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Abstract
The body has long been recognized by other disciplines as a site
of meaning-making, a medium through which individuals experi-
ence the world, convey meaning to others, and act on the world.
However, when it comes to searching for information, the body is
often ignored, overshadowed by a focus on cognition. Studies are
beginning to fill this gap, pointing to the role and potential impact
the body can have on information practices, prompting further
attention to the role of the body in information seeking and how
it can inform the design of interactive information retrieval sys-
tems. Beauty information practices, due to their close association
with the corporeal, physical, material, and symbolic nature of the
body, potentially harbors significant insights for re-centering the
body in information sciences and informing user-, or in this case,
body-centered information retrieval systems. Our research aimed
at answering the overarching question: How does ‘embodiment’
manifest in beauty related information seeking using digital tools?
We undertake a survey through Prolific asking participants to de-
scribe a recent beauty information search task using digital tools,
encompassing the type of information sought, their motivation,
and its usefulness. The findings reveal the significance of the socio-
cultural context of users, in terms of both social pressure and user
agency, and the intersection between the physicality of the body
and materiality of beauty products and procedures in shaping how
users search for and select useful information.
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1 Introduction
The beauty industry has experienced consistent growth in recent
years and now generates over 500 billion dollars annually on a
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global scale [22]. The prevalent use of digital technologies, including
smartphones, social media, and generative AI-based beauty tools,
has made images of human beauty increasingly pervasive; beauty-
related information, services, and products have become readily
accessible. Consequently, people are increasingly adopting new
beauty routines, using these digital tools to enhance their physical
appearance. Despite this trend, there is a gap in our understanding
of how people are using these digital technologies to inform their
everyday beauty practices.

Our research understands beauty to be an ongoing affective and
embodied process, involving beauty work encompassing changes
to the physical body to improve appearances. Beauty practices
are deeply intimate; people create their external or physical self
through body enhancements [39, 49], as such, people’s self-concept
and body experiences may mediate how they seek and use informa-
tion for their beauty related practices. Additionally, beauty practices
are performed on one’s body [23, 43] and the body becomes the site
of work on which people manipulate or apply materials, to use the
acquired new information. Therefore, beauty related information
is experienced in the body, i.e., experienced [6, 33] or embodied
information [37]. We hypothesise that corporeal information [33]
such as context specific factors and bodily interactions with the
physical environment, may be the governing central modality when
seeking and using information for beauty. Our research aims to
investigate how the embodied nature of beauty affects how peo-
ple seek or search, evaluate, and use information related to their
everyday beauty practices.

Although ‘beauty and style’ have been identified as one of the
daily procedural activities about which people search for informa-
tion [58], there are limited studies investigating the interplay be-
tween beauty practices and information practices. Related research
includes studies on understanding information practices of YouTube
beauty and life style influencers [55], how people search for pro-
cedural information [11, 29], search for products on e-commerce
sites [50, 52] and creativity [10, 67]. However, most of these stud-
ies have focused on the cognitive aspects of interacting and using
information and ignore the corporeal experiences of performing
such tasks. Most recently, a few studies have recognised the role
of the body in people’s information practices [6, 33]. For example,
Lloyd and Olsson [35] studied the embodied information practices
of car restorers and Munro et al. [42] for DJs. Our research aims
to fill the gap in understanding of beauty information practices
and contribute to the growing body of knowledge on embodied
information by investigating how the embodied nature of beauty
practices affects people’s information practices in the context of
everyday life.
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To this end, we conducted an online survey through Prolific
(𝑁 = 150) to investigate the embodied information practices that
people engage with to find beauty related information. We asked
our participants questions about what tasks and tools they use to
find beauty related information and how the embodied nature of
the tasks affects their information practices including how they
seek, evaluate and use the information. Specifically, our study aims
to answer the following research questions:
RQ1 How does embodiment manifest in beauty related informa-

tion behaviour?
RQ2 What motivates information seeking related to beauty and

(how) does embodiment shape these motivations?
RQ3 What type of information and digital tools do people use to

support their beauty tasks? Does embodiment play a role in
people’s preferences of tools and information format?

RQ4 How do users assess or judge information to be useful? Does
embodiment play a role and in what ways?

The remainder of the paper is structured as follows. Section
2 describes related work in the information science, psychology,
human and computer interaction (HCI), marketing and information
retrieval (IR) research communities. Section 3 presents the methods
used to gather and analyse our data. Section 4 presents our findings.
We discuss the findings and their implications in section 6 and
conclude the paper in section 7.

2 Related Work
Our research is multidisciplinary, and several areas are relevant to
the work presented in this paper, namely: beauty, embodied interac-
tion, embodied information, beauty digital technologies, procedural
information and information seeking, creativity and information,
social media and product search. We briefly review each area.

2.1 Beauty
Beauty or physical attractiveness is an attribute that many peo-
ple are actively pursuing in their daily lives. People engage in
beauty activities for several reasons such as for self-expression, self-
empowerment [39], and to gain advantages in social life amongst
other motivations [24]. Beauty and what this means has been in-
vestigated and highly debated within and across several disciplines,
including but not limited to sociology [20], feminist studies [14, 27],
and anthropology [62].

Taking inspiration from recent perspectives in these disciplines,
we understand beauty to be an embodied relational process encom-
passing beauty practices or beauty work. For Ingram [27], beauty
is a situated and relational ‘becoming’ that is created at the inter-
section of affect and materiality. For Coleman and Figueroa [14],
beauty is a continuous inclination towards hope, which is similarly
an embodied and affective process that is situated in relation to
time. However, appearances are also a way of orienting oneself to
the world and are situated within socially constructed norms [20].
These perspectives move beyond common binaries that position
beauty as oppressive or liberatory; pain or pleasure and divide the
body from mind, and body from materiality to investigate beauty
as an embodied, affective process and as a relational becoming. A
perspective that situates beauty as an embodied form of becoming,
that investigates the ‘how’ of beauty and associated practices tries

to subvert common binaries by paying attention to the intersection
between the body, affect, and social context [27].

Beauty work also referred to as beauty practices or body work
can involve manipulating the external appearance of the body to
create an external self [39, 49], for our purposes, this may include
seeking information to inform or shape beauty. Significantly, an
understanding of beauty as an ongoing affective and embodied
relational process involving beauty work, we theorise, can enrich
research on information seeking by prompting attention to how em-
bodiment shapes information experiences associated with beauty.

