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Social Media Strategies for Medical Education 
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Objectives
• Recognize the importance in establishing social media 

accounts. 

• Ensure buy-in and support from key institutional players,                       
as well as identification of social media “champions.”

• Identify best practices when it comes to social media,                  
as well as learn about common pitfalls to avoid. 

• Understand tools that can be used to analyze social media 
platforms to pinpoint specific, measurable impacts. 



Slido Login Information  
Join:

www.slido.com

Session Code: 
175851

http://www.slido.com/




Which Generation Are You In?

ⓘ Start presenting to display the poll results on this slide.





How would you rank your 
knowledge/expertise when it comes to 
Social Media?

ⓘ Start presenting to display the poll results on this slide.



Do you currently have any Social Media 
presence? 
If so, how many personal profiles or 
accounts? 

ⓘ Start presenting to display the poll results on this slide.



Social Media 
By the Numbers

• 4.88 Billion – Active Social Media Users
(66% of the World Population).

• New accounts are created every 6.4 
seconds. (Approximately 1.4 million 
additional users daily.) 

• There are more than 195 Social Media 
platforms worldwide. 

• The average daily usage of social media 
is 2 hours and 27 minutes and on three to 
eight platforms.  



For those with a Social Media presence, 
which platforms do you use the most?

ⓘ Start presenting to display the poll results on this slide.



Most Popular Social Media 
Platforms 

• Facebook - 2.91 billion

• YouTube – 866 million

• WhatsApp - 2 billion

• Instagram - 1 billion

• TikTok - 1 billion

• Snapchat - 347 million

• Pinterest - 431 million

• Twitter - 330 million

(Based on the Number of 
Monthly Active Users)

https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/


Medical Education and 
Twitter

• Medical Organizations on 
Twitter: 

• AIAMC 
• AAMC 
• ACGME 
• AMA
• JGME
• NEJM
• Many More…

• Medical Education Hashtags:
• #MedEd 
• #MedTwitter 
• #GradMedEd
• #GME 
• #Match2022



Graduate Medical Education 
and Social Media

• 85% of [medical residency] interviewees utilized at least 
one platform to learn more about individual programs.

• Trend toward residency programs establishing profiles 
and taking advantage of this cost-permissible 
opportunity.

• “There is recognition of social media as a valuable 
resource in influencing resident recruitment, graduate 
medical education, professional development, and 
academic scholarship, representing a paradigm shift—
from cautiously avoidant to thoughtful capitalization on 
its immense potential.”           - Economides, et al. (2019)



Our Institution:
JPS Health Network

Fort Worth, Texas 

Hospital and Community Clinics

Largest Family Medicine Residency in the Country

11 Sponsored Residencies/Fellowships (~ 215 residents)

Direct affiliations with local MD and DO Medical Schools 

More than 1 Million Patient Encounters Annually

Family Medicine Residency Ranked #4 in America 
(Doximity)

#1 Teaching Hospital in America (Washington Monthly)



Internal 
Survey: 

July 2020

0 1 2 3 4 5 6 7 8 9 10

Interview Scheduling Platform
Marketing

Online Forums
Residency Branding
Scheduling System

Virtual Evaluation of Fit
Visits: First or Second Visit Looks

Interdepartmental Collaboration
Resident Spotlights

Reliable Technology
Resident Interaction Time

Social Media
Videos

Virtual Tour
Website

In your opinion, what are the most important needs for your 
program to have a successful virtual recruitment season?

“A strong social media and web presence is a must for each individual program. Many programs we’re 
competing against have very active Facebook, Twitter, and Instagram accounts, and all of these are very 
important for reaching our target audience. Just being present on a follower’s insta feed as they’re 
casually scrolling through can provide immediate, frequent, *free* advertising that far exceeds the 
potential of email spam, mailers, and most other means of recruiting by distance. It’s meeting the 
applicants on their terms, while still maintaining professionalism.” – Family Medicine Chief Resident







Regulatory 
Issues

Local, State, and Federal Laws
• HIPAA, Open Records Acts, etc.

