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Aim: The aim of the study is to assess the attitude of the Iraqi population regarding the social media pages of dental clinics.
Material and methods: This cross-sectional study relied on questionnaires distributed to participants. The questions included
demographic information and assessed the community's attitudes toward dental clinic social media pages, as well as sought to
understand participants' preferences for the type and main content of posts.

Results: The demographic data revealed a male-to-female ratio of 1:1, with a mean age of 39 years. More than half of the participants
reported having sufficient income and had completed their undergraduate programs. Participants strongly agreed on the importance
of dental social media and the responsiveness of dental staff to messages. However, there were significant negative attitudes regarding
whether social media alone was sufficient to attract new patients or build trust between dentists and customers. No significant
differences in attitude levels were observed across the variables. Participants indicated that the quality and cost of treatment were
their primary preferences when viewing social media posts, reflecting a focus on value and affordability in their decision-making.
Conclusion: The negative attitudes toward dental social media have been highlighted. Dentists need to routinely evaluate and address
community feedback and expectations from the clinic. Effective social media strategies are essential to achieve clinic goals.
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Introduction

Social media (SM) is defined as a
collection of various applications used by
people, including Snapchat, Facebook,
Instagram, Twitter, and YouTube. ! These
applications are accessed through different
electronic devices, such as mobile phones,
tablets, and computers. With the
continuous advancement of technology,
SM has gained widespread popularity and
has become an integral part of daily life. 2
The primary goal of SM is to enable
individuals to share their news, ideas, and
social events with friends, family, and
coworkers across great distances through
videos, images, and news in an easy and
cost-effective manner. 3 Over time, social
media has evolved and is now widely used
in various fields, including education,
awareness,  business, and  service
marketing. *

In the field of dentistry, many clinics are
increasingly  utilizing SM  platforms
effectively as a promotional tool. Dentists
share information about their therapeutic
services, advertise special price offers, and
provide other details that may encourage
patients to choose their clinic. > Social
media platforms are also used to understand
treatment needs, improve service quality,
and build strong relationships with the
community. 6 Through SM
communication, dentists - engage with
patients, monitor both positive and negative
reviews, and take their feedback into
consideration.

Clearly documenting patients' opinions and
satisfaction regarding dental care on social
media pages is a valuable step for dentists.
It helps enhance and develop the use of
social media, providing greater
opportunities to achieve targeted goals,
such as improving the clinic's reputation
and attracting new patients. 8

No previous study has explored the
perspectives of Iraqi citizens on SM pages
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of dental clinics. The current study aimed
to assess the attitudes of people in Iraq
toward the SM pages of dental clinics.

Material and methods

The cross-sectional study was conducted
after obtaining ethical approval (123) on
April 19, 2024, from the ethical committee

at Dijlah  University College. The
questionnaire was developed based on a
previous study, ° and translated to the
native language (Arabic) by an expert
translator fluent in both languages and
familiar with the subject matter. The Arabic
version of the questionnaire was evaluated
for clarity by administering it to a sample
of 25 native Arabic-speaking patients.

The questionnaire begins with a background
explaining the aims of the study and includes
a question asking participants for their
voluntary consent to enroll. Participants were
required to be Iraqi, aged over 18 years, and
users of social media. The exclusion criteria
included individuals under the age of 18 and
those who did not use any social media
platforms.  Individuals seeking medical
treatment at three main private general
medical health centers in Baghdad between
May 1 and June 1, 2024, were invited to
participate and complete the questionnaire.
These individuals visited the centers for
general medical purposes, excluding dental
care.

The ~questions “were divided into three
sections. The first section gathered
demographic information (gender, age,
educational level, and income level). The
second section evaluated individual
attitudes through six questions: (Q1) Do you
believe that SM is an effective tool for
promoting dental services? (Q2) Do you find
reviews on dental clinics' SM pages helpful?
(Q3) Do you think it is necessary for a
dentist or dental clinic to respond to
messages or comments? (Q4) Do you
believe that all posts from dental clinics on
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SM accurately reflect the reality of the clinic
and are verified? (Q5) Do you think that
using SM helps dental clinics gain patients'
trust? (Q6) Do you believe that SM posts
alone are sufficient to choose the right dental
clinic for treatment? The response options
for these questions were (Yes), (Uncertain),
and (No). (Yes) responses were considered
positive and given a score of one, while
(Uncertain) and (No) responses received a
score of zero.