2.2 Embodiment
Embodiment refers to the understanding of human beings as living
sensory entities embedded within a physical environment [38]. This
perspective contrasts with traditional models of cognition that em-
phasise abstract, computational information processing. Embodied
theories focus on how our bodily interactions and lived experiences
actively shape our perceptions, emotions, and thought processes
[38]. Additionally, Dreyfus [17] discussed three types of embodi-
ments: (i) physical embodiment of the human body, (ii) bodily skills
and (iii) acquired knowledge – culturally relevant skills and an
understanding of a particular environment. From this perspective,
physical bodies are how we know but also an information source
and signifier for others [35], and as such, have been labeled as sites
of performativity. If bodies are central to knowing, they can help us
understand the how and why of information practices. As explained
by Lloyd and Olsson [35], this focus on the body is often overlooked
in many research communities, which calls for a closer attention
to how the field itself has been socially constructed. Embodiment
positions information practices as socially situated and highlights
the corporeal modality of information practices. The corporeal has
been described as encompassing the perception and conveyance of
information through different senses and experiences of being in
one’s body, including haptic or tactile experiences and sensory ac-
tivities such as smells, textures, and movement [34, 35]. Embodied
information practices also involve an experiential or tacit knowing
through both doing and observing others, for instance, runners
know when they have to slow down or when they can speed up
based on familiar bodily experiences [34]. Similarly, archaeologists
gain an understanding of material culture through temperature,
texture, and movement [35].

Based on this background research, we understand embodiment
to encompass primarily corporeal factors – such as sensory experi-
ences of the body – smell, textures, a feeling of being in one’s body
(shape, abilities) and interactions with materials. However, these
factors are also entangled with emotive or emotional experiences,
cognitive processes, and social structures and norms. Potentially
central to understanding embodiment and beauty information tasks,
includes its connections to existing research on embodied interac-
tion with systems, procedural information search, creativity search,
product search, and use of social media in seeking beauty informa-
tion.

2.2.1 Embodied Interaction. Everyday interactions of humans are
embodied – we use our bodies to interact with others and the phys-
ical world. In particular, we use digital systems by interacting with
them through our different senses and physical capabilities [16].
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Thus, making interaction with digital systems a naturally embod-
ied activity. In the field of HCI, three interaction paradigms have
been proposed [18, 26]: (1) human factors; (2) classical cognitivism
or information-processing-based; and (3) the phenomenologically
situated paradigm. The third paradigm focuses on the context of
use and is central to understanding embodied interaction with sys-
tems in the physical world. Additionally, theories of embodiment
in HCI have been divided into two branches [38, 63]: embodied
interaction and embodied cognition. Embodied interaction focuses
on the physical or tangible interactions with digital artifacts while
embodied cognition argues that cognitive processes and the body
work together to influence how humans interact with digital sys-
tems [26]. Cognitive embodiment is the involvement of the body in
thinking, rather than the brain being the central machine involved
in information processing. Our work takes a unified view of em-
bodiment and considers both perspectives in understanding how
people interact with digital systems to complete beauty-related
tasks.

2.2.2 Embodiment and Beauty Tools. A few academic studies have
evaluated embodiment in digital beauty tools [47, 56]. One study
on vision impaired users’ use of YouTube tutorials for procedural
information, highlights the overlooked role of the body [30]. The
authors, based on their findings, argue that there is social, emo-
tive, and embodied factors associated with beauty information be-
haviour such as makeup practices. As a result, the authors suggest
that digital tools should: cultivate a sense of community, be aware
of individuals’ sense of style, and the unique practices of differ-
ent groups [30]. Similar to our work, Thomson investigated the
information behaviours of serious beauty and lifestyle YouTubers
in creating their content [53–55]. The study findings suggest that
serious beauty and lifestyle YouTubers progress through six career
stages that include learning while doing and routinising. Further,
to create content, they engage in a ten-step creative process that
encompasses ideating to generate new content ideas and evaluate
the outcome. Overall, the study suggests that affect and internal
sensibility, and a person’s ability to use their own intuition when
deciding information actions and how to carry them out, drive
the whole beauty influencer creator economy ecosystem. These
findings highlight how beauty practices are performative and ex-
perienced by the body [24, 43] and hint at how these corporeal
experiences may shape how people seek and use beauty related
information through digital tools.

2.2.3 Product Search. Product search is one of the means people
engage to find and buy products online, and over 70% of online
beauty products shoppers begin their purchase journey with a
search engine search [51]. Prior studies on general product search
have investigated user perspectives related to search behaviour
and the intent of users who search for information on commer-
cial product search engines. For example, Su et al. [52] analysed
query logs from product search and survey responses to examine
the intent of users in product search and found three intent cate-
gories: finding target products, decision making, and exploration.
Similarly, Sondhi et al. [50] analysed query logs of users from a com-
mercial e-commerce search engine and came up with a taxonomy
of queries with four classes, each with its own associated distinct
search patterns: shallow exploration, targeted purchase, major-item,

minor-item, and hard-choice shopping query. Additionally, Kuzi
and Malmasi [28] proposed a framework for integrating conver-
sational Question Answering within product search. Altogether,
these results suggest that people may be searching for products to
decide on what to buy or just to learn about what products are there.
This motivates research on how people may search for products
from specific domains and for specific tasks, especially the ones in
which they bring their own body into the search process such as for
beauty products. Interestingly, image search of beauty products is
an area that has been given a lot of attention, especially algorithms
for retrieving a diverse range of beauty products [1, 31, 40, 59, 64–
66, 69]. However, there is a gap in understanding the interaction
behaviour of people searching for beauty products within retrieval
systems.

2.3 Procedural Search Tasks
Searching for beauty related information may involve finding infor-
mation to complete a step by step process such as applying makeup.
Such tasks align with procedural search tasks, where people are
looking for information on how to do something [12]. Berge and
Hezewijk [7] make a distinction of declarative knowledge and pro-
cedural knowledge, as between ‘knowing that’ and ‘knowing how’,
and that declarative knowledge is part of procedural knowledge,
i.e., declarative knowledge or ‘what is knowledge’ facilitates the
understanding of knowing how [12]. Research on procedural search
tasks suggests that users assess relevance based on factors such as
familiarity, trust, specificity, credibility, simplicity, popularity, and
presentation format [13, 46]. Additionally, studies have shown that
people rely on different information types, including visuals, with
a preference for videos in sensor-motor tasks over cognitive ones
[46]. More importantly, previous analysis of Web search queries has
suggested that procedural search tasks account for 2% to 3% of Web
search [19, 58, 60]. Moreover, Völske et al.’s [58] analysis of ques-
tions submitted to Yandex identified ‘beauty and style’ as one of the
categories of how-to intent questions. Further, they found that the
frequency of questions in this category remained constant through-
out the year while other categories, such as ‘education’, varied in
frequency depending on the months. Therefore, beauty search tasks
are prevalent, and research is required to understand how different
aspects of how-to beauty tasks influence the information seeking
process.

