis.
Although video recordings provide easier participant identification and can
capture more information about interactions or gestures, audio recordings
can feel less invasive and uncomfortable for participants, therefore influenc-
ing their behavior and the discussions less [148]. To compensate for the
lack of visual information, the moderator took notes of which participants
were talking and when they showed remarkable body language, behavior, or
emotions during the discussion.

All audio data files collected during the research were pseudonymized
and saved on a Radboud University server to guarantee data protection.
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3.2 Data analysis

Before the qualitative data analysis could be executed, all audio files were
manually transcribed into text files using Microsoft Word. All participant
information, including names, was pseudonymized to ensure participants’
confidentiality.

Next, the textual transcripts were imported into ATLAS.ti, a commonly
used tool for qualitative data analysis. In ATLAS.ti, the transcripts were
partitioned into segments known as ’quotes’ [154].

Then the next step was performing qualitative analysis using the so-
called Thematic Analysis approach, in which each of these quotes was pro-
vided with relevant codes [154]. These codes were based on both latent and
manifest information [154]. Latent information primarily included the par-
ticipant’s body language and expression, providing insights into their emo-
tions, attitudes, and behavior. Manifest information included more explicit
information, such as analogies and quotations, providing direct insights into
meaningful concepts, experiences, and behaviors of the participants.

During the coding process, the codes were grouped into overarching
themes and organized according to their categories and hierarchies. This
was an iterative process, where certain codes and themes were adjusted and
redefined based on new patterns and insights found in the data, and to align
with the research question.

The themes were analyzed and interpreted to find valuable insights and
answers to the research question. This was done by, amongst other things,
looking into the attitudes or behaviors of participants, exploring relation-
ships or contradictions between themes, and linking themes to specific socio-
cultural contexts and existing literature. These findings relate to the follow-
ing three key topics:
Topic 1: The participants’ knowledge and familiarity with AI beauty con-
tent and applications.
Topic 2: The participants’ understanding and evaluation of the impact of
AI beauty content on women.
Topic 3: The participants’ personal experiences and attitudes toward beauty
practices and AI beauty content and applications.

The results obtained from this Thematic Analysis will be discussed in
the next Chapter (i.e. the Results), guided by these three topics.
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Chapter 4

Results

This Chapter will address the themes identified in the data, organized
around three key topics, in order to answer the research question. First, the
participants’ knowledge of AI beauty applications/content will be explored,
as well as their use and exposure to it. Secondly, their understanding and
evaluation of the impact of AI beauty content will be discussed. Lastly,
their personal experiences and attitudes toward beauty practices (including
aesthetic surgery) and AI beauty content will be addressed. The discovered
themes will provide more insights into what is considered the (Generative)
AI literacy of participants, i.e. to what extent participants know and un-
derstand, use and apply, evaluate and create, and are aware of the ethical
issues of AI [155].

4.1 Topic 1: Knowledge and familiarity with AI
beauty applications

Relevant to their exposure to AI beauty content, the participants’ social
media use was investigated. All participants indicated to use social me-
dia platforms regularly, often including TikTok, Snapchat, Instagram, Face-
book, and Whatsapp. The primary reasons for use were communication and
enjoyment. Moreover, they mentioned that TikTok and Instagram were the
platforms where they received the most exposure to beauty ideals.

When asked about the definition of ’Generative AI’, responses varied
widely. Although some participants had never heard of it before, others
showed some familiarity with it and explained it as: ”That’s just AI, right?”
(Emma), or ”A different form of AI, I think” (Guusje)1. Participants of
focus group 3 were more familiar with the concept of Generative AI and
explained it as: ”Like, that you can say, ‘oh, make this’, and that they
can make the whole thing, paintings and stuff, right, really anything” (Han-

1Note that the original quotes and their translations can be found in Appendix A3.
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neke). Responding, others said: ”And also videos and stuff, and people,
right?” (Yara), and finally ”Just describe what you want to see and then it
will sketch that image” (Lara). However, the majority of participants stated
they had heard of it but were unsure about what exactly it entailed. Al-
though this shows at least some familiarity with the concept of (Generative)
AI in some participants, most participants were still incapable of explaining
it.

Upon further explanation of the general definition of (Generative) AI by
the moderator, participants seemed most familiar with ChatGPT (i.e. an AI
text generator). Some showed positive attitudes toward using it by calling
it ”Convenient for school” (Hanneke), or even ”Fantastic” (Kato).

Given this general explanation of (Generative) AI, many participants
had a hard time deriving (Generative) AI applications in the specific con-
text of beauty content on social media platforms. Even when some partici-
pants provided guessed examples, many of them expressed some uncertainty
about their responses, showing no real confidence in their knowledge. For
example, ”Maybe filters and stuff then? But I don’t know if that falls under,
falls under that” (Kato). Yet, most of these guesses were indeed correct ap-
plications of AI beauty content on social media, such as beautifying filters,
personalized beauty advertisements, or idealized virtual personas, referred
to by Celine as ”Non-existent people [...] who do have a certain physical
appearance or ideal” (Celine). This shows that, despite their uncertainty,
some can deduce examples of online AI beauty content once provided with
a clear definition of AI.

Conversations following a more elaborate explanation of 4 prominent
applications of AI beauty content on social media (i.e. personalized beauty
advertisements, virtual influencers, virtual product try-ons, and beautifying
filters, as discussed in Section 2.3), provided more insights into the partici-
pants’ knowledge of and exposure to each type.

Personalized beauty advertisements
Personalized beauty advertisements are widely known among the partici-
pants. Most participants mentioned having seen them on their social media
feeds. Some argued that these personalized advertisements often result from
looking up specific beauty products on the Internet. An example was given
by Britt, who said: “Yes, I think that if I have looked up the Douglas2 site
previously and not even a product, then you will also get all kinds of makeup
products on your Instagram. Also specifically from Douglas, but also all
kinds of other makeup things” (Britt).

Their understanding that these personalized advertisements follow from

2Douglas is a cosmetic and perfumery chain in The Netherlands.
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online user behavior is in line with reality [88]. However, multiple par-
ticipants among different focus groups also mentioned having experienced
personalized advertisements after (offline) spoken conversations about prod-
ucts, and questioning if their phone is recording them secretly. Guusje men-
tioned: “Well, I sometimes have that, a while ago for example I happened to
talk with my sister about needing a new strapless bra and then suddenly one
hour later I received an advertisement about it” (Guusje). Anne also shared
this experience: “Then I’m really thinking like, are they listening along or
eh [...] then I’d talk about something and then you get an advertisement
that is exactly it [...] and then I’m really thinking like how is that possible?
Because then I haven’t even hardly looked it up or something” (Anne).

Although they are not alone in the presumption of being eavesdropped
on via audio recording [156], there is no real evidence that this myth is true
in reality [157]. Nevertheless, these suspicions might be fed by the fact that
social media tech companies deliberately keep quiet about their algorithms’
functionality allowing these advertisements to be highly personalized, mostly
for competitive advantages, fear of backlash or political involvement [158].
This lack of transparency can contribute to the ignorance of social media
users, who in an attempt to make sense of the personalization of advertise-
ments, might come up with their own explanations while underestimating
the power of exclusively using online activity for presenting highly person-
alized advertisements.

Virtual influencers
When discussing the existence of virtual (beauty) influencers on social media
after being shown an example of virtual influencer Lil Miquela (see Figure
2.2), most participants indicated they had never seen a virtual influencer.
None of the participants followed one. Just four participants had seen them,
one being not even on social media but on the news. Some seemed confused
and confounded at hearing about their existence, such as Anne: ”Oh, so
she doesn’t really exist?” (Anne), and Mirthe: “That person does not really
exist, so to speak? Not real, literally a robot?” (Mirthe).

Celine was well aware that she might have come across a virtual in-
fluencer without being aware of it and stated: “Well maybe so, but that
it wasn’t noticed or something” (Celine). This raises the question of how
real or fake these virtual influencers look, and how easily participants can
recognize them as AI-generated and distinguish them from real humans.

Discussions about this yielded much divide among participants, espe-
cially focus group 2, where Emma was very clear about being able to call
out their fakeness: “I would definitely see it [. . . ] no, but look at her face,
that is really too. . . [. . . ] already by that profile alone I would say, ‘yes,
AI’” (Emma), to which Dionne responded: “Yes alright, but you might also
think she is just editing her photos [. . . ] yes, I really wouldn’t be able to tell,
you know” (Dionne).
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According to some, including Quincy, it depends on more factors: “One
may look more real than the other and it also depends on how old the per-
son is who sees it. If an eight-year-old kid is looking at it, then yes, it is
different again” (Quincy). These discussions show that the participants un-
derstand that social media users’ ability to recognize AI-generated content
is context-dependent and that the participants can assess what factors could
potentially influence it.

Eventually, all focus groups came to the same consensus that Hanneke
summarized clearly: ”But I think now you know it, you can maybe really
see it very clearly. But maybe if you just come across it briefly, that you
won’t notice it right away” (Hanneke). Interestingly, the first part of this
conclusion is in line with previous research that found that people who
follow virtual influencers, and therefore are presumably aware that they are
AI-generated, could easily see their fakeness [96].

Discussions about virtual influencers also shed some light on whether
participants understood the use of virtual influencers, as discussed in Sec-
tion 2.3. This included the virtual influencers’ ability to advertise (beauty)
products or services to their followers, producing more profit for (beauty)
brands. Some participants failed to understand their use: ”Then I think,
why does that exist? Who profits from that?” (Hanneke). The reason why
some virtual influencers sometimes share political statements is also unclear
to some participants: ”Yes, that’s weird right?” (Odylia). It illustrates that
they are unaware that (virtual) influencers often use so-called ’self-branding’
to sell more products [103]. They also don’t seem aware that viewing this
political content could form or influence the political identities of followers,
as discussed in Section 2.2. Others had more understanding of the general
use of virtual influencers and mentioned: “Because normal people do it too,
and this is something, this attracts the attention of many people, so I think
it is also effective if something like this is advertising” (Pleun), or called it
”Quite a good marketing stunt” (Mirthe). Especially focus group 1 seemed
to have a clear understanding and even linked it to the concept of ’nudging’,
a word they had recently learned about and described as: “Playing into the
unconscious behavior of people” (Anne). Indeed, in nudging, information is
provided in a specific manner, which influences or alters people’s behavior in
a more predictable way [159]. Even though the participants did not specify
how this process happens, this reveals that they understand that the way
virtual influencers present information, such as promotional talk, is partic-
ularly beneficial for changing the virtual influencer’s follower’s (consumer)
behavior.

