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Introduction
With a spiraling ingress in the employment of social media for health communication, the world over, in health care contexts, it is 
practical to primarily delineate the universal distinctiveness of social media [1]. Social media can be defined as online technologies 
and practices that people use to share opinions, experiences, and perspectives with each other, as a new way of communication that 
uses the internet to link people from all over the world whether by using computers or smartphones [2,3]. However, the technology 
of social media involves the collaboration and interaction of many users, most of these interactions happen online via audio, visual 
and textual content, it involves a sense of community, rather than individuals and has made it through all the hardships of distance, 
lack of knowledge, and lack of resources. In modern societies, most providers of professional services compete for consumers, 
and dental health care services are no exception. Many social media tools are available for health care professionals, including 
social networking platforms, blogs, microblogs, wikis, and media-sharing sites. These tools can be used to improve or enhance 
professional networking and education, organizational promotion, patient care, patient education, and public health programs [4].

Introduction: With an increased ingress in the employment of social media for health communication, all over, in medical services 
settings, it is sensible to fundamentally depict the all-inclusive peculiarity of internet-based life. Hence our study aimed 1) to assess 
the patients and practitioners use of social media networks and to investigate the potential benefits of social media in marketing and 
communication strategies in dental practices among the Saudi market 2) to determine the preferable social media platform as well as 
posts contents for both (patients and practitioners).
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Methods: Two matched surveys (questionnaires) were developed by Survey Monkey. One was directed to the practitioners (Consultants, 
GPs, specialists as well as clinical year students) and the other one directed to the patients to explore the use of social media in dental 
practices on many levels. Dental practitioners were asked to answer questions related to their use of social media and patients were asked 
about their perceptions of the use of social media in the dental practice.

Results: More than half of the dental professionals were females (54.9%) and practicing general dentist having less than 5 years of 
experience (27%). In addition, most of the dental professionals (89.4%) said that social media is the most important means of advertisement 
for attracting patients. Similarly, (82.3%) of the patients mentioned that advertisement in social media makes more patients visit dental 
clinics. When enquired about the commonly used social media platform, a majority of the dental professionals (23.6%) said Twitter and 
Instagram were the commonly used social media by the patients (45.5%).

Conclusion: Social media had become a commonly used marketing strategy in the dental practice especially for sharing and getting 
information's as well as to attract new patients. Females were more interested to use social media; Instagram was the most commonly used 
platform among patients while the practitioners used Twitter. Governmental practitioners were more interested to use different social 
media platforms in dental marketing than private ones. Photographs and videos of personal work were the most preferable type of posts 
among dental practitioners while awareness posts were most preferred by the patients.

*Corresponding author: Nancy Ajwa, Faculty member – Department of Preventive Dentistry / Orthodontic 
Division, Dental Collage, Riyadh Elm University, Riyadh, KSA, E-mail: Nancy.ajwa@gmail.com
Citation: Nancy Ajwa, Sukainah Al Mohsen, Amjad Kuwail, Esraa Al Osaif  (2018) The Impact of Using Social 
Media Networks on Dental Treatment Marketing in Saudi Arabia: The Practitioners and Patient’s Perspectives. J Oral 
Health Dent 2: 401

The use of newer communication technologies continues to exponentially increase, the health practitioner will inevitably expand 

Article history: Received: 14 September 2018, Accepted: 22 October 2018, Published: 24 October 2018 



       J Oral Health Dent Sci 2

                                                                               Volume 2 | Issue 4
 
ScholArena | www.scholarena.com

                    

The prologue of social media has brought a revolution in the way people interact through the social Web [4]. With the use of social 
media so frequent, it is not astonishing that hospitals, doctors, and other healthcare professionals are using social media to connect 
market, and communicate with their patients. Of late, dentistry has shown an interest in using social media to communicate and 
market to its patients. Coming into the world of social media is a taxing task that should not be taken frivolously. There are many 
ethical and legal issues associated with the use of social media in health-related fields [6]. The benefits of social media marketing 
are at present seen in the field of healthcare and social media as a chief tactic in dental marketing. Social media marketing is a cost-
efficient way to reach hundreds of prospective new patients who search for a practitioner's services and proficiency [5].

