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Patients Prefer Medical Facts and Educational Videos
From Sports Medicine Surgeons on Social Media
Christina Freiberger, M.S., Nisha N. Kale, B.A., Madeleine E. Gallagher, B.S.,
Victoria K. Ierulli, M.S., Michael J. O’Brien, M.D., and Mary K. Mulcahey, M.D.
Purpose: To provide updated information on which sports medicine patients are most influenced by provider presence
on social media, as well as their preferences in social media platforms and content. Methods: Between November 2021
and January 2022, an anonymous online, voluntary, self-administered questionnaire containing 13 questions was
distributed to patients who had a clinic visit with 1 of 2 orthopaedic sports medicine surgeons at the same institution.
Descriptive statistics were used to analyze the data. Results: A total of 159 responses were received for a response rate of
29.5%. The most common platforms used by patients were Facebook (110; 84%), YouTube (69; 53%), and Instagram (61;
47%). Most participants indicated that it did not make a difference if their sports medicine surgeon was on social media
(N ¼ 99, 62%), and they indicated they would not travel further to see a physician who was active on social media (N ¼
85, 54%). Compared with other age groups, significantly more respondents over the age of 50 years used Facebook to
follow their physicians (47 of 60, 78%, P ¼ .012). Seventy-eight (50%) patients noted that they were interested in seeing
medical facts, whereas 72 (46%) were interested in seeing educational videos on their physician’s social media page.
Conclusions: In this study, we found that sports medicine patients prefer to see educational videos and medical facts
from their surgeons on social media, most predominantly on Facebook. Clinical Relevance: Social media is a popular
way to connect in our modern world. As the influence of sports medicine surgeons on social media grows, it is important
to understand how this is perceived by patients.
Introduction
here are nearly 3 billion users on social media.1
TSites such as Facebook, Instagram, and Twitter

enable instant communication between people all over
the world. This direct out-of-office communication has
created both challenges and opportunities for physi-
cians in connecting with their patients.2 Given the
finding that more than 50% of orthopaedic patients use
social media, researchers have begun studying the ef-
fects of social media on orthopaedic patients’ percep-
tions of their surgeons.3
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Recent studies have shown a correlation between
social media presence and higher ratings for ortho-
paedists on physician review websites.4,5 This trend
may be due in part to the U.S. health care system
shifting towards a quality-centered reimbursement
structure.6,7 As a result, younger surgeons may place a
greater emphasis on social media out of concern for
their online image being built solely off of patient re-
views. This theory is supported by Sama et al.’s findings
that sports medicine surgeons with active social media
accounts had higher overall online physician ratings.8
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Table 1. Demographics of Respondents

Demographics N %

Age, y
18-29 9 6%
30-39 13 8%
40-49 22 14%
50-59 39 25%
60-69 42 26%
�70 34 21%

Sex
Male 82 52%
Female 77 48%

Education
High school 44 28%
College graduate 67 42%
Graduate degree/masters 37 23%
Doctorate: MD, DO, DDS, DPT, PhD 11 7%

Race
White 109 69%
Black/African American 44 28%
Asian/Pacific Islander 3 2%
Indian 1 1%
Hispanic/Latino 5 3%
Other 2 1%

Distance traveled to appointments
Less than 30 miles 114 72%
30-60 miles 31 20%
60-120 miles 12 8%
120-180 miles 1 1%
Greater than 240 miles 1 1%
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Additionally, Duymus et al9 found that 39.4% of or-
thopaedic patients reported that the internet had an
influence on their choice of physician.
Among all orthopaedic subspecialties, sports medicine

patients reportedly have the highest social media use.3

In studying this population, Curry et al3 concluded
that patients who use social media are more likely to be
younger in age, research their condition before arriving
for their appointment, and travel a greater than average
distance to see a physician. In another study published
in 2010, Rozental et al10 found that among a cohort of
upper extremity patients, there was an association of
younger age, higher level of education, and computer
ownership with social networking use. Among the re-
ported users, Facebook was the most popular site, fol-
lowed by YouTube. Given the historical tendency of
social media platforms to shift in popularity, updated
studies are warranted.
The purpose of this study was to provide updated

information on which sports medicine patients are most
influenced by provider presence on social media, as
well as their preferences in social media platforms and
content. We hypothesized that patients who favored
seeing their sports medicine surgeons on social media
were more likely to be younger in age and have a
higher education level, however they would be less
likely to travel a further distance for an appointment
with a physician they knew from social media.

