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OUTLINE: Advice around the use of skincare is sought after in many dermatologist consultations, whether for inflammatory 
skin disease, the aesthetic realm, or sun protection. The skincare industry is a multi-billion-dollar enterprise that is growing 
year on year. The public gains advice on using skincare from many sources, and there is a significant variance in expertise 
and knowledge. Social media is a prominent source of skincare information. Despite many dermatologists posting accurate 
and helpful guidance on skincare, cosmeceutical ingredients, and sun protection on social media, we still represent a 
relatively small proportion of those posting material regarding skincare in this realm. This article looks at the public’s 
perception of current social media material regarding skincare and how dermatologists may enhance the current offerings 
and improve public knowledge about skincare.
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Social media comprises numerous online platforms 
which allow two-way, real-time communication. 
It is used for entertainment, educational purposes, 

and marketing.1 The use of social media in marketing is 
prolific, and it is now a mainstay in driving sales in the 
beauty industry. More than 5 billion people globally are 
active social media users.1 This allows an opportunity 
for positive outcomes in terms of education on sun 
protection and appropriate skin care usage. However, 
there is also a downside to social media regarding 
skincare. The information disseminated by non-experts 
with abundant followings may be accepted as gospel by 
their audience, leading to adverse outcomes in some 
instances. The rise of “skinfluencers” in social media 
and marketing campaigns via product recommendations 
and advocating skincare routines can be incredibly 
influential in an individual’s decision-making when it 
comes to skincare.1

Social media platforms commonly containing skincare 
content include Reddit, Instagram, Facebook, YouTube, 
Snapchat, Wibo, TikTok, and Tumblr.2 A recent 
nationwide, online cross-sectional study targeting 
the general Saudi population sought to understand 
participants’ social media behaviours and gather 
insights into decision-making about purchasing 
skincare products, cosmetic procedures, and makeup 
habits.2 A total of 1,056 individuals were surveyed, 

and 67.9% of respondents identified as female. 
The consistent application of daily skincare across 
more than three body sites was associated with the 
regular use of social media platforms such as Snapchat 
(p<0.001), Instagram (p<0.001), and TikTok (p=0.005). 
Similarly, seeking advice from a dermatologist in the 
clinic (p<0.001), friends (p=0.041), or beauty influencers/
advertisements on social media (p=0.001) was associated 
with a regular skincare routine.2 Interestingly, in this 
survey population, 60% of females, but only 13.6% of 
males, applied sunscreen daily, compared with 90% 
and 45.7% who applied a facial moisturiser daily. Social 
media was ranked among the top three factors to 
consider when purchasing skin care products.2

A newly published study (also from Saudi Arabia) 
looked closely at the impact of social media on 
purchasing skincare and cosmetic products via an 
online questionnaire of 1,174 female participants.3 
Respondents ranged in age from 18 to the early 40s, 
with an average age of 22.5 years. Of note, 73.9% of 
respondents had a university level of education or 
higher. The authors aimed to identify the most used 
social media applications among participants, the 
sources of information they relied on regarding skincare 
and cosmetic products, and the level of trust in these 
sources.3 Finally, this study assessed the effects of social 
media on the purchasing decisions of participants. 
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The most frequently used social media platforms 
in those surveyed were Snapchat (39.4%), TikTok 
(26.7%), Instagram (19.6%), Twitter (5.4%), YouTube 
(5.3%), and WhatsApp (2.6%). A total of 881 (75%) of the 
participating females reported using social media for 
more than an hour a day, 222 (18.9%) used it once or 
twice daily, only 45 (3.8%) used social media platforms 
once every few days, and 26 (2.2%) used it once per 
week.3 A total of 51% of this study’s participants became 
familiar with skin care products from social media 
platforms. Approximately 91.3% of the respondents’ 
confidence in information related to cosmetic and 
skin care products was affected by visual presentation. 
This study further analysed the sources of information 
about cosmetic and skincare products on social media, 
33.2% mentioned dermatologists, 26.8% mentioned 
friends/family, 20.1% mentioned social influencers, 
14.4% mentioned cosmetologists, and 5.5% mentioned 
healthcare staff. A total of 95.4% expressed their 
trust in the information obtained from these sources, 
with 44.9% having an intermediate level of trust and 
19.6% having a high level of trust.3 Nearly half of the 
study respondents had purchased a skincare product 
recommended by an influencer on social media.3 This 
study highlights the impact of information gained from 
social media in guiding users’ purchasing decisions. The 
authors highlight that social media from non-experts 
tends not to elucidate that skin is individual and that 
a skincare routine should vary depending on many 
factors, including age, skin type, and any associated 
skin conditions.

