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Abstract
Objective: To evaluate the impact of social media on the patient’s choice of dental esthetic treatment in the Arabian Gulf region.

Materials and Methods: This cross-sectional study was conducted on 2015 and finished on 2015. One thousand twenty-eight online and paper-
based questionnaires were answered regarding four main domains. i. The first is the demographic data, education, nationality, and whether or not 
the participant had an active account in any social media sites. ii. The pervasiveness of using social media sites as a reliable source of information 
about dental esthetic: treatment options, clinics, and practitioners. iii. The effect of esthetic dental clinic advertisements on the patient’s willingness 
to visit and the promotion of a certain esthetic dental professional. iv. Lastly, the influence of the families, friends, and celebrities on the patient’s 
choice about certain dental esthetic: treatment, clinics, and practitioners.

Results: Most of the participants (98.3%) have at least one account on the social media network, and 81.6% of them use their accounts daily. Nearly 
two thirds of the sample tends to get their dental information from social networking (66.2%), and about 45% are affected by their families and 
friends in regard to their dental esthetic treatment choice.

Conclusion: Social media has proven to have a powerful effect in Saudi Arabia and the Arabian Gulf region. Participants tend to seek dental 
information, follow, and communicate with dentists, and write about their dental experience through social media.
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Introduction

Social media is the platform by which information and ideas 
can be created and shared using online networks and virtual [1,2] 
people can communicate instantly using social media applications 
available in their smart phones. These applications allow each person 
to have his or her own personal account where he or she can have 
the opportunity to share information, pictures, thoughts, ideas, etc. 
One can also express his or her opinion freely and discuss multiple 
topics that they are interested in. The most popular social media tools 
worldwide are Facebook, YouTube, Twitter, LinkedIn, and Instagram, 
but the technology is constantly evolving, and there are many more 
available [3].

The population in the Middle East was estimated to be 230 million, 
and approximately 103 million of them had access to the Internet, 
representing about 45% of the overall population [4]. In addition, 

about 23 million of the Internet users were Facebook subscribers, 
thus involved in social media sites. According to the Internet World 
Stats, the number of estimated Internet users in the Arabian Gulf 
region population is considered highly significant since June 30, 2014 
[4]. Saudi Arabia represents the highest statistics in social media 
users in the Arabian Region [4]. The popularity of social media 
has been boosted by the high rate of Smartphone ownership [5]. In 
Saudi Arabia, the most used social media applications according to 
the statistical portal in 2014 was Whatsapp, followed by Facebook, 
Twitter, and then Google+ [6].

The power of social media and its effect on esthetic dental treatment 
choices should not be underestimated. Many dentists neglect the use 
of social media in their clinics. They may neglect the thought of using 
social media to add a value to their dental marketing or it has an effect 
on the patient’s feedback after the esthetic dental treatment. However, 
the overgrowth of social media over the past few years showed that 
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The distribution and comparison of responses toward dental 
esthetic treatment choices with an influence of social media is 
demonstrated in table 2. More than half of the subjects (53.4%) were 
following a dentist or a dental clinic on social media sites, and they 
significantly (P<0.0001) thought that dentists should communicate 
with people through social media rather than conventional media 
(91%). When comparing age groups, those between the ages of 18-25 
years old constitute the majority of followers (64.2%); this age group 
also appreciated the presence and communication with dentists on 
social media sites (92.8%). Additionally, most of the subjects with 
higher education including a bachelor’s or master’s degree thought 
that dentists should communicate with people through social 
media rather than conventional media. Most participants (66.2%) 
significantly referred that if they needed to get information about an 
esthetic dental treatment or clinic, social media will be the first source 
for information (P<0.0001). Females (67.8%) strongly tend to acquire 
dental information from social media compared with their male 
counterparts (P=0.008). Regarding education, most of the subjects 
who referred to social media as the first choice of information are 
those with high school level of education. Almost half of the subjects 
(55%) trusted the information on social media about dentists and 
dental clinics (P=0.001).

