
 

 

 

 

 

 

 

 

 

 

Social Media Guidance for Dermatologists and 

Dermatology Trainees 

Introduction 

This document provides guidance to members of the British Association of Dermatologists (BAD) 

regarding the risks and benefits of engagement with social media. Our guidance is not 

exhaustive and should be used in conjunction with other sources including guidance from the 

General Medical Council (GMC), the British Medical Association (BMA), and the Advertising 

Standards Agency (ASA). It specifically addresses some issues relevant to dermatology trainees 

and has been co-developed with the Dermatology Specialist Advisory Committee (SAC). 

We encourage all members of the BAD to first read the GMC’s guidance on doctors’ use of social 

media and the BMA’s ethics of social media use. Anyone advertising on social media, including 

those being paid to advertise goods and services, should read the ASA’s guidance on social 

media and influencer marketing. You should also be aware of any social media policies from 

employing NHS trusts and other relevant institutions. 

What do we mean by social media? 

Social media can be defined as any website or platform that is based on user participation and 

interaction, content-sharing and collaboration. This includes websites and apps dedicated to 

forums, microblogging, social networking, social curation, wikis, and group messaging. Instagram, 

LinkedIn, Facebook, TikTok, X (formerly known as Twitter), YouTube, WhatsApp and Wikipedia are 

examples of social media channels and platforms, there are many more. 

Why use social media? 

It is a reality of modern life that many of those working in clinical medicine and research have a 

professional or personal presence on social media. Among the many benefits are the 

opportunity to promote your work, professional networking, engagement in discussions about 

healthcare and research, and improvement of the public’s understanding in these areas – by 

both providing accurate information and addressing misinformation. However, it is imperative 

that such activity is done in accordance with professional standards and regulations.  

Meeting professional standards 

Social media websites can be informal and fast-moving, even small accounts can reach huge 

numbers of people under the right circumstances. Although this can be beneficial and 

rewarding, you should always maintain professional standards.  

The GMC guidance Doctors’ use of social media outlines the standards that doctors are expected 

to meet when using social media. These standards are the same as those expected from face-

to-face communication, but, as the GMC notes, using social media creates new circumstances in 

which the established principles apply. These principles include: 

https://www.gmc-uk.org/professional-standards/professional-standards-for-doctors/using-social-media-as-a-medical-professional/using-social-media-as-a-medical-professional
https://www.gmc-uk.org/professional-standards/professional-standards-for-doctors/using-social-media-as-a-medical-professional/using-social-media-as-a-medical-professional
https://www.bma.org.uk/advice-and-support/ethics/personal-ethics/ethics-of-social-media-use
https://www.asa.org.uk/advice-online/recognising-ads-social-media.html
https://www.asa.org.uk/advice-online/recognising-ads-social-media.html
https://www.gmc-uk.org/professional-standards/professional-standards-for-doctors/using-social-media-as-a-medical-professional/using-social-media-as-a-medical-professional
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• Treat colleagues fairly and with respect 

• Maintain patients’ and the public’s trust in you and the profession 

• Maintain patient confidentiality 

• When advertising, ensure information is factual 

Remember, all online communications are subject to the same laws of copyright and 

defamation as written or verbal communications. 

For more detail, read the full guidance. 

Patient consent and confidentiality 

You should never discuss your patients, their condition, or their treatment on any of your social 

media channels without clear permission to do so. The principles of consent apply to posts you 

share on any of your social media channels, even personal ones.  

Be wary of unintentional disclosures of information. You should also be aware that while 

individual pieces of information may not represent a breach of confidentiality on their own, it 

may still be possible, when combined with other information available online, to identify the 

patient or someone close to them. 

When using pictures of patients online you must obtain patient consent and ensure that you are 

following GMC guidance.  

Once information is published online it can be impossible to remove. 

Maintaining boundaries 

When using social media, avoid blurring professional and personal boundaries.  

The boundary will vary depending on the social media channel and the circumstances, so use 

your professional judgment. We advise against accepting ‘friend requests’ (or similar 

connections) from patients on personal accounts; where possible you should redirect these 

requests to any professional accounts that you maintain. You should also avoid advising or 

diagnosing patients via social media on an individual basis – this is different to publishing health 

information for a broad audience.  

