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INTRODUCTION

Forty-two percent of Americans search for health-related information on social media
platforms, and forty-five percent of consumers report that social media health information
influences their decision to seek care.! However, online information is not always accurate,
nor does it consistently come from credible sources.?:3 We aimed to characterize the content
and sources of the top Dermatology posts on Instagram, the most popular photo-sharing
platform with 800 million monthly active users.*

METHODS

We generated a list of the top 81 dermatologic diagnoses and procedures based on the
National Ambulatory Medical Care Survey and the 2016 American Society for
Dermatologic Surgery Survey of Dermatologic Procedures.> Synonymous lay terms for
these diagnoses and procedures were added. On September 17, 2017, these terms were
queried as Instagram hashtags. Hashtags are keywords users can add to label their posts. JP
and MC recorded the top 20 most common hashtags for medical and procedural
dermatology (Table 1) and noted the total number of posts tagged with each hashtag.
Instagram automatically selects “top 9” posts to highlight for each hashtag, based on the
highest engagement level. Engagement is determined by a private Instagram algorithm
incorporating the number of comments and likes of the photo, and the following-to-follower
ratio of the poster, among other criteria.

We analyzed the content of each “top 9” post. We excluded posts unrelated to dermatology,
duplicates, and paid advertisements marked by “#ad” as required by the Federal Trade
Commission. We assessed the credentials and occupation of users as reported on the
Instagram account or linked website of the original poster. We used the American Board of
Medical Specialties website (www.certificationmatters.org) to determine if physicians who
posted were board-certified dermatologists. We classified posts into the following categories:
education, self-promotion, non-paid product advertisement, and patient-posted. As
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Instagram data is publicly available, this study was exempt from the Institutional Review
Board.

A total of 10,197,884 Instagram posts were tagged with the 43 hashtags queried for this
study. Of these, 387 were considered “top posts” and 258 posts met inclusion criteria.

Ninety-one unique posters (35%) identified as working in the healthcare field, either as a
physician (80% of total health-related posters), nurse or nurse practitioner (10%), dentist
(4%), esthetician (3%), or physician assistant (3%) (Table 2). Self-identified physicians were
responsible for 73 (28%) of top posts; of these, 27 posters (10%) reported board certification
in a medical specialty, of which 23 (9%) were confirmed online. Self-identified
dermatologists were responsible for 16% of top posts (40 posts). Only 5% of top posts (14
posts) were made by American Board of Dermatology-certified dermatologists. Of the 7
individuals using the hashtag #boardcertifieddermatologist, 4 were certified by the American
Board of Dermatology and 1 was a board-certified dermatologist in Korea.

Of the 40 posts by self-identified dermatologists, 14 posters practice in America and 3 in
Canada. Other countries represented included: Brazil (7), Russia (4), Turkey (2), Poland (2),
and one post each practicing in the United Kingdom, Philippines, Panama, Lebanon, Korea,
Istanbul, Iran, and Indonesia.

Of the posts with medical dermatology hashtags, 13% were advertisements, 16% self-
promotional, 23% posted by patients, and 48% educational. For procedural dermatology-
related hashtags, 6% were advertisements, 58% self-promotional, 20% posted by patients,
and 15% educational (Table 2). Posts made by board-certified dermatologists were
educational in content 93% of the time, with only 7% of posts being self-promotional. Non-
physician healthcare professionals posted self-promotional content 56% of the time. Non-
dermatologist physicians posted self-promotional content 67% of the time.

DISCUSSION

We found that board-certified dermatologists produce a small proportion of the top
dermatology-related posts published on Instagram. The vast majority of dermatology-related
top posts are made by individuals without formal dermatology training. Furthermore,
compared to non-physician healthcare professionals and non-dermatologist physicians,
board-certified dermatologists posting on Instagram tend to eschew self-promotion in favor
of educational content. As the use of social media for health information grows, our patients
stand to benefit from the increased presence of dermatologists on these platforms.

ACKNOWLEDGMENT

We would like to acknowledge Dr. Matthew Park for assistance with study design.
DISCLOSURES
Dr. Park has received consulting fees from Skin Resource.MD. Dr. Christman has no relevant financial interests to

report. Dr. Linos is supported by the NIH through the following grants: K76 AG054631, R21CA212201,

J Drugs Dermatol. Author manuscript; available in PMC 2019 November 05.



1duosnuepy Joyiny 1duosnuely Joyiny 1duosnuey Joyiny

1duosnue Joyiny

Park et al. Page 3

DP20D024079, and the UCSF Helen Diller Impact Grant Award. Dr. Rieder has received consulting fees from
Unilever and UCB Pharmaceuticals. Drs. Park, Christman, and Rieder have active social media accounts, including
Instagram accounts..

REFERENCES

1. Social media “likes” healthcare: From marketing to social business. 2012:40 http://
www.pwc.com/us/en/health-industries/health-research-institute/publications/pdf/health-care-social-
media-report.pdf. Accessed October 10, 2017.

2. Dorfman RG, Vaca EE, Mahmood E, Fine NA, Schierle CF. Plastic Surgery-Related Hashtag
Utilization on Instagram: Implications for Education and Marketing. Aesthet Surg J. 2017.