Methods

Survey Content and Statistical Analysis
After we obtained approval from the institutional

review board at our institution for this prospective
study (Tulane institutional review board reference #:
2021-661), an anonymous 13-question online survey
using Qualtrics (Seattle, WA & Provo, UT) was distrib-
uted via e-mail to 590 patients (Appendix Table 1,
available at www.arthroscopyjournal.org). These pa-
tients were �18 years of age and completed a sports
medicine clinic visit with 1 of 2 of the co-authors who
are fellowship-trained sports medicine surgeons be-
tween November 1, 2021, and January 31, 2022.
Follow-up e-mails were sent 2 and 4 weeks after the
initial e-mail to encourage participation. Of the 590 e-
mails distributed, 51 were returned as undeliverable,
leaving a total of 539 e-mails delivered to patients.
General questions included age range, sex, race, edu-
cation level, travel distance to appointment, social
media usage and preferred platforms (including Insta-
gram, Twitter, Facebook. Tik Tok, and YouTube). Pa-
tients also were asked if they liked seeing their
physician on social media and whether that influenced
their decision to make an appointment and travel a
further distance. Patients also were asked what social
media platform they are most likely to follow their
physician on and their preferred content (e.g., videos,
pictures, live Q&A, news). Four questions were in
multiple response format, where respondents could
choose more than one option. Therefore, percentages
may not add up to 100%.

Statistical Analysis
The deidentified survey data were analyzed with

SPSS Statistics version 27 software (IBM Corp.,
Armonk, NY). Categorical thresholds were investigated
by examining distributions of the raw data. Binomial
logistic regressions were used to determine the effects of
demographic variables on outcome variables. Univari-
ate analysis of categorical variables was performed us-
ing the chi-square test, and univariate analysis of
dichotomous variables was performed using Fischer’s
exact test. Ordinal variables were analyzed using a
ManneWhitney U test. Statistical significance was set at
an alpha level of .05.

Results

Respondent Characteristics
Of the 539 e-mails sent, 159 patients responded to the

survey (response rate: 30%). One hundred fifteen
(72%) of our patients were older than the age of 50
years. Respondents were evenly split between male
(N ¼ 82, 51%) and female (N ¼ 77, 48%). One

http://www.arthroscopyjournal.org


Fig 1. Total distribution of sports medicine patients’ social media usage.
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hundred nine (67%) patients were White, whereas 44
(28%) were Black. Forty-four respondents (28%) of
our sample indicated their highest level of education
was a high school degree, whereas 67 (42%) had col-
lege degrees, and 48 (30%) had a graduate degree,
masters, or doctorate degree (Table 1). Most re-
spondents (N ¼ 114, 72%) indicated they traveled less
than 30 miles to their appointments.

Preferences for Sports Medicine Surgeons on
Social Media
Most patients indicated that it did not make a differ-

ence to them if their physician was on social media (N ¼
99, 62%), and they indicated they would not travel
further to see a physician who was active on social
media (N ¼ 85, 54%). Ninety-three (59%) patients did
not find a physician on social media more credible. A
Table 2. Physician Preferences Among Facebook, YouTube, And

Would you like to see your physician on social media

Would you be more likely to schedule an appointment with a physician y
social media

Would you travel farther for an appointment to see a physician from soc

Would you find your physician more credible if he/she was on social me

Would you try to get to know your physician better by searching from the
media before your appointment

*Respondents used multiple response sets to indicate what social media s
not represented in this table due to low responses. As a result, values ma
smaller portion of patients noted that they would try to
get to know their physician better by searching them on
social media prior to their appointment (N ¼ 46, 29%).
More women (17 of 45, 49%) than men (9 of 25,

