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S
ocial media has become a source of dermato-
logic and treatment information for many
laypeople.1 Apart from regulations on disclosing

sponsored content and posting identifiable patient
health information, there are minimal regulations on
health-related posts on social media.1 Particularly
worrisome, social media influencers can recommend
treatments or procedures that are not evidence based,
lack efficacy, and may cause harm. Who comprises
these dermatology social media influencers? A 2020
study found that health care professionals comprise
only 38% of Instagram accounts with popular derma-
tology content, and board-certified dermatologists ac-
count for just 4%.1 Of these health care professionals,
credentials were missing for 27%.1 Thus, many self-
proclaimed social media ‘‘skin-care experts’’ or ‘‘skin-
fluencers’’ lack qualifications, and the majority of
dermatologic advice on social media is provided by
nondermatologists.2

Dermatologic advice on social media is prone to
misinformation and false claims and often features
promotional or advertised content.2 Sponsored con-
tent may create conflicts of interest, potentially
misleading patients.2 However, the problem of pro-
motional content is not limited to those outside the
health care setting; 87% of health care professionals
posting dermatology content on social media
featured self-promotional content.1

Patient health may be compromised because of
dermatologic advice received from social media. A
study of 199 YouTube videos on topical psoriasis
therapies found that the majority discussed natural
treatments (55.3%), and only 28.1% discussed ther-
apies with grade A recommendations by the
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American Academy of Dermatology.3 The popular
TikTok social media beauty trend deemed ‘‘slug-
ging,’’ which involves slathering a petrolatum-based
ointment on the skin, creates risks of acne, milia, and
increased potency of topical medications when
layered.4

Although the availability of both over-the-counter
and prescription treatment regimens for dermato-
logic conditions creates more options for patients,
this may also create confusion. For example, both
pharmacies and beauty/cosmetic stores sell acne
treatment regimens. Patients may be unaware that
dermatologic conditions such as acne are medical
conditions with potential consequences (such as
scarring, depression, etc) that are treatable in the
medical setting. This lack of understanding may
encourage patients to turn to nondermatologists for
dermatologic advice.

Dermatologic medical advice on social media
should come from reliable sources, ie, dermatolo-
gists. Social media can be used to quickly dissemi-
nate information to a large audience, posing a
unique opportunity for dermatologists and derma-
tology organizations to provide high-quality,
evidence-based education to the public and counter
misinformation. Dermatologists should be encour-
aged to use social media platforms for these pur-
poses. However, there are potential ethical concerns
of social media marketing by dermatologists; there-
fore, dermatologists should avoid promoting prod-
ucts on social media in return for compensation.5

Because health-related posts on social media can
cause potential harm, we advocate for more regula-
tions and oversight.
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As social media can be employed to monitor new
trends in public health, we also advocate familiarity
with social media dermatologic trends so that we can
combat misinformation and improve patient health
outcomes. If dermatologists are aware that patients
may be using social media for dermatologic treat-
ment decisions, we can inquire what social media
sites are being employed and recommend reliable,
evidence-based online educational sources to
patients.
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