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ABSTRACT

Objectives: To assess the prevalence, awareness, and willingness of orthodontic patients at Ayub 
Medical College, Abbottabad, regarding the usage of social media for accessing orthodontic informa-
tion and their inclination to integrate it into their treatment.

Methodology: A prospective cross-sectional study was conducted at the Department of Orthodontics, 
Ayub Medical College, Abbottabad from June 2023 to July 2023. This study involved 255 consecutive 
patients who sought orthodontic care at the department. The inclusive sample encompassed individ-
uals of varying ages and genders, including both existing and new patients undergoing orthodontic 
treatment. Exclusions were made for bloggers and social media influencers. A validated questionnaire 
was used to gauge their social media engagement. Data analysis employed SPSS version 23, computing 
descriptive statistics and using the Chi-square test for variable associations (p<0.05). 

Results: The study encompassed 255 patients, with a significant female majority (78%). Most were 
receiving braces treatment (71.4%), predominantly aged 11-20 (49.8%), followed by 21-30 (35.7%) 
and 31-40 (14.5%). Results demonstrated noteworthy awareness regarding the usefulness of social 
media for orthodontic information (64.7%), although the prevalence of usage was comparatively lower 
(33.7%), with 62.7% expressing willingness to use a developed social media site. Notably, Instagram 
exhibited significant growth potential (19.6% to 35.3%) compared to Snapchat (3.9% to 13.7%). Sta-
tistical analysis suggested no substantial disparities between genders and age groups regarding social 
media use and platform preferences. 

Conclusion: In conclusion, this study reveals significant potential for orthodontic patient education 
through social media, with notable awareness and willingness, despite the lower prevalence of usage. 
Tailored communication strategies are essential for enhancing patient engagement.
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INTRODUCTION

	 In the modern age of communication, the swift and 
effective exchange of information is propelled by the 
widespread use of social media platforms. 1 These plat-
forms not only serve as avenues for personal interactions 
but also harbor the potential for bolstering health-re-
lated promotional and educational endeavors. Patients 
now frequently resort to social media as a means of 
seeking solutions to their health concerns and access-
ing medical resources.2 The dynamic nature of social 
media, supported by the omnipresence of smartphones, 
tablets, and computers, allows for the dissemination of 
versatile healthcare information globally and at any 
time. Consequently, this evolution in social media has 
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revolutionized the healthcare landscape, opening up 
unconventional channels for engaging with patients 
and improving treatment outcomes.3 

	 A substantial body of research highlights the piv-
otal role of social media in shaping the relationship 
between orthodontists and their patients, serving as 
both a marketing tool and a platform for dispensing 
educational resources.4, 5 The prevalence of social media 
usage (89%) among orthodontic patients and parents has 
been consistently on the rise, indicating its burgeoning 
significance in the domain of healthcare.6

	 Former studies have delineated a growing interest 
among orthodontic patients in harnessing social media 
for orthodontic-related information, with platforms 
like YouTube, Facebook, blogs, Instagram, Twitter, 
and Pinterest serving as popular repositories of such 
content. In a 2015 cross-sectional study of 130 ortho-
dontic patients, it was discovered that 6.7% of them 
had contemplated using social media for information.7 
Subsequently, another study exhibited a notable rise 
to 21% of orthodontic patients seeking relevant or-
thodontic treatment material on social media using 
platforms like YouTube, Facebook, Instagram, etc.8 
In 2021, a cross-sectional study of 125 orthodontic 
patients indicated that 30% of them utilized social 
media, primarily favoring Snapchat and Instagram 
for orthodontic information.3 

	 The study addresses a critical gap in research by 
exploring whether orthodontic patients are aware of 
using social media for treatment information and if 
they are open to incorporating it into their care. Despite 
the widespread use of social media, there is limited 
understanding of patients’ attitudes in the context of 
orthodontic treatment in the local population. Inves-
tigating the prevalence of awareness and willingness 
to integrate social media in orthodontic procedures 
provides valuable insights, contributing to improved 
communication strategies and enhancing the overall 
treatment experience for orthodontic patients.

