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Abstract:
This paper from the Public Education and Media Relations Committee of the Pediatric Orthopaedic Society of North 
America (POSNA) provides a primer for pediatric orthopaedists on the use of social media in practice. It is an adjunct 
to the recently produced podcast focused on the same subject. Social media has proven to be a useful means for 
physicians to educate patients and colleagues, collaborate with peers, and promote causes and organizations to optimize 
overall orthopaedic patient care. In this manuscript, social media ambassador members from POSNA discuss ways to 
get started, use, and stay out of trouble when navigating the social media arena.

Key Concepts:
•	 Social media use is an emerging trend in medicine that allows interested physicians to keep current with healthcare 

news and studies, engage with peers worldwide, advocate for social causes, and humanize themselves by sharing 
personal interests.

•	 Failure for physicians to become involved in social media sacrifices opportunities in communication, advocacy, and 
education.

•	 Individual surgeon “micro-influencers” can often have greater public impact than medical societies alone.

•	 Social media allows for the wide dissemination of personal research and academic citation.

•	 Physicians should always offer social media posts professionally, with respect, kindness, and humility.
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Introduction
Social media has become an everyday part of our 
lives. It has evolved from a way to reconnect with old 
friends, digitally acquaint with new people, and find 
new areas of interest into a tool to effect social change 
and individually integrate with the larger world. It 
has become publicly ubiquitous, with 72 percent of 
U.S. adults having at least one social media account 
and 90 percent of teenagers utilizing some form of 
it.1,2 Healthcare has developed a niche within social 
media and physician utilization continues to grow, 
with 90 percent of physicians using social media for 
personal use and 67 percent using it for professional 
use.3 Social media offers the potential for physicians, 
specifically pediatric orthopaedic surgeons, to reach 
and interact with the public through a menagerie of 
ways. Yet, physicians must be aware of the uses and 
potential pitfalls unique to its use. This paper shares 
guidance and wisdom from social media ambassador 
members of the Pediatric Orthopaedic Society of 
North America (POSNA) (Figure 1) regarding 
the use of social media in pediatric orthopaedics. 
It is an accompaniment to the recently produced 
podcast episode from Peds Ortho: https://podcasts.
apple.com/us/podcast/social-media-pearls-pitfalls/
id1464797241?i=1000553455228.

Getting Started
To begin, a brief overview of social media and the 
various platforms used by physicians is warranted. Social 
media (#SM) refers to web services and applications 
where users can create personal profiles, post content, 
and interact with other users they share a common 
connection with.2 The most popular platforms include 
Facebook, Twitter, Instagram, TikTok, and YouTube.

Facebook (FB): Founded by Mark Zuckerberg, FB 
was initially used to link college students to one 
another. It is now a giant social networking site that 
allows anyone to share photos, comments, and videos 
online. Users may interact with one another or with 
groups, businesses, and celebrities by following them. 
FB makes money through advertising and a digital 
retail space; lately, the company has faced protracted 
controversy over privacy concerns.

Twitter: Created by Jack Dorsey, Noah Glass, Biz 
Stone, and Evan Williams, Twitter is a social networking 
micro-blogging service where users can post and 
interact with messages called “tweets.” Initially, all 
messages were limited to 140 characters in length, but 
currently up to 280 characters are allowed. It allows for 
grouping of posts by topic using a hashtag (“#”) that 

Figure 1. POSNA Social Media Ambassadors (left to right): Hank Chambers, MD1; Jennifer Weiss, MD2; 
Matthew Schmitz, MD3; David Bennett, MD4

1Rady Children’s Hospital San Diego, San Diego, CA; 2Southern California Kaiser Permanente 
Medical Group, Los Angeles, CA; 3San Antonio Military Medical Center, San Antonio, TX; 4Phoenix 
Children’s Hospital, Phoenix, AZ

https://podcasts.apple.com/us/podcast/social-media-pearls-pitfalls/id1464797241?i=1000553455228
https://podcasts.apple.com/us/podcast/social-media-pearls-pitfalls/id1464797241?i=1000553455228
https://podcasts.apple.com/us/podcast/social-media-pearls-pitfalls/id1464797241?i=1000553455228
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can be subsequently referenced, and users can identify 
themselves via unique “handles” that begin with “@” 
before their chosen name.