Marketing can be a purpose, which a dentist uses social media for [6]. The purpose of healthcare marketing is to learn and 
understand the needs and desires of prospective patients in order to be able to meet those necessities at the highest standards. 
However, the benefits of social media marketing are currently seen in the field of healthcare and social media a major tactic in dental 
marketing. Social media marketing is a cost-effective means to reach hundreds of potential new patients who seek a practitioner's 
expertise and services [7,8]. In dental practice, social media can be used to communicate with patients, improve their knowledge, 
establish a reputation, and attract new patients. Social media can be taken as a modern word of mouth. Whatsoever occurs around 
us will soon emerge on social media. Through a wide variety of word-of-mouth messaging techniques such as recording voices and 
sharing live videos on different platforms can help the patient to see and hear the doctor at the same time [9]. However, Marketing 
can play a role in the retail industry, its primary purpose being to present products or services to potential consumers in a manner 
that increases their desirability [3]. This applies to dental practitioners, which can be regarded as a discretionary service. The main 
ways of acquiring dental patients are through patient referrals, staff referrals, and visibility through community involvement, offers 
by advertising, and insurance sources. Although the impact of social media in health care has been described, the literature on its 
use in Saudi Arabia is limited [10,11].

Methods

Each questionnaire consisted of brief explanation about the research and its purposes and 20 questions included (sociodemographic 
information’s, living region, income level, definition of social media along with many examples of social media platforms were 
gathered for all participants, questions related to the patients/participant’s usage habits and perceptions of social media, usage for 
marketing/communication or attract new patients for dental practice as well as the perspectives toward the preferable and most 
helpful type of posts). Moreover, patients were asked about their use of social media to look after their dentist, factors influencing 
the selection of dental practitioner and perceptions of media advertising by dental care professionals.

Advertising can provide relevant information and can foster communication between providers and recipients of a service. 
Advertising also transmits news of innovative technology and can stimulate demands and markets for new and existing services. 
Patients can benefit from social media by looking up the best doctors of recommendation and online review. They can share their 
experience with doctors to be evaluated by others online. We can say that social media helps in directing the market and the 
medical field, especially when it depends on fame and attitude in the doctor-patient interrelationship [12]. Also, they can share 
their experiences with a broader and more attentive audience through a wide variety of word-of-mouth messaging techniques 
by using different social media platforms such as Instagram, Snapchat, YouTube, Facebook, and Twitter. However, social media 
also present some potential risks to patients and healthcare professionals regarding the distribution of poor-quality information, 
damage to professional image, breaches of patient privacy, violation of personal–professional boundaries, and licensing or legal 
issues naturally, they are also interested in using social media to facilitate communication between themselves and their providers.

This article will portray the impact social media has on today's health care setting while stressing on various opportunities and 
hurdles that exist. Based on the shortage of professional discourse in the dental education literature concerning the use of social 
media, this article will propose a need to start a close assessment of the uses of social media in the dental education community. The 
article concludes with the suggestions for further research to be taken to explore the legal and ethical issues of using social media 
in dental practices on implementing it as part of marketing strategies in KSA.

Ethical review and approval were obtained from the IRB (institutional review board of Riyadh Elm University, Riyadh, KSA 
(Registration no RC/IRP/2016/574). Two matched surveys (questionnaires) were developed by Survey Monkey. One was directed 
to the practitioners (Consultants, GPs, specialists as well as clinical year students) and the other one directed to the patients to 
explore the use of social media in dental practices on many levels. A total number of 1,280 respondents (865 patients and 415 
dental practitioners) have participated in this study during 5 weeks' period of time.