METHODOLOGY

	 At the Department of Orthodontics, Ayub Medical 
College, Abbottabad, a cross-sectional survey was con-
ducted. Following approval from the ethical board com-
mittee (Approval Code/Ref.No.RC-2023/EA-01/049), 
data was collected over a period of two months i.e., from 
June 2023 to July 2023. A sample size of 255 patients 
using “OpenEpi sample size calculator” with a 95% 
significance level and taking an expected percentage 
of exposed outcome i.e., 21%.8 255 consecutive patients, 
encompassing individuals of all genders and ages, 
were incorporated, comprising both new and existing 
orthodontic treatment patients, excluding bloggers and 
social media influencers. A validated questionnaire3 

was employed to assess the participants’ awareness of 
orthodontics-related information on social media and 
their propensity to incorporate social media into their 
orthodontic treatment process. The data collection from 
the patients was conducted by two faculty members. 
As no specific age limitations were applied, and in 
cases where patients were too young to independently 
complete the questionnaire, their parents were invited 
to assist them in doing so. 

Data Analysis

	 The data was analyzed using SPSS version 23. 
Descriptive statistics were obtained for percentages 
and frequencies for the quantitative variables like 
age and gender. Association between variables was 
carried out by using the Chi-square test at a 5% level 
of significance and p-value <0.05. 

RESULTS

	 In a total of 255 patients’ data was collected and 
analyzed, 56 (22%) were males and 199 (78%) were 
females. 182 patients (71.4%) were undergoing braces 
treatment while 73 patients (28.6 %) had not started 
yet. Figure 1 represents the age distribution of patients, 
along with the frequency and percentages. The data 
was segmented into three groups: 11-20, 21-30, and 
31-40. These groups represented different age ranges 
of patients. 

	 Figure 2 shows the data provided in a tabular format 
representing the responses. According to the data, the 
majority of the patients (n=165, 64.7%) were aware that 
social media could be used to find information about 
braces treatment but only 86 patients (33.7%) used 
social media to obtain information. Furthermore, 71 
patients (27.8%) found it useful and 160 patients (62.7%) 
agreed to use a social media site if it was developed. 

	 In Figure 3 the trends in platform usage and the 
projected shift in usage based on the intentions pro-
vided were markedly seen for Instagram (n=50, 19.6% 
to n=90, 35.3%) followed by Snapchat (n=10, 3.9% to 
n=35, 13.7%). 

	 Age and gender have insignificant effects on the 
use of various social media platforms (Table 1 & 2). 
Furthermore, there is no significant effect of age and 
gender in terms of the preference for accessing different 
social media platforms (Table 3). Figure 4 shows pa-
tients’ feedback on using social media as an informative 
and beneficial tool.

DISCUSSION

	 The prevalence and awareness of social media use 
among orthodontic patients is a critical area of investi-
gation, especially considering the increasing influence 
of digital platforms in healthcare communication. This 
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study conducted at Ayub Medical College Abbottabad 
aimed to comprehend the engagement and preferences 
of patients undergoing orthodontic treatment, particu-
larly regarding the usage of social media for obtaining 
information related to braces treatment. 

	 The demographic distribution of the patients re-
vealed interesting trends. A significant majority were 
females, indicating a potential gender inclination to-
wards seeking orthodontic treatment. Many previous 
studies have reported this gender inclination like a 
study by Saccomanno et al.9 and also by Khan and 
Horrocks’ investigation.10 The sample Pabari et al.11 
studied in 2011 also had a female majority. As female 
patients are more concerned about their esthetics they 
constitute a major percentage of patients.12

	 The analysis of age groups from the current study 
further highlighted distinct patterns. The majority 
of the patients fell within the 11-20 years age group. 
Similar results were supported by Siddiqui et al.3 and 
Sharif et al.8 in which the majority of the participants 
were aged between 11-18 years. The data from the 
current study underscored the significance of targeting 
younger age cohorts for social media-based information 
dissemination and engagement strategies related to 
orthodontic treatment.