Looking at the reliability of advertisements for esthetic treatment, 
most subjects (45.5%), and especially those between the age of 26-45 

this domain should be used with the increased demand for esthetic 
dentistry [7]. A study investigated the impact of popular media on 
cosmetic dentistry. They found that popular media had an impact on 
the demand for various esthetic dental procedures affecting mainly 
tooth whitening and veneers [8]. It has been anticipated that dentists 
will continue to experience a growth in demand for esthetic dental 
treatment because of patients’ desires for better-looking smiles [9].

Because of the rising era of social media, this study is aimed to 
investigate the manner in which social media sites have affected the 
choices patients make regarding dental esthetic: treatment, clinics, and 
practitioners in the Arabian Gulf region and especially in the Kingdom 
of Saudi Arabia.

Materials and Methods

This is a cross-sectional study with self-administered paper-
based and online-electronic questionnaires. The questions were self-
developed; then a pilot study was conducted, and the questions were 
adjusted accordingly. The study was conducted on 2015 and finished 
on 2015. Informed consent and the rationale of the survey were noted 
in the first page of the written and online version of the questionnaires. 
Only subjects who were under 18 years old were not included in this 
study. One thousand paper-based questionnaires were distributed 
through multiple hospitals and shopping malls in Riyadh, Saudi 
Arabia. The online questionnaires’ link was constructed using survey 
monkey® (www.surveymonkey.com) and posted several times through 
multiple social media sites such as Twitter, Instagram, Whatsapp, 
and E-mails. This study was approved by the ethics committee of the 
College of Dentistry Research Center, Deanship of Scientific Research, 
KSU and was conducted following the ethical guidelines of the 
Declaration of Helsinki.

The questionnaire was conducted in the Arabic language and was 
self-administered; it consisted of four main sections. i. The first was 
about demographic data, educational background, nationality, and 
whether or not the participant had an active account in any social 
media site. ii. To evaluate the pervasiveness of using social media sites 
as a reliable source of information about dental esthetic: treatment 
options, clinics, and practitioners. iii. The effect of esthetic dental 
clinic social media advertisements on the patient’s willingness to visit 
and the promotion of a certain esthetic dental professional by posting 
his or her work on social media sites and its effect on patients. iv. The 
influence of the families, friends, and celebrities on the patient’s choice 
of certain dental esthetic: treatment, clinics, and practitioners.

All the paper-based and online responses were entered into an 
electronic database and analyzed using the Statistical Package 
for Social Sciences (Version 22.0; www.spss.com). Frequency 
distribution was used for descriptive analysis of the data. Chi-
squared test at 5% significance was used for the statistical 
relationship between variables.

Results

One thousand twenty-eight subjects responded to this study from 
written and online forms. Fifty-three percent of this sample was from 
Saudi Arabia, whereas 47% of the participants are from other Gulf 
countries. The most responded age group was 26-45 years old, which 
made up (46.5%) of the total participants. The majority were females 
(87.3%) with a bachelor’s degree (65.1%). Most of the participants have 
at least one account on social media networks (98.3%), and 81.6% of 
them use their accounts daily table 1.

Variables No. (%)

Age (in years)
18–25 466(45.3)
26–45 478(46.5)
46–65 84(8.2)

Gender

Male 131(12.7)
Female 897(87.3)

Nationality
Saudi 545(53)

Other Gulf countries 483(47)
Level of Education

Middle school 41(4)
High school 170(16.5)

Bachelor 669(65.1)
Master 118(11.5)

Ph.D 30(2.9)
Do you have an account on any of the social media sites?

No account 17(1.7)
Twitter or Instagram or Facebook 245(23.8)

Any 2 accounts 375(36.5)
All the 3 accounts 391(38.0)

Frequency of account use
Everyday 839(81.6)

Once a week 35(3.4)
Once a month 16(1.6)

Sometimes 106(10.3)
Rarely 32(3.1)

Table 1: Distribution of sociodemographic characteristics of study subjects 
(n=1028).
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Questions No. (%) p-value

use of social m
edia sites as a reliable source of inform

ation about dental esthetic: treatm
ent options, clinics, and 

practitioners

Do you follow (dentist/dental clinic) in social media? (n=936)

Yes 500(53.4) 0.036
No 436(46.6)

Do you think that dentists should communicate with people through social media rather than conventional media (TV, newspapers, 
magazine) (n=936)