Beautifying filters
All participants seemed very familiar with beautifying filters on social media
platforms, mostly on Snapchat, Instagram, or TikTok. This is not surpris-
ing, as filters are very prominent features on most platforms [107].
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Although most participants indicated they had used them, they did so
infrequently or primarily when they were younger. Whenever they did use
them, it was mostly out of curiosity: “If I come across that some sort of
filter then I’m also thinking, I’d like to see what it looks like” (Kato), or
for experimentation: “Personally, I have tried where a nose piercing would
look good on me or something” (Anne). Contradicting previous research
[106], none of the participants indicated using filters to beautify images
of themselves. In addition, none of the participants spoke about actually
sharing these filtered images with others on their social media accounts.

Yet, participants mention regularly being exposed to other people shar-
ing beautified images subject to filters on social media, for instance by in-
fluencers: “I see it every day really, almost all those influencers who. . . who
use it, so yeah. But I’ve personally never used it” (Mirthe). Although it is
hard to draw definite conclusions on this, it could be that Mirthe did not
want to admit to her friends that she beautified her images, possibly out of
shame.

There are some indications that she would not be alone in this. Accord-
ing to Lara, social media users are not always transparent about their use
of beautifying filters: “On TikTok, I’ve really got the feeling like everyone is
using a filter, but you can’t really tell” (Lara). Some participants are aware
transparency about filter use also depends on the social media platform it-
self, and how clearly they communicate when filters are used.

Virtual product try-ons
As for the virtual product try-ons, most participants had seen and used
them, though not on a regular basis. Some shared their personal experiences:
“Yes, I recently, uh, with a. . . I think it was something like a lip gloss or
something, you could also, uh, you could just put all the different shades on
your own lips” (Kato), and ”I’ve used it once, for my concealer. See what
my skin color was” (Lara). Besides helping people be better informed about
specific beauty products, their use is sometimes considered a cultural trend:
“Then I think you have those trends like oh how does this hair color look on
me or something, yes” (Odylia).

Most participants were not familiar with virtual product try-ons specifi-
cally made for trying out aesthetic surgery procedures and were unaware of
their existence.

Interestingly, many participants referred to social media platforms like
TikTok, Instagram, and Snapchat as the main source of exposure to the
virtual product try-ons for beauty, and only a few participants mentioned
the existence of a virtual try-on App. As most virtual try-on applications
are provided as alonestanding downloadable Apps, this raised the question if
participants meant the beautifying filters that can be found on social media,
instead of virtual product try-ons made by cosmetic companies.

Multiple participants indeed seemed to consider them the same thing.
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For example, referring to virtual product try-ons, some participants said:
“Yes those filters on TikTok or Snapchat” (Britt), or “Yes on TikTok you
have a lot of those filters I think” (Yara).

Although both applications change the user’s face in similar ways and
therefore could probably impact users in the same way, assuming them the
same neglects their meaningful differences. Virtual product try-ons are of-
ten separate applications made by (beauty) companies, where filters are
functionalities included on social media platforms. Although both can be
used for marketing purposes, virtual product try-ons are provided to help
the users pick out the right beauty product [85, 86], whereas filters promote
these products under the guise of being for fun or to beautify images [106].
These comments therefore reveal some participants are not fully aware of
the virtual product try-ons’ actual definition and functionality. This could
be driven by the fact that many had not heard of them before, or that these
applications are just not that popular in The Netherlands3.

4.2 Topic 2: Knowledge about the impact of AI
beauty content

As discussed in Section 2.2, beauty content on social media can influence
women’s perceptions of beauty, body image, and attitudes toward beauty
practices such as aesthetic surgery. During the focus group discussions, par-
ticipants shared their views on how AI beauty content specifically might
affect women. Although the actual impact of AI beauty content still needs
to be investigated further, and therefore their input does not necessarily say
something about the impact in reality, these discussions revealed valuable
insights into the participants’ understanding of AI beauty content and their
ability to reflect on the potential impact such content could have on them-
selves and women.

Impact on beauty definition and body image
First of all, participants were highly aware that AI beauty content depicts
socio-cultural beauty ideals. For example, they pointed out that virtual
influencers are often very gorgeous, and that filters change your nose shape,
smoothen your skin, or make your lashes longer.

In fact, many participants mentioned thinking that this content could
make beauty ideals more intense and unattainable, calling it ”More ex-
treme than before” (Hanneke) or ”Really not quite the real world anymore”
(Mirthe). Ingrid also mentioned the possibility that AI content simplifies
beauty into one single, unrealistic beauty ideal, referring to the concept of

3No numbers could be found on the downloads or use rates of virtual product try-on
beauty applications in The Netherlands.
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’aesthetic simplification’ discussed in Section 2.3: ”Because normally you
have that you see people and think ‘ah that’s really beautiful and then you
see someone else who is looking very differently and that is also very beauti-
ful. And maybe that AI merges this to one perfect person, let’s say, so you
will never be able to look like that” (Ingrid). Noteworthy, is also in line with
the general notion that social media makes gender identities more normative
and fixed [42].

Participants were also aware that exposure to this content, just like reg-
ular beauty content [63], could subconsciously contribute to the normaliza-
tion and internalization of beauty ideals in women, in line with the Cultiva-
tion Theory discussed in Section 2.2 [63]. Participants seemed to recognize
this content’s influence on the structural and cultural definition of beauty.
Dionne mentioned, for example: ”Then I think you automatically have kind
of an ideal image because others look like this and you maybe a little differ-
ently. And then after all those filters you see like, it gets further into your
mind, like, okay, this is actually how it looks normally. I think that also
builds up from an early age” (Dionne).

According to the participants, one important reason that this content
does impact women is that people are often not transparent about the use
of these technologies and their fakeness, as Frederique mentions: “So I think
especially if people are not transparent, that people who see that also don’t
really realize that it is fake, and therefore, like, think that it is normal,
while that is actually quite an unrealistic image.” (Frederique). A similar
sentiment was shared by Kato, who also understood the impact it could
have on women’s comparison behavior, in line with the Social Comparison
Theory discussed in Section 2.2 [70]: “Yes, because you really just have a
perfect image of someone and that you then think like ‘oh I’m really not
like that’ or ‘I don’t have that’, while someone else also might not have that
but because they always use that filter it just looks like they have everything
perfect” (Kato). In addition, they were aware that this comparison behavior
in turn can result in insecurities or lower body image. Dionne mentioned:
”Because suppose that you have something differently than others, then you
will also think like ‘wow, I’ve got that, that’s not good’” (Dionne).

Some worried that frequent utilization of AI beauty applications can
make women get used to the beautified image of themselves, impacting their
body image in a different way: “Yes, I even think that if you then see your-
self without filter, suppose you use a filter very often, that you then, you find
yourself less beautiful in real life because you got very used to seeing yourself
through a filter” (Kato). As Kato mentioned, a potential consequence of
these filters is that women may feel pressured to use them to conform to
online beauty standards, leading to dissatisfaction with their real-life appear-
ance when it doesn’t match the filtered version. Interestingly, this is in line
with the concept of ’Snapchat dysmorphia’ [119], as discussed in Section 2.3.

35



Impact on beauty behavior and aesthetic surgery
There was also an overall consensus that AI beauty content, just like regular
beauty content, influenced women’s beauty-related behavior. Remarkably,
many participants noticed that girls are increasingly focused on their appear-
ance and begin wearing makeup at a younger age, a trend they attribute to
the exposure to beauty content on social media. Mirthe gave an example:
“Yes, now my sister is asking me Dior makeup for her birthday. Well, when
I was thirteen I really wasn’t asking for that stuff for my... for Santa Claus”
(Mirthe). Similarly, Quincy mentioned: ”Those children of twelve and thir-
teen are really just so beautiful, like, beautifully put together and everything,
yes.” (Quincy).

The participants could also reason that these beauty practices can also
have negative influences on young girls, arguing: ”And it is therefore be-
coming more and more about appearance and less and less about the inside
and I think that is not very good for a lot of things.” (Quincy). Some also
mentioned the physical risks associated with this, for example with so-called
’skin-care routines’. Ingrid explained: ”Yes, well, I’ve also heard from my
dermatologist that it is just really bad for a young skin, because it makes it
like really lazy” (Ingrid). Mirthe added: “It can almost be dangerous, all
those acids on your skin. That is really not healthy, I think” (Mirthe).

Moreover, in general, participants also thought AI beauty content, could
normalize aesthetic surgery practices. Naomi mentioned: “But I also think
that maybe because you see it so much, that it gets normalized more. So
that you think, ‘Oh yeah, she has Botox’, while ten years ago you thought:
‘Wow..., what? She has Botox, that’s bad’” (Naomi).

Some even think the insecurities or body dissatisfaction that is caused
by viewing beautified AI content, can provoke more consideration and use
of aesthetic surgery: “Yes, I think that if it is really a big insecurity of yours
and you see that kind of filters, that you think: ‘Wow, I really would have
liked having it that way’. That you are indeed more prone to think, like, ‘I
really want to undergo aesthetic surgery right now’” (Dionne).

Participants had various perspectives on which AI beauty application
most affected the decision to undergo aesthetic surgery. Most participants
struggled to specify specific reasons why some applications might have a
greater effect than others, leading them to view them as equally impactful.
Most others believed filters and virtual product try-ons for aesthetic surgery
had the most impact. They reasoned that virtual product try-ons allow peo-
ple to easily see how procedures would look on their own face, lowering the
barrier to undergo aesthetic surgery. According to some participants, most
filters also include facial features such as high cheekbones, full lips, and small
noses, which are features that are often pursued through aesthetic surgery.
In this way, users of these filters would internalize these aesthetic surgery
ideals, eventually resulting in more aesthetic surgery use.
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Distance from personal impact
Many participants shared the sentiment that young girls are affected the
most by AI beauty content: ”Yes, you are very young then so you are
really still in that phase of insecurity (Naomi), and ”Yes, then you are really
developing, yes” (Quincy). Participants thus understood that young girls
are still developing their identities and are extra prone to take over beauty
ideals presented to them through social media.

This vulnerability of young girls is also highly emphasized in their argu-
mentation: “It also depends how sensitive you are to it. But I think many
people are sensitive to it, and uh, yes, yes. I think for mostly young girls it
is kind of the standard. Not for us, I think” (Quincy).

Although some participants admit that AI beauty content personally
affects them: “I mean, I would like to say that I could say no, but I think
that it does happen subconsciously. Also because we just talked about it that
yes. . . I think yes, subconsciously I do think that a certain influence is being
carried through” (Anne), it is noteworthy that most others seem to reject the
idea that this content impacts them personally. One of them was Frederique,
who said: ”I always think of myself that I am not that influenced by that
content, that I can kind of separate it from myself” (Frederique). Some
seemed to downplay the influence entirely and took on a dismissive and
indifferent attitude: “Like, yes I don’t know, such a bot... If I know that it
is a bot, then I would not really get jealous of it. Yeah then I think ‘That’s
nice and easy, then I can do it too’” (Hanneke). Lara followed with: ”Yeah,
yes that one bot... Why would I care?” (Lara).