The third section, composed of two
questions, explored the respondents'
preferences regarding the main goal and
their preferred form of social media posts
from dental clinics.

Statistical analysis

The analysis, encompassing both descriptive
and inferential components, utilized IBM
SPSS Statistics software (version 14).
Descriptive  analysis encompassed — the
calculation of frequency, percentage, and
mean + standard deviation. In terms of
inferential analysis, a chi-square test was
applied to compare the frequencies of
positive and negative responses for each
question. The Mann-Whitney U test was
employed for comparing mean response
scores among age groups and gender groups.
Lastly, the Kruskal-Wallis test was utilized to
compare mean response Scores among
qualification groups and income level
groups. The significance level for all tests
was established at p < 0.05.

Results

The total number of people invited to
participate in the study was 955. The final
number of participants who provided consent
and completed the questionnaire was 406.
Table 1 presents the demographic data of the
participants, showing a nearly equal
distribution between males and females. The
mean age of the participants, 39 years, was
used to categorize them into two groups:
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those below 39 years (53.7%) and those 39
years or older (46.3%). A majority of the
study sample (67%) reported having
sufficient income. Additionally, 51% of the
respondents had completed only an
undergraduate program in terms of their
educational level.

Tablel: The demographic information of the

responders
Variables
Gender
Male o 202 (49.8)
Female , 204 (50.2)
Age
Minimum — Maximum 19 — 65 years
Mean =+ standard deviation 39 +10.77 years
Below 39 years » 218 (53.7)
Equal or above 39 years o 188 (46.3)
Educational level
Primary 4 26 (6.4)
College o 207 (51.0)
Post graduated » 173 (42.6)
Income level
Not enough o 73 (18.0)
Enough » 272 (67.0)
Above enough o 61 (15.0)

afrequency (percentage)

According to the responses to the attitude
questions (Table 2), Q1 received the most
positive responses, with 64.8%. Meanwhile,
Q4 recorded the highest frequency of
negative  responses, totaling 395.
Statistically, the positive responses were
notably high for both Q1 and Q3, while
negative responses for Q4, Q5, and Q6 were
significantly higher.

Table 2: The comparison between the frequencies
of positive and negative responses for attitude

questions
Question Positive Negative P-
resp a resp a value*
Q1 Do you believe that social 263 (648) 143 (352) 0.001

media is an effective tool for
promoting dental services?

Q2 Do you find reviews on dental 192 (47.3) 214 (52.7) 0.275

clinics' social media pages
helpful?

Q3 Do you think it is necessary for 255 (628) 151 (372) 0.001

a dentist or dental clinic to
respond to messages or
comments?

Q4 Do you believe that all posts 11 (2_7) 395 (97_3) 0.001

from dental clinics on social
media accurately reflect the
reality of the clinic and are
verified?

Q5 Do you think that using social 138 (340) 268 (660) 0.001

media helps dental clinics
gain patients' trust?

Q6 Do you believe that social 46(113) 360 (887) 0.001

media  posts alone are
sufficient to choose the right
dental clinic for treatment?

a frequency (percentage), (*) significant at p < 0.05
(bold font) by chi-square test
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The findings presented in Table 3
indicate that there were no statistically
significant differences in attitude levels
when comparing males and females, age
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Discussion

Community attitudes toward SM in
dentistry are critical, as they reflect the
impact of these platforms in facilitating

groups, educational levels, and income communication between dentists and the

levels. public, as well as their effectiveness in
marketing. A positive attitude indicates
Table 3: Comparison of the attitude mean successful communication effective

score of the participants regarding the

demographic variables. information  sharing, and  patient

Variable Response, | P-value . satisfaction, which in turn helps enhance
Sex Male 2.34£1.203 | 0.18 the practice’s reputation and attract new
Female 2.12+1.309 . . .
clients. Conversely, a negative attitude can
Age 39y < 222+1.320 | 0.83 undermine trust, hinder communication,
> . + 1. . .
9y 2 223+ 1192 - and discourage people from seeking dental
-value . .
Educational | Primary 258+ 1.172 treatment. Therefore, it is essential that
fevel College 207+ 1.24F ANQ03 dentists understand and consider these
Post 236+ 1.276 y . .
graduated factors to improve their online presence
and maintain a positive connection with
Income Not enough | 2.34+1.169 h A 10
level Enough 2171310 | 0.6 the community.
Above 2.34+1.138 The respondents expressed significant
h -
— agreement that dental clinics should
Total | [223+1.26 maintain a presence on SM. Previous

