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Chris Baker S

Social butterfly
Chris Baker explains how you can make social media work for 
your practice and presents a handy guide to the top three sites

ocial media is very much part of 
all of our lives these days. But how 
can you and your practice make it 
work effectively for you? Indeed, 

should your dental practice even use 
social media? 

Social media is a wonderful tool but the 
following need to be in place first:
• A well designed and consistent logo 

and branding across all materials
• A fantastic website that is well 

optimised so anyone can find you
• A well trained team that responds 

promptly and professionally to new 
and existing patient enquiries. There’s 
no benefit in increasing responses 
if the team can’t deal with them 
appropriately

• I feel that a treatment coordinator 
in the practice is a must. This works 
hand-in-hand with the social media 
and allows the offering of free 
consultations, which always goes 
down well with the online community

• Email marketing – this actually should 
be put in place at the same time as the 

social media. Many email management 
systems are now free to use and can 
offer a wealth of useful reports.

Negativity
If you are happy that all the above are in 
place, let’s get social! But hang on – what 
if people are negative about the practice? 
Let me be blunt – if people are saying 
nasty things about you, they are already 
doing it in the pub, the shops, as well as 
online on social media. This shouldn’t stop 
you venturing on to social media. 
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At least on your accounts you are controlling 
the message and you can tell your side of the 
story. Even if people are saying awful things about 
you (which I am quite sure they are not!), social 
media is a great way to engage with patients and 
improve your service still further.

Another point to remember here is that even if 
you have a bad comment once in a blue moon, 
perversely this will probably generate more 
enquiries! This is because we all become very 
cynical when we visit a website that only has 
five out of five ratings – in fact, we are unlikely to 
believe anything it says. 

Think about your own experience with a site 
such as Tripadvisor. Having a couple of ratings that 
are lower makes the page more believable. People 
do understand that you can’t keep everyone 
happy all of the time!

Where do we start?
There is, of course, a myriad of social media out 
there – how’s this list just for starters: 
• Twitter
• Facebook
• Linkedin
• Google+
• Snapchat
• Tumblr
• Pinterest
• Youtube
• Vine
• Periscope
• Instagram 
• Whatsapp.

However, I feel that it is important that you use a 
few well rather than adopt a scattergun approach. 
With this in mind, let us look at the three most useful. 

Facebook
Facebook is the social media that most of you are 
likely to be on in a personal capacity. This often 
means that it is the one that you will ‘get’ without 
any additional research. However, how is it of any 
use to the practice? 

Set up a ‘business’ page for the practice and 
encourage all patients to ‘like’ it. Get social media 
cards printed that detail the correct URL address 
and ensure that no one leaves your practice 
without knowing about it!

Upload pictures (including before and after 
shots) and videos to the page. Regularly 
update the page – at least two to three 
times a week with:
• Stories in the wider news relevant to your 

practice/dentistry
• Links to ‘celeb’ stories
• Information on treatments
• New cases
• Promotions/offers
• Humour/human interest – add some light 

pieces and things that make you laugh.
Try and ensure that you stick to the 80:20 rule 

of social content to dental content. People are on 
Facebook to socialise with friends and family, not 
be sold to. They want engaging and interesting 
content. 

Direct traffic to your Facebook page and make it 
the place online that you get your message across. 
It can very quickly become a community that 
wants to hear from you and that is powerful.

But why should they follow you? Think about 
what’s in it for them.

Use Facebook as a business tool by encouraging 
patients to leave reviews and ask for feedback as 
to what the practice can do better.

Who does all of this? You can, of course, employ 
an external agency to assist with this but even if 
you do, you still need to involve someone from 
the team who will be the ‘authentic’ voice of the 
practice. 

I would recommend that a keen member of the 
team (not a dentist), takes ownership of the role and 
a social media plan is put together.  

Twitter
Twitter is a site that invites people to say what 
they are currently doing in 140 characters or less. 
What can you achieve with this?

Ignore the official Twitter website once 
you’ve signed up – it’s clunky, difficult to use 
and useless from a marketing point of view. 
Download a platform such as Tweetdeck 
or Hootsite, which enable you to run 
multiple search columns.

Ensure that the account 
is run as a real person, not 
a corporate entity. Most 
Twitter users are looking to be 
interested, not sold to. Talk about 
friends, family, hobbies as well 
as dentistry. Start 
conversations.

Look to follow 
both relevant 
and local people 
to you. 

To search for relevant terms and then post 
and reply, you can use certain software such as 
Tweetdeck that will allow you to simply search for 
any dental terms. For instance, you can search for 
‘tooth whitening’ and then see what people are 
saying and join in.

Be pithy and to the point – the 140-character 
rule is there for a reason. If you need more space, 
post a link to somewhere else.

Instagram
Instagram is a newer kid on the block, having 
been launched in 2010. It is an online service/
app that allows users to share photos (and short 
videos). Users are also able to apply filters to 
photos to improve the look of images. 

Instagram is now owned by Facebook, so if you 
are looking at Facebook advertising (more on that 
in a future issue of Oral Health) then there is an 
opportunity to target both platforms. 

Instagram is a great way of sharing fun and 
social pictures with followers as well as some of 
the more stunning case transformations you may 
have achieved. As with Twitter, run the account 
as a person, not a corporate entity. You may use 
the practice name as part of the username but 

ensure you are posting as a  
real person.  