One commonly used argument among participants to support the idea
that this content has little impact on them is their ability to recognize that
AI beauty content is fake. Hanneke for example said: ”Yes, maybe we al-
ready have seen more, that it makes you more aware of, like, when something
is a filter and everything. That you’re aware like, ‘well that person might
look good, but that doesn’t have to mean it’s real’” (Hanneke).

Noteworthy, this argument contradicts their earlier statement in which
they mentioned not always being able to recognize a virtual influencer as
fake. Additionally, many participants indicate having bought beauty prod-
ucts after seeing a personalized advertisement about it, meaning this con-
tent did in fact have an impact on them. This raises some questions about
whether the participants underestimate the subconscious impact of AI beauty
content and if they are as aware of the fakeness as they say.

The participants’ behavior and perspectives also clearly illustrate the
duality of post-feminism, as discussed in Section 2.1. On the one hand,
the participants clearly illustrate the post-feminist and LYB sentiments that
women should take the agency to distance themselves from societal pressures
to look beautiful. They claim that they, unlike more vulnerable younger
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girls, are not personally influenced by (AI) beauty content. This is also
in line with the ’Third-Person Effect’, where people consider the impact of
mass media stronger on others than on themselves [160].

On the other hand, participants often justify their buying behavior for
beauty products by calling it ”Fun to have” (Naomi). This is in line with
post-feminist encouragement to engage with beauty and consume beauty
products for empowerment, enjoyment, and self-expression, instead of doing
it because it is the norm. However, women who claim to perform beauty
practices for empowerment, are likely to still perform them in such a way
that they are in line with existing beauty ideals, instead of challenging them.

Impact compared to regular beauty content
It is important to note that participants often referred to regular beauty
content (i.e. non-AI content, such as model images or make-up videos)
when talking about the impact of AI beauty content. Hoping to gain further
insights into this observation and why this occurred, the moderator posed
participants a follow-up question about whether they believed there was a
difference in the impact of regular versus AI beauty content.

While discussing AI-generated content, one participant responded: “What
is regular? And what is generated?” (Naomi), despite being explained what
Generative AI is. This suggests that she was unaware of the relevant differ-
ences between regular and AI beauty content and could therefore probably
not fully comprehend the differences in impact.

Britt realized that some women are unaware of the difference between the
two types and said: ”I think that if you don’t know something is AI, then not.
Then I just think you, yeah, just react the same because you’re not aware
of it” (Britt). This might explain why some participants did not bother to
distinguish between regular beauty content and AI beauty content, because
they assumed many people were unaware of the difference between the two,
resulting in a similar impact. This, however, would neglect the possibility
that the impact of AI beauty content exceeds that of regular beauty content.
Continuing, Britt said: ”But if you know oh this is AI or this is a living
person, that, yeah, that you actually would listen to a human rather than
an AI” (Britt). This holds the assumption that knowing something is fake
would mitigate its negative effects. As discussed in Section 2.2 awareness
of the fakeness of beauty content does not always prevent its impact [71],
and the same may be true for AI beauty content. Odylia was aware of this
and stated: ”Yes, but if it is fake you could still think like, oh I want that
too, because she is looking so beautiful” (Odylia). (Generative) AI has the
ability to generate beautified content that shows normative beauty in more
extreme ways, therefore possibly resulting in more impact on women than
regular beauty content.

Frederique, among others, argued that the impact is comparable as they
both contain unattainable beauty ideals: “Yes, maybe, but on the other side
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are maybe normal beauty influencers or so, they also don’t always post only
realistic stuff” (Frederique). This could indicate that some participants con-
sidered both types of content to impact women similarly and therefore did
not bother to distinguish between them when referring to AI beauty content.

As discussed in the theoretical background of Chapter 2, AI beauty ap-
plications often represent the beauty ideals also present in regular beauty
content, or may even exceed the human boundaries of beauty. This proposes
that AI beauty content could at least have a similar impact on women, and
may even exceed this impact. The obtained results show that the partic-
ipants believe that AI beauty content does affect women to at least some
extent. In line with how current literature views the influence of regular
beauty content on social media (as discussed in Sections 1.1 and 1.2), they
believe the impact is mostly on body image, view on beauty, comparison
behavior, and beauty practices, illustrating some agreement between the
two. Yet, the diverse views of participants show there is no real consensus
among the participants on how far the impact of AI beauty content reaches,
and whether its impact exceeds that of regular beauty content. Although
this research does not aim or expect to discover the actual influence of AI
applications, the participants’ lack of consensus reveals that the extent of
the impact of these applications might not be straightforward or easy to
infer for participants.

Altogether, the discussed results provide some initial insights into how
young women experience or estimate the impact of AI beauty content.

4.3 Topic 3: Attitudes toward beauty practices
and AI beauty content

The focus group discussions also provided insights into the participants’ atti-
tudes toward beauty practices and AI beauty content on social media. This
includes their views on these applications and their opinions on the potential
impacts AI beauty content may have on women, such as influencing their
beauty behaviors or attitudes toward plastic surgery. Before discussing this,
it is important to shed some light on the participants’ general attitudes to-
ward beauty practices, including aesthetic surgery.

Attitudes toward beauty practices
As touched upon before, participants had little problem with women per-
forming everyday beauty practices (e.g. buying beauty products or wearing
makeup), especially if it was for fun. Nevertheless, they did disapprove per-
formance of beauty practices by young girls, about which they said: “Just
stay young for a little while” (Kato) or “Yo, just slow down” (Naomi). This
sentiment might be so apparent amongst participants because they consider
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young girls more susceptible to beauty ideals, and therefore more vulnerable
to negative implications like low body image or comparison behavior.

The participants’ attitudes toward aesthetic surgery were more complex
and divided. In general, most were against its use for beautification pur-
poses. They mentioned that they found it “A little unnecessary to do”
(Dionne), ”Fake” (Hanneke), or ”Really ugly” (Hanneke). They also found
it too risky, being aware of the health risks associated with these procedures,
such as the risk of getting complications: ”Yes, but of course it could also
just be dangerous, suppose something goes wrong” (Lara), or due to long-
term negative consequences: “Yes that’s difficult to remove and I think those
breasts things are also quite dangerous, I think” (Hanneke). As Hanneke
mentioned, another downside is that these procedures are often hard to re-
verse, for example in case of medical complications. Mirthe, who shared that
aesthetic surgery was quite normalized in her friend group, and therefore was
exceptionally open-minded about aesthetic surgery, mentioned: “I’m always
in favor of like, if you don’t think you’re beautiful in some way or something
really bothers you and you can do something about it, why wouldn’t you do
it?” (Mirthe).

Accordingly, some participants recognized that aesthetic surgery could
help women overcome their insecurities or medical issues. Most believed
that insecurities and medical issues were valid reasons to undergo aesthetic
surgery, especially if they caused significant distress. Yet, they also made
some sidenotes to this. Some felt that aesthetic surgery never really solves
insecurities and that new insecurities will keep on arising, making it ad-
dictive. Overall, participants thought that if a woman should opt for aes-
thetic surgery, they should never use it excessively or ”Go overboard with it”
(Kato). Although most participants were thus generally against aesthetic
surgery, they thought it was ultimately everyone’s own decision.

Attitudes toward AI beauty applications
The participants had a somewhat two-sided attitude toward personalized
advertisements.

On the one hand, some participants found it somewhat scary that social
media was able to construct highly personalized advertisements for them,
especially knowing how much information these platforms gathered about
them. As mentioned earlier, in some participants this includes the belief
that these platforms are eavesdropping on them. A few participants also
revealed feeling annoyed by this.

On the other hand, most participants also consider personalized adver-
tisements convenient and useful. Hanneke mentioned: ”Yes, sometimes I
think it is... I can get why people sometimes find it a little scary or some-
thing, that they know everything about you. But I secretly do find it kind
of useful” (Hanneke), to which Lara responded ”Yes, I also think it’s nice”
(Lara). They liked being presented with products or services that were in
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their personal interest and mentioned preferring personalized advertisements
over random advertisements: ”And yes, then I won’t get any advertisements
about stuff I genuinely can’t make use of, like, a lawn mower or something.
Yes, then I think I don’t need to see an advertisement about that” (Guusje).

Celine mentioned: “I must say, I have really kind of surrendered to it.
The fact that actually just my whole phone. . . all social media platforms,
who I am, what I like. So now I think, ‘yes, then I better just get the best out
of it’” (Celine). This illustrates how these personalized advertisements are
highly normalized and that most participants do not seem to value their pri-
vacy over this convenience. This is in line with previous research, indicating
that the benefits of perceiving personalized advertisements may overshadow
general privacy concerns [161].

When discussing virtual influencers, a few participants were fascinated
and intrigued by their existence, calling them ”Very cool” (Lara) or ”So
remarkable” (Quincy). However, most participants were less enthusias-
tic about them. They said that they were unlikely to ever follow them,
and could not understand why other people would. For example, Mirthe
said: ”But then I just wonder why anyone would ever follow this” (Mirthe),
to which Naomi responded: ”Me too. Why would you want to see this?”
(Naomi).

One potential reason for their negative attitudes toward virtual influ-
encers is that they often could not comprehend their use, as discussed earlier.
Another possible influential reason could be that participants perceive these
virtual influencers as ”Really scary-ish” (Ingrid) or ”Very scary” (Britt),
which leaves them feeling uneasy and unsettled. Some participants also
shared their reasoning for this. One reason given by various participants
was the fact that if these virtual influencers looked too realistic, most peo-
ple would be unaware of the fakeness, and could therefore be subconsciously
impacted by them. Other participants were afraid these virtual influencers
could be used in a ”Negative”, or ”Provocative” (Celine) way, or could be
used for ”Bad things” (Britt), such as convincing people to adopt harm-
ful behavior or creating division in society. This can be explained by the
Uncanny Valley Theory, which suggests that if artificial faces appear too
realistic it can lead to feelings of uncanniness or creepiness [96]. This is the
point where mistrust and hostility outweigh feelings of curiosity and fasci-
nation, that were present in Lara and Quincy [96].

As mentioned before, the participants were very familiar with seeing
beautifying filters on social media but indicated they never used them for
beautification purposes. In general, they held a negative attitude toward
beautifying filters. Part of this stems from the awareness that these filters
show fake beauty. For example, Anne stated: “Like, I really do know that
such a filter... that that is not really who I am, and also not who I want to
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be” (Anne).
They also held strong, yet contradicting, opinions about other women’s

use and sharing of beautifying filters, experiencing both feelings of amuse-
ment and pity. ”And then somewhere I think it’s funny and think, yeah eh,
everyone knows that you don’t look like that in real life. But somewhere I
also find it sad. Because then I think, yeah, that you find this necessary,
that says something about how you look at yourself” (Britt). Celine agreed
and said: ”Yes, yes, that that’s one of your insecurities, or like, that you
indeed find it necessary to post that on social media” (Celine). The fact
that some women seek out ways to improve their online appearance clearly
illustrates how social media platforms still contain a lot of peer judgment,
which represents the ’cosmetic gaze’ as discussed in Section 1.2.

