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Gone are the days where you 
asked a friend or colleague if 
they use social media. With a 

jump from 5% of American adults us-
ing a social platform in 2005 to 72% in 
2019,1 the question you may ask a 
friend or colleague in 2021 would like-
ly revolve around just how much time 
they spend on social media.

For dentists, these numbers are no 
di!erent, whether you’re talking about 
your peers or your patients. Granted, 
it’s unlikely that your undergraduate 
or dental school curriculum included 
a class on achieving social media “in-
fluencer” status, but that shouldn’t de-
ter you from using the medium to 
grow both your business and profes-
sional network.

Not convinced the dental conver-
sation is happening on social media? 
Do a quick search of #dentist on Insta-
gram and let me know what popu-
lates. Spoiler alert: More than eight 
million pictures and videos will ap-
pear. It doesn’t end with one term or 
hashtag, as there are hundreds of 
dental-related keywords that return 
thousands, if not millions, of recent 
posts. With a quick scan of a few 
posts you’ll see the passion for den-
tistry is shared on social media by 
both clinicians — doctors sharing in-
formation with other doctors — and 
patients — who love showing o! their 
freshly cleaned #dentalselfie.

For the layperson, getting started 
on social media doesn’t have to be 
daunting or expensive. The follow-
ing five simple social media tips for 
you and your practice can help you 
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reach new patients, professionals, 
and boost your personal brand.

Start with a goal
Creating a social media presence 

shouldn’t be done in a vacuum. Start 
by creating goals that follow the 
SMART outline,2 which will ensure 
that you’re creating this platform for 
reasons that will help your career 
and business, not simply to jump on 
the social media bandwagon. Con-
struct your goals with metrics that 
will have a business impact, such as 
patient referrals and engagement (for 
those using social media to talk to pa-
tients) or increasing clinical connec-
tions and speaking engagements (for 
those using social media to talk to fel-
low dental professionals).

Choose your identity and 
audience

When you think of your dental so-
cial media journey, do you envision it 
coming from your personally or your 
o"ce’s vantage point? The first step 
here is to figure out if you want to 
grow your personal reach and brand 
or your practice’s reach and brand. 
The di!erence will impact your next 
steps greatly. Hint: If your goal re-
volves around sharing clinical content 
and connecting with other profession-
als, you’ll likely want your platforms 
to be branded under your name. If the 
goal is to drive referrals into your of-
fice and keep engaged with patients, 
branding yourself under your o"ce 

identity is likely the best bet. Both op-
tions have overlap, and much of this 
decision ties into your personality.

Pick one platform and master it
I promise, the term “If you build it, 

they will come,” does not apply to 
your social media page. One of the 
most common mistakes small busi-
nesses make is creating multiple so-
cial media platforms just because 
they can. What happens all too often 
is that a well-intentioned user creates 
five pages and ends up using just one 
or two, with the others making them 
look like they’re out of business. You 
should spend some time researching 
which platform your target audience 
likely lives on,2 and then meet them 
on the platform with which you’re 
most comfortable. 

Another common issue is saying 
the same thing across four or five 
platforms. Your colleagues and pa-
tients will want to follow you because 
you bring them valuable content. Re-
peating yourself across five platforms 
negates any type of exclusivity or 
reason to follow you. So, to start, pick 
one platform and master it before 
creating a second one (or three).

Plan it out
Next, you should create a social 

media calendar to keep you on track. 
There are plenty of tools that can 
help you here (check out Plann,3 Lat-
er,4 or Smartsheet1 if you’re uninitiat-
ed, as many templates are available). 

Excel spreadsheets work, too, for 
content calendar development. This 
will also help you stay away from 
thoughts like “Oh, I haven’t posted in 
two weeks, what should I do now?” 
While planning out your content is a 
time commitment, it helps create a 
cadence that your audience will ex-
pect to see from you. Don’t overlook 
this step.

For those of you who want to use 
social media to grow your business, 
spend some time researching your lo-
cal competition. You don’t want to be 
a copycat, but learning from them as 
to what does and doesn’t work is a 
great way to help fuel your own goals. 
Even better, if you see your competi-
tion lacking a social media presence, 
you have the opportunity to own your 
local community in the digital realm.