Yes 852(91.0) <0.0001
No 84(9.0)

If you want to get information about an esthetic dental treatment or clinic, is social media your first choice for information? (n=935)
Yes 619(66.2) <0.0001
No 316(33.8)

Do you trust the information you get from social media about dentistry and treatment options?(n=933)

Yes 513(55.0) 0.001
No 420(45.0)

Does your decision of choosing a dentist or dental clinic affected by the activity of their account (n=933)

Yes 497(53.3)
No 436(46.7)

Do you write about your visit to the dentist or dental clinic in social media (n=934)

Yes 247(26.4) 0.046
No 687(73.6)

When you read a criticism to a dentist or dental clinic in social media, would that affect your personal decision to visit the dentist or 
clinic (n=932)

Yes 700(75.1) <0.0001
No 232(24.9)

Would you visit a dental clinic because you visited or read their page on social media sites? (n=907)

Yes
No 598(65.9) <0.0001

Would you go to a dentist because you saw a before and after pictures in the social media (n=906)

Yes 542(59.8) <0.0001
No 364(35.4)

If you need to get an esthetic dental treatment, is your first choice a clinic that a celebrity tried or talked about in social media? (n=884)

Yes 442(50) --
No 442(50)

Effect of esthetic dental clinic 
advertisem

ents professional

Reliance on the accuracy of the results and displays advertisements which belong to cosmetic treatment, resulting from (n=932)

Number of followers 89(9.5) <0.0001
Comments and opinions 307(32.9)

Pictures 103(11.1)
I only trust my own experience or someone from my family 433(45.5)

Does advertisement that contain special offers for different esthetic treatment attract you, regardless of the quality of treatment? 
(n=907)

Yes 264(29.1) <0.0001
No 643(70.9)

Influence of fam
ilies, 

friends, and celebrities

If you saw on social media a friend or family member with a new smile, would you ask about the esthetic dentist or dental clinic 
they were treated in?

Yes 751(85.2) <0.0001
No 130(14.8)

Would you choose a dental clinic or dentist based on an advertisement by a celebrity on social media?

Yes 342(38.7) <0.0001
No 542(61.3)

Table 2: Distribution and comparison of responses toward the Distribution and Comparison of Responses towards Dental Esthetic Treatment Choices 
with an Influence of Social Media.
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years (47.8%) relied on their own experience, followed by comments 
and opinions on social media (32.9%), then pictures posted about the 
esthetic cases (11.1%), and lastly by the number of followers of the 
dentist or the dental clinic (9.5%).

The participants were significantly (P=0.046) affected when 
choosing a dentist or a dental clinic by their account activity on social 
media (53.3%). A significant number of subjects (73.6%) also tend to 
write about their visit to the dentist or dental clinic (P<0.0001). On 
the other hand, for majority of subjects (75.1%) reading criticism of a 
dentist or dental clinic significantly will affect the subjects’ decision to 
visit that dentist or dental clinic (P<0.0001).

The majority of the subjects (65.9%) would visit a dental clinic 
because they viewed or read their page on social media sites (P=0.0001). 
Also, 59.8% of the subjects would go to a dentist because they saw 
before and after pictures in social media sites (P<0.0001). When 
comparing age groups, the age group 18-25 years was significantly 
(P=038) affected by before and after pictures (64%).

A significant number of subjects (70.9%) were not attracted by 
advertisement with special offers for different esthetic treatment, 
regardless of the quality of treatment (P<0.0001). Looking closer at 
the level of education, subjects with a PhD were the least affected 
by the advertisement. Also, advertisement had less effect on females 
compared with males. There was no considerable effect of celebrity’s 
advertisement on social media about esthetic dental treatment. On the 
other hand, (85.2%) of the subjects, especially females (87.1) would 
ask a friend or family member with a new smile on social media about 
their dentist or dental clinic (P<0.0001).

Discussion

Web 2.0 technologies, known as social media or social technologies 
have emerged into the mainstream of media. As they grow, these 
new technologies have the opportunity to influence the methods 
and procedures of many fields [10-13]. The use of social networking 
media is increasing among healthcare providers and patients as well 
[10,14,15]. This study highlighted this impact of social media in the 
Arabian Gulf population. Most of the participants in the study have 
at least one account on the social media network (98.3%), and 81.6% 
of them use their accounts daily, which might give an indication that 
social media has a strong effect on different aspects of their lives.