Participants were also aware of this judgment, saying: “But then I also
think, if I can see it then others can see it too” (Britt). This illustrates
that some participants seem to attach value to other peoples’ opinions and
evaluations of them. Yet, participants also contribute to this judgment of
other women. Naomi even seemed to put some blame on women who used
these filters, saying: ”Yes, and why would you project your own insecurity
on other people?” (Naomi). This again shows her awareness of the fact that
the use of beautifying filters can result in insecurities in those who view the
beautified content.

The participants had more positive attitudes toward filters that were
mainly used for fun or experimentation, such as silly glasses or nose pierc-
ings. As mentioned before, these types of filters were in fact the ones they
sometimes used themselves.

However, Lara noticed even these silly filters beautify certain facial fea-
tures: ”Yes and very often with filters, that you, for example, I don’t know,
get put on silly glasses, then your lips are made bigger or something. That’s
not what that filter is about” (Lara). This was also considered negative by
others: ”Well, I actually think that’s weird that that happens.” (Yara). Con-
sidering all this, it seems that the participants do not necessarily disapprove
of the concept of filters, but mostly disapprove of the beautification purposes
that are often present in these filters.

In general, participants held positive attitudes toward virtual product
try-on applications, mainly because they found them informative. For ex-
ample, Celine said: “Yes in that way, it is also very convenient, in a way.
Like, you come into the store prepared. You know a little more what you’re
looking for” (Celine). Even those who had never used it believed it could
be helpful: “I’ve never used it myself so I don’t know if it is useful, but it
sounds useful” (Ingrid).

However, Lara is more critical toward virtual product try-ons, mention-
ing having experienced that they did not work properly: “Only for me I
think it didn’t work that well, because I did have the wrong colors” (Lara),
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to which Yara responded: ”I don’t think it works very well, but it is useful
actually” (Yara). This shows that even though these applications in some
cases do not work properly (yet), their concept is well received.

Regardless, the same does not necessarily hold for those virtual product
try-ons that are specifically made for trying out aesthetic surgery procedures.
This might have to do with the fact that, as discussed, most participants
opposed the use of aesthetic surgery for beautification purposes. Their dis-
approval of these applications could also stem from the fact that, similar
to filters, these applications convey certain beauty ideals and expectations.
Consequently, many participants were afraid these applications would elicit
more comparison behavior and body dissatisfaction in women. This was
explained by Britt, who said: “But I indeed think that if everyone has ac-
cess to it, that it can actually cause uncertainties. Especially with younger
people. That if young people would use that kind of filter, like, ’Oh how
would’, I don’t know, ’my nose look like if it was this way?’. And that you
actually would get insecure because of that” (Britt). Even if this was not
the case, the participants were afraid exposure to these applications could
still normalize aesthetic surgery and therefore provoke aesthetic surgery use:
”Maybe you have never thought about it yourself, like, ‘oh I don’t think my
nose is beautiful’. But if you then see it that you think ‘oh maybe that would
be more beautiful anyway. [. . . ] But I do think that they would consider it
sooner, if you see it” (Hanneke).

Moreover, like Odylia said: “And I also think with those makeup, that
it, or with hair color or something, that it usually isn’t accurate. So how
accurate is Botox then?” (Odylia), there were some concerns that these ap-
plications could not predict procedure outcomes very accurately, potentially
resulting in disappointment or regret. Additionally, participants mentioned
that they didn’t think these applications informed people about the risks of
aesthetic surgery very well.

Opinions about the impact of AI beauty content
Besides the participants’ attitudes toward each AI beauty application specif-
ically, they also shared their more general views on the impact of AI beauty
content.

One major topic raised during the focus groups was the need for trans-
parency about using AI beauty applications. Britt even found that the most
important thing discussed during the focus group: “It think mostly trans-
parency about AI. That you know that this is AI and this is not. I think that
I find that most important” (Britt). Participants found more transparency
necessary because they believed that it could mitigate the subconscious and
negative implications this content can have on women. As touched upon
earlier, the participants felt that AI beauty content had the most effect on
young girls. They were concerned about the negative consequences these
girls experienced and thought these girls should be protected more.
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They actually proposed solutions for this, saying: “But I do really think,
you know, that you have to mention it or that the App itself should mention
something about it” (Kato), or “No Tiktok under 18” (Odylia). Mirthe even
thought that beautifying filters should be removed altogether, mentioning:
“Yes I think that’s really bad. I really think that that should be removed”
(Mirthe).

It was also noticeable that participants made a clear distinction between
the acceptance of typical beauty practices and the use of AI beauty appli-
cations or aesthetic surgery for beautification purposes. On the one hand,
they thought buying beauty products or wearing makeup was acceptable
for (mature) women. In fact, improving your appearance could even be
considered fun or empowering, in line with post-feminism (see Section 2.1).

Yet, when talking about improving one’s physical appearance with AI
beauty applications or aesthetic surgery, some line seems to be crossed. Par-
ticipants seem to support this reasoning by arguing that AI beauty content
depicts more extreme, uniform, and unreachable normative beauty ideals
that, in combination with its opaqueness, can have a more severe impact on
women.

In addition, they mentioned that aesthetic surgery introduces health
risks that are not so apparent in more typical beauty practices, therefore
considering it less acceptable. This suggests that there is a boundary re-
garding the extent to which beauty practices are deemed acceptable, and
when that line is crossed.

Furthermore, it is interesting to note that there can also exist discrepan-
cies in some women, for example in Mirthe. On the one hand, as mentioned
before, Mirthe was relatively accepting of aesthetic surgery, finding it a use-
ful way of improving your appearance. Yet, she also demonstrated a high
averse to AI beautifying filters to the point that she thinks they should be
removed from social media. This is contradictory, as one major reason for
being against beautifying filters is the internalization of beauty ideals, which
could result in more beauty practices such as aesthetic surgery (see Section
1.3).

This example illustrates that the exposure to and therefore normalization
of certain beauty ideals or practices can shape one’s attitudes and opinions
in ways that may not always align with their other views.
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Chapter 5

Conclusions

This section will conclude the findings of this research (discussed in Chapter
5) guided by the three topics that arose during the qualitative analysis, ulti-
mately answering the main research question: ”How familiar are women with
AI beauty content on social media, and what is their awareness and opin-
ion regarding its potential impact on beauty ideals, body image, and beauty
practices?”. Furthermore, it will discuss the limitations of this research and
some directions for future work.

5.1 Findings regarding the research question

Overall, the participants are generally opinionated and concerned about the
impact of socio-cultural beauty ideals and expectations on women, especially
young and vulnerable girls. They show high awareness of how social media
beauty content contributes to the internalization of beauty ideals, resulting
in more comparison behavior, low body image, and beauty practices. Even
though they show no consistent estimation of its impact compared to regular
beauty content, they recognize that AI beauty content contributes to these
implications in similar ways. According to the participants, affected victims
are either young and innocent girls or pitied adult women with a lack of
confidence. Although they believe young girls should be protected from
(AI) beauty content by more social media regulation, they consider adult
women accountable and irresponsible for using AI beauty applications and
sharing beautified content. While focussing on blaming and judging these
women, they forget the underlying structural sexism and objectification of
women that gives rise to this beauty behavior in the first place. Similarly,
although they are skeptical about the lack of transparency of personalized
advertisements and virtual influencers, they refrain from blaming the beauty
companies that profit from harmful beauty practices.

The participants are particularly worried about aesthetic surgery and
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beautifying filters, considering their fakeness, addictiveness, and extreme-
ness most concerning. While they consider using them a rightful personal
choice and a valid solution for addressing medical issues or emotional distress
related to low body image and self-esteem, they still judge and do not en-
courage their use. This is interesting, as aesthetic surgery is normalized and
even promoted online. This raises the question of whether the participants
don’t dare to admit their insecurities and consideration of these procedures,
because they do not want to fall into the category of unconfident women
who are judged by others, as they do themselves.

Indeed, the participants often take personal distance from the negative
impact and consider their own beauty practices, e.g. buying and using
beauty products, as ‘fun’ and harmless, instead of being based on insecurity.
They argue not to be affected by this beauty content due to their awareness
of the underlying norms and risks, and their refrain from more unnatural
appearance alterations like using aesthetic surgery or beautifying filters.
However, given that the participants’ consumer behavior is influenced by
personalized advertisements, the distance is not fully justified.

The participants clearly illustrate a post-feminist attitude, where they
consider themselves confident, agentic, and untouchable. In line with LYB
discourses, they claim to reject socio-cultural beauty ideals, emphasizing the
importance of realness, confidence, and self-acceptance. Yet, at the same
time, they buy and use beauty products, claiming to experience empower-
ment and enjoyment from their beauty consumerism. This clearly highlights
the contradictions in their post-feminist attitude.

In addition to this contradiction, they don’t acknowledge that, even when
doing it just for fun, these practices can still contain normative beauty ideals
that subconsciously influence them negatively. Moreover, they neglect the
possibility of being subconsciously impacted by beauty content that they
consider lacking transparency on being AI, such as virtual influencers of
beautifying filters.

Although the participants show limited knowledge or understanding of
the exact definition and functionality of (Generative) AI, they are familiar
with seeing or using AI beauty applications on social media. They are
especially acquainted with personalized advertisements, beautifying filters,
and virtual product try-ons, but lack familiarity with virtual influencers.
They cannot comprehend their existence, including their use of political
statements for profit, and don’t understand why others would follow them.

Their opinions vary between AI beauty applications: overall, personal-
ized advertisements and virtual product try-ons are embraced, whereas vir-
tual influencers and beautifying filters are rejected. The rejection of virtual
influencers stems from the fact that many participants find them scary and
uncanny, due to their imitation of real humans and their lack of transparency
about being fake. They fear this could unconsciously impact women, simi-
lar to how human influencers influence their followers. Again, this worry is
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especially focused on young girls, showing a clear distinction between how
they view the impact on themselves and more vulnerable others.

Unlike personalized advertisements, the participants do not accept vir-
tual influencers to promote beauty products. This illustrates some inconsis-
tency, given that personalized advertisements also lack transparency about
how they function, and sometimes even elicit worry in some participants
that their privacy is being invaded. This could mean that the participants
consider transparency about when content is AI more important than trans-
parency about how these applications function, probably because they think
knowing something is AI could mitigate the negative impact. In addition,
it could mean that participants consider the convenience of being presented
with highly personalized advertisements more important than transparency
and knowing how these applications work. This also helps explain the more
general positive sentiment towards personalized advertisements and virtual
product try-ons, which are seen as highly useful for discovering new (beauty)
products, in contrast to beautifying filters and virtual influencers, which
participants personally consider less useful for this purpose. Noteworthy,
the participants seem unaware of the possibility that future Generative AI
algorithms might be able to create individualized promotional content for
targeted advertisements. Consequently, they might not be able to distin-
guish them from the contemporary targeted advertisements. Even if they
were more informed or potentially even worried about these applications,
they would likely still appreciate their convenience and prefer to be exposed
to them.

