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Introduction PATIENT PROFILE AND ADVERTISING STRATEGY Results
* Over time, researchers have directed their attention towards —_— _ » After conducting the literature search and screening relevant
comprehending the utilization patterns of dental services, aiming to <ol e Fig. 1: articles, we found 37 articles eligible for data extraction (shown
enhance the effectiveness of delivering dental care DiscOVEUTERE elen tenta) senvices with Kl In Table 1)
* There are Several Components SUCh as SOCIO-demOgraphIC faCtorS’ E)e;(;czlpllgsvly::;i\ve dental insurance E)e[\r;lti?:llclllr:esiunrjc:l;i individuals without a) tm_etsaled = ! * TWO ads were Created on the FacebOOk platform7 one as non-
household income, education level, geographical factors, etc., which " Medicaid beneficaris dental insurance i iy, ) targeted advertisement and one as targeted advertisement using
- - -pg. - * Frivately insure .
can influence dental service utilization Ethnic Background: ethnic Background: the “user” patient profile
» Understanding these factors helps the dentist in “demassing the | Caveasiens , Aftican American and Native American
. .. ] ) * Asians aged 50- * Asian aged 20-
market” 1.e., categorizing the clients into homogenous subgroups. pamT—— P r—— Table 2:
Demassing the _rnarket IS 2 vital step for tgrgeted _advert_lsmg( ) | White individuals Black women Overall reach rate 12.8% higher among targeted ads
« Targeted advertisement aids dentists to tailor their services according f'o:ng:ehf'hdoLnSj:;d _— -ReIé)gri:hucfdiic:ﬁtr:loﬁlz::—orthodoxjews Click rate 51.7% higher among targeted ads
to the client information which thereby increases the productivity® e Geogranhy Reaction rate 2.5x more (250%) among targeted
« This exploratory review Is done to identify the factors influencing * High education level + People living in food deserts ads
dental SerV|Ce ut|||zat|0n and Categonze them based on the Military personnel: Military personnel: — Conversion rate 6% targeted Vs 4% non-targeted
. . . . ‘e 09 < 09 . * Females » Black FECI'UitS, People you choose through targeting @
information from the literature into “users” and ‘ non-users”. This .+ Air Force personnel + Individuals aged 19 D)
- - - - - + Native American Audicrice gesall . _
profile will be used for targeted advertisements of dental clinics In  Hiherccaior e st Discussion
social media platforms®® Immigrants: ey Mo ood s SR i ek nd S olbie e : : :
+ Immigrants who lived longer el L e » Astudy done by Alalwan et al shows that higher interaction
10%-25% of ZIP codes (US) - - - - - apg=
Social support: with social media ads demonstrate higher intent to utilize the
People who have increased social support SerVICGS belng marketed(g)
p : What are some topics your audience might like? . . . .
Obiective . Increased denta vistations before C) » Wk are primarily considered the overall reach rate, click rate,
ke 1 To dovel o ] _ | o ey e T T | reaction rate and conversion rate as metrics since the
aﬁ b od eve ﬁp ;argete_ ?1 vertl_semdents Lljsmg | custo_:r_uze_ patient + Marl satsimaried omen) T advertisements redirect the users to the clinic website
* Education levels and healthier lifestyle .
ELO | 92_ iarse orl1t € hactors !EI uencing ent? serchel u(;' Ization f bebaviors ' . Targeted ad demonstrates higher reach to people and
ast_”. 0 exlp olre_t e possible cl)utcomes of targeted advertising for encourages people to click the link in the ad in comparison to
McGill Dental Clinic in Montrea Fig. 2: a) b) non targeted ads.
Methodolo Advertisement- 1 Advertisement- 2  People reacted more emotionally to targeted ads and showed
_ _ gy _ _ Taraeted advertisement (Non-Targeted advertisement) higher conversion compared to non targeted ads
g
* \We conducted a broad scoping of the literature using electronic .

2234 people reached 1981 people reached

databases (Medline Ovid, PubMed) and Google scholar to identify

the factors influencing the dental services utilization 0 183 Ika“Ck_S * 89 Ika“Ck.S Conclusions
« These factors were used to profile the patients into two categories- * 10 post reactions ) ClSRREICE R * From this study we understand the importance of
» ., . ., . . « 2 reshare * 0 reshare : : : :

Users” and “Non-users”. Users are patients who regularly utilize . 263 other clicks . 293 other clicks comprehending the factors associated with dental service
dental services and non-users are those patients who refrain from utilization and how it can be applied in targeted advertisements
using these services @ 73.9% Women @ 22.6% Men () 3.5% Non-Binary 8 65.9% Women [ 30.4% Men (@ 3.7% Non-Binary using social media platforms

* Inclusion Criteria: 40% s « The results show that targeted ads are better in engaging the
a) Studies done in North America users compared to non-targeted ads which implies that dentists
b) Participants age: 18-64 should focus more on using targeted ads as a strategy to
c) Participants in middle and upper middle SES . . Increase their service utilization instead of non-targeted ads
 Exclusion Criteria: °
a) Participant age below 18 or 65+ Future Directions
b) Participant in lower SES i I I I [ - Dentists can use this pilot study to modify their dental practice
* The profile created were used in targeted advertisement for McGill e ————— - - Dis =ememm—— -u_ mE_ HE_ = management to increase their clientele
dental clinic. The advertisements were posted for the period of 4 days P 1R sma Shad e Beed 1T 1B s Shad b Borhd  Further research needs to be conducted in this domain to
ACEGROUPS AGE GROUPS identify more in-depth marketing strategies
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