A particular Gmail, Instagram and Twitter accounts were initiated under the research name to distribute the questionnaires. 
Official emails included the practitioners’ questionnaire link has been sent to all Riyadh Elm University staff members as well 
as other practitioners randomly throughout Saudi Arabia, in government and private institutions. Random practitioners were 
mentioned through different social media platforms to fill up the questionnaire. An official email has been sent through the 
Saudi Dental Society (SDS) to all the members. Well-known social media influencers contributed to distribute the links through 
Snapchat. Multiple dental clinics were visited for more data collection. The same method was used to distribute the patient link.

out from the ‘old' media (TV, radio, billboards) and into the ‘new' (mobile telephones, social networking sites) [4]. However, the use 
of social media and social networking sites has become increasingly common by the current generation people [5]. 
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All the data obtained from the dental practitioners and patients were transferred to the statistical software. A descriptive statistics 
of frequency distribution and percentages were calculated for the categorical variables. Cross-tabulation and chi-square tests were 
performed to know the relationship between the use of different social media among dental practitioners and dental patients. For 
statistical purposes, a p-value ≤0.05 was considered significant. All the statistical analysis was performed using SPSS version 21. 

Statistical analysis

Results
A total of 415 dental health professionals and 865 of patients participated in the study in which responded to similar surveys 
between Nov.15.2017, and Dec.20.2017. Most of the practitioners belonged to the age group of 25-34 years (40.2%) from different 
regions in Saudi Arabia. More than half of the dental professionals were females (54.9%) and practicing general dentist having less 
than 5 years of experience (27%). In addition, more than half of dental practitioner worked in the government sector in the central 
region (58.1%)-(55.9%) respectively. Nearly, (43.4%) had a monthly income of >20000SAR. Similarly, sociodemographic factors 
of patients expressed in Table 1 and 2.

Socio-demographic factors n %

Age

25 – 34 Years 167 40.2

35 – 44 years 121 29.2

45 – 54 75 18.1

≥55 Years 34 8.2

Less than 18 Years 18 4.3

Total 415 100.0

Gender

Male 187 45.1

Female 228 54.9

Total 415 100.0

Dental practitioner

General dentist –(practicing less than 5 years) 112 27.0

General dentist –(practicing more than 5 years) 80 19.3

Specialist 46 11.1

Consultant 84 20.2

Others 93 22.4

Total 415 100.0

Main practice area

Government 241 58.1

Private 174 41.9

Total 415 100.0

Region

Eastern region 61 14.7

Western region 80 19.3

Central region 232 55.9

Northern region 17 4.1

Southern region 25 6.0

Total 415 100.0

Monthly income

4000 SAR 53 12.8

5000-10000 SAR 66 15.9

11000-20000 SAR 116 28.0

>20000 SAR 180 43.4

Total 415 100.0
Table 1: Socio-demographic factors of dental practitioners considered in the study

Socio-demographic factors n %

Age

Less than 18 years 141 16.3

18-25 years 435 50.3

26 – 35 years 176 20.3

36 – 44 years 72 8.4

45 Years and above 41 4.7

Total 865 100.0
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Most of the dental professionals (89.4%) said that social media is the most important means of advertisement for attracting patients. 
Similarly, (82.3%) of the patients mentioned that advertisement in social media makes more patients visit dental clinics, as shown 
in (Figure 1). Social media was the means of sharing and getting information for most of the dental professionals (40.2%) and 
patients (54.3%), as shown in Figure 2. More than half of the dental professionals (50.8%) and patients use social media (50.6%) 
as shown in Figure 3.

Socio-demographic factors n %

Gender

Male 161 18.6

Female 704 81.4

Total 865 100.0

Education

Primary school 5 0.6

Intermediate school 57 6.6

Secondary school 296 34.2

University 507 58.6

Total 865 100.0

Government 139 16.1

Main work area

Private 154 17.8

I don’t work 572 66.1

Total 865 100.0

Region

Eastern region 681 78.7

Western region 115 13.3

Central region 34 3.9

Northern region 15 1.7

Southern region 20 2.4

Total 865 100.0

Monthly income

4000 SAR 564 65.3

5000-10000 SAR 174 20.1

11000-20000 SAR 86 9.9

>20000 SAR 41 4.7

Total 865 100.0
Table 2: Socio-demographic factors of dental practitioners considered in the study

Figure 1: Most type of advertisement attracting/visiting patients to clinic according to DP (n=415) and Patient (n=865)

Figure 2: Meaning of social media
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Figure 3: Use of social media

When enquired about the commonly used social media platform, a majority of the dental professionals (23.6%) said Twitter 
and Instagram were commonly used by the patients (45.5%). A significant difference was observed between government and 
private dental professionals (p ≤0.05) with regards the use of social media, as shown in Table 3. Similarly, a statistically significant 
difference was observed between male and female patients with regards to the use of different social media platforms (p ≤0.05), as 
shown in Table 4. 