Instagram (IG): Founded by Kevin Systrom and 
Mike Krieger, IG is a photo and video sharing social 
networking application currently owned by Facebook. 
Users can upload media and edit with filters as well 
as organize by hashtags and tag other users. Besides 
singular uploads, IG also offers a “story” feature that 
provides a sequential feed to share media.

TikTok: Owned by a Chinese company, TikTok allows 
users to create and view short videos (15 seconds up to 
3 minutes) ranging across a multitude of genres such as 
pranks, trends, dances, and entertainment. TikTok is very 
popular among young users (<25 years of age) and like 
IG, is heavily used by “influencers” who can sell branded 
merchandise to the public.

YouTube: Founded by Steve Chen, Chad Hurley, and 
Jawed Karim, YouTube provides video content and 
uploads by users and is currently owned by Google. 
Users can make or follow pre-established “channels” 
that span every possible genre. Popular “YouTubers” 
can grow their channels into multi-million-dollar 
franchises. Videos can be short or full length, with the 
ability to publish full-length presentations for public 
viewing.

Getting introduced to #SM seems daunting at first: there 
is a learning curve to climb, we have busy schedules, 
privacy concerns have emerged, and you may worry 
about the self-image you will convey, among other 
barriers. However, physicians need to be involved in 
the overall #SM conversation. A recent AAOS Now 
article outlined tips for physicians getting started, 
including defining an objective for #SM use, defining 
an individual persona, having a realistic view on gaining 
followers, and engaging one’s audience.4,5 Once your 
goals are established, stick with them and be genuine 
in your content.6 Beginning through simple observation 
is a straightforward way to obtain a feel for the posts 
people make, especially when using IG or Twitter.7 Once 

comfortable with the chosen platform(s), move on to 
posting content.

Following like-minded colleagues helps to obtain an 
assessment for appropriate posts. From here, establish 
your persona. Do you want your posts to be strictly 
personal focusing on family pictures and events, do 
you want to share medical articles and links to articles 
or groups you have an interest in, or do you prefer a 
hybridized content collection? Begin to engage your 
audience by providing content, keeping in mind to 
remain respectful, kind and humble, and conduct yourself 
in a professional fashion.6 Social media can become an 
addictive behavior, so set rules for use such as a daily 
time limit or timeframe to engage. Make sure to spend 
time on other things like research, sleep, eating well, 
and spending time with friends and family.6 Dr. Schmitz 
shares, “We have a rule that you don’t do it at the dinner 
table when we’re having dinner.”

#SM Ambassador says:

I really think that we miss an opportunity to connect 
with people if we are not out there actively using 
at least one platform. Relying on our hospitals 
is a mistake, as they are interested in the whole 
enterprise, not us specifically or our departments.

—Hank Chambers, MD

Social Media Use
Patients are utilizing #SM, and physicians need to do the 
same, as avoiding #SM can sacrifice opportunities for 
communication, education, and advocacy.2 Physicians 
need to know that #SM is a strong tool to bridge the gap 
to the public. According to national surveys, the main 
goals of physicians using #SM include personal use (60 
percent), keeping up with healthcare news (40 percent), 
engaging in peer discussion (33 percent), and marketing 
their practices (20 percent).8 Another wonderful use is 
sharing patient stories and accomplishments.

Personal use is an obvious utility for #SM, as it is 
what made #SM so popular to begin with. The #SM 
ambassadors agree that FB and IG are most effective 
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for personal use, including sharing family pictures, 
exploring and posting news stories, and sharing 
spontaneous thoughts. Users can engage with other 
connected people, catch up with old friends, or 
network with new ones. IG offers a unique way of 
sharing, providing a storied format to interact with. 
#SM is a useful tool for personal catharsis. Twitter 
is an optimal option for this given its truncated post 
format. Dr. Weiss explains how this practice shares 
the “human” side of physicians: “It’s the humanity 
that’s fun. It’s important not just for up-and-coming 
medical professionals to see but patients too. I think 
humanizing physicians in this day and age is really 
important because there’s just so much angst and 
anxiety surrounding medical care.”

#SM Ambassador says:

I want people to see that being a surgeon and a mom 
does not mean that you have to be super serious all 
the time. And it does not mean you have to be super 
focused on the topic at hand all the time.

—Jennifer Weiss, MD

#SM Ambassador says:

I think it is okay to use social media as a coping 
mechanism. It should be a release at times, and it 
should be something that you enjoy doing if you are 
going to do it.