2.4 Creativity and Information
People may engage in beauty activities to create and express their
own self-identity, to express their aesthetic tastes or creativity. This
could be associated with engaging in creative activities in leisure-
oriented contexts. Prior research has examined how people seek
information for creative tasks, spanning both everyday activities
and professional work [10]. For example, a survey investigating
what information artists use for their creative work found this to
encompass inspiration, knowledge of materials and techniques, and
specific visual elements [67]. Lee et al. [29] found that arts and craft
hobbyists preferred information curated in digital spaces. Moreover,
studies have found that the use of social media is growing as people
are using digital social spaces to collect, organise, and share ideas
in visual format [32].
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The creative process involves multiple stages, and several studies
have explored how people seek information at each of these stages.
Zhang and Capra [67] investigated what tools people use for their
creative tasks and found that information retrieval systems are
widely used in the look-up stage of the creative process and visual
information and social media platforms for the generating ideas
stage. A similar study investigated how people seek information
in the early stages of a design project and found that they look for
inspiration to plan and generate new ideas [45]. Studies investigat-
ing the types of information people use to support their creative
tasks have found procedural information, domain information, fin-
ished examples, tips/opinions/recommendations, information about
specific topics, and inspiring or motivating information [68] and
visual information [9] as some of the information used in creative
tasks. Overall, the prevalent use of visuals and how-to information
highlights the type of information that people use when they want
to express themselves.

2.5 Consumer Information and Social Media
A significant portion of research on beauty and technology has been
done within the frame of consumer behaviour to better inform the
marketing of products and services [2, 61]. This includes the effect
of digital marketing on consumer behaviour and the credibility of
product and beauty information – particularly in the context of
social media [48], drawing on concepts associated with impulse,
intention, and consumer satisfaction.

The use of social media platforms such as Facebook, Twitter,
YouTube, Instagram, and TikTok, to curate ideas has grown tremen-
dously, through the ability to follow others and online influencers.
For example, people use Facebook to connect with their families
and friends [25]. Other platforms such as YouTube, Instagram, and
TikTok are used for entertainment and building a personal brand
[25]. Twitter (X) is mainly used for sharing opinions and getting
updates on what is happening [25]. Although people can configure
what content appears on their social media feed, the use of influ-
encers, people who have accumulated a large following on social
media platforms, is growing [25]. Companies are increasingly part-
nering with influencers to promote their products on their social
media channels through influencer marketing [25]. One popular
way of achieving this is product placement, where an influencer
uses a product in a curated context that seems relatable to their
followers to influence them to buy the product [4]. There are dif-
ferent types of influencers ranging from celebrity influencers with
millions of influencers, mega influencers, macro influencers, mid-
tier influencers, micro influencers to nano influencers with 1,000 to
10,000 followers [8]. Previous research has shown that the bigger
the following, the greater the influence, but the authenticity and
trustworthiness among the followers is lower [8, 36]. Interestingly,
Instagram and YouTube remain the popular platform for influencer
marketing [5]. The beauty and lifestyle sector is one of the popular
areas with YouTube videos having billions of views every year [55].

In essence, literature on beauty in the context of social media plat-
forms focuses on user experiences and issues encountered, which
are created at the intersection of social and technological systems.
These studies point to the relations between digital platforms and
how beauty information becomes valued or framed as valuable
potentially perpetuating certain norms [44], the process by which

products and services become desirable in digital contexts [3], and
how beauty information becomes perceived as trusted or trustwor-
thy on digital platforms [21].
2.6 Summary
Studies at the intersection of beauty and information behaviour
hint at how the body plays a role in beauty information practices,
while evading its centrality which as discussed above, has been
more commonly addressed in other disciplines. The absence of
the body has been recognized and commented on more broadly
in information behaviour research [34]. Our research addresses
that gap by contextualising how the body influences information
seeking for beauty.

3 Methods
To address our research questions, we used an online survey: specifi-
cally, we asked survey participants a series of open-ended questions
to understand their experiences of seeking beauty information and
the role of embodiment, and a series of closed questions to explore
the relationship(s) between different dimensions of embodiment in
relation to beauty information seeking. One motivation for using a
survey method was to gather information from a large population
and to identify a sample for further in-depth qualitative research
on why dimensions of embodiment influence beauty information
practices.

3.1 Study Participants Characteristics
We advertised the study on Prolific Academic platform and recruited
a random (non-representative) sample internationally, encompass-
ing a range of genders and ethnicity. Our inclusion criteria was
anyone 18 years and above, and fluent in English. The study took
about 15 minutes to complete, and participants were reimbursed
with £9 per hour. A total of 150 participants completed the survey
(78 female, 72 male). Participants were diverse in age and employ-
ment status. Ages were distributed as follows: 18-24 (27.33%), 25-34
(45.33%), 35-44 (16.67%), 45-54 (7.33%), 55- 64 (2.67%) and over 65
(0.67%). On occupation statuses, most of the participants were em-
ployed full-time (46.67%), followed by not currently employed (18%),
employed part-time (15.33%), not in paid work including home keep-
ing, retired and not able to work due to disability (4.67%) and other
(15.33%). We used a simplified classification of ethnicity and par-
ticipants ethnicity was as follows: Asian (5.53%), Black (33.33%),
White (52.67%), mixed (6.67%) and Other (2%). Participants reported
to be residents of countries in Africa (40.67% including Morrocco,
Nigeria, Kenya and South Africa), Asia (2% including India, China
and Philippines), Europe (48% including Germany, Poland, Russia,
Spain and Russia), Middle East (0.67% , Saudia Arabia) North Amer-
ica (4% including United States and Canada), South America (4%
including Mexico and Argentina), and Oceania (0.67% , Australia).

3.2 Procedure and Materials
We developed our survey using Qualtrics and sought ethics ap-
proval from our institution. The survey was then advertised on
Prolific and run for seven days. Participants provided informed con-
sent, through a linked information sheet and a ‘yes’ or ‘no’ question
asking if they consent to participate based on the information and
conditions outlined in the information sheet. The survey consisted
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of three sections: The first section asked participants closed ques-
tions about the type of tasks, and type of information sources and
tools they use to find beauty related information. The second sec-
tion asked participants open-ended questions about a recent beauty
related information seeking scenario using digital tools. We asked
participants to describe the beauty information task and then asked
follow-up questions: (1) the intent of the information seeking task;
(2) online tools they used to find beauty related information; (3)
the criteria they used to select information; (4) how they used the
information; and (5) how the information changed the way they
perform their beauty activities. The third section was a series of
closed questions that asked participants to rate using a slider scale
the extent to which they perceive different dimensions of embod-
iment as affecting their beauty information practices (See Table
1). The slider had a scale of 1 to 7, with 1 being ‘not at all’ and 7
‘greatly’. We defined seven dimensions of embodiment based on
the theories of embodiment from both psychology [16, 17] and HCI
[16, 38, 63].

