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Introduction

This toolkit was developed by the American College 
of Prosthodontists. It is designed to provide 
guidance on how to get started using social media. 
You will learn about popular channels that you can 
incorporate into your professional activities. 

Social Media and the ACP

The College has been engaged with Facebook, 
Twitter, YouTube, and LinkedIn since 2009. We 
encourage our members to join us on these 
networks to strengthen the membership experience 
and spread the news about prosthodontics and oral 
health. See page 3 for the ACP’s Social Networking 
Policy.

What is social media?

Social media refers to the means of interactions 
among people in which they create, share, and/or 
exchange information and ideas in virtual 
communities and networks. Social media is an 
instrument of communication that allows for both 
output (finding information) and input (commenting 
and engaging with it). 

The social networks that people can create via 
these sites can be purely personal (i.e. friends and 
family), purely professional, or a blend of the two. 
Today, social media is widespread due to the 
instantaneous nature of the Internet and the variety 
of social media sites.

Types of Social Media Websites

Social media is a broad term, which covers a large 
range of websites. The common link between these 
sites is that you, as the user, are able to interact with 
other visitors through the website. 

Social Bookmarking: Interact by tagging websites 
and searching through websites bookmarked by 
other people.

Social news: Interact by reading articles and 
commenting on them.

Social Networking: Interact by adding friends, 
commenting on profiles, joining groups, and having 
discussions.

Social Photo and Video Sharing: Interact by sharing 

photos or videos and commenting on user 
submissions.

Wikis: Interact by adding articles and editing 
existing articles.

What can social media do for your practice?

Patients in your community are using social media 
sites everyday to follow their favorite brands, 
connect with local businesses, get special offers, 
and stay in touch with friends and family.

As a prosthodontist, you work every day to change 
people’s lives. In your office, the greeting and brief 
conversations before procedures let your patients 
know you care. This should be no different online. 
The goal remains the same — to create a safe 
community built on care and trust. Social media is 
an extension of that community.

Here are some things that social media can do for 
your practice:

Increase patient retention through brand awareness: 
By connecting with patients in between visits, you 
personalize yourself and your practice, and you stay 
on a patient’s radar. Regular posts build brand 
recognition because your posts will appear in the 
feeds of your followers. This will help patients to 
remember the name of your practice.

Increase referrals: Embracing social media will 
create a bump in referrals because social media 
builds trust and loyalty. Patients that follow you on 
social media sites are more likely to recommend 
your dental practice to their family and friends. 
Some social media sites even have the capability to 
capture reviews and recommendations. 

Reach a broad audience: When your followers 
engage with your posts, their friends (who are not 
followers or fans of your page) can see your post in 
their newsfeeds. By creating engaging content on 
social media, you are broadening your reach 
outside of your fans or followers.

One-to-Many Solution: Posting to your social media 
page is a great one-to-many solution for 
disseminating information to your patients and fans. 
Do you have a special offer on teeth cleaning, or an 
event you are participating in? Social media is a 
great way to get the word out about these types of 
announcements, specials, or events.
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# Hashtag

@

Activity Log

App

Avatar
(AVI)

Board 

Blog

Blogger 

Blog post/entry

Comments

Connect

Connection

Circles

Direct /Private Message

Discover

Favorite

On Twitter, the # symbol, called a hashtag, is used to mark keywords or topics 
in a  Tweet. It was created organically by Twitter users as a way to categorize 
messages and mark keywords. Hashtags are also used on Facebook and 
Instagram.

In Twitter, the @ symbol is used to call out usernames or handles in Tweets, like 
this: Hello @acpros! When a username is preceded by the @ symbol, it 
becomes a link to a Twitter profile. On Facebook, you can tag friends by typing 
an @ symbol followed by their name. They will receive a notification that they 
were tagged in a post.

On Facebook, this is a log that shows you all of your scheduled content, as well 
as past content posted to your page.

An app is an application that performs a specific function on your computer or 
handheld device.

Images used to represent a person. It can be an actual photo or a graphical 
representation. 