36%) indicated they would like to see their physician
on social media, although this difference was not sta-
tistically significant (P ¼ .095). Significantly more
women (28 of 54, 52%) than men (18 of 55, 33%) said
they would try to get to know their physician better by
searching for them on social media prior to their ap-
pointments (P ¼ .034).
Therewasa significantdifferencebetween theeducation

levels of participants and their desire to see their physicians
on social media. Significantly more patients with high
school education (12 of 17, 71%, P¼ .031) said theywere
interested in seeing their physician on social media
compared to individuals whowere college graduates (9 of
Instagram Users*

Facebook YouTube Instagram

Yes (N ¼ 25) 23 (92%) 17 (68%) 14 (56%)
No (N ¼ 21) 14 (67%) 6 (29%) 8 (38%)

ou saw on Yes (N ¼ 16) 14 (93%) 8 (53%) 8 (53%)
No (N ¼ 66) 42 (78%) 23 (43%) 27 (50%)

ial media Yes (N ¼ 21) 18 (86%) 14 (67%) 11 (52%)
No (N ¼ 67) 57 (85%) 34 (51%) 30 (45%)

dia Yes (N ¼ 9) 7 (78%) 7 (78%) 5 (56%)
No (N ¼ 75) 63 (84%) 33 (44%) 33 (44%)

m on social Yes (N ¼ 38) 36 (95%) 25 (66%) 19 (50%)
No (N ¼ 52) 41 (79%) 28 (54%) 28 (54%)

ites they used. Some social media sites (Twitter, Tiktok, and other) are
y not add up to 100%.
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28, 32%), those with graduate/masters degrees (5 of 12,
42%), or those with doctorate degrees (0 of 3, 0%).

Social Media Use Among Respondents
As reported by a multiple response set, Facebook was

the most popular social media platform among our
survey participants. One hundred ten (84%) patients
reported using Facebook, 69 (53%) YouTube, and 61
(47%) Instagram. Fewer participants used Twitter
(20%, N ¼ 26) or TikTok (16%, N ¼ 21) (Fig 1).

Social Media Influence on Patient Perception of
Providers
Patients stated they would be most likely to follow a

sports medicine surgeon on Facebook (N ¼ 60, 38%) or
YouTube (N ¼ 26, 16%). Compared with other age
groups, respondents who were older than 50 years of
age were significantly more likely to use Facebook to
follow their surgeons (47 of 60, 78%, P ¼ .012). Most
respondents who used Facebook had a college graduate
education or higher (37 of 60, 62%).
Twenty-three of 25 (92%) patients who indicated

they would like to see their surgeon on social media
used Facebook and 17 (68%) used YouTube. The ma-
jority of patients who stated they were more likely to
schedule an appointment with a surgeon they saw on
social media used Facebook (14 of 15, 93%). Most
patients who indicated they would try to get to know
their physician better by searching for them on social
media before their appointment used either Facebook
(36 of 38, 95%) or YouTube (25 of 38, 66%).
Compared with other social media platforms, a sig-

nificant majority of patients who used Facebook to
follow their physicians indicated they would search for
their physicians on Facebook prior to their appoint-
ments (23 of 44, 52%, P ¼ .012). When compared with
other social media platforms, a significant majority of
respondents indicated they would travel further to see a
physician who they knew from Facebook (13 of 22,
59%, P ¼ .004). While most respondents who indicated
they would find their physician more credible if he/she
were on social media used Facebook (7 of 9, 77%) and
YouTube (7 of 9, 77%), this difference was not statis-
tically significant (P ¼ .29) as most respondents overall
(75 of 84, 89%) did not find physician credibility to be
influenced by social media presence (Table 2).