—Matthew Schmitz, MD

Social media aids busy surgeons in keeping up 
to date with health news. #SM platforms utilize 
algorithms that display content based upon previous 
user interaction such as searches and follows. News 
organizations can provide links to stories, some 
free and others requiring payment or a subscription. 
Twitter allows individuals to adopt unique “handles” 
to identify themselves and provides a way to share 
brief thoughts or share news and journal articles with 
followers.	With	the	shortened	format	(≤	280	characters	
per post), a user can readily screen what they feel is 

important. They can access and share a link to a story 
or article at large, adding personal commentary and 
opening a discussion for others. Utilizing the hashtag 
(“#”) system, users can link their own content to a 
topic and access broader content to that subject. This 
enables crosstalk between platforms. This is especially 
useful when promoting a research article. The major 
orthopaedic groups, including AAOS and POSNA, 
have active social media capabilities that can publish 
informatics linked to recent articles for users to peruse. 
Social media ambassadors are useful in this arena as 
they can actively disseminate information to a wider 
public than the specialty society alone. This will be 
discussed more later.

#SM Ambassador says:

Someone said on Twitter that “an article without a 
retweet about it is like a touchdown without kicking 
the extra point.” Sometimes you will not ever get 
your article out there unless you promote it.

—David Bennett, MD

Social media connects people with similar interests 
by tagging other users or seeing the tags of followers, 
making it a strong tool for equity and change.6 By 
connecting with surgeons from around the world, #SM 
is a great avenue to share difficult cases for discussion. 
For surgeons in the developed world, it is a great 
way to give back and help educate surgeons in less 
developed countries.7 For Dr. Bennett, this started in 
fellowship as he had a family at the time. He says, “[I] 
was not really able to do a bunch of overseas stuff, but 
I liked the idea of being able to contribute a little bit 
to the care of people who were not in a resource-rich 
environment.” Social media has also led to interaction 
between people of all levels in the healthcare industry. 
This is what has been referred to as “flattening the 
hierarchy” where every person in medicine is given an 
equal voice.2 This is especially important for minority 
physicians, giving them a stage to empower their 
voices to be heard on topics such as equal pay and 
racial justice.
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#SM Ambassador says:

We are finding that there are opportunities on social 
media, not just to represent ourselves, but to gather, 
to discuss what we love to do.

—Jennifer Weiss, MD

Social media is an easy and low-cost way to promote 
one’s practice.7-9 The exposure can increase traffic to a 
practice website, important for those in private practice. 
The accomplishments of practice partners can be 
amplified by garnering attention from a wider audience. 
Conversely, many physicians may be uncomfortable with 
explicit self-promotion and instead prefer to focus their 
#SM activities on education, connecting with peers, etc. 
Social media can also be utilized to promote and share 
the mission of groups a user is involved with. It allows 
the development of “supportive disease subcultures” that 
can make a small disease/condition larger and educate a 
broader audience about them.2

#SM Ambassador says:

I put information about our center, our physicians, 
new ideas. I update weekly about local and national 
conferences for parents and patients, I put up 
inspirational articles or memes, I make people aware 
of different, new treatments for conditions.

—Hank Chambers, MD

#SM Ambassador says:

I do a lot of promoting depending on the hat I am 
wearing at the time: a JBJS hat, a POSNA hat, an 
AOA hat. Trying to promote what folks in these 
different organizations are doing, what folks in our 
department are doing, etc.

—Matthew Schmitz, MD

For pediatric orthopaedic surgeons, our patient success 
stories make us proud, not only for the personal virtue of 
a job well done, but in being advocates for our patients 
to share how they overcame the adversity of their 

underlying condition. Dr. Schmitz reflects, “Coming 
home after a day of clinic and seeing that you have new 
followers and recognizing that they’re your patients . . . 
it’s fun to see their perspective in things.” Patient consent 
for picture use is necessary and is discussed in more 
detail later in this paper. Surgeons can be advocates for 
their patients by allowing the patient to post their stories 
and x-rays on #SM. Dr. Bennett explains, “My hospital 
has gotten involved in trying to use social media to share 
stories with families so that they know at least they have 
the resources in our area. . . . I started telling families 
from the beginning of my practice that they can take a 
picture of their own x-ray. I don’t specifically tell them 
to post anything online, but most of them do anyway.” 
Dr. Chambers shares, “I think it’s great when patients 
post their accomplishments. One of my transverse 
myelitis patients is currently on the U.S. paralympic 
tennis team and is a professional tennis player. She posts 
her pictures at Wimbledon, the French Open, and the 
Australian Open on our page which really encourages 
other kids and families that anything is possible.” Parents 
can share their stories through POSNA’s OrthoKids.org 
website under the “Community” tab. A general photo/
video release is provided for patients to grant permission 
to share their stories.10