With a user base of over one billion,4 TikTok provides 
a means to create and watch short videos (“reels”). 
TikTok has become an important space to seek medical 
information, including in dermatology, particularly 
among young people. Recent overviews have indicated 
that medical misinformation is also prevalent in 
dermatology-related social media.5,6

In previous analyses on dermatology and TikTok, the 
rise of “skinfluencers” as a prominent source of skincare 
content has been evident. Some of these skinfluencers 
have bona fide credibility as dermatologists and 
cosmetic chemists.5,6 However, others with no real 
expertise in dermatology or skincare create medically 
inaccurate content, recommending behaviours that 
can lead to adverse outcomes. A prime example in the 
skincare realm is the “highlighter method” of applying 
sunscreen to create a natural contour from tanning skin. 
In one video, the influencer applies a layer of low-SPF 
sunscreen all over her face, followed by a higher SPF 
product only on desired “highlights” before tanning. The 
premise is that “the sun will contour your face” naturally. 
Clearly, such behaviour carries risks of sunburn, skin 
malignancy and skin aging. SPF cocktails are another 
TikTok trend which encourages mixing make-up and/
or skincare with sunscreen before application. Any time 
savings from this practice would be counter-balanced 

by the likelihood of diminishing the efficacy of the 
sunscreen from such a practice. “Beer-tanning” is 
another dermatology-relevant trend from the reels of 
TikTok, which touts beer as a “safe” way to tan.

Looking specifically at content creators in the 
#sunprotection space on TikTok, a cross-sectional 
study was undertaken over three consecutive days in 
August 2023 on TikTok. The investigators searched 
the following hashtags: #sunscreen, #sunprotection, 
#spf, #skincancer, and #skinprotection. The top 
100 videos in each hashtag category were analysed. 
These videos were then categorised based on the 
type of content creator.7 The categories of content 
creator included dermatologist, dermatology resident, 
non-dermatologist physician, physician assistant, nurse 
practitioner, registered nurse, aesthetician, patient/
consumer, beauty blogger, skincare company, and 
others.7 Of the 500 videos, only 16.6% were created 
by dermatologists. Beauty bloggers were the most 
prevalent creators in this analysis (38.7%), followed by 
patients/consumers (33.7%). Beauty bloggers were the 
top creators for most hashtags except for #skincancer 
and #spf. For #skincancer, patients/consumers (44%) 
were the top creators, with dermatologists comprising 
39% of content creators. Beauty bloggers comprised 
only 1% of the #skincancer videos. For #spf, beauty 
bloggers and patients/consumers were tied for the top 
creators (33% each). Dermatologists created 18% of the 
#spf videos. For #skinprotection, #sunprotection, and 
#sunscreen, beauty bloggers were the most common 
creators.7 Numerous studies have highlighted that 
most dermatology-related content on TikTok is not 
created by qualified dermatologists or other medical 
professionals.8–11 The importance of accuracy in the 
skin cancer prevention space and the opportunity for 
healthcare professionals to use social media to educate 
the public cannot be overstated. This study illustrates 
that there is much for us to do.

Finally, the influence of social media on children and 
teenagers is a new area of huge concern when it comes 
to skincare. Ready access to numerous social media 
platforms means that our tweens and teens can readily 
be influenced by the latest skincare trends- even if 
they are not intended to be the target market. GRWM 
(get ready with me) reels on TikTok have led to many 
young girls becoming concerned about perceived 
imperfections and skin ageing. This has led to many 
adopting overly complicated skincare routines that 
are inappropriate for their skin. This results in irritant 
contact dermatitis and periorificial dermatitis, which 
are entirely preventable. After a significant backlash 
in the public domain over retailers perceived to be 
implicit in this trend, there has been much discussion 
in the media regarding the education of our young 
people and what is appropriate for their skin. In the 
absence of active skin disease, we know this to be daily 
sun protection and a cleanser and moisturiser, at most. 
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However, social media has a hold on its tween and teen 
audience, with high-end skincare being aspirational and 
about “fitting in” as much as the benefits for the user. 
It behoves us as dermatologists to perhaps embrace 
social media and assist with educating young people 
to embrace the healthy skin of this time of life and to 
protect it. Making sunscreen sexy will be a helpful part 
of this message.

There is no escaping the presence of social media in our 
world and its impact on our patients. Dermatologists 
currently account for a relatively small proportion 
of content on social media concerning skin health 
and skincare. As the foremost experts in skin health, 
dermatologists must have a more prominent role in 
educating the public about the appropriate use of skin 
care. Creating content is time-consuming and not for 
everyone. Whether we educate on social media or in the 
consulting rooms, we need to help our patients think 
critically about the content they imbibe and educate 
them that science and clinical experience count for 
much more than paid posts by influencers. To gain this 
confidence from the public, an increasing presence by 
dermatologists on social media will be crucial.
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