Spend your time on content
Finally, once you have a direction, 

spend your e!orts creating quality 
content. While the term “quality” can 
seem subjective, the metrics that 
each platform provides will make you 
quickly realize that it’s easy to mea-
sure. Use these metrics, most notably 
“engagement rate”5 as an indicator of 
what your followers cared for and val-
ued. Getting into a groove of creating 
engaging content will take time, so 
have patience. 

To start you o!, keep this in mind: 
Social media users gravitate toward 
visual and authentic content. The 

Getting started on social media doesn’t have to be daunting

or expensive. Here are some simple, easy-to-follow tips 

for you and your practice to reach new patients, 

professionals, and boost your personal brand.

(Continued on Page 46)
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pay for social media advertising. 
Social media advertising has many 

di!erences compared to traditional 
media buying. Arguably, one of the 
biggest benefits it brings to the table 
is that your content will only be seen 
by audiences you deem relevant. 
Even more beneficial, there’s no wast-
ed marketing budget going to people 
who have zero chance of entering 
your practice. Goodbye “spray and 
pray”! Want to only target parents 
within a 10-mile radius of your o"ce? 
No problem! 

While social media ads have been 
around for a while, this is very di!er-
ent than traditional advertising, such 

tends to out-perform practically ev-
erything else.

Advertising basics: know how it 
works

Once you’re familiar with the so-
cial platforms and you’ve decided to 
incorporate social into your prac-
tice’s marketing e!orts, advertising 
is likely the next step toward your 
goal. It’s important to note here that 
social media is a pay-to-play chan-
nel now. Organic (unpaid) posts are 
only visible to fewer than 10% of 
your page followers. Therefore, de-
ciding to use social media for grow-
ing a business will require you to 

person you are o#ine shouldn’t di!er 
with the person you are when on Ins-
tagram. Quick videos, pictures of 
your practice’s daily life, and happy 
patients (after ensuring HIPAA com-
pliancy, of course) will always fare 
better than generic oral health ad-
vice, which has been easy to find on 
the internet since “Googling” became 
a verb. Speak to your patients and 
colleagues via social media as you 
would in a one-on-one physical set-
ting. Don’t be afraid to have fun on 
social media — building trust and a 
human connection with current and/
or potential patients is critical, and 
humorous and inspirational content 



one. Think it through, and have fun 
doing it. Much like the practice of 
dentistry itself, take a focused ap-
proach and find value in quality over 
quantity. 
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as television, billboard, and newspa-
per ads, where you’re banking on 
quantity over quality. 

You can find your target audience 
on social media in many ways, mostly 
bucketed into these four groups:

n Location.
n Age.
n Interests.
n Demographic. 
The latter two are really where you 

can find detail, such as what the user 
“likes” or has engaged with (interests) 
and what their education level or rela-
tionship status is (demographic). 

If you’re curious as to how the ads 
you see on Facebook have found you, 
take these steps the next time you’re 
on Facebook:

1. When you see an ad — any con-
tent that has the term “Sponsored” 
under it — stop and click the ellipsis 
(three dots) in the top right corner.

2. Next, click on “Why am I seeing 
this ad?”

3. You’ll be presented with a host 
of reasons as to why this brand has 
decided to target you. More than like-
ly, there will be a mix of high-level de-
tails, which you can click through for 
more information.

4. Within the same box, you can 
click “Make changes to your ad pref-
erences.” This is a treasure trove of 
all the items Facebook either knows 
you’ve shown interest in or believes 
you’re interested in based o! of previ-
ous behavior. Fair warning: Doing 
this can be a bit of an informational 
rabbit hole.

There are thousands of ways you 
can mix-and-match audiences, which 
will take time for those with a cre-
ative mind, so make sure you incor-
porate this into your planning. The 
most important thing when running 
ads is your flexibility. Thanks to the 
on-demand nature of social media 
ads, you can start and stop as you 
please. The platforms make it trans-
parent: If you see something is work-
ing, press forward; otherwise, pause 
and reassess.

If you are interested in social media 
tools to help manage both your pages 
and advertising, check out Sprout So-
cial (www.sproutsocial.com), Hoot-
suite (www.hootsuite.com) and Bu!er 
(www.bu!er.com). I have no tie to 
these companies, but have used all 
with success in the past. 

No matter the size of your o"ce or 
how many years you’ve been practic-
ing, social media can help you better 
connect with your audience, help you 
reach new patients, and increase con-
nectivity with fellow clinicians. If the 
amount of options seems overwhelm-
ing at the start, remember that you 
don’t need to be everything to every-
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