In the case of beautifying filters, participants find the lack of trans-
parency problematic and, as a result, reject them. Because people are gen-
erally not transparent about their use, it worries the participants that these
filters contribute to the amount of online fake and beautified content, there-
fore normalizing beauty ideals in (more susceptible) women. Additionally,
the participants worry women get used to the beautified image of themselves.
Although similarly changing their face and normalizing beauty ideals, virtual
product try-ons are considered a useful way to help users find beauty prod-
ucts and are therefore evaluated more positively. This again illustrates an
inconsistency, where the convenience of applications potentially outweighs
the concerns on impact. The lack of a more critical perspective on virtual
product try-ons could be concerning when their use and popularity grow and
therefore the impact might equal that of beautifying filters, especially when
women wrongfully ignore the harmful impact purely out of convenience.

The results and insights of this research are highly informative and cru-
cial for understanding young women’s familiarity and views on AI beauty
applications. This research shows that young women are not always aware
that some beauty content on social media is AI, even when most AI beauty
applications are widely known and used.
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Although young women don’t always understand these applications’ full
functionality, they show a high awareness and ability to reason about the
risks and implications of these applications on women, consequently eliciting
much concern in the participants. Yet, this research also found that some
young women distance themselves from this impact and rather deflect it to
young girls and insecure women. Whether they truly believe this or are
too ashamed to admit their insecurities remains unclear. However, in both
cases, the participants show a post-feminist attitude in which they falsely
disregard the (potential) impact on themselves. In addition, the results pro-
vide insights into how the usefulness of some AI applications outplays the
focus on their negative implications. These findings illustrate the partici-
pants’ neglect of the personal impact of these applications, demanding more
attention.

According to the participants, more transparency about the use and
functioning of AI beauty applications is required to create more awareness
about their fakeness and the negative implications they potentially have on
women. However, the participants demonstrate that increased awareness
does not necessarily result in negative attitudes or reduced use of these ap-
plications. For example, they are aware of and comfortable with receiving
personalized ads, even if it means they have to compromise their privacy.
Therefore, focusing on increased transparency may not be an effective way to
protect women from these potentially harmful applications. Instead, as also
proposed by some participants, policymakers should focus on making reg-
ulations that limit exposure to AI beauty content. This could be achieved
by, for example, banning specific AI beauty content from social media or
enforcing age restrictions to prevent young girls from accessing these plat-
forms. In this way, the responsibility shifts away from women, while still
limiting the impact of AI beauty content.

5.2 Limitations

This research has some limitations that should be kept in mind.
First of all, this research focused on only four AI beauty applications.

This selection neglects other AI beauty applications that could impact women’s
views and attitudes toward beauty ideals, body image, or beauty practices.
For example, as one participant mentioned, women could be influenced by
discussing these topics with chatbots like ChatGPT.

Additionally, this research selected a specific demographic , i.e. women
aged 18 to 29, as they are very engaged with social media and are in their
critical period of identity exploration and formation and therefore more
influenced by beauty ideals. However, this makes this research is less gen-
eralizable to other genders or age groups, such as younger girls (aged 18
or younger) or other genders. This research discovered that many partici-
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pants believed younger underage girls might be most impacted by AI beauty
content, therefore providing an interesting insight into other ages this topic
might be relevant to. In addition, previous research shows that men can
also be impacted by appearance-focused content on social media, especially
content focused on masculinity and fitness [162]. Although this research’s
focus on women instead of men is supported by the fact that beauty ideals
and expectations are generally more focused on women than on men, the ex-
clusion of men in this research prohibits generalizability. Moreover, during
the recruitment of participants, there was likely a self-selection bias, where
the participants who chose to apply tended to align with a gender-normative
representation, making the conclusions of this research not generalizable for
other gender representations.

Lastly, the use of focus groups consisting of friends bring some limita-
tions. Focus group settings may more frequently include women with the
same interests and views, especially while using friend groups, which limits
participant diversity. Additionally, although this research took precautions
to minimize this, focus group settings also risk the influence of social dy-
namics on the participants’ behavior, potentially influencing the research’s
outcomes. Despite these limitations, friend groups provide many advantages
over semi-randomized groups, such as ease of discussion and more comfort
for the participants. Given the sensitivity of the focus group topics, using
friend groups was most suitable for this research.

5.3 Future work

There is still much work to be done in the future regarding views, attitudes,
and the impact of AI beauty content.

This research’s findings provided young women’s views on AI beauty
content and the impact they believe it can have on them and others. Yet,
future work could focus on finding insights into the actual impact of AI
beauty content on young women.

Future research could explore the views and attitudes on (the impact
of) AI beauty applications across other demographics using similar method-
ological setups. Based on the findings of this research this could include
younger girls. Similarly, future work could focus on other genders. This
would provide a broader understanding of other demographic groups relate
to these applications.

Lastly, future research could also explore the impact of different AI
beauty applications that were excluded from this research. Given the rapid
development of Artificial Intelligence, this might include more recently de-
veloped AI beauty applications.
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A1: Informed consent form 

Purpose of the study 

This research study is part of a Master's thesis of the Artificial Intelligence program at Radboud University. It 

involves a focus group where young women, including you, will discuss topics about Generative AI, social 

media, beauty, and aesthetic surgery. The aim is to obtain insights into the effects of Generative AI beauty 

content on social media on young women's attitudes towards aesthetic surgery.  

Research procedures 

Participation in this research study includes taking part in a focus group with 4 to 6 other young (aged 18 to 26) 

women. In this focus group, topics such as Generative AI, social media, beauty, gender, and aesthetic surgery 

will be discussed. The researcher present during the focus group will ask guiding questions that will provoke 

discussion amongst you as participants. If required, the researcher will give some background information 

about some of the topics. Importantly, you will not be asked anything that can be considered too personal, 

such as whether you have ever undergone plastic surgery. The focus group will be recorded with an audio 

recorder for later analysis. Participation will include one session with a maximum duration of 1.5 hours, after 

which you will receive a compensation of 1.5ppu via SONA.  

Voluntary participation 

Your participation in this research study should be voluntary. You can indicate at any time that you want to quit 

participating in the research study, without requiring an explanation or experiencing any negative 

consequences.  

Confidentiality 

To ensure no participant will experience any negative consequences from taking part in this study, all 

participants are asked to not share anything that is discussed in the focus group with others outside the study. 

This way, everything you and other participants share during the focus group will stay confidential. 

Anonymity 

During the research study, you might be asked about some personal information, such as name or age. 

However, the data collected during this research study is processed anonymously: the results cannot be traced 

back to you. This also means that we therefore cannot inform you about any personal results when the 

research study is completed. However, if you are interested, we can inform you about the general results of the 

research. If you wish to be informed about these results, please contact us.  

Data usage 

The (audio) data that is collected about you during the focus group will be stored on a safe hard drive and will 

be processed (only) for analysis purposes. Research results derived from this analysis will be included in 

research articles and presentations, in which the anonymized data cannot be led back to you. The data will be 

stored for 2 years after the publication of the research articles, in line with Radboud University's research data 

management policy. It will be available to the researcher and shared with the research supervisor (Annelies 

Kleinherenbrink, annelies.kleinherenbrink@ru.nl). However, as all data is anonymized during processing, the 

results cannot be traced back to you. Consent for processing of your personal data can be withdrawn at any 

moment, and you can request this data to be removed up to one month after participation of the study. Your 

rights concerning the collection, storage, and processing of personal data, i.e., the rights of access, rectification, 

erasure, restriction, objection, and portability of data comply with the GDPR. Compliance can be checked with 

the Radboud Data Protection Officer. If, for any unforeseen reason, it is found that this research does not 

comply to the GDPR, you have the right to complain to the Autoriteit Persoonsgegevens (Dutch DPA).  

 



Contact 

In case of any further questions/comments about this research, or if you are interested in the results of the 

study, you can contact the researcher. In case of questions regarding your privacy during this study, you can 

contact the Radboud University Data Protection Officer. 

Researcher:     Data protection officer: 

Name:    Serah Sommers    Ronald Sarelse 

Email:    serah.sommers@ru.nl   Privacy@ru.nl 

Telephone number:  +31 629987438    024-362 22 22 

 

 

Consent 

By giving consent to participate in this study, you agree with the following statements:  

• I have read the provided information about this research study and understand it. 

• The aim of this research study has been made clear to me. 

• I have been given the opportunity to ask questions regarding the study. 

• I participate in this research study on a voluntary basis. 

• I understand that I am allowed to stop at any time during this research study, without requiring to give 

a reason or experiencing any negative consequences. 

• I understand that I can be asked about some personal information such as name and age. 

• I understand that the data gathered from this research might be shared with the research 

supervisor(s). 

• I understand that the data gathered from this research study is processed anonymously. 

• I understand how the data gathered from this research study will be stored and used.  

• I understand that I have the right to withdraw my consent to process my personal data at any moment 

and can request disposal of this data up to one month after participation in the study without any 

consequence. 

• You agree to not share anything you and other participants discussed during the focus group with 

people outside the study, to ensure confidentiality of all participants.  

 

Name participant:     Name researcher: 

 

________________________________   ________________________________  

Signature participant:     Signature researcher: 

 

 

 

Date:     
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_____________________________

  

    

  

_____________________________

  



A2: Focus group questions 

1. Socio-cultural beauty expectations on social media 

• Do you often use social media, how often, and which platforms? 

• What do you consider beauty content on social media, and how much do you look at it? 

 

2. Generative AI  

• Have you ever heard of Generative AI, and what do you think it is? 

o Elaboration prompts: examples like Chat-GPT, generated images/video’s 

• What examples of Gen-AI beauty content/applications on social media do you know? And have 

you ever seen or used them personally? What is your opinion about them? 

o Elaboration prompts: discuss 4 types ->  

• personalized beauty ads 

• virtual influencers 

• virtual product try-on (including plastic surgery variant) 

• beautifying filters 

• Were you aware that this content/applications is Gen-AI?   

• How does knowing that this type of content is AI-generated, influence the way you look at / your 

opinion about this content? 

o Elaboration prompts: positive/negative influence, concerns about fakeness or transparency of 

content 

• This Gen-AI beauty content often contains and reflects socio-cultural beauty ideals and 

expectations. What is your opinion on being presented with this kind of Gen-AI content? 