On Pinterest, this is a grouping of pins under a category you’ve created. It 
allows you to organize your thoughts, images, and websites.

A contraction of the term “weblog”. An online journal with regular entries of 
commentary displayed in reverse chronological order. They typically contain 
comments by other readers. Can also be used as a verb: to blog is to maintain 
or add content to a blog. 

A person who maintains a blog and regularly posts content to it.

Content published on a blog. Entries can include text, photos, videos, and links 
to other websites. 

User-generated feedback posted on social media sites.

On Twitter, this tab is where all mentions, replies, retweets, and favorites can be 
found.

On LinkedIn, what would be a friend or follower on other social media sites, is a 
“connection”, which indicates you and a person are connected to eachother.

Circles - or rather Google Circles - are a feature of Google+. A circle is a way of 
categorizing or grouping people based around the relationship you have with 
them. People you add on Google+ can be added as friends, family, 
acquaintances or you can add people to follow. In your Google+ account, click 
on the home menu, go to people and then add them to different circles.

On Twitter, Direct Message (or DM) allows the message to be sent privately. No 
one else can see a DM but the person it is intended for. DMs can only be sent 
between followers. On Facebook, Private Message (PM) is the same.

On Twitter, this tab is used to search for hashtags, handles (usernames), and 
keywords.

On Twitter, this is used to endorse a piece of content, similar to a Like on 
Facebook. These can be found later with the Connect tab.
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Invitation

Like

Link/URL Shortened

Mention
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Network

Page

Pin

When you follow someone on Twitter or a page on Facebook, you are 
essentially subscribing to their updates and Tweets.

These are the people who have followed you on Twitter or Facebook and can 
see your updates in their feed. You do not have to follow them in order for them 
to become your follower.

On Twitter, your following number represents the amount of other Twitter users 
you have chosen to watch or follow on the site. Google+ also allows you to 
follow other individual Google+ users. 

Friends are the people you connect with on Facebook. Friends can see your 
Facebook profile or elements of your Facebook profile depending on what you 
give them access to.

Geotagging is the process of adding geographical identification to 
photographs, video, websites, and messages.

These can be public or private and can be created by an individual or company. 
It allows users to come together and talk about a specific subject on one page.

On Twitter, this is your username that appears with an “@” symbol in front of it.

On Facebook, this is your analytics hub. You can find all post and page 
analytics here.

On LinkedIn, you can invite someone to join your network and connect with you, 
which would then make them a “connection”.

A “Like” is an action that can be made by a Facebook user. Instead of writing a 
comment for a message or a status update, a Facebook user can click the “Like” 
button as a quick way to show approval and share the message. A user can also 
“like” a fanpage to become a fan and begin receiving content from that page.  
Google + also has a similar system with the +1.

Because tweets are limited to 140 characters, it’s difficult to post long links. Link 
shorteners like TinyURL, Ow.ly, and Bit.ly take a long URL and condense it down 
to a shorter version. Clicking on the shortened link takes you to the original long  
link. 

The act of including someone’s handle (username) in your tweet. That person 
will then get a notification that they’ve been mentioned.

A news feed is a list of news posted on a particular platform. Newsfeeds exist 
on your Facebook profile page, on blogs, and on Twitter. 

Your connections and their connections on LinkedIn.

On Facebook, this is your business profile or “page” where customers can find 
your posts and business information.

An image uploaded (“pinned”) from any webpage or your own computer to a 
Pinterest board. All pins link back to their original source, so make sure you 
choose the right webpage.
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A personal page created for individual use which contains information, and 
usually includes a photo. This photo will represent you or your business. Profiles 
are the information you share about yourself when you sign up for a social 
networking site. They usually include a photo of yourself and basic information 
like personal/business interests, etc. 

A Quick Response Code (or QR Code) is a two-dimensional barcode that is 
readable with special scanners or readers. These scanners can be downloaded 
as apps onto smart phones. The code consists of black and white modules  
arranged in a square pattern that can be encoded with text, a URL, or other 
data. 

The number of people who saw your post. 

On LinkedIn, this is a way to recommend a friend/colleague, based on their 
professional experience, to anyone who views their profile.