3.3 Data Analysis
To analyse our data, we used a mixture of inductive qualitative cod-
ing and deductive analysis, following Vaismoradi et al. [57] steps for
thematic analysis. Open ended questions from the second section
were analysed using grounded qualitative coding: we collated codes
into categories (during the construction phase of Vaismoradi et al.’s
[57] steps), and then deductively connected these to dimensions
in the literature associated with embodiment. In the end, we con-
structed a coding book, which one of the authors used to code the
whole dataset.

The data from the first and third sections were analysed using
Python3 and associated libraries. We computed descriptive and
inferential statistics for the ratings. To investigate the difference in
ratings across the embodied dimensions, we compared the means
of the ratings using one-way ANOVA and followed by a post-hoc
Tukey HSD pairwise test in case of significance (𝑝 < 0.05). We
also analysed the relationship between the ratings to examine the
strengths of the relationship using Pearson Correlation. For data
from the first section, we calculated the frequency of responses
selected for each survey question item.

4 Results
We now turn to our research questions. We first address RQ1 from
our data from the first section of the survey, RQ2 and RQ4 from
the second part of the survey and RQ3 from the first section of the
survey.

5 RQ1: Embodiment in Beauty Information
Interactions

Our first research question (RQ1) asked how embodiment mani-
fests in people’s information seeking behaviour. To address RQ1, we
asked participants to rate the extent to which several dimensions of
embodiment influence their information-seeking activities related
to beauty. We plotted boxplots to understand the distribution of
the ratings as shown in Figure 1. The results show that participants
rated physical body appearance and cognitive processes highly,
suggesting that these dimensions had a greater influence on them

to seek information on beauty. For example, physical body appear-
ance had the highest median of 6 while physical body capabilities
was rated lowly with minimum of 2 and median of 4. Social or
environmental factors were rated similar to sensory awareness and
materiality of products (i.e median of 5).

Figure 1: Boxplot of the embodiment dimensions ratings.
Body appearance was rated highly while body capabilities
was ranked lowly.

We performed a one-way ANOVA to compare the effect of an
embodied dimension on participant rating. The results show a statis-
tically significant difference in ratings between at least two dimen-
sions (𝐹 (6, 1043) = 9.53, 𝑝 = 3.25𝑒−10). Tukey’s HSD Test for multi-
ple comparisons found that seven pairs of comparison of the means
were significant. Table 2 shows the significant results. The mean rat-
ing for physical capabilities (𝑀 = 4.02, 𝑆𝐷 = 1.85) was significantly
different from social and environmental (𝑀 = 4.86, 𝑆𝐷 = 1.49), ma-
teriality of artefacts (𝑀 = 4.79, 𝑆𝐷 = 1.78), physical body appear-
ances (𝑀 = 5.21, 𝑆𝐷 = 1.67), sensory awareness (𝑀 = 4.76, 𝑆𝐷 =

1.60) and cognitive processes (𝑀 = 5.22, 𝑆𝐷 = 1.59). Affective states
(𝑀 = 4.47, 𝑆𝐷 = 1.66) mean ratings were significantly different
from physical body appearance and cognitive processes.

Pearson correlation coefficients were calculated to assess the
linear relationships between the ratings. Overall, weak to moderate
relationships were observed in the ratings of the embodied dimen-
sions (see Table 3). A moderate relationship was observed between
materiality of artefacts and cognitive processes (𝑟 (148 = .44). Body
appearance was moderately correlated with cognitive processes
(𝑟 (148 = .46), and cognitive processes was moderately correlated
with affective/emotional (𝑟 (148 = .48).

To sum up, the different dimensions of embodiment manifest in
peoples’ information seeking activities at different degrees. Partic-
ipants rated highly their body appearance, followed by cognitive
processes, social, material and sensory awareness, emotional or
affective states and ending with physical body capabilities. These
results suggest that people’s capabilities to perform beauty tasks
influence them less when compared with their perception of other
factors such as how they physically look, their thoughts and their
surroundings.
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Table 1: Dimensions of embodiments and their description.

Dimension Description
Social and environmental Ecological influences such as social norms, people in ones physical and

virtual life (e.g., friends, family, online connections) and the physical
environment. [17].

Physical body capabilities Body movements and physical capabilities of the body such as skillful
performance of a beauty routine. [17].

Sensory awareness Sensory awareness of the body, which includes awareness of bodily
sensations, including ones body smells and feeling of being in ones
body. [17].

Physical body appearance Appearance of the physical body including body shape, skin texture
and skin colour [17].

Emotional/affective states Emotional and affective states such as emotions, moods, and personal
preferences [17].

Materiality of beauty artefacts Interactionswithmaterials of physical entities such as features of beauty
tools, ingredients and smell of beauty products [16].

Cognitive processes Thoughts, visualizations, and ideas about beauty ideals and styles [16,
38, 63].

Table 2: Tukey’s HSD Test results for comparisons with significant results. Themean of body capabilities rating was significantly
different to multiple dimensions.

Dimensions Comparisons Mean difference Adjusted p-value Lower Upper
Social/environment vs Physical body capabilities -0.84 0.0003 -1.41 -0.27
Physical body capabilities vs Sensory awareness 0.74 0.0024 0.17 1.31
Physical body capabilities vs Physical body appearance 1.19 0.0 0.63 1.76
Physical body capabilities vs Materiality of artefacts 0.77 0.0012 0.21 1.34
Physical body capabilities vs Cognitive processes 1.2 0.0 0.63 1.77
Physical body appearance vs Emotional/affective states -0.74 0.0024 -1.31 -0.17
Emotional/affective states vs Cognitive processes 0.75 0.0021 0.18 1.32

Table 3: Pearson correlations of the ratings across the seven dimensions of embodiment

1 2 3 4 5 6 7
Social/environment –
Physical body capabilities 0.31 –
Sensory awareness 0.16 0.37 –
Body appearance attributes 0.20 0.33 0.46 –
Emotional/affective states 0.23 0.28 0.39 0.44 –
Materiality of products/devices 0.26 0.11 0.39 0.28 0.38 –
Cognitive processes 0.23 0.25 0.39 0.46 0.48 0.44 –

5.1 RQ2 Intent: Motivation to Seek Information
RQ2 addresses what motivates people to seek beauty related infor-
mation and if embodiment shapes these motivations. Participants
made reference to different motivations for beauty information
seeking, which we collate under three categories: (M1) To learn,
(M2) to decide on a product, and (M3) to change something about
their appearance or beauty routine, which are based on the clus-
tering of similar qualitative codes. These codes enable insight into
the potential relations between motivations for seeking beauty
information and dimensions of embodiment.