It may be appropriate to address inaccuracies on some social media sites but maintain a 

professional attitude and present information in a factual non-confrontational manner. Avoid 

polarising situations and check your own emotions.  

Privacy and safety on social media  

When you are using social media, your confidentiality is not guaranteed. Patients, your employer, 

and potential future employers may be able to access your personal information. Always 

exercise caution online.  

Review your privacy settings on social media, particularly who can view and reply to your posts, 

and your location settings. However, remember even strong privacy settings do not guarantee 

privacy.  
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Influencing, advertising and conflicts of interest 

The term ‘influencer’ is a broad one, but in a social media context it means someone who can 

influence the behaviour of other social media users, often, but not exclusively, in terms of the 

goods or services that they buy. The term usually reflects an established online credibility and a 

large follower count.  

Having a small follower count does not preclude being an influencer, all social media users who 

identify themselves publicly as healthcare professionals should consider themselves as potential 

influencers. This is due to the implied credibility of healthcare professionals – surveys repeatedly 

show that nurses and doctors are the UK’s most trusted professions.   

The nature of dermatology means that many brands and companies seek dermatologists or 

aesthetics experts to promote their products. If you engage in this activity, be aware of your 

responsibilities. For specific guidance for Dermatology Trainees see the section below.  

Any influencer marketing or adverts should be clearly identifiable. This includes any promotion 

of brands, products, or services where there has been a form of payment (monetary or 

otherwise) or where a brand has editorial control over the content of social media posts. 

You should be open about any conflicts of interest where relevant. You are also required to 

follow regulations on social media marketing. You should consider if it is appropriate to promote 

the product in question; this is a matter of your own professional judgment. Engage in reflective 

practice and consider your blind spots and potential unintended consequences. 

Names and job titles 

The GMC guidance is that if you identify yourself as a doctor, you should also identify yourself by 

name.  

Public understanding of medical qualifications and job titles is poor. We encourage all healthcare 

professionals to be clear about their qualifications and expertise on public professional 

channels. Avoid vague terms, such as ‘skin expert’. 

Dermatology trainees 

As with all healthcare professionals, dermatology trainees should be mindful of social media 

engagement when using their professional credentials. Many dermatology trainees will have 

grown up using social media routinely and as ‘digital natives’ can bring a lot of value to 

dermatology social media discussions.  

Be aware that there can be friction between social media norms and communication styles and 

the professional standards expected of you. Consider whether you need to create new accounts 

or delete past posting history on old accounts if you are using them for professional purposes. 

Although the dissemination of accurate information on social media sites may be useful and 

seem informal, if you are using your professional knowledge and credibility to do so, ensure you 

deliver it in an appropriate manner. Be able to justify any activity with your Educational 

Supervisor, Training Programme Director and Postgraduate Dean. If in doubt, please seek 

advice. If you are actively promoting dermatology content on social media, you should inform 

your Educational Supervisor. 

https://www.asa.org.uk/advice-online/recognising-ads-social-media.html
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Dermatology trainees with a flair for social media are attractive digital ambassadors to brands. 

However, our recommendation is that trainees should not be involved in promotional work for 

companies and brands relating to dermatology on social media. Your trainee status means you 

are developing your dermatological knowledge and professional judgment both of which are 

necessary when considering the appropriateness of such partnerships. You also have a 

responsibility towards your colleagues to consider the impact that such partnerships have on 

the reputation and credibility of the specialty.  

Essential reading 

GMC: Doctors’ use of social media 

BMC: Ethics of social media use  

BMA: Social media, ethics and professionalism 

BMA: Social media practical guidance and best practice 

ASA: Social media and influencer marketing 

 

https://www.gmc-uk.org/-/media/documents/gmc-guidance-for-doctors---doctors-use-of-social-media_pdf-58833100.pdf
https://www.bma.org.uk/advice-and-support/ethics/personal-ethics/ethics-of-social-media-use
https://www.bma.org.uk/media/1851/bma-ethics-guidance-on-social-media-2018.pdf
https://www.bma.org.uk/media/1852/bma-social-media-practical-guidance-2018.pdf
https://www.asa.org.uk/advice-online/recognising-ads-social-media.html