Social Media Use for POSNA
The POSNA #SM ambassadors are in a distinct 
position to offer insight and advice for putting #SM to 
work for POSNA and pediatric orthopaedic surgeons 
stemming from their experience with other orthopaedic 
organizations.

The one #SM platform that has not received much 
attention to this point is TikTok and it is an area where 
POSNA can improve in reaching patients. Dr. Weiss 
explains the importance of TikTok: “If we want to 
educate patients, we have to go where they are, and 
TikTok is where patients are living now.” TikTok would 
be opportune for sharing basic information on pediatric 
orthopaedic conditions since it allows for posting of short 
videos. Dr. Bennett adds, “[TikTok] could be utilized 
more for the orthopaedic surgeon to give a brief summary 

http://orthokids.org/


Volume 4, Number 2, May 2022

6Copyright © 2022 JPOSNA® www.jposna.org

of different pathologies and the way they are treated. I’ve 
seen some people do that pretty effectively and they are 
getting thousands of interactions.” Such content can be 
used as a parent reassurance tool to utilize as an adjunct 
tool in the office.

POSNA already does an excellent job in promoting the 
work of their members but should continue to reach out 
and share members’ posts to add to a greater audience. Dr. 
Weiss describes how the subspecialty societies alone have a 
relatively small audience, and it is the individual physician 
members who act as micro influencers and who are ideal 
for sharing messages and information because they can 
reach more individuals. By engaging with its members, 
POSNA can secondarily reach a greater patient audience.

#SM Ambassador says:

Medical societies are unlikely to develop a big 
followership other than their members, whereas 
individual physicians grow beyond members, they 
go to patients to face that crowd. If societies want to 
amplify their voice, they need to engage with their 
followers.

—Jennifer Weiss, MD

By the very nature of the patients it represents, POSNA 
can amplify patient stories and set itself further apart 
from other orthopaedic societies. Dr. Weiss opines, 
“Where we [POSNA] can make even more of a 
difference than our sister societies is in reaching out 
to children to support them through [their condition], 
whether it’s in amplifying better care for them or it’s 
just supporting their differences. Getting their stories out 
there for them to feel like they’re not alone, I think that’s 
a really powerful piece of social media.” POSNA can 
also promote group causes for conditions that pediatric 
orthopaedists treat, specifically smaller groups that might 
not otherwise receive a lot of exposure.

#SM Ambassador says:

TikTok would be helpful in promoting causes that 
are helpful such as pediatric orthopaedic societies, 

[the] Muscular Dystrophy [Association], or [the] 
Marfan’s [Foundation]; engaging with those smaller 
groups and boosting them a little bit would be 
helpful.

—David Bennett, MD

One way POSNA (specifically JPOSNA®, POSNA’s 
journal) and other medical specialty societies can 
improve the promotion of research is using Altmetric 
scores. Altmetrics are a way to measure online attention 
and engagement and are geared towards research. An 
Altmetric score assesses posts on #SM platforms as 
well as online activity to measure the impact an article 
is registering. It is the modern way to track influence 
in the digital world, assessing impact broader than the 
secluded scholarly community.11 Dr. Schmitz explains, 
“[T]here are journals looking at Altmetrics scores based 
on how many retweets and news articles reference [a] 
paper, with early data suggesting it may correlate with 
citations. I think that there is a role for physicians to get 
out their science message by Instagram or tweeting bits 
of their articles or links to their articles. I think that’s one 
thing we’ll potentially see in the future that journals and 
societies will be more proactive in getting out research.”

#SM Ambassador says:

I am really interested in the concept of Altmetrics. 
There are journals looking at Altmetric scores based 
on how many retweets and news articles reference 
a paper, with early data suggesting it may correlate 
with subsequent citations . . . social media is a way 
to really get your message out there, doing it with a 
scientific background by linking to articles.