A retweet is the process of forwarding a Twitter tweet to another user. Retweet-
ing helps to share news and build relationships with others on Twitter. 
A retweet is sometimes shortened to RT.

Really Simple Syndication allows you to subscribe to content on blogs and other 
websites, and have it delivered to you through a feed without having to visit the 
site.

Search Engine Optimization is the process of arranging your website and 
creating content that will give it the best chance of appearing near the top of 
search engine rankings. 

The main focus of all social media platforms is to share your content, thoughts 
and company voice with others. Sharing options can also be added to your site 
using to allow people to like, +1, email, tweet, or many other methods of 
endorsing or forwarding your content to others.

On Facebook, users can say what’s on their mind, check-in, tag who they’re with, 
and/or upload photos. The status update will appear on the newsfeed of their 
friends. 

Keywords attached to a blog post, bookmark, photo, or other type of content 
so that you and others can easily find them through searches. You can also tag 
people in posts and photos on Facebook.

The stream of updates on your own personal Facebook profile or page.

On Twitter, the most commonly used hashtags at that present time are 
considered trends. They can also be made to pull from a specific location.

The name given to a message posted on Twitter. Tweets are micro blog 
messages that are up to 140 characters.

Unique Resource Locator. This is the technical term for a website address.  

Short for web-based seminar, a webinar is a presentation, lecture, workshop, or 
seminar that is transmitted over the Internet. 

Wireless Fidelity. A system that allows enabled devices such as computers and 
smart phones to connect to the Internet within range of a wireless network.

Profile

QR Code

Reach

Recommendation

Retweet

RSS feed

SEO

Share

Status Update

Tag

Timeline

Trends

Tweet

URL

Webinar

Wi-Fi
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http://www.connectivity.com/blog/2015/07/im-a-dentist-why-on-earth-would-anyone-want-to-follow-me-on-facebook

Twitter

http://www.gregghone.com/twitter-for-small-business-episode-02/
http://recesslv.com/17836/4-twitter-facts-can-boost-small-business-social-media-marketing-campaign/
https://support.twitter.com/articles/166337-the-twitter-glossary#a
https://support.twitter.com/groups/50-welcome-to-twitter/topics/204-the-basics/articles/100990-signing-up-with-
twitter

YouTube

http://thecommunityword.com/online/blog/2014/03/14/10-uses-for-youtube-com-videos/
http://expandedramblings.com/index.php/youtube-statistics/#.U9AaAPldVqVa-marketing-campaign/
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http://blog.titanwebagency.com/dental-marketing-youtube

LinkedIn

http://expandedramblings.com/index.php/by-the-numbers-a-few-important-linkedin-stats/
http://help.linkedin.com/app/answers/detail/a_id/2964/~/signing-up-to-join-linkedin
http://help.linkedin.com/app/answers/detail/a_id/710/~/adding-a-company-page
http://jobsearch.about.com/od/linkedin/f/what-is-linkedin.htm
http://www.orgsource.com/sites/default/files/linkedin.pdf
http://mysocialpractice.com/2015/10/linkedin-dental-marketing-starts-with-your-profile/

Yelp

http://expandedramblings.com/index.php/yelp-statistics/
http://www.wikihow.com/Start-an-Account-on-Yelp-(for-Businesses)
http://www.yelp.com/faq#what_is_yelp

Instagram

http://en.wikipedia.org/wiki/Instagram
http://expandedramblings.com/index.php/important-instagram-stats/
https://help.instagram.com/454502981253053/
http://www.seemycity.com/10-fast-facts-about-instagram/

Pinterest

http://blogs.constantcontact.com/product-blogs/social-media-marketing/what-the-heck-is-pinterest-and-why-should-
you-care/ 
http://expandedramblings.com/index.php/pinterest-stats/
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Google+

http://www.marketingprofs.com/opinions/2014/25815/why-you-need-to-stop-avoiding-google-plus 
http://digitalunite.com/guides/social-networking-blogs/google-plus/how-join-google-plus
http://en.wikipedia.org/wiki/Google%2B
http://expandedramblings.com/index.php/google-plus-statistics/#.U_OznfnIaIg
https://help.pinterest.com/en/articles/set-your-business-account
http://whatis.techtarget.com/definition/Google-plus