• Do you think Gen-AI beauty content could influence you in any way?  

o Elaboration prompts: does it change your view on beauty, make you feel different about 

yourself, do you engage in more comparison behavior, or buy products / perform beauty 

practices 

• Do you believe Gen-AI can aid gender exploration and expression? Or do you think the use of 

these systems rather reinforces specific predefined gender ideals? 

 

3. Plastic surgery  

Introduce topic of plastic surgery and what it entails. (invasive: nose job, breast enlargement, non-

invasive: fillers, Botox) Focus on procedures enhancing physical appearance instead of more medical 

reconstructive procedures 

• Do you think that exposure to Gen-AI beauty content on social media could influence women’s 

decision to undergo plastic surgery? If so, how? 

• What is your opinion on this phenomenon? 

o Elaboration prompts: exposure -> body image changes -> normalization, OR better education 

via try-ons/filters -> better informed decisions 

• Do you think a specific type of Gen-AI beauty content (e.g. personalized commercials, virtual 

influencers, virtual try-ons, beauty filters) has more impact on the decision to undergo plastic 

surgery than others, which and why? 

• Do you think Gen-AI beauty content differs from normal beauty content in the way it could 

influence women to undergo plastic surgery. How?  

• Do you deem awareness about this content being AI-generated important for being able to form 

opinions about plastic surgery and the decision to undergo it?  

• Do you think exposure to Gen-AI beauty content on social media changes or influences your 

personal opinion about other women undergoing plastic surgery? If so, how? 

 

 

 

 



4. Concluding questions 

• Is there anything else you would like to add?  

• Of all the things we discussed, what to you is the most important? 

• Do you ever talk about these subjects among friends? Did this focus group change your view on 

(some of) them? 



 

   A3: Table translated responses of participants 

Participant, Focus group Original response (Dutch) Translated response (English) 

Topic 1: knowledge & familiarity with AI beauty applications 

Emma, Focus group  2 “Dat is toch gewoon AI?” “That’s just AI, right?” 

Guusje, Focus group  2 “Ja, een ander soort AI, denk ik” “Yes, a different type of AI, I think” 

Hanneke, Focus group  3 “Zegmaar dat je dan kan zeggen van oh maakt 
dit en dat ze dan hele ding kunnen maken 
schilderijen enzo toch echt van alles” 

“Like, that you can say, ‘oh, make this’, and 
that they can make the whole thing, 
paintings and stuff, right, really anything” 

Yara, Focus group  3 “En ook filmpjes enzo en mensen, toch?” “And also videos and stuff, and people, 
right?” 

Lara, Focus group  3 “Beschrijf gewoon wat je wilt zien en dan 
schetst hij dat beeld” 

“Just describe what you want to see and 
then it will sketch that image” 

Hanneke, Focus group  3 “Makkelijk voor school” “Convenient for school” 

Kato, Focus group  3 “Fantastisch” “Fantastic” 

Kato, Focus group  3 “Misschien filters enzo dan? Maar ik weet niet 
of dat onder, daar onder valt”  

“Maybe filters and stuff then? But I don’t 
know if that falls under, falls under that” 

Celine, Focus group  1  “ja misschien dan dat er vast plaatjes op het 
internet rond gaan van niet bestaande mensen, 
of… maar die wel een bepaald uiterlijk of 
bepaald ideaal beeld hebben, terwijl dat 
eigenlijk dan die persoon eigenlijk niet bestaat 
dan ofzo” 

“Yes, maybe that there probably circulate 
images on the internet of non-existent 
people, or... But who do have a certain 
physical appearance or ideal, where in 
reality that person does not really exist, or 
something” 

Britt, Focus group  1 “Ja, ik heb wel denk ik gewoon als ik zegmaar al 
de site van Douglas heb opgezocht en niet eens 
een product, dat je dan van allerlei makeup 
producten ook op je instagram krijgt. Ook van 
Douglas specifiek, maar ook gewoon allemaal 
andere makeup dingen” 

“Yes, I think that if I have looked up the 
Douglas site previously and not even a 
product, then you will also get all kinds of 
makeup products on your Instagram. Also 
specifically from Douglas, but also all kinds 
of other makeup things” 
 

Guusje, Focus group  2 “Nou ik heb wel eens dat ik, ik was laatst 
bijvoorbeeld toevallig met mijn zusje aan het 
praten van ik heb een nieuwe strapless bh nodig 
en toen opeens een uur later kreeg ik daar een 
advertentie van” 

“Well, I sometimes have that, a while ago 
for example I happened to talk with my 
sister about needing a new strapless bra 
and then suddenly one hour later I received 
an advertisement about it” 

Anne, Focus group  1 “dan denk ik wel echt van, nouja, luisteren ze 
nou mee of eh […] dan heb ik het ergens over 
gehad en dan krijg je zo’n reclame van dat dat 
precies over een komt […] en dan denk ik echt 
van hoe kan dat? Want dan heb ik het 
nauwelijks echt opzocht ofzo” 
 

“Then I’m really thinking like, are they 
listening along or eh [...] then I’d talk about 
something and then you get an 
advertisement that is exactly it [...] and then 
I’m really thinking like how is that possible? 
Because then I haven’t even hardly looked it 
up or something” 

Anne, Focus group  1 “Oh, maar zij bestaat dus niet echt?” “Oh, so she doens’t really exist?” 

Mirthe, Focus group  4 “Die persoon bestaat niet echt, zegmaar? Niet 
echt letterlijk een robot?” 

“That person does not really exist, so to 
speak? Not real, literally a robot?” 

Celine, Focus group  1 “Nou misschien dus wel, maar dat het niet is 
opgevallen ofzo” 

“Well maybe so, but that it wasn’t noticed 
or something” 

Emma, Focus group  2 “Ik zou het wel echt zien  […] nee maar kijk haar 
gezicht, dat is echt veels te… […]  alleen al die 
profiel zou ik het zeggen ‘ja AI’” 

“I would definitely see it […] no, but look at 
her face, that is really too… […] already by 
that profile alone I would say, ‘yes, AI’” 

Dionne, Focus group  2 “Ja klopt maar je kan ook gewoon denken zij 
bewerkt haar fotos gewoon […]  ja, dat zou ik 
echt niet zien hoor” 

“Yes alright, but you might also think she is 
just editing her photos […] yes, I really 
wouldn’t be able to tell, you know” 

Quincy, Focus group  4 “De ene lijkt ook echter dan de ander en het ligt 
er ook aan hoe oude de persoon is die het kijkt. 
Als een acht jarig kind er naar kijkt, ja, dan is 
het ook weer anders” 

“One may look more real than the other and 
it also depends on how old the person is 
who sees it. If an eight-year-old kid is 
looking at it, then yes, it is different again” 



Hanneke, Focus group  3 “Maar ik vind nu je het weet, zie ik het 
misschien sowieso wel echt heel erg duidelijk. 
Maar misschien als je het heel snel even voorbij 
ziet komen dat het niet meteen opvalt” 

“But I think now you know it, you can 
maybe really see it very clearly. But maybe if 
you just come across it briefly, that you 
won’t notice it right away” 

Hanneke, Focus group  3 “Dan denk ik waarom bestaat dat, wie heeft 
daar wat aan?” 

“Then I think, why does that exist? Who 
profits from that?” 

Odylia, Focus group  4 “Ja, dat is toch gek?” “Yes, that’s weird right?” 

Pleun, Focus group  4 “Want normale mensen doen het ook, en dit is 
toch wel iets, dit trekt weer de aandacht door 
veel mensen, dus het is opzich ook wel effectief 
denk ik als zo iets reclame gaat maken” 

“Because normal people do it too, and this is 
something, this attracts the attention of 
many people, so I think it is also effective if 
something like this is advertising” 
 

Mirthe, Focus group  4 “Ja, best goede marketing stunt” “Yes, quite a good marketing stunt” 

Anne, Focus group  1 “Inspeelt op het onderbewuste gedrag van 
mensen” 

“Are playing into the unconscious behavior 
of people” 

Kato, Focus group  3 “Ja, ik wel hoor. Als ik zo’n filter dan voorbij zie 
komen dan denk ik ook, ik wil wel zien hoe het 
eruit ziet” 

“If I come across that some sort of filter 
then I’m also thinking, I’d like to see what it 
looks like” 

Anne, Focus group  1 “Ik heb persoonlijk wel eens geprobeerd van, 
waar een neuspiersing mij goed zou staan ofzo” 

“Personally, I have tried where a nose 
piercing would look good on me or 
something” 
 

Mirthe, Focus group  4 “Ik zie het echt elke dag. Bijna al die influencers 
die dat dan… die dat dan gebruiken, dus ja. 
Maar ik heb het zelf nog nooit gebruikt” 

“I see it every day really, almost all those 
influencers who… who use it, so yeah. But 
I’ve personally never used it” 

Lara, Focus group  3 “Ja eerlijk gezegd, je hebt wel veel dat je dus 
dikke lippen hebt maar dan is het niet per se 
lip… dan heet het niet per se lip filler. Maar 
dan… Dat heb ik wel eens gebruikt zegmaar. 
Maar niet om te filmen maar gewoon om te 
zien hoe het eruit ziet. Voordat jullie denken…” 

“Yes, to be honest, you do have a lot of ones 
giving you thick lips, but then it is not 
necessarily lip… then it is not necessarily 
called lip filler. But then... I've used that 
before... But not to film but just to see what 
it looks like. Before you think…” 
 

Lara, Focus group  3 “Bij TikTok heb ik echt het idee dat echt 
iedereen een filter draagt, maar dat zie je echt 
helemaal niet” 

“On TikTok I’ve really got the feeling like 
everyone is using a filter, but you can’t really 
tell” 

Celine, Focus group  1 “Ja, ja en ik heb een beetje van AI is natuurlijk 
op basis van allerlei input van het internet, of 
vormt het iets of geeft het een bepaalde uitput. 
Dat ik denk uh van oh in hoeverre zijn die filters 
dan dus eigenlijk een weerspeigeling van alles 
wat op het internet staat” 

“Yes, yes and I feel a bit like, AI is of course 
based on all kinds of input from the internet, 
or it makes something or gives a certain 
output. That I think, oh, to what extent are 
those filters actually a reflection of 
everything that is on the internet” 
 

Kato, Focus group  3 “Ja, ik laatst nog toen uh, met een… volgens 
mijn was het iets van een lipgloss ofzo, kon je 
ook, uh, kon je alle verschillende tinten kon je 
gewoon op je eigen lippen doen” 

“Yes, I recently, uh, with a… I think it was 
something like a lip gloss or something, you 
could also, uh, you could just put all the 
different shades on your own lips” 

Lara, Focus group  3 “Heb ik wel eens gebruikt, voor mijn concealer 
dan. Kijken wat mijn huidskleur was” 

“I've used it once, for my concealer. See 
what my skin color was” 
 