» mean = standard deviation.
(c.) attitude levels: negative (0-3) and positive (>3-6).
(*) significant at p <0.05 by Mann—Whitney U test.
(*) significant at p < 0.05 by Kruskal-Wallis test.

research revealed that visits to dental
clinic social media pages were notably
higher among the studied communities.
These visits were primarily to access
Table 4 presents the analysis of responses, information about the clinic's location,
showing that social media posts about dental available treatments, working hours,
care that emphasize the quality of treatment appointment scheduling, and to read
received the most attention from respondents reviews and feedback. !

(42.6%), followed by posts highlighting The level of interest in written reviews
service costs (31%). Additionally, a about dental clinics on social media,
significant majority of participants (83%) whether positive or negative, showed no
expressed a preference for social media posts significant - difference = among  the
that include pictures and videos to convey participants. However, Abdullah and his
information. colleagues (2019) stated that positive SM
reviews play an important role in
attracting new patients to dental clinics. 1
At the same time, there is growing

Table 4: The desires of the responders regarding
the main goal and their preferred form of dental
social media posts

Content of dental social media post concern about the pOSSlblllty that reviews
Quality of dental treatment 173 (42.6) spl

Cost of dental treatment » 126 (31.0) COllld be fake’ .Whe.ther pOSlthC and
Material used in dental treatment o 60 (14.8) posted by the ChnlC ltself, or negatlve’
Name of the dentist a 39 (9.6) . .. 13
Location of the dental clinic o 8Q2) potentially as a result of competition.

The form of the dental social media post 1 1
Bt Vi S In the preser}t study, commul}lcatlon
Video . 45 (1L1) between dentists or dental clinics and
Picture » 24 (5.9)

patients on SM was highly desired. This

a frequency (percentage)
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outcome aligns with previous findings
showing that patients feel comfortable
connecting with dentists through social
media. Providing good-quality and
prompt responses plays a positive role in
attracting new patients and maintaining
the loyalty of existing ones. Pre-treatment
communication through SM helps clarify
dental procedures for patients, increasing
trust, enhancing appreciation of services,
and reducing anxiety that may arise
before therapy sessions. !4

The current results indicate that the
presence of dental clinic platforms alone
is insufficient to attract new patients and
earn their trust. The decision to choose a
dental clinic and trust a dentist for
treatment may depend not only on SM,
but also on personal experiences and
recommendations from close contacts.
Additionally, some institutions where
patients are employed have specific
dental clinics accredited as part of their
health insurance programs. '

A previous study found that posting
images or videos showcasing treatment
results and quality in the form of (before
and after) comparisons gained significant
attention, particularly among female
patients. This result aligns with the present
findings. '

In the present study, the quality and cost of
treatment emerged as the top concerns for
patients in posts on dental clinics' SM
platforms. A previous study similarly
showed that dental patients seek high-
quality treatment at minimal fees. !’

The recent study reveals no difference in
satisfaction between males and females
regarding dental SM. While this finding
aligns with a previous study,” '8 other
research has shown that females are more
interested and satisfied than males when
interacting  with  dental SM.'> 1?
Additionally, one study found that males
express greater contentment with the
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profiles and posts of dental clinics on SM
than females. 2

The present results indicate that
individuals across various age groups
exhibited  comparable levels  of
satisfaction ~and  approval  when
interacting with dental-related content on
SM platforms. This outcome may be
attributed to similar requirements for
dental SM advertising and consistent
experiences with dental clinics across all
age groups. 2! Income and educational
levels also had no influence on the
satisfaction of dental marketers using
social media.

This study was the first to examine the
attitudes of the Iraqi population regarding
dental SM. A limitation of the study is
that participants were not asked about
their specific experiences with dental
SM.

Conclusions

SM is an effective marketing tool for
dental clinics. However, the presence of
some negative attitudes toward dental
social media highlights the need for
dentists to routinely evaluate community
feedback and expectations and address
them accordingly. Additionally,
improving the use of SM is essential for
achieving goals on these platforms.
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