5.1.1 (M1) Learning. When prompted to share their most recent
search for beauty information using digital technologies and their
motivations, participants described wanting to learn about a prod-
uct or beauty service, how to use a product, or how to do a beauty
task which are described in ways that evidence their entanglement
with different dimensions of embodiment. When learning about
products, participants sought information associated with cost, in-
gredients, and effects of a product including how safe its use is.
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In the context of seeking information about a product, embodi-
ment manifests in the role of the material: for instance, partici-
pants sought information on the product texture (as ‘light-weight’
or ‘heavy’), its fragrance (mainly in relation to ‘fragrance-free’/
‘slightly fragranced’), and color (for example, a specific color, color-
ful or based broadly on color).

Participants also wanted to learn how to use a product (at what
stage to apply it/how to use a certain tool). Similarly, but in a
slightly different way, they also wanted to learn how to do some-
thing: like how to care for their skin or hair. In this motivational
category of learning, the physical body plays a role in participants’
desire to learn how to use a product and how to undertake a certain
routine/care for their skin/body. For instance, one survey partic-
ipant recounted looking for sunscreens: ‘I researched on various
sunscreens to find a good one. I used reddit and found Asian sun-
creams were better and use Stylevana to secure some.’ They go on to
explain that they wanted to ‘help preserve my skin health’. These
learning motivations are closely linked to and overlap with a desire
to (M2) decide on a product, and (M3) to change or maintain their
appearance or routine.

5.1.2 (M2) Decide about a product. In relation to motivations for
beauty information seeking, participants were also frequently mo-
tivated to purchase a product, to find a specific product (they had
encountered elsewhere), and to make an informed decision about
which product is best for them. These motivations overlap and are
interrelated: For instance, as one participant describes they were
motivated to purchase a product but wanted to first, compare and
contrast products to find the right product for them: ‘I was looking
to buy a new flat iron. However, too many are on the market for
me to make a purchase decision on a whim. So, I did some research
before committing to a specific product’. Significantly, participants
were keen to find products that were a ‘best fit’, that aligned with
their style, budget but also significantly fit features of their physical
body. As explained by one participant, ‘A day ago I was looking for
eyeliners and nail polish. I used YouTube, Pinterest, and Instagram
to find the best nail polish to suit my skin color.’ As opposed to
the materiality of products discussed above, here the physicality
of the body in the sense of its own textures, color, skin and hair
type influence the product search for a ‘best fit’ for the participant:
this is further discussed in a following section on how participants
assessed the usefulness of information.

5.1.3 (M3) Changing appearance or beauty routine. : Finally, the
last category of motivations encompasses participants who are look-
ing to make a change to their appearance: to fix a problem, improve
their appearance, be healthier, achieve a look, be inspired, or to
enact/replicate a new routine. In relation to improving appearance,
participants generally wanted to enact a positive change to their
body – framed as an improvement to their appearance: ‘By gather-
ing the latest tips and product recommendations, I aimed to improve
my overall skin health and achieve a more radiant complexion’. Or
simply to ‘Make myself beautiful’. As another participant explained,
‘I wanted to know what equipment is best to use to maintain the
proper beard length and what cosmetics to use to keep the beard
looking good.’

In a similar way, they wanted to change something/or achieve
a style not explicitly framed as improving appearance: ‘around 2

weeks ago, I wanted to find a specific undercut hairstyle with a
matching beard grooming, found it on Instagram so I could show
it to my barber’. Another participant, similarly, explained, ‘I tried
using the same steps in the tutorial to achieve the same look as the
person in the video.’ Alternatively, in opposition to a change, and
pushing improvement to the extreme, some changes were framed
as ‘fixing something’, in which an aspect of the body is framed
as problematic: ‘I had a skin problem and I want to find out a
solution’. Another participant was similarly motivated, ’To correct
the Hyperpigmentation on my face. and my inner thighs’. While
another participant suggest, ’I wanted to get information to help
me correct that situation of Acne because its uncomfortable and
makes one loose self-confidence.’

Another motivation was related to upkeeping health and well-
being, in some case removing toxic ingredients: ‘I was trying to
improve the health of my hair and prevent hair loss’, ‘Make my
beard look better and feel healthier.’ Another suggested theywanted
‘Help preserv[ing] my skin health’.

Finally, some participants were motivated to search for beauty
related information in order to replicate a makeup, hair, or other
beauty routine: For example, as one participant explained they
‘[wanted to] Learn how to trim a beard and apply that knowledge
in practice.’ Regarding a hair care routine, one participant suggested:
‘I wanted to learn how to do my own hair at home, I wanted in-
formation on products to use and the steps l have to take when
doing the hair’. Participants also wanted not only to replicate a
routine, but also sometimes incorporate products into existing rou-
tines: ‘I wanted to refine my skincare routine by finding products
that would be gentle on my sensitive skin’... someone else similarly
described their search to incorporate products as, ‘I wanted to use
them and start incorporating them into my daily life.’

In this motivational category of changing appearances or beauty
routine, the sub-codes mentioned above reflect a type of embodi-
ment related to tug and pulls between social context/social pressure
and participant agency, and how it is tied to feeling in one’s physical
body. In this category, participants demonstrate how the body and
its appearance conveys meaning: they feel the need to ‘improve’
something or even ‘fix’ something that they see as problematic.
For example, one participant even explained, ’I wanted to know if
I should start retinol at my age already (I should) and which one
I should get, so I can start using it.’ Simultaneously, the desire to
simply change appearance or find inspiration for a style, speaks
to agency in using the body as a communicative tool or symbol
and potentially a process of finding an authentic self. On the other
hand, replicating a routine requires the body to play a significant
role in processing procedural information, further discussed in the
section on assessing the usefulness of information.