Instagram Twitter snap chat Facebook Website 
(Blogger) Others

Sig
% % % % % %

Age

25 – 34 Years 46.0 49.0 44.4 26.3 55.6 39.1

NS
35-44 years 36.8 23.5 34.9 26.3 0.0 29.7

45 – 54 14.9 16.3 12.7 36.8 11.1 25.0

≥55 2.3 11.2 7.9 10.5 33.3 6.3

Gender
Male 40.2 49.0 46.0 63.2 55.6 46.9

NS
Female 59.8 51.0 54.0 36.8 44.4 53.1

Specialty

General dentist -practicing less 
than 5 Year 29.9 35.7 36.5 10.5 33.3 21.9

NS

General dentist -practicing 
more than 5 Year 26.4 16.3 17.5 15.8 11.1 18.8

Specialist 8.0 7.1 11.1 21.1 0.0 9.4

Consultant 21.8 15.3 22.2 21.1 0.0 20.3

Others 13.8 25.5 12.7 31.6 55.6 29.7

Practice
Government 44.8 55.1 47.6 52.6 77.8 73.4

S
Private 55.2 44.9 52.4 47.4 22.2 26.6

Region

Eastern region 16.1 13.3 22.2 10.5 11.1 10.9

NS

Western region 31.0 11.2 14.3 21.1 22.2 25.0

Central region 47.1 62.2 54.0 57.9 55.6 51.6

Northern region 2.3 6.1 4.8 5.3 11.1 1.6

Southern region 3.4 7.1 4.8 5.3 0.0 10.9

Monthly income

4 Thousands or below 21.8 10.2 9.5 10.5 22.2 10.9

NS
5 to 10 Thousand 20.7 17.3 27.0 21.1 22.2 4.7

11 to 20 Thousand 21.8 26.5 27.0 31.6 0.0 32.8

More than 20 Thousand 35.6 45.9 36.5 36.8 55.6 51.6
Table 3: Relation between socio demographic variables and the use of social media among dental practitioners

Variables
Instagram Twitter snap chat Facebook

Sig
% % % %

Age

Less than 18 years 18.3 12.9 10.5 12.4

NS

18-25 years 50.5 52.7 21.1 43.0

26 – 35 years 22.1 18.3 26.3 24.7

36 – 44 years 7.9 9.7 31.6 10.2

45 and above 1.3 6.5 10.5 9.7
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Nearly (38.6%) dental professionals and (43.8%) patients agreed that social media is used as a marketing tool as shown in Figure 
4. Moreover, (46.3%) dental professionals, and (64.9%) patients mentioned that social media platforms could be mainly used for 
both marketing and community services. More than half of the dental professionals said that social media helped them to be more 
educated (54.9%), and a similar response was observed among the patients (66.7%) as shown in Table 5. Nearly (37.6%) of dental 
professionals clarify that sometimes they have the ability to answer the queries and consultation from their followers. On contrary, 
(72.7%) of the patients mentioned that they did not consult the dentist through social media, as shown in Table 6. Photographs and 
videos of personal work (40.3%) and dental awareness (40.3%) were the type of posts usually preferred by the dental professionals 
to share through social media. However, most of the patients prefer to utilize social media for dental awareness (41.2%) as shown 
in Table 7.

Figure 4: Usefulness of social media as marketing tools

Gender
Male 13.7 26.9 47.4 18.3

S
Female 86.3 73.1 52.6 81.7

Education

Primary school 0.8 0.0 5.3 0.5

NS
Intermediate school 8.4 4.3 5.3 6.5

Secondary school 39.6 23.7 31.6 31.7

University 51.3 72.0 57.9 61.3

Main work area

Government 15.7 22.6 15.8 17.7

NSPrivate 19.3 16.1 31.6 20.4

I don’t work 65.0 61.3 52.6 61.8

Region

Eastern region 86.0 44.1 52.6 81.2

NS

Western region 7.9 38.7 15.8 10.2

Central region 2.3 10.8 21.1 5.9

Northern region 2.3 1.1 0.0 0.5

Southern region 1.5 5.4 10.5 2.2

Monthly income

4000 SAR 66.5 61.3 63.2 60.2

NS
5000-10000 SAR 20.8 16.1 21.1 23.7

11000-20000 SAR 9.6 16.1 5.3 10.2

>20000 SAR 3.0 6.5 10.5 5.9

Variables
Instagram Twitter snap chat Facebook

Sig
% % % %

Table 4: Relation between socio demographic variables and the use of social media among patients