3. Guidry JP, Carlyle K, Messner M, Jin Y. On pins and needles: how vaccines are portrayed on
Pinterest. Vaccine. 2015;33(39):5051-5056. [PubMed: 26319742]

4. Chaffey D Global social media research summary 2017 2017:2017 https://www.smartinsights.com/
social-media-marketing/social-media-strategy/new-global-social-media-research/. Accessed
November 5, 2017.

5. Wilmer EN, Gustafson CJ, Ahn CS, Davis SA, Feldman SR. Huang WW. Most common
dermatologic conditions encountered by dermatologists and nondermatologists. Cutis. 2014;94(6):
285-292. [PubMed: 25566569]

6. ASDS Survey: Nearly 10.5 Million Treatments Performed in 2016. 2017 https://asds.net/2016-
procedures-survey.aspx. Accessed September 20, 2017.

J Drugs Dermatol. Author manuscript; available in PMC 2019 November 05.


http://www.pwc.com/us/en/health-industries/health-research-institute/publications/pdf/health-care-social-media-report.pdf
http://www.pwc.com/us/en/health-industries/health-research-institute/publications/pdf/health-care-social-media-report.pdf
http://www.pwc.com/us/en/health-industries/health-research-institute/publications/pdf/health-care-social-media-report.pdf
https://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/
https://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/
https://asds.net/2016-procedures-survey.aspx
https://asds.net/2016-procedures-survey.aspx

Page 4

Park et al.

¥88'/6T°0T  pauan® sbeiyseH |eiol
8G8'GTy  ABojolewlsqg
0ST'99T  1s16ojorewssg
9T/  1s160jorewIsp paijIled pieog

06T'€68'S  pare|ay-ABojojewsaq [eInpadold [eloL 0.6'z2L'S payejay-ABojoyewsaq [ed1PaIAl [eI0L
T87'9E Adesayyn 652 wnso16eju0d wnasn|oN
€6€'LE AKousnbaujolpey 05 SIsojeJay ANy
600'9. 1sadeolwayd 79 Jowmubiusg
G98'6E assalpey 008 BaulL
99T'SY ©|[90AX 028 siinalfjod

627'0ET Si9[ylewisg €e8T SIIew.ap 10eIU0D
119'2S [eAOWal 001} JaseT 9102 sieWIap d18Y1009S
zes'el abewep uns 215 sniewJsp sidoly

872'86 ewiselaN L20'Ly uoneyuswhidiadAH
VET'S0T $1835 3UIY 9/1's9 180UeD UDIS
G8Y'S0T Buunojuod Apog £77/'89 BWOURIBIN
G62'80T Bundnasjood €€8'89 ysey
€66'CTT [eAOWBI 0O}eL at'eL 1880
T28'9€T uodsAq 205'8. 230850y
6YT'98T [BAOWSI JTeY J3seT] G11'60C s9|dwid
688'92¢ auelAisey €Tv'L2e SIseliosd
950'86€ wiapanng 185'28¢2 ssojireH
67929 SEI | 259'16C e10adoly

€9T'86€E'T JeseT] ¥06'90% BWazo3
96T'/¥8'T x0j0g 620'258'T 8uoy
$81Npa20.d 9160]0reWIBQ UOWWOD ISOIA sasoubelq 2160]01eWIAQ UOWWOD ISON

we.beisu] uo ABojorewaq |eINpadnid pue [eaIpalA 01 pare|ay sbeiyseH dot

‘T314gvlL

Author Manuscript Author Manuscript Author Manuscript Author Manuscript

J Drugs Dermatol. Author manuscript; available in PMC 2019 November 05.



Page 5

Park et al.

4 SJUBISISSY UeldisAud
€ suelonayIs3
v sisnuaq
6 SJauoNIdkId 8SINN / S8SINN
¥T (ABojorewsaq Jo pseog ueduBWY AQ paiined) sisibojorewlaq
ov (Ajjeuoneulsiul pue sn ayy ul Buronoead) sisibojorewsaq
62 SN ayy ui Buronoead sueldisAyd

(%02) v (%tr2) €€ pa1sod ualled i Ajreuoneussyul Buionoeid suerdisAyd

(%85) 69 (%ST) 12 uonowioid-J|es €L sueloIsAyd paynuspl-ylas

(%9) £ (%v1)6T 1USUBSIBAPY 10NPpoId  T6 patelal-yeaH
(%sT)8T (%8v) L9 uoleanp3 L91 pajejal yjeay-uoN
(% 'U) reanpoooid (% ‘U) IIPBIN u
S150d potepy-AbojoTell 8q JO JUSIUOD USIUOD peTeed-ADo[0Tell o BUNSOd SENPIAIPU | 8U} JO SonsIoie ey

S1S0d pale|ay-ABojorewaq JO 1UsIU0D pue 32IN0S

¢31avil

Author Manuscript Author Manuscript Author Manuscript Author Manuscript

J Drugs Dermatol. Author manuscript; available in PMC 2019 November 05.



	INTRODUCTION
	METHODS
	RESULTS
	DISCUSSION
	References
	TABLE 1.
	TABLE 2.