5.2 RQ3 Information Source/Format
Besides motivation, we are interested in the type of information and
digital tools people use to support their beauty tasks. Additionally,
we examined if embodiment plays a role in people’s preferences
of tools and information format. All participants reported to have
different levels of interests in beauty and fashion: strongly agree
(50%), somewhat agree (35.83%), neither agree or disagree (3.33%),
strongly disagree (3.38%), somewhat disagree (7.43%) and strongly
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disagree (3.38%). We also asked participants to indicate if they
follow beauty social media influencers: all of the time (22.97%),
often (18.24%), sometimes (32.43%), rarely (20.95%) and never (5.4%).

Participants reported to use online resources and tools to find
beauty related information in varying levels of frequency for gen-
eral and how-to information (see Figure 2). Participants reported
to seek information on different types of beauty related activities
(see Figure 3).

We also asked participants to indicate what tools and information
sources they use to find information on their beauty related tasks.
The results in Figure 4 suggest that people widely use social media
as an information source followed by people in their lives. This sug-
gests that the social and environmental dimension of embodiment
plays a critical role in their information seeking. Additionally, the
use of visual information is predominant in the selecting of tools
and sources. This suggests that embodiment manifests in people’s
information seeking activities by seeking information from peo-
ple around them and using information that visually demonstrates
what they are looking for.

Finally, we asked participants to indicate what tools and sources
they use for their how-to beauty related information and the results
suggest that social media is widely used to find how-to information
on beauty (see Figure 2). Additionally, we asked participants to
indicate what social media platforms they use to find how-to beauty
information. YouTube, Instagram, and TikTok were the top three
platforms and the common feature in them is the presence of visuals
in form of images and videos (see Figure 5). This suggests that
people predominantly use visual information to complete their
how-to beauty tasks. Because users are looking for information for
performative beauty tasks, embodied information in the form of
visual information is preferred. Overall, social media is used widely,
especially platforms that have a lot of images and videos such as
Instagram and YouTube.

5.3 RQ4 Embodied Information Assessment
To address RQ3, we asked participants to provide information on
how they evaluate information when they seek information on
beauty. In our analysis of their responses to questions in the second
section of the survey, we identified 4 main themes related to the
criteria. Across all questionnaire items in section two, participants
referenced a broad range of criteria related to (C1) fitness of the
information to their own body, (C2) lived experience of others,
(C3) materiality of described information , and (C4) information
representation. We discuss below each theme and its associated
criteria.

5.3.1 (C1) Criteria in relation to how well information is fitting
to their body. Participants discussed how they used their physical
body features to select information. This includes selecting infor-
mation based on their body features such as their skin conditions,
skin texture, or body size. The theme goes beyond physical body
appearance, and encompasses deep bodily experiences that ranged
from similarity to self as a person to conditions related to partic-
ipants’ body features. With regards to the embodied dimensions
discussed in our research, this theme relates to the physical body
appearance dimension.

Self-resemblance: One criterion that was used within this cat-
egory was self-resemblance. Our participants discussed the extent
to which they selected or used information based on how similar
in appearance it was to themselves. For example, one participant
sought information based on their ethnicity: "How to improve my
semi oil-dry skin in the Asian beauty subreddit Find products tar-
geted to my ethic and find reviews of those products I went to
the megathread of the subreddit, see what they are actually rec-
ommending and searching for reviews of those products on the
same subreddit and on the internet". In another example, one partic-
ipant discussed their searching and evaluation criteria for selecting
beauty information as follows: "I searched on Pinterest, for the pic-
ture look. Then I went on TikTok to find a tutorial for that specific
hairstyle. The information was useful, but only because when I was
searching, I had to add "black women" at the end, so the search
results could be more accurate for me as a black woman. This was
on Pinterest and Google. . .The similarities between what I was
seeing on a particular person and myself". Another example talked
about a similar criteria: "To correct the Hyperpigmentation on my
face and my inner thighs, I used the search function on TikTok,
Pinterest, Facebook, and YouTube and searched for the best results
for Pigmentation on black skins. I went through the links and . . .
I wanted the videos. . . TikTok was the best because the people
showing results were people from the same country as me and the
same climate. More importantly, it was Black people." This criterion
suggests that people prefer content or information that visually
mirrors their own appearance, especially ethnicity.

Corporeal Similarity: Participants reported that they sought
information based on the similarity of their physical tangible body
features such as skin texture, body size, shape, and physical fea-
tures. For instance, one participant discussed how they selected
information based on their skin-tone: "I was specific in the areas of
skin tone and I came across videos that feature people that have
my skin tone and saw what worked for them that may work for
me as well. . . Some of the hits lead me to YouTube and from there I
watched various videos and that reassured me of the exact number
and colour of the lipstick and from there I went to my Pinterest app
to see where I could buy the lipstick". Another participant indicated
that they preferred or selected information based on skin-tone:" I
wanted to buy a foundation that suit my uneven tone skin. I went
to Google for uneven tone foundations and the one I wanted or
the one that seemed to match is found in Foschini Store". Another
participant discussed how they selected information based on their
hair type:" I googled which shampoo brand fits best with my hair
type and read a blog about it. Overall, participants engaged in
information seeking to find beauty related information that they
evaluated based on their body physical features".

Condition Similarity: Participants discussed selecting their
beauty related information based on the condition of some of their
body features. Examples of such conditions included age, skin, or
hair. For example, one participant discussed how their selected
information based on the maturity of their skin said:" I searched
up "eye look for mature skin" on YouTube and watch the first
couple videos that popped up. . . the information was very useful,
especially a [YouTube] short video from an older lady. I was able
to see her technique on actual mature skin and see the results".
Another participant discussed how they sought information about
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Figure 2: How often participants used different tools for different beauty related tasks.

Figure 3: Beauty related activities

their facial hair problem: "I googled my inquiry then searched in
forums, YouTube and Reddit. I found good comments of people
describing how they get around their problem and some videos
about good trimming. . .What stuff applies the most to my personal
case not any others. "

5.3.2 (C2) Criteria in relation to lived experiences of others. Par-
ticipants evaluated whether they should access or use a source
based on the lived experiences of the people providing the infor-
mation. Participants sought information that was based on how
detailed the information was, how relatable, familiar, realistic and
credible, popular, unpopular, and authentic the source was. Some
participants gave more credibility to influencers and experts. They
chose information from influencers they know (familiarity) or in-
formation which had higher views and upvotes (popularity). This
information came mainly from social media platforms such as Tik-
Tok and YouTube. Others preferred information coming from less
popular people or people who had experience with the product or
beauty routine. Such information came as comments, or photos of
attempted replication of a style or routine or trends in discussion
forums such as Reddit and Facebook. For example, one participant
discussed how they sought information about a product: "I first
opened [YouTube] and searched for that product’s review. I watched
a few videos of influencers trying it and expressing their opinions.
Then, I searched for that product on Google, and look at the reviews.