Improves my communication Helped me able to be more educated Social media didn’t help me to improve any skills

DP
n 114 228 73

% 27.5 54.9 17.6

Patients
n 98 577 190

% 11.3 66.7 22
Table 5: Social media improve skill

N %

DP
Do you have the ability to answer the questions 

that you receive from your followers?

Yes always, I answer them 152 36.6

Sometimes 156 37.6

No, never as I don't have enough time 107 25.8

Total 415 100.0
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Majority of the dentists (75.9%) strongly agreed with asking permission of their patients prior to sharing the photographs on social 
media. On contrary, most of the patients (31.8%) disagreed with giving permission to share their photographs on social media. 
About (43.9%) of dentists and (48.3%) of patients used an electronic website for dental booking an appointment. However, when 
asked about stopping the use of social media majority of the dentists (31.1%) and patients (41%) expressed their uncertainty as 
shown in Table 10.

Nearly (75.9%) of the dental professionals spend less than 2 hours per day to share the posts on social media. Similarly, (80.3%) of 
patients spend less than 2 hours per day to review posts of dentists as shown in Table 8. Most of the dentists (34.9%) and patients 
(42.3%) viewed good reputation of the dentist is a factor that makes the patients visit the dentist for seeking care, as shown in Table 9.

N %

Patients
Have you ever tried to consult a dentist throw-

out social media?

Yes always, I answer them 87 10.1

Sometimes 110 12.7

No, never as I don't have enough time 39 4.5

I did not consult a dentist through 
social media 629 72.7

Total 865 100.0
Table 6: Queries of followers and consultation to the dentist

Sharing/Reviewing Time n %

Time to share posts on social media by 
DP

Less than 2 hours per day 315 75.9

3-4 hours per day 68 16.4

5 or more hours per day 32 7.7

Total 415 100.0

Time spent on social media reviewing 
dentist’s posts by Patients

Less than 2 hours per day 703 81.3

3-4 hours per day 68 7.9

5 or more hours per day 94 10.9

Total 865 100.0
Table 8: Time spent on sharing and reviewing posts

Responses
Percent of Cases

N Percent

DP: Attract new patients

Good reputation 304 34.9% 74.3%

Making offers 199 22.8% 48.7%

convenient location 146 16.8% 35.7%

Sharing attractive 
clinical cases and 

posters through social 
media.

222 25.5% 54.3%

Total 871 100.0% 213.0%

Patients visit the new 
dental practice

Good reputation 664 42.3% 77.7%

Making offers 221 14.1% 25.8%

convenient location 198 12.6% 23.2%

Sharing attractive 
clinical cases and 

posters through social 
media.

488 31.1% 57.1%

Total 1571 100.0% 183.7%
Table 9: Ways to attract new patients/visit a new dental practice

DP Patients

n % n %

Ask/accept 
permission before 

sharing the photo on 
social media

Strongly agree 315 75.9 64 7.4

Agree 60 14.5 210 24.3

Neutral 32 7.7 204 23.6

Disagree 5 1.2 275 31.8

Strongly disagree 3 0.7 112 12.9

Total 415 100.0 865 100.0
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Discussion
Recently, social media has taken a significant role in healthcare as reported in numerous studies [10,11]. To our knowledge, this 
is the first study in the literature to report on social media usage and the perception of social media use in the dental practice 
among patients and practitioners in Saudi Arabia. Dental practitioners who wish to maximize their income potential must be 
capable to adapt to the shifting nature of modern dentistry as well as to changes in consumer demographics and attitudes. Effective 
marketing strategies are almost as important as good clinical skills in ensuring a successful practice. This study evaluated the 
factors consumers considered most important in their selection of a dental practitioner, assessed the patients and practitioners 
use of social media networks and investigated the potential benefit of social media in marketing and communication strategies in 
dental practices among Saudi market, and it also determined the preferable social media platform as well as posts content for both 
patients and practitioners, and the consumers towards social media usage.