Patient Social Media Content Preferences
As reported by multiple response set, 78 (50%) pa-

tients were interested in seeing medical facts, whereas
72 (46%) were interested in seeing educational videos
on their physician’s social media pages. In addition, 42
(27%) patients were interested in seeing live question
and answer (Q&A), 42 (27%) were interested in seeing
news-worthy research, and 40 (26%) were interested
in seeing medical pictures (Figure 2). Patients were



Fig 2. Sports medicine patients’
preferences on content they are
interested in seeing on their social
media.
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most interested in seeing educational videos on You-
Tube (42 of 69, 61%) and TikTok (13 of 21, 62%).
Patients were more interested in seeing medical facts on
Instagram (40 of 61, 66%), Facebook (64 of 110, 58%),
and TikTok (13 of 21, 62%).
More than one half of patients who were interested in

seeing their sports medicine surgeons on social media
were interested in educational video content (16 of 26,
62%) and medical facts (16 of 26, 62%). Most patients
who were willing to travel further for an appointment to
see a physician who was active on social media were
most interested in educational videos (14 of 23, 61%)
and medical facts (13 of 23, 57%). Patients who stated
they were more likely to schedule an appointment with
a physician they saw on social media were interested in
educational videos (7 of 16, 44%), medical facts (7 of 16,
44%) and live Q&A (7 of 16, 44%). Patients who would
search for their physician on social media prior to their
appointment were most interested in seeing medical facts
(31 of 46, 67%), educational videos (23 of 46, 50%), and
live Q&A (16 of 46, 35%). Patients who found their
physicians more credible if they were on social media
were most interested in seeing live Q&A content (6 of 9,
67%) and medical facts (6 of 9, 67%) (Table 3).

Discussion
Our study found that the majority of respondents did

not have a preference as to whether their physician was
on social media (62%). Of those that did use social
media, most respondents used Facebook (84%), espe-
cially patients older than age 50 years, and many used
Facebook to search for physicians before their appoint-
ment (52%). Most patients were interested in seeing
educational video content (62%) and medical facts
(62%).
Most of the patients’ responses indicated that the

presence (or lack thereof) of their orthopaedic sports
medicine surgeon on social media did not influence
their opinion of that physician, or how far they would
travel for appointments. This may provide some relief
to those surgeons concerned about their online image
following physician review websites. However, for the
surgeons who elect to use social media as a means of
communicating with their patients, it is important to
identify and discuss which patients they are most likely
to reach on social media, which platforms they are most
likely to reach patients on, and what patients’ preferred
content is. Our study found that for patients who use
social media to search for their physicians, most re-
spondents used Facebook and most were interested in
seeing medial facts and educational videos on their
physician’s social media pages.
In contrast to previous research demonstrating that

younger age and higher education level were associated
with social media use,3,10 this study found that signifi-
cantly more respondents older than 50 years of age used
Facebook to follow their physicians. However, interest-
ingly, this study found that patients with a high school
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diploma as their highest degree were significantly more
likely to prefer seeing their physicians on social media
and to search their physicians on social media prior to
their appointments. Furthermore, neither women nor
men favored seeing their physician on social media,
although women were significantly more likely to try to
get to know their physician better by searching for them
on social media before their appointments. These find-
ings suggest that surgeons may not benefit from target-
ing a specific gender on social media platforms; however,
surgeons should continue to provide content that can be
understood by all education levels.
It is also worth highlighting that, in contrast to pre-

vious research, most sports medicine patients in this
study reported they were not more likely to travel
further to see a physician they knew from social me-
dia.3 It may be speculated that this change is due in part
to the coronavirus disease 2019 travel restrictions.
Regardless, this updated insight may guide providers to
post content more relevant to patients in their location.
Among all platforms, Facebook was reported as the

most popular among sports medicine patients, which is
consistent with results of previous studies.10 Patients
older than the age of 50 years were more likely to
follow their physicians on Facebook and if they did this,
they were more likely to search their physicians on
Facebook before their appointments and travel further
to see a physician they knew from Facebook. Based on
these findings, it may be most advantageous for sports
medicine surgeons to actively post content geared to-
wards patients on Facebook.
In addition to understanding patient preferences on

social media platforms, it is important that surgeons
learn what type of content their patients prefer to see.
In gathering this information, surgeons will be able to
create posts that are geared toward patients. The results
from this study indicated that patients were most
interested in seeing educational videos on YouTube and
TikTok and medical facts on Instagram, Facebook, and
TikTok. Furthermore, patients who found their physi-
cians more credible if they were on social media, and
patients who were more likely to schedule an
appointment with a physician they saw on social media,
were interested in seeing live Q&A.
Future studies should examine the influence of other

sport medicine patient demographics, such as younger
age, geography, or economic status, on social media
use, and whether social media preferences continue to
evolve alongside internet trends.

