
Professional advice on aesthetic & anti-ageing procedures

Revealing the new kids on the aesthetic block
Trending TreaTmenTs 2019

Snap • Filter • Post 
Rise of the doctored  
selfie and its  
impact on  
aesthetic  
medicine 

Pigmentation  
101 
Delving  
into the  
source,  
science  
and  
treatment

Anti-Ageing  
interventions 

How we can  
influence our ageing  

bodies and its  
related effects

When  
Panic  
Attacks

Signs and symptoms  
of panic disorder

www.a2magazine.co.za

R65.00 Incl. VAT 
Other countries R56.52  excl. VAT

Issue 29  autumn  2019



 aaMssa report

W
henever we need to find something, anything 
– be it a restaurant, hair dresser, dentist, or 
even a word definition or review – our go-to 
places are Google or YouTube. These have 

become the universal answer to all our questions, thanks 
to the instantaneous and effortless access to information, 
whether it’s on the go or in the comfort of  our homes.

YouTube stats
While Google has dominated the search engine scene 
for many years, this is slowly changing, as YouTube is 
gaining more and more traction. In fact, YouTube is now 
the world’s second biggest search engine for more than 
1.8 billion people. Here are some interesting stats:
  Over 1 300 000 000 videos have been loaded 
on to YouTube

The Spin Doctors of YouTube

In the first study to evaluate 
YouTube videos on facial plastic 
surgery procedures, researchers 
found that most are misleading 

marketing campaigns posted by 
non-qualified medical professionals. 
Dr Alek Nikolic takes a closer look.
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  Every 60 seconds, more than 
300 hours of  HD quality video 
is being uploaded

  Total number of  monthly 
viewers worldwide is 
149 million

  Total number of  daily viewers 
worldwide is 63 million

  Hours of  video watched daily 
is greater than 1 billion

  Total number of  users logged 
on is 1.8 billion

  Hours of  video uploaded 
per minute is more than 
300 hours 

How trustworthy is 
this information?
More specifically, how 
trustworthy is this information 
when it comes to cosmetic 
treatments? This was a difficult 
question to answer accurately 
until recently. 
In the first study of  its kind 

to gauge this question and, 
specifically, to evaluate YouTube 
videos on facial plastic surgery 
procedures (published in JAMA 
Facial Plastic Surgery), Rutgers 
University researchers found that 
most are misleading marketing 
campaigns posted by non-
qualified medical professionals.
Lead author Boris Paskhover, 

an assistant professor at Rutgers 
New Jersey Medical School’s 
Department of  Otolaryngology 
who specialises in facial plastic 
and reconstructive surgery, 
states that the millions of  
people who turn to YouTube 
as a source for education on 
facial plastic surgery receive 
a false understanding that 
does not include the risks or 
alternative options.

Study parameters
In the study, a total of  240 
videos were analysed using the 
following criteria:
  The most searched and 
highest-ranking videos

  Subject lines varied between 

blepharoplasty (eyelid surgery), 
dermal fillers, facial fillers, 
otoplasty (ear surgery), 
rhytidectomy (facelift), lip 
augmentation, lip fillers and 
rhinoplasty (nose surgery)

  For each video, the 
researchers determined the 
board certification status 
of  narrators by using the 
American Board of  Medical 
Specialties database

  They classified the videos 
as created by a health 
professional, patient or 
third party

  They also evaluated each video 
using the DISCERN criteria.

DISCERN criteria
DISCERN is an instrument or 
tool that has been designed to 
help users of  consumer health 
information judge the quality 
of  written information about 
treatment choices.
It has a number of  important 

aims when it comes to protecting 
consumers, while providing 
information on its validity.
This tool uses a total of  16 

questions, with a score between 
1-5 given for each. The total is 
then added up and an average 
score out of  5 is calculated, 

providing us with the final 
DISCERN score. 