The relationship amid personality characteristics and rendezvous with social media has been delineated. Gender is a factor in that 
outgoing men and woman are evenly expected to engage, but emotional volatility escalates the usage only for men [1]. In contrary, 
the results of the current study revealed that the majority of female patients (81.4 %) used social media when compared to that of 
male patients (18.6%). In a survey, Hanna Krasnova, et al. investigated how gender influences continuance intention to use social 
networking sites. They found that women are encouraged by the capability to sustain close ties and gain social information. And 
men are inspired by the skill to gain general information [13]. However, our results concur the study done in 2014, which reported 
that 79% of female patients use social media compared with 69% of male patients [14]. Also, the authors found 89% of adults 
between 18 to 29 years of age use social media and that usage decreased steadily with age, which is in agreement with our findings. 
The respondents, however, may have a social media platform without actively viewing posts. Thus, the difficulty in differentiating 
between a user and an active user may be viewed as a limitation to this study. Similarly, in the United States between 2006 and 2010, 
Lenhart and colleagues evaluated diverse types of Internet usage amongst young adults and teens. They found that the key swing 
in utilizing internet came at age 30 years with nearly twice the digit of teens and 18-29 years old using them as those 30 years and 
above (73% collated with 39%) [15]. Research by shivan et al attempted to identify why elderly people do not use social media. They 
found that the elderly did not have the desire to personally connect themselves actively in technology to make use of the internet 
or social media due to physical and psychological hindrances related to age [16]. 

Use of electronic 
website for dental 

patient booking an 
appointment

Strongly agree 182 43.9 418 48.3

Agree 138 33.3 301 34.8

Neutral 63 15.2 86 9.9

Disagree 22 5.3 50 5.8

Strongly disagree 10 2.4 10 1.2

Total 415 100.0 865 100.0

Can you stop using 
social media

Strongly agree 25 6.0 87 10.1

Agree 54 13.0 222 25.7

Neutral 129 31.1 355 41.0

Disagree 123 29.6 174 20.1

Strongly disagree 84 20.2 27 3.1

Total 415 100.0 865 100.0

DP Patients

n % n %

Table 10: Questionnaire items regarding sharing photographs, use of an electronic website and social media

Over the years, marketing has been practiced via traditional means of media, such as television, billboards, pamphlets, radio, 
newspaper, and phone book ads. Social media marketing has allowed businesses to have more interaction with consumers. Many 
previous researchers have found that only 14% of people trust advertising compared with 78% who trust recommendations and 
referrals [17]. In 2015, Nelson, et al. found that 76% of the orthodontists used social media in their practice and about 89% of the 
patients/ parents are using it searching for a dental service [4]. In contrast, we found that the majority of practitioners/patients 
prefer social media as an advertisement attracting/ visiting patients to dental clinics respectively. Although, it is important to note 
that there is no proven cause and effect in the relationship between new patient’s start and the usage of social media. Moreover, 
engaging consumers on social media can build trusting relationships and give them an opportunity to read reviews from the 
general public. Nevertheless, successful practices usually have a more active presence on social media than any other marketing 
techniques.

In 2012 K Hanry, et al. found that the most common reasons for using social media were marketing (91%) and communicating 
with existing or prospective patients (73%) [6]. In the present study, dental practitioners and patients agreed to define social 
media, by communications and building relationship tool for sharing and getting information more than business, marketing, and 
entertainment. Social media helped (54.9%) of the practitioners and (66.7%) of the patients to improve their communication skills. 
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In a study, it was found that around 61% of adults in the United States explore online and 39% use Facebook for health information. 
While about 22% of Norwegian hospitals use Facebook, and 45% of Norwegian and Swedish hospitals are utilizing LinkedIn for 
health communication [18]. Marketing research has revealed that Facebook is the most popular used site [19]. In our results, 
dental practitioners preferred Twitter/ Instagram while patients preferred Instagram/ Facebook platforms respectively. Nelson, 
et al. showed that the different media platform among orthodontists, Facebook (74.6%) was the most commonly used platform, 
followed by YouTube (29.1%). Similarly, in another study, patients and parents used Facebook (80.3%) more than any other site, 
followed by YouTube (49.5%) and Pinterest (49.5%) [4].

