
The 5th International Conference on Public Health 
Best Western Premier Hotel, Solo, Indonesia, February 13-14, 2019 | 548 

https://doi.org/10.26911/theicph.2019.04.52 

THE ROLE OF SOCIAL MEDIA FOR THE PHYSICIANS AND 
HOSPITALS TO IMPROVE CONSUMER ENGAGEMENT:  

A SYSTEMATIC REVIEW 
 

Nadya Aviliyani Taufik, Wahyu Sulistiadi 
 

Hospital Administration Program, Faculty of Public of Health, Universitas Indonesia  
 

ABSTRACT 
 

Background: Social media are dynamic and interactive computer-mediated commu-
nication tools that have high penetration rates in the general population in high-income 
and middle-income countries. However, in medicine and health care, a large number of 
stakeholders such as physicians and hospitals are unaware of social media’s relevance, 
potential applications in their day-to-day activities, as well as the inherent risks and 
how these may be attenuated and mitigated. This study aimed to review systematically 
the role of social media for the physicians and hospitals to improve consumer 
engagement. 
Subjects and Method: This systematic review was conducted through six steps: (1) 
Frame a question (based on a theory); (2) Run a search (on PubMed, and ProQuest); 
(3) Read the abstract and title of the individual papers; (4) Abstract information from 
the selected set of final articles; (5) Determine the quality of the information in these 
articles, which was done using a judgment of their internal validity but also using the 
GRADE criteria; (6) Determine the extent to which these articles were heterogeneous. 
The dependent variable was consumer engagement. The independent variable was 
social media for the physicians and hospitals. The keywords for this review were social 
media, consumer engagement, loyal patient, health information, and health services. 
The inclusion criteria were review, systematic review, clinical review and guidelines. 
After review process 6 articles were included in this review. 
Results: Hospital marketing strategies through social media vary in all regions of the 
world and there were differences between developing and developed countries. Social 
media was an effective strategy for the physicians and hospitals to improve consumer 
engagement.  
Conclusion: Social media is an effective strategy for the physicians and hospitals to 
improve consumer engagement.  
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BACKGROUND 

Nowadays the development of techno-

logy has developed very rapidly, for-

cing us to keep up with the times. In-

cluding in the world of health, hospi-

tals or health facilities as organizations 

must be able to adapt to changes. At 

present hospitals and clinics must pick 

up opportunities by embracing social 

media as a means for them to in-

troduce hospitals profiles or clinics to 

the public. Besides that social media is 

also used to better educate the public 

with health information, and get the 

trust and satisfaction from patients. 

The main purpose of choosing social 

media as a means of marketing by 

health care providers is to provide 
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health information, promote existing 

health services and products including 

excellent health services become the 

characteristic of the Hospital or clinic.  

Even now questions and answers 

about health tips can be done through 

social media. In all of these ways social 

media can be the main means of 

engagement between patients and 

health care provider. If the hospital or 

clinic can maintain a good relationship 

with social media users, it is possible to 

get loyal patients. Research shows that 

the use of social media by hospitals 

and physicians contributes to 

increased hospital website visitors, 

 hospital brand, and patient recruit-

ment for research projects (Zhang, 

2018). In 2007 more than 1000 social 

media were reported with more than 3 

billion active users on the internet.  

The amount of time per day used 

to access social media networks using 

the internet worldwide increases from 

90 minutes per day in 2012 to 135 mi-

nutes per day in 2017. A 2011 study 

found that both patients and physici-

ans using online facilities were increa-

sing including websites, social media 

to look for health information. In 2014 

it was reported that 87% of American 

adults use the internet and 72% of in-

ternet users reported seeking health 

information through online media 

(Campbell, 2016).  

According to Wei et al. (2018) 

among the various existing social 

media, Facebook which was created in 

2004 is the largest social network with 

2.07 billion active users every month 

around the world in 2017, followed by 

Facebook Messenger, WhatsApp, and 

YouTube. In the United States, 70% of 

hospitals use Facebook. In Western 

Europe, several hospitals in the 

Netherlands and the UK are seen as 

pioneers in adopting social media in 

the health sector, and the most widely 

adopted social media platforms by 

hospitals are YouTube, LinkedIn, and 

Facebook. Another case in China, the 

most popular social media in China is 

WeChat (67%). 

 

SUBJECTS AND METHOD 

1. Study Design 

This was systematic review study with 

the PRISMA method to search for 

journals. Data were obtain from online 

database such as ProQuest and Pub-

Med, with keywords “Social Media” 

 and  “Consumer Engagement ” and 

“Loyal patient” and “health informati-

on” and “health services”, the researc-

her found 2489 documents.  

2. Inclusion and Exclusion Crite-

ria 

The researcher limited the journal pa-

per numbers by duplication and years 

(2017 to 2018) it end up with 497 arti-

cles. The researcher limited again ba-

sed on the titles, picked 16 articles. 

However, after further reading inclu-

ding the abstract sections, the resear-

cher got 6 articles. 

 

RESULTS 

The majority of existing websites have 

a presence on social media networks, 

namely Facebook, Twitter, YouTube 

and Instagram. It is unfortunate if the 

Hospital website does not use social 

media as a medium to expand the sco-

pe of its services through online media. 

In Kuwait, only one government hos-

pital has a Twitter and Instagram acc-

ount with less than 700 followers in 

each account (Alhuwail, 2018). 
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Whereas in China, only actively using 

social media in 2017, as many as 197 

new hospitals that are best in town 

started using WeChat (67%), Sina Wei-

bo (45%) (local social media) to con-

nect with the community, this shows a 

large scale and sustainable adoption.  

