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Abstract

In today's digital world, advertisements play an important role. Of particular relevance are
marketing advertisements around cosmetic surgery, which in themselves affect women in
different ways and which are quite widespread on social networks. The main goal of this thesis is
to investigate the impact of such advertisements on women's self-esteem, how they shape, change
and damage it. This issue is especially acute for women aged 30-40, who experience changes in
this age group, the first signs of aging appear on their faces, and the pressure from society increases
by one or two.

This study aims to collect information on how cosmetic surgery advertisements affect the self-
esteem of Georgian women. The study was conducted using a qualitative method and 12 women
participated in it, who were selected according to simple criteria. There were only two criteria for
selecting women. First: they had to have social networks and be their users, and second: they had
to meet the age limit. The data obtained from the interviews were analyzed through open coding
and grouped into seven different categories. The results showed that marketing advertisements
about cosmetic surgery have a strong impact on women. Respondents noted that after seeing such
advertisements, moments of self-observation and self-criticism increased among them, which
affected their self-esteem. Women often remain dissatisfied with their appearance after seeing
such advertisements. Along with all this, the results showed that cosmetic surgery advertisements
convey beauty standards in such a way that natural appearance and features that do not meet the
standards conveyed in these advertisements are perceived as defects. The study also showed that
women are aware of the manipulative nature of advertisements, but despite this knowledge, the
influence of advertisements is so great on an emotional level that women find it difficult to escape
from them.

Along with the psychological impact of advertisements, it is also interesting to note the
expectations that society has regarding women's appearance, which is perceived as a separate

stress by women. During the interview process, women stated that they often feel pressure from
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society and their close circle regarding their appearance, hidden in the mantle of care. It is as if
society expects that women should take care of themselves as they age and always look young.
The study also showed that women simultaneously have two different desires, which in itself
indicates an internal struggle: on the one hand, they want to change something, and on the other
hand, they are confused and uncertain about whether this desire is real or the result of the
influence of cosmetic advertisements spread on social media.

Despite the various pressures on women, the study showed that women have developed
individual strategies for coping with stress. The most significant of these strategies were self-
discipline, reducing the time spent on social media, and increasing the role of media literacy in
society. Developing critical thinking is one of the important aspects of relieving stress, and the
formation of critical thinking itself requires increasing the level of media literacy.

This study has an important role for people working in the field of psychology, as well as for
those employed in the field of media education. This study contains important information that
can be successfully used by specialists working in marketing.

Overall, the results of the study confirm that cosmetic surgery advertisements are not only a
source of information, but also a powerful psychological mechanism that can play an important

role in forming, strengthening, or vice versa, women's self-esteem.
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