Odylia, Focus group  4 “Dan heb je volgens mij wel eens van die trends 
van oh kijk hoe deze haarkleur bij mij staat ofzo, 
ja” 

“Then I think you have those trends like oh 
how does this hair color look on me or 
something, yes” 

Britt, Focus group  1 “Ja wel op TikTok of Snapchat die filters” “Yes those filters on TikTok or Snapchat” 

Yara, Focus group  3 “ Ja op TikTok heb je wel veel van dat soort 
filters dacht ik” 

“Yes on TikTok you have a lot of those filters 
I think” 

Topic 2:  understanding and evaluation of the impact of AI beauty content on women 

Hanneke, Focus group  3 “Ik denk het wel, ik denk dat het ideaalbeeld 
wel misschien, hoe noem je dat, extremer is 
geworden dan dat het eerst was” 

“I do think so. I think that the ideal maybe, 
how do you say it, has become more 
extreme compared to before” 

Mirthe, Focus group  4 “Dan is het echt niet meer helemaal de echte 
wereld ofzo, denk ik” 

“Then it is not really the real world 
anymore, I think” 



Ingrid, Focus group  3 “Want normaal heb je zegmaar dat je mensen 
ziet dat je denkt ‘ah dat is echt heel mooi’, maar 
dan zie je iemand anders die er heel anders uit 
ziet en dat is ook echt mooi en misschien dat AI 
dit samenvoegt waardoor je maar één iemand 
perfect krijgt zegmaar, dus dat je er nooit zo uit 
kan zien” 

“Because normally you have that you see 
people and think ‘ah that’s really beautiful 
and then you see someone else who is 
looking very differently and that is also very 
beautiful. And maybe that AI combines this 
to one perfect person such, let’s say, so you 
will never be able to look like that” 

Dionne, Focus group  2 “Dan heb je automatisch denk ik al een soort 
van ideaalbeeld, omdat anderen er dan zo 
uitzien en jij dan misschien iets anders. En dan 
na al die filters zie je ook van, gaat het steeds 
verder in je door van oke zo ziet het er eigenlijk 
normaal uit. Ik denk dat dat ook met jou, vanaf 
kleins af aan een beetje opbouwt” 

“Then I think you automatically have kind of 
an ideal image, because others look like this 
and you maybe a little differently. And then 
after all those filters you see like, it gets 
further into your mind, like, okay, this is 
actually how it looks normally. I think that 
also builds up from an early age.” 

Frederique, Focus group  2 “Ik denk dus vooral als mensen daar dus niet 
transparant, dat mensen die dat dus zien ook 
niet echt doorhebben dat het nep is en 
daardoor zegmaar gaan denken dat het 
normaal is, terwijl dat eigenlijk best wel een 
onrealistisch beeld is” 

“So I think especially if people are not 
transparent, that people who see that also 
don’t really realize that it is fake, and 
therefore, like, think that it is normal, while 
that is actually quite an unrealistic image.” 

Kato, Focus group  3 “Ja, omdat je gewoon een heel perfect beeld 
hebt van iemand en dat je dan denk van oh zo 
zie ik er zelf helemaal niet uit of zo ja dat heb ik 
niet terwijl iemand anders dat misschien ook 
niet heeft maar door dat filter die ze er altijd op 
hebben lijkt het gewoon alsof hun alles perfect 
hebben” 

“Yes, because you really just have a perfect 
image of someone and that you then think 
like ‘oh I’m really not like that’ or ‘I don’t 
have that’, while someone else also might 
not have that but because they always use 
that filter it just looks like they have 
everything perfect” 

Dionne, Focus group  2 “Want stel jij hebt iets anders dan anderen, dan 
denk jij ook van wow, dat heb ik, dat is niet 
goed” 

“Because suppose that you have something 
differently than others, then you will also 
think like ‘wow, I’ve got that, that’s not 
good’” 

Kato, Focus group  3 “Ja, ik denk dan dat als je jezelf zonder dat filter 
ziet, stel je gebruikt zo’n filter heel vaak, dat je 
dan, jezelf dan in het echt minder mooi vind 
omdat je heel erg bent gewend aan jezelf door 
een filter zien” 

“Yes, I even think that if you then see 
yourself without filter, suppose you use a 
filter very often, that you then, you find 
yourself less beautiful in real life, because 
you got very used to seeing yourself through 
a filter” 

Mirthe, Focus group  3 “Ja mijn zusje die vraagt mij nu voor haar 
verjaardag Dior makeup. Nou toen ik dertien 
was vroeg ik dat echt niet voor mijn.. voor 
sinterklaas” 

“Yes, now my sister is asking me Dior 
makeup for her birthday. Well, when I was 
thirteen I really wasn’t asking for that stuff 
for my... for Santa Claus” 

Quincy, Focus group  4 “Die kinderen van twaalf en dertien zijn echt zo 
mooi gewoon, zegmaar, als in mooi klaar 
gemaakt en alles, ja” 

“Those children of twelve and thirteen are 
really just so beautiful, like, beautifully put 
together and everything, yes.” 
 

Quincy, Focus group  4 “En het draait daardoor steeds meer om 
uiterlijk en steeds minder om innerlijk en ik dat 
dat ook niet heel goed is voor heel veel dingen” 

“And it is therefore becoming more and 
more about appearance and less and less 
about the inside and I think that is not very 
good for a lot of things.” 
 

Ingrid, Focus group  3 “Ja, nouja ik heb ook van de dermatoloog 
gehoord dat dat gewoon heel slecht is voor de 
jonge huid want die wordt daardoor heel lui 
zegmaar” 

“Yes, well, I’ve also heard from my 
dermatologist that it is just really bad for a 
young skin, because it makes it like really 
lazy” 

Mirthe, Focus group  4 “Dat kan bijna gevaarlijk zijn, al die zuren op je 
huid. Dat is echt niet gezond, denk ik” 

“It can almost be dangerous, al those acids 
on your skin. That is really not healthy, I 
think” 

Naomi, Focus group  4 “Maar ik denk wel misschien omdat je het 
zoveel ziet, dat het wel meer genormaliseerd 
wordt. Dus dat je dan denk van, ‘ohja die heeft 
Botox’, terwijl tien jaar geleden dat je dacht: 
“So..., wat? Die heeft Botox, wat erg” 

“But I also think that maybe because you 
see it so much, that it gets normalized more. 
So that you think, ‘oh yeah, she has Botox’, 
while ten years ago you thought: ‘Wow..., 
what? She has Botox, that’s bad’”   



Dionne, Focus group  2 “Ja ik denk dat als het een hele erge 
onzekerheid van jou is en je ziet een filter 
daarvan dat je denkt van wow zo had ik het 
echt gewild. Dat je dan wel echt inderdaad 
sneller denkt van ik wil nu echt plastische 
chirurgy ondergaan” 

“Yes, I think that if it is really a big insecurity 
of yours and you see that kind of filters, that 
you think: ‘Wow, I really would have liked 
having it that way’. That you are indeed 
more prone to think, like, ‘I really want to 
undergo aesthetic surgery right now’” 

Naomi, Focus group  4 “Ja dan ben je nog echt jong dus dan zit je ook 
echt in die fase van onzekerheid” 

“Yes, you are very young then so you are 
really still in that phase of insecurity” 

Quincy, Focus group  4 “Ja dan ben je zo in ontwikkeling, ja” “Yes, then you are really developing, yes” 

Quincy, Focus group  4 “Het ligt er ook aan hoe gevoelig je er voor 
bent. Maar veel mensen zijn er denk ik wel 
gevoelig voor, en uh, ja, ja. Ik denk dat het 
vooral voor jongere meiden wel een beetje de 
standaard is. Voor ons denk ik niet” 

“It also depends how sensitive you are to it. 
But I think many people are sensitive to it, 
and uh, yes, yes. I think for mostly young 
girls it is kind of the standard. Not for us, I 
think” 

Anne, Focus group  1 “Zegmaar ik zou willen zeggen dat ik nee kon 
zeggen, maar ik denk dat het toch onbewust 
wel gebeurd. Ook omdat we het er ook net zo 
over hadden gehad dat ja… ik denk ja, 
onbewust denk ik toch wel dat het bepaalde 
beinvloeding wordt doorgevoerd” 

“I mean, I would like to say that I could say 
no, but I think that it does happen 
subconsciously. Also because we just talked 
about it that yes… I think yes, 
subconsciously I do think that a certain 
influence is being carried through” 

Frederique, Focus group  2  “Ik denk van mezelf altijd dat ik niet zo 
beïnvloedbaar ben door die content, dat ik dat 
best wel soort van los van mezelf kan zien.  

“I always think of myself that I am not that 
influenced by that content, that I can kind of 
separate it from myself.” 

Hanneke, Focus group  3 “Van, ja ik weet niet, van zo’n bot... Als ik weet 
dat het een bot is zou ik er niet heel jaloers op 
worden. Ja dan denk ik ja lekker makkelijk, dan 
kan ik het ook” 

“Like, yes I don’t know, such a bot... If I 
know that it is a bot, then I would not really 
get jealous of it. Yeah then I think ‘That’s 
nice and easy, then I can do it too’” 

Lara, Focus group  3 “Ja die ene bot, ja… kan mij het schelen?” “Yeah, yes that one bot... Why would I 
care?” 

Hanneke, Focus group  3  “Ja, misschien hebben wij wel al iets meer 
gezien, dat je ook beter bewust bent van nouja 
wanneer is iets een filter en dat allemaal. Dat je 
wel iets weet van, nou die persoon ziet er wel 
heel goed uit maar dat hoeft echt niet allemaal 
echt te zijn” 

“Yes, maybe we already have seen more, 
that it makes you more aware of, like, when 
something is a filter and everything. That 
you’re aware like, ‘well that person might 
look good, but that doesn’t have to mean 
it’s real’” 

Naomi, Focus group  4 “Dat je denkt, ‘oh, dat is wel echt leuk om te 
hebben’” 

“That you are thinking, ‘oh, that’s really fun 
to have’” 

Naomi, Focus group  4 “Wat is normale? En wat is gegenereerd?” “What is regular? And what is generated?” 