Blogging

http://humanresources.about.com/od/businessblogs/a/business_blogs.htm
http://socialmarketingwriting.com/13-blogging-statistics-probably-dont-know-infographic/
http://thenextweb.com/apps/2013/08/16/best-blogging-services/
http://www.adpushup.com/blog/10-highly-actionable-blogging-statistics-and-facts/

Articles

http://mysocialpractice.com/2014/04/3-important-things-dental-social-media/
http://mysocialpractice.com/2014/02/common-threads-effective-social-media-for-dentists/
http://thielst.typepad.com/files/satisfying-your-customers-with-social-media.pdf
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Glossary

http://www.hallaminternet.com/2014/social-media-glossary/
http://www.socialmediatoday.com/content/social-media-glossary-5-major-social-networks

Other

http://greenlining.org/wp-content/uploads/2013/09/The-Art-of-Listening-Social-Media-Toolkit-for-Nonprofits.pdf 
http://socialdraft.com/dentists-need-social-media/
http://webtrends.about.com/od/web20/a/social-media.htm
http://worldental.org/dental-marketing/5-reasons-social-media-important-dentists/9939/?utm_
content=bufferc3dd6&utm_medium=social&utm_source=twitter.com&utm_campaign=buffer
http://www.dentistryiq.com/articles/2013/01/why-should-your-dental-office-engage-in-social-media-.html 
http://www.socialmediadefined.com/what-is-social-media/
https://en.wikipedia.org/wiki/List_of_social_networking_websites
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Social Networking Policy
Approved ACP Board of Directors August 2009

The College is committed to exploring and developing social media networks for the growing audience of 
ACP members and to advance the mission of the College to the public. The College will pursue social 
media outlets carefully and responsibly, while protecting the organization’s and members’ best interests. 
The objectives of the ACP social network strategy are to:

• Leverage social media networks, such as Twitter and Facebook, to add value to ACP membership.
• Build the College’s brand within the profession and with the public.
• Inform and educate the public about prosthodontics and the benefits of seeking care from a  

 prosthodontist.
• Drive patients to members’ practices.
• Utilize social media networks for recruitment and retention of ACP members.

If ACP Officers, Board members, members, and employees identify themselves as representatives of the 
College, everything these individuals post on an ACP sponsored social network site has the potential to 
reflect on the College and its image. ACP social network users may not reference any clients, customers, 
or partners without obtaining their express permission to do so, and they may not endorse products and 
services in the name of the ACP.

If ACP social networking users identify themselves as representatives of the ACP in their own personal 
blogs and other personal posts, they must post disclaimers that make it clear that the opinions expressed 
are solely those of the author and do not represent the views of the ACP.

Violation of this policy by ACP employees can result in disciplinary action, up to and including termination, 
and described in the ACP’s Employee Handbook.

The following guidelines must be followed by ACP social network users:

• Any messages that might be perceived as the “voice” or position of the College must be approved by   
  the Executive Committee.

• Any identification of the author, including usernames, pictures/logos, or “profile” web pages, should    
  not use logos, trademarks, or other intellectual property of the College, without the express approval   
  of the ACP.

• The ACP reserves the right to delete posts and entries on all of its social network sites.
• ACP social network users should not disclose any confidential or proprietary information of the ACP. 
• ACP social networks are open to the public and as such, all ACP social network users will be asked to     

    use common sense in their postings.  
  
The following disclaimer will be posted on ACP social network sites if feasible as advised by ACP legal 
counsel: 

 
All participants shall be responsible for conducting activities on the ACP Social Media discussion areas in 
compliance with all applicable laws. Participants agree to act in a professional manner and to not make 
any postings that contain offensive material, private information (including personal health information) 
about any other person or material which infringes on the rights of any other person. Participants agree to 
indemnify and hold the American College of Prosthodontists harmless from any claims or expenses arising 
from participants’ violation of these rules.
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