.., because it allowed me to better understand how the product was
build and how it worked on my type of skin, based on the experi-
ences of other people". Another participant discussed that they seek
and use information from a professional:" I was about to trim my
beard for the first time and used Google search to find a [YouTube]
video made by a professional barber explaining the basic principles
and techniques". Expressing their preference for real people with
experiences, another participant discussed how they found infor-
mation about their beauty task:" I searched on TikTok first because
it is mostly people’s real life where there were no sponsors on that
video". With reference to the embodied dimensions discussed in
this paper, this theme was related to the physical body appearance
aspects of embodiment and social and environmental dimension.

5.3.3 (C3) Criteria in relation to the format or representation of
information. We identified the format or representation of infor-
mation as a value or criterion participants used to select beauty
information. Visual representation was the central criterion for
selecting information. For example, one participant discussed how
they used different platforms for distinct purposes: "I needed to
bleach my hair for the specific hair dye, ... browse TikTok looking
for inspiration and the dyes to use, then YouTube on how to apply,
TikTok . . . showed me various colour combinations". Aesthetics
also played a role in people’s selection process as one participant
discussed:" if it looked pretty, if it went along with my personal
style". Similarly, another participant referring to how they select
nails to view said: "whether they looked good, prices and how long
they lasted". Others wanted the information to be easier to follow:
"I opened TikTok and went to the search bar. I typed in ” how to
put on makeup without foundation”. After looking through the
video options, I picked one that looked the easiest to follow". Other
participants preferred going though reviews or discussions of prod-
ucts:" I read through various threads on reddit. Whether it received
much traction and support from others agreeing". With reference
to the embodied dimensions discussed in this paper, this theme
was related to the physical appearance aspects of embodiment and
social and environmental dimension.

5.3.4 (C4) Criteria in relation to the materiality of the beauty prod-
ucts and objects. We identified the materiality of beauty products
and objects as a key criterion that participants used when they
wanted to buy a product or decide about a beauty tool, service or
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Figure 4: Sources and tools for finding information for general and how-to beauty related tasks

Figure 5: Social media platforms for beauty

routine. Participants discussed how they searched for or checked
ingredients in beauty products effectiveness: "I watched YouTube
videos from dermatologists and influencers, checked ingredient lists,
and compared products before making a final decision and purchase.
I selected information based on relevance to sensitive skin, credi-
bility of sources (like dermatologists and reputable beauty sites),
positive user feedback, safe ingredients (fragrance-free, no alco-
hol), and expert opinions". Similarly, another participant discussed
how they checked ingredients for safety to their skin condition: "I
checked out some blogs, forums, and YouTube reviews to figure
out the best ingredients and products to avoid irritation". Others
used specialised tools to find information about ingredients: "Think
dirty is a good app showing which ingredients are the nasty ones. I
was looking for a product that was easily available at a good price
and had a low score on think dirty". This theme is related to the
materiality and cognitive embodied dimensions discussed in this
paper.

6 Discussion
Through our research questions, we aimed to investigate a histori-
cally overlooked area in research on information practices (poten-
tially due to its trivialization as women’s concerns): embodiment
and its manifestation in everyday beauty information practices. We

will discuss the significance of the findings from each question in
turn, highlighting how they inform our understanding of how the
embodied nature of beauty shapes related information practices.
Subsequently, we discuss the implications for designing interactive
information retrieval systems.

6.1 Reflections on Findings
The first research question (RQ1) investigates how embodiment
manifests itself in people’s beauty-related information seeking tasks.
Our findings indicate that embodiment plays a central role through-
out these interactions, influencing not only the motivation and
selection of information but also the ways in which information
is evaluated. Below, we discuss how embodiment affects each of
these activities in the context of beauty information.

Our second research question (RQ2) investigated why people
search for beauty information. There were three main motivations
identified: (M1) Learning about a product or how to do a certain
task; (M2) Deciding about a product; (M3) Changing appearance or
beauty routine. Across these motivations, different dimensions of
embodiment played various roles.

Participants were motivated to search for information to decide
about a product, based on whether it could align with their own
physical body and appearance, in relation to their skin color, style,
or health needs. This indicates the importance of experiential bodily
experiences not only for situated practices as reflected in Lloyd and
Olsson [35] research, but also for informing beauty information
search. The materiality of products also played a role in shaping the
motivation for product search, such as textures, weight, fragrance
and sheen, which speaks to the corporeal dimension of information
[33]. In addition, some participants were motivated to change their
appearance, which was framed in ways that reflects the physical
appearance dimension of embodiment but also the social environ-
ment of beauty work. For example, such changes were associated
with health and well-being, improving appearances, but also a need
to fix something. This reflects the complexity of social pressures
that can motivate beauty information seeking and simultaneously
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personal interest and agency [27]. These findings signify that partic-
ipants’ physical appearances (skin tone, style, etc.) and materiality
of products may motivate and shape how to/procedural search and
product search - which is overlooked in previous related research.
The social environment in terms of what counts as beauty may
also be a significant factor in motivating people to search for in-
formation to change their beauty work. This reflects the relevance
of embodiment for motivating information practices that include
but also go beyond situated practices [35] or procedural tasks [58],
to also encompass learning, making decisions about products, and
changing appearances.

Our third research question (RQ3) addressed what digital tools
people use for their beauty information tasks and if/how embodi-
ment shapes these choices. Based on the popularity of social media
and visual-based tools, we suggest that the social and environmen-
tal dimension of embodiment plays a critical role in the choice of
tools for beauty information seeking. This is in alignment with
previous research on the formation of communities around beauty
practices [30] and the preference of visual information for proce-
dural tasks [46] – highlighting the need for further attention and
research.

Our fourth research question addressed (RQ4) how people eval-
uate information for their beauty-related tasks. To address this
research question, we identified four themes related to criteria for
evaluating beauty information: (1) fitting to the body, (2) lived expe-
riences, (3) information format or representation, and (4) materiality.
Our results suggest that people select or look for information based
on how it best suits their physical appearance, aligns with their
identity, is perceived as credible, and if the information presented
is aesthetic, easy to understand, and visual - rooted in different
dimensions of embodiment. The centrality of physicality in theme
1 (fitting to the body) resonates with previous research findings
on embodied information[33–35]. Our findings add the specific
ways bodily experiences are used in evaluating information, such
as through self-resemblance, similarity to body features, or the
perceived safety of product ingredients for their body. Similarly,
in theme 2 (lived experiences), the findings reflect how the social
environment of social media impacts the perceived credibility of
beauty information - associated with how big a following the cre-
ator/content has, aligning with market research, but also if the
information was felt by users to be relatable to them and true to life.
These results have implications for how interactive information
retrieval systems may recommend content to users based on differ-
ent network-based features of the user and the influencer. The type
of information used for beauty information practices, as revealed
by our findings is also evaluated based on such aspects as aesthet-
ics/visuality. Visuality was central to how-to tasks: This finding
is similar to studies that examined the criteria that people use to
judge relevance of procedural or how-to information for different
domains [11, 12, 46]. These forms of evaluation, may intersect with
where credible creators/influencers are perceived to be and shape
participants’ decisions around tools to use.