In contrast to Taiwan, based on 

research in 2017, Facebook is the most 

widely used social media. According to 

Taiwan’s Institute for Information In-

dustry known Facebook was most po-

pular with 90.9% of Internet users, fo-

llowed by LINE (87.1%), YouTube 

(60.4%). From 417 hospitals, 213 (51-

.1%) already have their own Facebook 

fan pages (Po-Chin Yang, 2018). As 

with the Spanish state, almost all hos-

pitals in Spain already have a website. 

Only 5% do not have a website, and all 

of them are public hospitals. But 50% 

of the best hospitals in Spain do not 

have Facebook accounts as their social 

media. 23% share the channel with the 

Central Hospital (Hospitals Group) or 

from the channel in the health 

department where the hospital is 

located. 27% already have their own 

Facebook account.  

This percentage is almost the 

same as using a Twitter account, where 

only 26% of the best hospitals in Spain 

have their own Twitter account, 28% 

share an account with the Central 

Hospital and 46% do not have a social 

network. Only 20% use YouTube. 

Overall Twitter, Facebook and You-

Tube are the three most social net-

works in Spain (Costa-Sánchez, 2016). 

Based on research conducted in U.S., a 

previous study in 2014 found that 

99.41% (3351/3371) of hospitals had a 

Facebook page, 1713 (50.82%) having 

a Twitter, 3351(99.41%) having a 

Foursquare. Also it is known the most 

frequently used theme is the sharing of 

health information which is 35.81% 

(424/1184) of the post analyzed. The 

overall picture of the most widely used 

social media in a country can be seen 

in Figure 2. 

 

Figure 1. Diffusion of WeChat across the best tertiary hospitals over 

time (2009-2017) Source: Zhang et al. (2018) 
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Figure 2. The Most Social Media Use in a Country 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Categories of Social Media Used by Participants 

Source: Campbell et al. (2016) 

 

Other findings from the results of the 

study in US include various benefits 

and shortcomings felt by doctors in 

using social media. The 17 doctors who 

participated in this study had several 

social media network accounts includ-

ing Twitter (10), Facebook (7), Pinte-

rest (3), YouTube (2) and Tumblr (2) 
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as well as freestanding Blogs (13). 5 of 

the participants were also active in 

traditional social media such as radio, 

newspaper columns and magazines 

(Figure 3) (Campbell, 2016). 

 

DISCUSSION 

Most of the doctors expressed the opi-

nion that more benefits were felt than 

the obstacles faced in using social me-

dia. The perceived benefits of using so-

cial media include supporting careers 

or supporting their research efforts, as 

a way to improve themselves from 

reading other people's posts and 

reading the literature, increasing their 

coverage, and providing a place for th-

em to express themselves. While the u-

se of social media from the patient's si-

de is to make it easier for them to gain 

access to accurate, trusted and easily 

understood information sources, 

because social media is very easily ac-

cessible in general and can be done 

anywhere (patients do not have to go 

to the hospital to find information).  

This method is an increasing way 

of communication and speed in com-

munication while breaking the tra-

ditional way of communicating. From 

the results of various studies it can be 

seen that the adoption of Hospital 

marketing techniques through social 

media varies greatly in all regions of 

the world. In developing countries it 

seems that it has begun to adopt mar-

keting techniques through social me-

dia by building Hospital websites and 

profiling hospitals through social net-

works, although it is still limited to just 

a few hospitals (new hospitals or best 

hospitals in the country).  

The main factor that causes it is 

because developing countries are new 

to "getting to know" social media tech-

nology. There are still many hospitals 

that still use manual systems, even 

though the Hospital's information sys-

tem is running. There are still a lot of 

things needed to develop a hospital in-

formation management system inclu-

ding preparing human resources who 

are ready to accept and be able to ad-

apt to technological sophistication. 

The culture and the society of a coun-

try also influence the absorption of 

technology. As with developed coun-

tries, marketing through social media 

has long been applied in all health care 

facilities including people who have 

updated technology.  

The number of hospitals that 

already know the importance of social 

media in connecting hospitals to pa-

tients has increased and social media 

has been identified as a general 

strategy to improve communication 

between patients and doctors. In 

addition to the above reasons, social 

media is also reported to be able to 

improve communication among Hos-

pital employees, can facilitate net-

works, can increase the number of vi-

sitors to Hospital websites, can build 

Hospital images, and can be useful as 

research projects (de Belt, 2012). It 

can be concluded that Facebook is the 

social media with the largest users and 

the most frequently used throughout 

the world. This is because Facebook's 

features tend to be attractive and easy 

to use for almost all ages, easy to access 

and almost unpaid.  

Some things that benefit from 

using Facebook as a marketing strate-

gy are: (1) very easy and fast in creating 

a Facebook account, (2) Facebook 
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provide analysis to see and read inte-

ractions, demographics, and other 

feedback about the market community 

that we are targeting, (3) Facebook 

provides a "voice of the customer." 

Where communication takes place in 

two directions, this is added value wh-

en service providers and consumers 

can interact to provide feedback, (4) 

Facebook expands your reputation an-

d message of branding, (5) Facebook 

increases search engine visibility and 

user traffic, (6) Facebook is an 

advertising platform that provides 

media with target market, (7) many 

Facebook users from anywhere who 

can become prospective patients. For 

many (though not all) professions, the 

presence of Facebook presented 

correctly can prospect patients, new 

patients, referrals and repeat business 

(Griffis, 2014).  
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