	 The study’s exploration of patient awareness and 
utilization of social media for gathering information 
about braces treatment uncovered noteworthy findings. 
While a significant proportion of patients were aware 
that social media could be utilized for this purpose, 
the actual utilization percentage was relatively lower. 
Similar findings were presented by Siddiqui et al.3 
who found that just 30% had used social media for 
orthodontics, whereas the majority were aware that 
these platforms were available to find information 
on orthodontic treatment. According to Sharif et al.8, 
only 21 % had looked up information on social media. 
However, an encouraging aspect was the high propor-
tion of patients (62.7%) who perceived social media 
as a useful tool for obtaining information related to 
their orthodontic treatment, indicating the potential 
of leveraging these platforms for patient education and 
engagement. 

	 The study investigation into the specific social media 
platforms used by the patients revealed a shifting trend, 
with Instagram (19.6% to 35.3%) and Snapchat (3.9% to 
13.7%) gaining prominence over other platforms. Our 
findings are consistent with a cross-sectional study of 
477 orthodontic patients conducted in Saudi Arabia 
that found that patients between the ages of 13 and 20 
chose Instagram over other social media sites.13 This 
is because nowadays people prefer apps that allow 
focused content and provide immediate engagement. 
In contrast to Al Gunaid et al., who found that Snap-

Fig 1: Age Range of the Participants

Fig 2: Prevalence of patients using social medical 
platforms

Fig 3: Trends in Social Media Platform Usage

Fig 4: Patient Feedback on using social media
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chat was the most popular app for finding information 
about orthodontics, followed by Instagram (23.7%) and 
WhatsApp (22.3%), the results of our study showed that 
Instagram (19.6%) is the most popular social media 
platform.1 In a different study, Gunaid et al.14 sought 
to determine how orthodontic patients’ characteristics 
affected their use of and preferences for social media. 
The results showed that while individuals aged 21–30 
used Twitter, Snapchat, and YouTube significantly 
more than the other groups, contrary to our findings, 
those aged 13–20-year-olds favored Instagram among 
orthodontic patients. A study by Nelson et al.,6 showed 
that 49.5% of the patients used YouTube to gain in-
formation about braces but in our study, this included 
only 18% of the patients who used YouTube along 
with WhatsApp which was included in other groups. 
Additionally, our study finds no significant difference 
(p-value 0.758) in the usage of social media platforms 
to find information regarding braces treatment among 
the different age groups. As indicated by our study, the 
substantial increase in the intention to use these plat-
forms suggests the need for orthodontic practitioners to 
prioritize these channels for effective communication 
and information dissemination.

	 Furthermore, in contrast to a study by Gunaid 
et al.,14 where females used Instagram (P < 0.05) and 
WhatsApp applications (P < 0.001) more than males, our 
study found no significant difference between genders 
(with a p-value of 0.758) in terms of the social media 
platforms used for finding information about braces 
treatment. This implies that orthodontic practitioners 
can adopt a uniform approach to engage patients 
through social media, irrespective of their gender or 
age group. 

	 Patients’ feedback has shared various experiences 
of utilizing social media to obtain information related to 
their brace’s treatment. Some mentioned learning about 
the duration of treatment, while others found helpful 
tips for managing pain and maintaining their braces. 
Social media also assisted some in making informed 
decisions about the types and colors of braces, as well 
as providing insights into the procedure and real-life 
results. They also emphasize how social media provided 
comprehensive insights on braces, including care tips, 
brushing techniques, and treatment outcomes. This is 
under remarks made by orthodontic patients on Twitter 
and Instagram, which were categorized by Graf et al., 
15 who studied 361 posts over 30 days.

	 Orthodontic practitioners and healthcare institu-
tions can utilize these insights to tailor their commu-
nication strategies and develop patient-centric social 
media initiatives that effectively cater to the informa-
tion needs of orthodontic patients. While the study 
provided valuable insights into patient behaviors and 

preferences, certain limitations should be acknowl-
edged. The data was collected from a single medical 
college, limiting the generalizability of the findings to 
a broader population. Additionally, the study primarily 
focused on the utilization and preferences related to 
social media and did not delve into the specific content 
preferences or patient satisfaction levels concerning 
the information accessed through these platforms.

CONCLUSION

	 In conclusion, this cross-sectional study underscores 
the significant potential of social media for orthodontic 
patient education and engagement. With a predomi-
nant age group of 11-20 years and a notable female 
majority, the study reveals substantial awareness and 
willingness of social media as a source of orthodontic 
information, although the actual prevalence of usage 
remains relatively lower.
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