Embodiment manifested in various and sometimes complex
ways in the beauty information seeking process but predominantly
through physical and cognitive manifestations. Participants rated
highly how their physical appearance triggered them to seek beauty

related information which as reflected here, may overlap with ad-
ditional dimensions of embodiment. Our findings contribute to
interactive information retrieval research by providing insights
into how the body manifests in beauty search tasks. In particu-
lar, we argue that the understanding of the search for information
which is ’fit for the body’ may be used to optimise search systems
to support people who are engaging in beauty tasks. This could be
done by providing them with system features that make the physi-
cal embodied beauty activities easier. We provide the implications
of our findings in Section 6.2.

6.2 Implications
Our findings have both theoretical and practical implications on
interactive information retrieval systems research and design re-
spectively. These implications are discussed below.

6.2.1 Theoretical Implications. The findings of our study make us
think about a new search paradigm that incorporates embodied
interactions with information and as well as interactive information
retrieval systems. Embodied search is a paradigm shift that moves
beyond information request submission to involvement of search
through interaction with the whole body, interacting with mean-
ingful information by incorporating multisensory dimensions and
physicality. The exploration of embodied theories for search would
explore multimodal experience in search. The HCI community has
explored the type of theories that would support such interaction,
and the Interactive Information Retrieval community can use that
as a reference point [38, 63]. As a concept, embodied search may
contribute to efforts of building theories for interactive informa-
tion retrieval, especially combining digital information search with
bodily actions. Additionally, the prevalent use of similarity to the
physical body in selecting information for beauty may be explored
further in relation to similarity-effect theories [15] in general con-
texts, to understand how people select information for tasks that
involve their bodies.

6.2.2 Practical Implications. The beauty technology industry is
one of the vibrant sectors that has been creative in incorporating
new emerging technology in beauty digital tools such as the use
of generative AI and Augmented Reality (AR) in providing body
tailored recommendations. Within that line, we outline below the
practical implications of our findings towards the design of embod-
ied interactive information retrieval systems to support people to
engage with beauty search tasks more meaningfully.

Physicality in embodied interactive information retrieval
systems: First, the findings of our study reflect the centrality of
the body in selecting and using information, and has implications
for interactions in digital ecosystems, encompassing interactions
with both the virtual and physical world. In thinking about embod-
ied systems in our findings, visuality of information was one of
the common themes in both selecting and using information for
beauty. Therefore, interactive information retrieval systems may
support users by making search results more visual and interactive.
Recent developments in AR and generative AI is breaking ground
in this area, where users may see results in three-dimension and
in the context of beauty product search, providing features such
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as virtual try ons. Extending these capabilities, involves embed-
ding digital elements in beauty artefacts such beauty tools, which
then can intergrate information seeking (e.g., searching for infor-
mation using physical objects in the world such as face physical
attributes), selecting (e.g., vitually trying on products) and use (e.g.
using digitised beauty tools that are able to provide feedback to the
user). Additionally, the outcome of our study indicates that people
select information based on how the information is fitting to their
physical body features. Thus, physical body features such as hair
texture, may be implicitly elicited from user submitted information
requests or through conversational search, and used as features for
search results ranking or recommending products to users.

Search and materiality of products and tools: Second, mate-
riality of products such as smoothness, or the affordances of beauty
tools guide bodily actions. The consideration of safety and sustain-
ability [41] of product ingredients was one of the prominent themes
in materiality. Product search, therefore, would explore ways of
making all the ingredients of products visible such that users should
be able to select products easier. This could be in the form of filter-
ing products based on ingredients or integrating external resources
about ingredients to provide interactive safety information to the
user. In line with this, interactive information retrieval systems
may extract embodied related information from user reviews such
as information about the texture and fragrances in beauty products,
to be used for ranking or recommending products to users.

Supporting embodiment in procedural beauty tasks: Finally,
procedural beauty tasks are action oriented, and the outcomes of
our study suggest that people use diverse digital tools to complete
their tasks. Interactive information retrieval systems should sup-
port embodied elements of procedural search tasks by providing
multimodal interaction with information to support users to find
and interact with information in the format that they prefer. This
would involve the integration of generative AI tools to generate
preferred mode of search results as well as tailoring the information
based on user context.

6.3 Limitations of the study
The main limitation of our study is that participants were asked
to recall information on their beauty information seeking prac-
tice. Recall can be problematic as participants may have trouble
remembering the steps taken and motivations for their informa-
tion tasks or recall these falsely. In our case, we had some answers
that were poorly articulated which could have been due to this
limitation. However, using recall allowed us to gather information
from participants’ everyday life experiences without controlling
the environment. Additionally, using a survey allowed us to get
information from a diverse population around the world.

7 Conclusion
Embodiment as a core experience of humans living in their bodies
shapes beauty processes. We conducted an online survey study to
investigate how embodiment manifests in people’s lives, and the
motivations, tools and how they evaluate beauty information in
relation to embodiment. Our results indicate that people’s physical
appearance is the predominant factor prompting people to seek
information. We found that people look for beauty related informa-
tion to learn to do something, to make a decision about a product,

change appearances, or improve health. With regard to tools, we
found that people widely use social media to find beauty related
information. Moreover, visual information is widely used to inform
people’s beauty tasks. In terms of information evaluation, our find-
ings suggest that people evaluate information based on how-best it
suits their body, employing criteria such as self–resemblance and
condition similarity. People also evaluate information based on the
lived experiences of others using criteria such as credibility, popu-
larity, and relatability. Our findings provide new insights on how
bodily activities, physical features, and the environment influence
information seeking, especially for beauty tasks. These findings
have implications for the design of interactive information retrieval
systems, especially in providing features that fully embrace the
embodied nature of beauty tasks. Correspondingly, new embod-
ied interaction paradigms and theories of interactive information
retrieval are required to fully develop embodied search systems.
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