In the present study, it was noticed that there was no significant 
difference between the responses given by Arabian Gulf countries 
regarding the use of social media. This might be due to the similar 
environmental, cultural, and religious backgrounds [6,16]. Most of the 
respondents were females (87.3%). Pew Research Center’s Internet and 
American Life Project’s tracking surveys found that among Internet 
users, women are significantly more likely than men to use social 
media sites [17].

The highest age group that responded to the survey is 26-45 years 
old. This age group usually are employed, and according to a report 
done by Pew Research Center “Technology’s Impact on Workers,” 
53% of Internet users are employed full time or part time, in positions 
ranging from executive to business owner to skilled and semiskilled 
workers [18]. A high percentage of the participants had a bachelor’s 
degree; this comes to agreement with other studies done in Saudi 
Arabia [19].

More than half of the subjects (53%) were following a dentist or a 
dental clinic on social media, and they significantly agree that dentists 

should communicate with people through social media rather than 
conventional media (91%) (P<0.0001). This comes in agreement with 
several western studies where patients appreciated the presence of 
healthcare providers in the social networks [2,11,20-22]. McNab, et al. 
point out that this allows them to communicate rapidly and without 
any filtration [23]. Younger generations of healthcare providers are 
more active in responding to this demand [14].

The study showed that a significant number of participants would 
refer to social media to get information about esthetic treatment 
choices and esthetic dentistry clinics. Almost 55% of the subjects 
trusted the information on social media about dentists and dental 
clinics (P<0.0001). Worldwide, there is high tendency to get and trust 
health information from social networking [12-14,24-26]. Hamm, et 
al. show that a high percentage of people were using the Internet to 
look for health-related information, and it was the third most common 
activity when using the Internet [10]. Another survey posted by Pew 
Research Center in 2013 confirms that 72% of adult Internet users 
sought support and medical information online [24].

Participants were asked “what will attract them most to visit a 
dentist/dental clinic when viewing their sites on social networking”; 
most chose to trust their own dental experience followed by comments 
and opinions on social media, then pictures posted about the case, and 
lastly by the number of followers of the dentist or the dental clinic. This 
might be attributed to the questioning of the reliability of the dental 
clinic’s advertisements.

When comparing the age groups, 18-25 years were significantly 
affected by before and after pictures. The young generation tend to use 
and post videos and pictures in social media more than any other age 
groups [27,28]; this may be the reason why they trust pictures more 
[29,30].

The majority (75.1%) of the participants would get affected 
by written experiences and criticism about dental care on social 
networking sites, proving the strong impact of social media [12,15,23]. 
The freedom of speech on social media allows patients to comment and 
write about their experiences, emotions, and evaluation of different 
treatment modalities. The global social media community is expected 
to be able to add value to the conversation, to help correct rumors or 
misinformation, provide feedback, or offer personal experience [23]. 
Most of the respondents to this survey were affected by their families’ 
and friends’ dental experience followed by advertisement and were 
least affected by celebrities. Fox, et al. found that 68% of all adults in 
their study ask a friend or family member about health information 
[26]. Theobald, et al. studied the demand for esthetic dental treatment 
and found that there is an increase in demand for dental esthetics, 
female more than male [8]. The most demanded procedures were 
whitening and veneers; this increase in demand was noticed following 
makeover TV shows and women’s magazines [8].

This study highlighted the value of communication between the 
public and dental care providers through social media sites (P=0.0001). 
Subjects tended to trust the information presented through social 
media (P=0.011). Most respondents active on social media sites would 
likely get affected by criticism written after dental visits (P=0.001).

Conclusion

Social media has proven to have a powerful effect in Saudi Arabia 
and the Arabian Gulf region. More people are utilizing social media to 
communicate with dental professionals, search for information, and 
write about their dental experiences.
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Social media can be used for professional networking and positive 
self-promotion. Healthcare professionals should utilize social 
networking to educate and communicate with the community.
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