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What do you want?



What you will learn
• Understand why social media is so powerful.
• Learn what type of messages work best and why.
• Where and when should you post?
• Understanding which social networks are performing best.
• Learn how to set up each social network correctly.
• Discover the basics of promoting your new social media accounts.





Facebook has
40, 200, 000 users in the UK

https://www.statista.com/site accessed 12/2/19



45% of these people are…

Over 35 years old!

https://www.theguardian.com/technology/2018/feb/12/is-facebook-for-old-people-over-55s-flock-in-as-the-young-leave sites accessed 12/2/19





There are 5,922,000,000 
searches per day on Google

www.statisticbrain.com site accessed 13/01/14
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It is estimated that a
week’s worth of The Times…



markoborn.com



An extract from Shift Happens 
By Karl Fisch



Marketing Theory



PRINCIPLES OF ETHICAL 
ADVERTISING

• ensure information is current and accurate
• make sure that your GDC registration number is 

included
• use clear language that patients are likely to 

understand
• back up claims with facts
• avoid ambiguous statements
• avoid statements or claims intended or likely to create 

an unjustified expectation about the results you can 
achieve.

http://www.gdc-uk.org/Dentalprofessionals/Standards/Documents/Ethical%20advertising%20stateme
nt%20Jan%202012.pdf
site accessed 16/1/17

http://www.gdc-uk.org/Dentalprofessionals/Standards/Documents/Ethical%20advertising%20statement%20Jan%202012.pdf
http://www.gdc-uk.org/Dentalprofessionals/Standards/Documents/Ethical%20advertising%20statement%20Jan%202012.pdf


Social Media
Guidance

• Maintain and protect 
patients’ information by not 
publishing any information 
which could identify them on 
social media without their 
explicit consent

• Maintain appropriate 
boundaries in the 
relationships you have with 
patients and other members 
of the dental team

• Comply with any internet and 
social media policy set out by 
your employer

Professional Standards

• ‘You must not post any 
information or comments 
about patients on social 
networking or blogging sites. 
If you use professional social 
media to discuss anonymised 
cases for the purpose of 
discussing best practice you 
must be careful that the 
patient or patients cannot be 
identified.’ 

http://www.gdc-uk.org/Dentalprofessionals/Standards/Documents/Guidance%20on%20using%20social%20media.pdf site 
accessed 16/1/17

http://www.gdc-uk.org/Dentalprofessionals/Standards/Documents/Guidance%20on%20using%20social%20media.pdf


Standards for the dental 
team

• You must treat colleagues fairly and with respect, in all situations and all 
forms of interaction and communication. You must not bully, harass, or 
unfairly discriminate against them. This includes interaction and 
communication on social media. Do not instigate or take part in any form 
of cyber bullying, intimidation, or the use of offensive language online. If 
you share any such content posted by someone else, you can still be held 
responsible even though you did not create it. 



Dentistry
Product or service?



How customers evaluate a service

• Responsiveness Willingness to help customers 

• Assurance Knowledge of employees and ability to inspire trust

• The physical evidence e.g. staff, website, phone

• Empathy caring and individualised attention to the customer

• Reliability Ability to perform ‘the promise’ dependently and effectively

Parasuraman et al  
SERVQUAL





What is ‘Social Media ‘Marketing?

A conversation



•Relevance – how well do we know our customers, what is it they 
really want, what do our potential customers (prospects) really want?

•Timeliness - do they hear about your business at just the right 
time?

•Convenience – how easy is it for them to absorb the information 
you want to give them?

•Consistency – is your message consistent across all 
communication? 

Effective Marketing

Shultz et al 1994 “ Integrated marketing communications” Chicago,  NTC business books



The decision-making process
• Problem awareness
• Need recognition

• Information search

• Evaluation of alternatives

• Purchase

• Postpurchase evaluation



Marketing is an interaction..

…not an action and then a reaction



Relationship marketing…

..not transactional marketing



How does this all fit together



Social media marketing - 
relationship building

•Actor bonds
•Activity links
•Resource ties Hakansson, H. and Snehota, I. (1995) 

Developing Relationships in Business 
Markets, London: Routledge



Customers buy solutions…

…not products or services





Give them what they want!

• Health Information
• Advice
• Care
• Reassurance
• Empathy
• Convenience
• Timeliness.



What type of message works best?



Creation

• Create in Instagram
• Share to Facebook
• Share to Twitter



Use technology

1. Social Media Borg
2. Hootsuite
3. Planoly



Use Canva







the



How to structure a social media post

Attention

Interest

Desire

Action

Hey <location> 👋

Straight teeth doesn't always mean paying more for invisible 
braces... 😱

As specialist orthodontists we're able to offer the best braces, 
based on budget, lifesyle and desired results.

This could be invisible braces, but there are more affordable 
choices -  We have options from £X...

At <practice> we're offering a FREE Straight Teeth consultation 
to show how we can offer the best value braces. No obligation 
& no risk.

<practice> Orthodontics has helped over X000 people to enjoy 
a great big 😁  with Invisalign Aligners, Clear Braces & Braces

Click 'Book Now' below to get booked-in, whilst places last.





Making your marketing more effective

Be clear about the process…

…and use automation with immediacy



Making your marketing more effective

Use engaging headlines





Making your marketing more effective

Use questions



What you will learn

• What type of message works best?
• How to structure a social media post
• Instagram
• Facebook



Instagram
• Daily blog with images
• Image stream permanent (shown to followers and on 

discover page only)
• Reels stream permanent (shown to both followers and 

others likely to like your content)
• Stories which decay (shown to followers only)
• Boost posts
• Linked to Facebook business page







Instagram





INSTAGRAM REELS









This Photo by Unknown Author is licensed under CC BY-ND
This Photo by 
Unknown Author is 
licensed under CC 
BY-SA

http://lawyersandsettlements.com/blog/week-adjourned-9-11-15-facebook-e-cigarettes-rv-refrigerators.html
https://creativecommons.org/licenses/by-nd/3.0/
https://commons.wikimedia.org/wiki/File:Instagram_icon.png
https://creativecommons.org/licenses/by-sa/3.0/
https://creativecommons.org/licenses/by-sa/3.0/






What you will learn

• What type of message works best?
• How to structure a social media post
• Instagram
• Facebook



Facebook

Posts & Videos



Getting your Facebook page seen

Understanding Edgerank





Every action on Facebook is a potential newsfeeds story, Facebook 
calls these actions “Edges”

• Affinity score
• Edge weight
•Time decay



General points to note

• There is no general edge rank score as each fan has a 
different affinity score with your page

• Facebook keeps the full algorithm secret
• Your page, per se, will NEVER appear in any news feed, 

only stories will appear, so it’s only stories that have an 
edge rank.



Videos

• Upload a genuinely useful video NO SELLING
• Share this video to local groups
• WAIT…





WAI
T



















Engage

• Comment on posts of people you follow (following)
• Comment on followers posts (followers)
• Respond to all comments, thank people
• Use hashtags

– Target Market
– Problem or TX specific
– Trending





Mark’s Top Tips

• Don’t be tempted to post too many 
marketing images

• Be personable
• Mix images, video and stories
• Promote posts with a link
• Drive people to your profile page 

where there is a link
• Use hash tags
• Engage with people’s posts by liking 

and commenting





Twitter local influencers





Mark’s Top Tips

• Be personable
• Engage with influencers and engagers
• Like posts from influencers and engagers
• Vary post types
• Constant content flow
• Hand out useful advice
• Links back to your website



Proof



What do you want?
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