Study findings
Using the DISCERN criteria, the 
study evaluators based each 
video on a 1-5 scale, with low 
scores indicating a low overall 
video information quality, and 
higher scores indicating a high 
information quality. Overall, the 
videos analysed in this study had 
an average score of  2.21 out of  
the possible highest score of  5. 
Among the videos, the research 

team found the term ‘nose job’ 
received the most views, with 
more than 56 million views 
for the top 10 videos, and an 
average of  2.8 million views 
per video. Surprisingly, it was 
found that nasal surgery videos 
had a DISCERN ranking of  only 
2.1 overall.
Blepharoplasty or eyelid 

surgery videos had the highest 
quality rating at 2.75, followed 
by the search term ‘facelift’, with 
a score of  2.4. 
Very simply, what this means 

is that most videos used as a 
consumer information source 
rated less than average and, at 
best, should be rather seen as an 
overall insight into a procedure 

  Are the aims clear?
  Does it achieve its aims?
  Is it relevant?
  Is it clear what sources of information 
were used to compile the publication 
(other than the author or producer)?

  Is it clear when the information used or 
reported in the publication was produced?

  Is it balanced and unbiased?
  Does it provide details of additional 
sources of support and information?

  Does it refer to areas of uncertainty?
  How good is the quality of information 
on treatment choices?

  Does it describe how each 
treatment works?

  Does it describe the benefits of 
each treatment?

  Does it describe the risks of 
each treatment?

  Does it describe what would happen if 
no treatment is used?

  Does it describe how the treatment 
choices affect overall quality of life?

  Is it clear that there may be more than 
one possible treatment choice?

  Does it provide support for shared 
decision-making?

Here are the questions every evaluator asks:
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as opposed to receiving a 
comprehensive medical overview 
for cosmetic procedures.

YouTube patient guidelines
I do feel it is important for 
consumers to educate themselves 
before considering a procedure 
or treatment. It’s natural to look 
at search engines like YouTube 
and Google, especially when 
considering a surgical or non-
surgical cosmetic procedure – in 
fact, I encourage my patients to 
do so. However, I also state that 
the information received should 
be taken with a pinch of  salt, 
and that further insight should 
be garnered from a reliable and 
trustworthy source.
Here are some guidelines 

on what you need to know 
when looking to find out 
whether a procedure is for 

you or not, and that you fully 
understand the consequences 
of  the procedure:
  Is the person in the video 
a qualified medical doctor 
registered with their countries 
medical body?

  Are they affiliated with a 
reputable medical society?

  Do they have the necessary 
qualifications to perform 
the procedure or do they 
have specific training that is 
validated by their governing 
medical body?

  Does the presenter talk about 
the procedure, including what 
to expect during and after 
the procedure?

  Does the presenter discuss why 
the procedure is being done? 

  Are all the potential side effects 
and their treatments listed?
  Do they demonstrate and 

speak about sterility and 
how to disinfect throughout 
the procedure?

  Do they discuss the aftercare?
  Do they mention the potential 
of  serious side effects or 
complications, what to look out 
for and how they are managed?
  Do they show the product 
they are using and do they 
mention alternatives?
  Does the practitioner show 
before and after shots in 
the video?

If  the answer is no to the first 
three questions, then this should 
raise a red flag and I would move 
on to the next video. Similarly, 
if  only some of  these questions 
are answered, my advice would 
be to discuss all of  them with 
your doctor so that you have an 
in-depth understanding of  the 
procedure before deciding on 
going ahead.
You may even think of  a ‘cool-

down’ period where you only make 
the booking for the treatment 
two weeks after discussing all of  
the above points. This will give 
you some time to mull everything 
over that was discussed during 
your consultation.

Final thought
While YouTube has become a 
great entertainment platform, bear 
in mind that it’s also turned into 
a platform for people to market 
their services. We, therefore, need 
to differentiate between what is 
marketing and what is educational 
when making decisions about 
procedures that are performed on 
our face, neck and body.
At the end of  

the day, cosmetic 
treatments are 
considered medical 
treatments and, as 
such, are governed 
by very specific 
medical legal and 
ethical guidelines. 

When it comes to YouTube, we need to 
differentiate between what is marketing 
and what is educational when making decisions 
about procedures that are performed on our face, 
neck and body

www.aestheticdoctors.co.za

dr alek nikolic 
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