Comparing the government and private sectors, practitioners in government institution showed significantly more use of social 
media platform. Interestingly, in a study done in Kuwait revealed that government hospitals are behind in adopting and maintaining 
well-designed websites [20]. Several researches have revealed that electronic communication enhances patient satisfaction by 
escalating the time spent communicating with and having queries answered by their doctors [21]. In the current study, the average 
time spent on sharing and reviewing posts for a business on social media website seems to be reasonable and not more than 2 
hours per day and about 36.6% of the practitioners showed the ability to answer their followers' questions. In a study, Ventola et al 
noticed that about 60% of physicians were interacting with patients through social media for health monitoring and giving patient 
education [22]. In the present study, we noticed that the majority of the patients (72.7%) did not show much interest in consulting 
the dentists via social media. In contrast, 56% of the patients at an outpatient family practice clinic wanted their doctors to use 
social media for reminders, for fixing appointments, for prescription notifications, for diagnostic test results, and for answering 
general questions [23]. 

Type of posters may play an important role related to the preferences to share and find a dental practitioner through social media. 
Nelson, et al. discussed a statistically significant difference between the picture of patients, pictures of the orthodontist, information 
explaining new products and procedures, updates about the office, and involvement of the orthodontist in charitable programs 
and community service events [4]. Shuman and Friedman showed that patients’ appreciation was the most type of information 
communicated by practices via social networks [24]. However, in the current study, there was no discrepancy between practitioners 
and patients in the preferable posts to be sharing, in which, both of them preferred dental awareness posts, as well as photographs 
and videos of the procedures done rather than dental offers. Many previous researchers suggested that dental practices will be 
more successful with a strong online presence [7,25]. Also, recommended that the use of social media platform had become a 
standard for a dental practice to function nowadays [6]. The outcomes of our study support these suggestions as they showed that 
most practitioners/ patients agreed to use electronic websites for dental appointment booking which may facilitate their practice 
management.

The role of social networking in the admission process is also subject to legal and ethical considerations. The capability of social 
media is both a curse and a blessing. It is a curse because content may differ dramatically from day to day, making it difficult 
for patients to assess the qualifications of the practitioners. As both contributors to and consumers of the information shared in 
social media, we can post information regarding the role of conflicts in the presentation of medical information. And, perhaps 
ironically, we can use social media platforms to promote the need for complete disclosure of conflicts of interest [26]. In a study 
which assessed medical students’ attitude on social media usage, authors noticed that students are unaware of ethical issues [27]. 
In contrary, the present study showed that the majority of the dental practitioners were aware of the ethical issues and agreed to 
take patients permission before sharing their photos. But unfortunately, patients' responses differed. The data presented in this 
study showed that social media was used by most of the practitioners as well as patients surveyed and that social media may be 
an effective marketing tool in a dental practice providing practitioners with information that may be useful in tailoring marketing 
strategies for the dental office. And based on those previous observations, the hypothesis of this study has been accepted. However, 
due to the lack of literature, we compared our outcomes with few previously done researches because we didn't come across many 
of them which cover the points that we aimed to look after in marketing use of social media among dental practice specializing in 
Saudi Arabia. A recommendation of more detailed studies with larger sample size especially among dental practitioners is advised.

Conclusion
Within the limitation of the current study, we concluded that:
    • Social media became a commonly used marketing strategy in the dental practice especially for sharing and getting 
       information's as well as attracts new patients. 
    • Females were more interested to use social media; Instagram was the most commonly used platform among patients while 
       the practitioners used Twitter. 
     • Governmental practitioners were more interested to use different social media platforms in dental marketing than private ones.
    • Photographs and videos of personal work were the most preferable type of posts among dental practitioners while 
       awareness posts were the most preferable by the patients. 
    • Further research and discussion should explore the legal and ethical issues of using social media in dental practices 
       on implementing it as part of marketing strategies in KSA.
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