Britt, Focus group  1 “Ik denk dat als je niet weet dat iets AI is, dan 
niet. Dan denk ik juist dat je, ja, gewoon 
hetzelfde reageert omdat je het niet weet. Maar 
als jij weet oh dit is AI of dit is een levend mens, 
dat, ja, dat je eerder naar dat mens zou 
luisteren dan naar AI eigenlijk” 

“I think that if you don’t know something is 
AI, then not. Then I just think you, yeah, just 
react the same because you’re not aware of 
it. But if you know oh this is AI or this is a 
living person, that, yeah, that you actually 
would listen to a human rather than an AI” 

Odylia, Focus group  4 “Ja maar als het nep is kan het nog wel denken 
van ‘oh dat wil ik ook, want zij ziet er echt super 
mooi uit’” 

“Yes, but if it is fake you could still think like, 
oh I want that too, because she is looking so 
beautiful” 

Frederique, Focus group  2 “Ja, misschien wel, maar aan de andere kant 
zijn misschien normale beauty influencers ofzo, 
die posten ook niet allemaal alleen maar 
realistische dingen” 

“Yes, maybe, but on the other side are 
maybe normal beauty influencers or so, they 
also don’t always post only realistic stuff” 

Topic 3:  personal experiences and attitudes toward beauty practices and AI beauty content and applications 

Kato, Focus group  3 “Blijf gewoon even zo lekker jong”  “Just stay young for a little while”  

Naomi, Focus group  4 “Jo, doe ff rustig”  “Yo, just slow down”  

Dionne, Focus group  2 “Ja, een beetje onnodig om het te doen”  “Yes, a little unnecessary to do”  

Hanneke, Focus group  3 “Ja vaak is het gewoon inderdaad, te veel, of 
dan zie je het gewoon echt dat het gewoon, dat 
het gewoon nep is. Dat vind ik gewoon echt 
lelijk”  

“Yes, often it is indeed just, too much. Or 
then you just see that it is just fake. I just 
think that’s really ugly”  

Lara, Focus group  3 “Ja, maar het kan natuurlijk ook gewoon 
gevaarlijk zijn, stel het gaat fout…”  

“Yes, but of course it could also just be 
dangerous, suppose something goes 
wrong…” 



Hanneke, Focus group  3 “Ja dat is toch wel lastig om het eruit te krijgen 
en volgens mij die borsten dingen dat is volgens 
mij best wel gevaarlijk”  

“Yes that’s difficult to remove and I think 
those breasts things are also quite 
dangerous, I think”  

Mirthe, Focus group  4 “Ik ben altijd gewoon voorstander van als je 
jezelf niet mooi vind op een of andere manier of 
je hebt ergens echt last van en je kan daar iets 
aan doen, waarom zou je het dan niet doen?”  

“I'm always in favor of like, if you don't think 
you're beautiful in some way or something 
really bothers you and you can do 
something about it, why wouldn't you do 
it?” 
 

Quincy, Focus group  4 “Heel veel mensen kunnen niet bij een ding 
laten”  

“A lot of people cannot keep it at one thing”  

Kato, Focus group  3 “Als iemand het moet doen ja weetje dan doe je 
het gewoon, maar ik vind niet dat je er in moet 
doorslaan”  

“If someone needs to do it, well then just do 
it, but I don’t think you should go overboard 
with it”  

Hanneke, Focus group  3 “Ja, ergens vind ik het wel… Ik snap wel dat 
mensen het soms een beetje eng ofzo, dat ze 
alles van je weten. Maar ik vind het stiekem 
toch wel handig ofzo” 

“Yes, sometimes I think it is… I can get why 
people sometimes find it a little scary or 
something, that they know everything about 
you. But I secretly do find it kind of useful” 

Lara, Focus group  3 “Ja, ik vind het ook fijn” “Yes, I also think it’s nice” 

Guusje, Focus group  2 “En ja ik krijg dan geen advertenties van dingen 
waar ik oprecht niks aan heb, zegmaar, een 
grasmaaier ofzo. Ja dan denk ik daar hoef ik 
geen advertentie van te zien” 

“And yes, then I won’t get any 
advertisements about stuff I genuinely can’t 
make use of, like, a lawn mower or 
something. Yes, then I think I don’t need to 
see an advertisement about that” 

Celine, Focus group  1 “Ik moet zeggen, ik heb me er eigenlijk best wel 
een beetje aan overgegeven. Het feit dat ik 
eigenlijk gewoon heel mijn telefoon…  alle social 
media platformen wie ik ben, wat ik leuk vind. 
Dus nu denk ik ‘ja, dan kan ik maar beter het 
beste er uit halen’” 

“I must say, I have really kind of surrendered 
to it. The fact that actually just my whole 
phone… all social media platforms, who I 
am, what I like. So now I think, ‘yes, then I 
better just get the best out of it’” 

Lara, Focus group  3 “Ik vind het wel heel vet dat het gewoon kan” “It hink it is really cool that that’s just 
possible” 

Quincy, Focus group  4 “Ja, ik vind dat zo bijzonder” “Yes, I find that so remarkable” 

Mirthe, Focus group  2 “Maar ik vraag me dan gewoon af waarom 
mensen dit zouden volgen” 

“But then I just wonder why anyone would 
ever follow this” 

Naomi, Focus group  4 “Ik ook. Waarom wil je dat zien?” “Me too. Why would you want to see this?” 

Ingrid, Focus group  3 “Echt eng-ig” “Really scary-ish” 

Britt, Focus group  1 “Ja dat vind ik wel heel eng” “Yes I find that very scary” 

Celine, Focus group  1 “Maar ik vind het met name een eng idee dat 
dit ook op een negatievGroup e manier, of een 
stokerige manier ook zou kunnen worden 
ingezet.” 

“But I mostly think it’s a scary idea that this 
could be used in a negative way, or also 
could be used in a provocative way“ 

Britt, Focus group  1  “Ja je kunt het ook gewoon voor echt slechtere 
dingen gebruiken inderdaad” 

“Yes, you could also just use it for bad things 
indeed” 

Anne, Focus group  1  “Zegmaar, ik weet echt wel dat zo’n filter… dat 
dat niet echt is wie ik ben, en ook niet is wie ik 
wil zijn” 

“Like, I really do know that such a filter... 
that that is not really who I am, and also not 
who I want to be” 

Britt, Focus group  1 “En dan ergens vind ik het wel grappig en dan 
denk ik, ja eh, iedereen weet dat jij er in het 
echt niet zo er uit ziet. Maar ergens vind ik het 
ook sneu. Want dan denk ik, ja, dat jij dit nodig 
vindt, dat zegt iets over hoe je naar jezelf kijkt” 

“And then somewhere I think it’s funny and 
think, yeah eh, everyone knows that you 
don’t look like that in real life. But 
somewhere I also find it sad. Because then I 
think, yeah, that you find this necessary, 
that says something about how you look at 
yourself” 

Celine, Focus group  1 “Ja, ja dat dat een onzekerheid van je is, of weet 
ik wat, dat je het inderdaad nodig vind om het 
zo op social media te zetten.  

“Yes, yes, that that’s one of your 
insecurities, or like, that you indeed find it 
necessary to post that on social media” 

Britt, Focus group  1 “Maar ik denk ook, als ik het zie zien anderen 
het ook” 

“But then I also think, if I can see it then 
others can see it too” 

Naomi, Focus group  4 “Ja, en waarom zou je je eigen onzekerheid op 
andere mensen gaan projecteren?” 

“Yes, and why would you project your own 
insecurity on other people?” 



 

 

 

 

 

Lara, Focus group  3 “Ja, heel vaak bij filters, dat je bijvoorbeeld, 
weet ik veel, een gekke bril op krijgt, dan 
worden je lippen toch groot ofzo. Daar gaat het 
filter dan helemaal niet om” 

“Yes and very often with filters, that you for 
example, I don’t know, get put on silly 
glasses, then your lips are made bigger or 
something. That’s not what that filters is 
about” 

Yara, Focus group  3 “Nou dat vind ik dus wel raar eigenlijk dat dat 
gebeurd” 

“Well, I actually think that's weird that that 
happens.” 

Celine, Focus group  1 “Ja op zo’n manier, het is wel handig ook, op 
een bepaalde manier. Alsin, je komt voorbereid 
de winkel in. Je weet een beetje wat je zoekt” 

“Yes in that way, it is also very convenient, 
in a way. Like, you come into the store 
prepared. You know a little more what 
you’re looking for”  

Ingrid, Focus group  3 “Ik heb het zelf nooit gebruikt dus ik weet niet 
of het handig is, maar het klinkt handig” 

“I’ve never used it myself so I don’t know if 
it is useful, but it sounds useful” 

Lara, Focus group  3 “Alleen had het bij mij volgens mij niet echt 
gewerkt, want ik had wel de verkeerde kleuren” 

“Only for me I think it didn’t work that well, 
because I did have the wrong colors” 

Yara, Focus group  3 “Ik denk niet dat het heel goed werkt, maar het 
is wel handig eigenlijk” 

“I don’t think it works very well, but it is 
useful actually” 

Britt, Focus group  1 “Maar ik denk inderdaad dat iedereen daar 
toegang tot heeft, dat het juist voor 
onzekerheden kan gaan zorgen. Vooral bij 
jongeren. Dus dat jongeren zo’n filter zouden 
gebruiken van, ‘Oh hoe zou’, weet ik veel, ‘mijn 
neus er uit zien als het zo was?’. En dat je daar 
juist onzeker van wordt” 

“But I indeed think that if everyone has 
access to it, that it can actually cause 
uncertainties. Especially with younger 
people. That if young people would use that 
kind of filter, like, ‘Oh how would’, I don’t 
know, ‘my nose look like if it was this way?’. 
And that you actually would get insecure 
because of that”  

Hanneke, Focus group  3 “Misschien dat je er zelf nooit echt over na hebt 
gedacht van, ‘oh, ik vind mijn neus niet mooi’. 
Maar dat je het dan ziet en denkt oh dat zal 
misschien toch wel mooier zijn. […] Maar ik 
denk wel dat ze het eerder gaan overwegen, als 
je het dan ziet”  

“Maybe you have never thought about it 
yourself, like, ‘oh I don’t think my nose is 
beautiful’. But if you then see it that you 
think ‘oh maybe that would be more 
beautiful anyway. […] But I do think that 
they would consider it sooner, if you see it”  

Odylia, Focus group  4 “En ik vind ook wel met die makeup dat het dan, 
of met haarkleur ofzo, dat het meestal niet 
accuraat is, dus hoe accuraat is die botox dan? 
Stel je doet het ”  

“And I also think with those makeup, that it, 
or with hair color or something, that it 
usually isn’t accurate. So how accurate is 
Botox then?”  

Britt, Focus group  1 “Ik denk voor mij vooral de transparantie over 
AI. Dus dat je echt weet dit is AI en dit niet. Ik 
denk dat ik dat wel het belangrijkste vind” 

“It think mostly transparancy about AI. That 
you know that this is AI and this is not. I 
think that I find that most important”  

Kato, Focus group  3 “Maar ik vind het wel echt, weetje, dat je het 
wel bij moet vermelden of dat de App zelf er iets 
bij moet vermelden”  

“But I do really think, you know, that you 
have to mention it or that the App itself 
should mention something about it”  

Odylia, Focus group  4 “Onder de 18 geen tiktok” “No Tiktok under 18” 

Mirthe, Focus group  4 “Ja ik vind dat echt super slecht. Ik vind echt dat 
dat moet worden afgeschaft”  

“Yes I think that’s really bad. I really think 
that that should be removed” 
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