Limitations
This study has several limitations. The response rate

was relatively low (30%), and thus results may not be
generalizable to all patients in an orthopaedic sports
medicine practice. Although the survey was distributed
to all patients in a specific period, there were a minimal
number of bounce-back emails and non-responses
which has potential to bias the data. In addition, the
low response rate could be due to the fact that a large
percentage of nonresponders are not on social media,
which is a specific population that was unable to be
analyzed in this study. Some survey variables were re-
recorded into dichotomous variables (yes/no) for the
purposes of analysis so any participants who answered
“it doesn’t make a difference to me” had to be elimi-
nated. In addition, most respondents were over 50
years of age. Therefore, the included population may
not be representative of the average sports medicine
practice. Finally, this study is a cross-sectional survey
and causal relationships cannot be inferred from the
data.

Conclusions
In this study, we found that sports medicine patients

prefer to see educational videos and medical facts from
their surgeons on social media, most predominantly on
Facebook.
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Appendix Table 1. Anonymous Survey Distributed to Sports Medicine Patients

1. What is your age?
B 18-29 years
B 30-39 years
B 40-49 years
B 50-59 years
B 60-69 years
B >70 years

2. What is your sex?
B Male
B Female

3. What is your race?
B White/Caucasian
B Black/African American
B Asian/Pacific Islander
B Indian
B Hispanic/Latino
B Other (please specify)

4. What is your level of education?
B High School
B College graduate
B Graduate degree/Masters
B Doctorate: MD, DO, DDS, DPT, PhD

5. How far did you travel to your appointment?
B Less than 30 miles
B 30-60 miles
B 60-120 miles
B 120-180 miles
B 180-240 miles
B Greater than 240 miles

6. Would you like to see your physician on social media?
B Yes
B No

7. Would you be more likely to schedule an appointment with a physician you saw on social media?
B Yes
B No

8. As a new patient, would you try to get to know your physician better by searching for them on social media before your appointment?
B Yes
B No

9. Would you travel farther for an appointment to see a physician you know from social media?
B Yes
B No

10. What social media sites do you use?
B Instagram
B Twitter
B Facebook
B Tik Tok
B YouTube

11. How long do you spend on each of these social media sites every day?
B Instagram
� Less than 30 minutes
� 30 minutes e 1 hour
� 1 -2 hours
� 2 e 3 hours
� More than 3 hours

B Twitter
� Less than 30 minutes
� 30 minutes e 1 hour
� 1 -2 hours
� 2 e 3 hours
� More than 3 hours

B Facebook
� Less than 30 minutes
� 30 minutes e 1 hour
� 1 -2 hours
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� 2 e 3 hours
� More than 3 hours

B Tik Tok
� Less than 30 minutes
� 30 minutes e 1 hour
� 1 -2 hours
� 2 e 3 hours
� More than 3 hours

B YouTube
� Less than 30 minutes
� 30 minutes e 1 hour
� 1 -2 hours
� 2 e 3 hours
� More than 3 hours

12. Which social media site would you be most likely to follow a physician on?
B Instagram
B Twitter
B Facebook
B Tik Tok
B YouTube

13. What content would you be most interested in seeing on your physician’s social media page?
B Educational videos
B Medical Pictures
B Medical Facts
B Behind the scenes as a physician
B Behind the scenes personal
B Live Q&A
B Newsworthy research
B Motivational posts
B Workelife balance
B Clinical cases
B Path to becoming a physician
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