Institutional Policies and Procedures
• IT: access, acceptable use
• PR: photography policy

The Internet is Forever
• State Licensing Boards, ACGME, Professional 

Organizations
• Perception: Patients, Board Members, Other 

Key Stakeholders



III. Social Media
A. The following guidelines apply to any member of the workforce whose use of social media may imply any affiliation 
with JPS Health Network:

1. Personal use of social media should be limited to non-work time, and should not interfere with assigned job 
duties.
2. Use a personal (non-JPS) email address when registering with any social media platform.
3. Social media dialogue should be professional and respectful at all times. Avoid dialogue that may be construed as 
profane, racist, threatening, or otherwise disrespectful.
4. Do not share confidential or proprietary information regarding JPS patients, finances, or operations, nor share 
related documents or images.
5. Do not use, post, or associate JPS logos or trademarks with any personal views. JPS logos and trademarks must 
never signify a personal endorsement, sell a product or service, promote a cause, nor support any political views or 
candidates for public office.
6. Questions posed by community members about JPS should be referred to the Vice President of Communications 
and Community Affairs (or designee) for response.









Process 
Development 

Stakeholder    
Buy In

Guideline 
Development

GMEC Roll 
Out

Identification 
of Faculty 

Champions

Phased 
Implementation

Continuous 
Evaluation



Initial 
Hospital 
Leadership
Proposal 

• Program Faculty Champions 
(No Residents Posting)

• Training
• Posting Content
• JPS Policies
• Professionalism

• Development of 
Communication Plan:

• Target Audience
• Planned Posts

• Collaboration with 
Communications

• Strategy
• Content
• Photography/Images

• (1) Twitter
• (2) Facebook
• (3) Instagram

Platforms

• Primary: Academic Affairs 
(Institutional Level)

• Collaboration with 
Communications

Oversight

• National GME Organizations
• Mayo Clinic Social Media Toolkit

Best Practices Utilization





Guideline 
Development



Guideline
Highlights



Posting Parameters



Faculty 
“Champions”

• Only faculty may have account access and posting rights
• Complete CME training on Social Media in Healthcare
• Sign attestation form
• Ensure Academic Affairs staff always has current passwords
• Maintains open communication with Academic Affairs & 

Communications Departments
• These departments have continual oversight of all social media 

content and discretion to pull down posts if deemed questionable





• Messaging is Important. 

• Use Links. 

• Timing Is Everything

• Use Images that Grab Attention

• Engage/Interact With Your Audience

• Be Sure It Is “Mobile Friendly” 





• Messaging is Important

• Be Concise in Your Message                        
(You Only Get 240 Characters!)

• Images Increase Engagement

• Shorten Links

• Use Hashtags

• Make Sure to “@” Your 
Connections.





• It’s all about the Images                                          
(Make sure they are sized correctly!) 

• Messaging is Important

• Use Hashtags

• Tag People

• Be Timely 

• Hyperlinks Won’t Work Directly on Posts





Anatomy of a 
Bad Post 









Posting/Content Ideas
National 

GME 
Events

Specialty 
Wide 

Initiatives 

Recruiting 
Events

HolidaysResident 
Life 

Resident, 
Faculty, 
Alumni 

Spotlights

GME Office 
“Takeovers” 



How do we 
Measure the 

Impact?

Applicants: early survey results

Program

Residents

Alumni

Organizational buy-in



Lessons Learned

Communication is 
critical Relationships matter

Beware of COVID and 
hospital policies        (i.e. 
masks, social distancing, 

perceptions)

Watch out for 
backgrounds                 

(patients, PHI, etc.)

Timing is everything –
what is going on in your 

organization at large? 
City? State? Country?



Final Takeaway 

If you have to 
ask, “Can we 
Tweet this?” 

The answer is 
NO!





Contact Us

Diana Singer                                                                                                                 
(817) 702-3682                                                                                                           

DSinger@jpshealth.org

Caroline Diez
(817) 702-6771

CDiez@jpshealth.org

mailto:Dsinger@jpshealth.org
mailto:CDiez@jpshealth.org
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