—Matthew Schmitz, MD

Staying Out of Trouble
Social media is useful in medical practice, but there are 
numerous examples of public officials, celebrities, and 
even physicians getting into trouble with unpremeditated 
and impromptu replies or posts. For physicians, 
specific areas of concern include patient confidentiality, 
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imprudent medical advice, and inappropriate 
self-disclosure.2

As physicians and surgeons, we want to share our 
patient stories, successful and challenging. We desire 
to empower our patients and their healthcare journey 
as well as ourselves in knowing we helped someone to 
recovery or sharing our confounding cases to improve 
our knowledge and skills. This can be achieved using 
#SM but it needs to be performed appropriately, 
beginning with patient confidentiality. The Health 
Insurance Portability and Accountability Act (HIPAA) 
is a crucial tool to keep our patients safe. HIPAA clearly 
outlines what protected health information (PHI) is and 
who can see and use this data. When posting online, it 
can be easy to take and share a spontaneous picture of 
a patient or an x-ray without knowing the repercussions 
behind it. Doing so injudiciously can carry hefty 
penalties for a hospital system and a surgeon, including 
fines, termination, and loss of license.12

To obviate this, most medical specialty societies, 
including the American Medical Association (AMA), 
the American Academy of Pediatrics (AAP), and the 
American Academy of Orthopaedic Surgeons (AAOS), 
have published best practices and requirements regarding 
patient confidentiality and HIPAA compliance.2,12,13 
These can be accessed through the links provided in the 
reference section. The #SM ambassadors offer specific 
advice related to confidentiality and HIPAA compliance. 
Dr. Weiss recommends obtaining a second set of eyes for 
posts: “Anytime I’m going to put up a tweet or Instagram 
or anything that involves a picture, I get a second set of 
eyes to make sure that I haven’t included anything in 
that picture that could identify them.” Surgeons should 
always obtain patient consent for anything that they 
consider posting on #SM.14 Dr. Bennett adds, “[My] 
hospital has a five-page consent form, and it has all the 
social media platforms that are commonly used. The 
family has to consent to all of those things, and the 
consent is scanned into the chart.” Dr. Weiss further 
advises, “If you’re going to post something about a 
patient, first get their consent, but then mask the post by 

never posting near the time you are seeing the patient as 
another layer of patient confidentiality.”

#SM Ambassador says:

Anytime I am going to put a tweet up or Instagram 
anything that involves a picture, I get a second set 
of eyes to make sure I have not included anything in 
that picture that could identify a patient.

—Jennifer Weiss, MD

Physicians need to be careful about offering unsolicited 
medical advice on #SM given the possibility of 
forming a legal patient-physician relationship, 
just as can occur during casual conversation.2 It is 
okay to respond to general medical questions, but 
physicians should be careful about giving explicit 
medical advice to individuals through specific posts 
or direct messaging.2,6,14 As physicians, we want and 
need to educate the public, as it is part of our creed. 
A straightforward way to protect ourselves for the 
medical advice we provide is to offer a disclaimer.9 This 
alerts other users that all opinions on a page or platform 
are our own and do not imply specific medical advice. 
Instead of providing advice, physicians can direct the 
public to websites such as OrthoInfo, POSNAcademy, or 
OrthoKids to offer patients a portal for present and future 
information.14 Another way to add protection is to open 
and maintain separate accounts on the #SM platforms for 
personal and professional use.14 This allows physicians 
to monitor traffic and content and prevent posts that may 
contradict their mission as well as prevent becoming a 
victim of catfishing.14

Inappropriate self disclosure2 is an essential tenet to mind 
when engaging with #SM. This pertains to personal posts 
and opinionated tweets that can come back to haunt a 
physician. Everyone on the internet can potentially see 
a post, even in ways to work around private settings. 
It is wise to pose the “what if my grandma sees this?” 
question, but reframe it as “what if my patients see 
this?”6 The AMA Code of Ethics warns that “physicians 
must recognize that actions online and content posted 
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may negatively affect their reputations among patients 
and colleagues, may have consequences for their medical 
careers, and can undermine public trust in the medical 
profession.”13 Even though #SM posts can be cathartic, 
“anonymity can breed disinhibition.”2 For physicians to 
protect themselves, Dr. Weiss advises, “If you work for 
an organization or if you are in an organization, you need 
to understand what their rules are. There may be rules 
that you are not allowed to be on social media during 
the day, in which case you cannot post while you are 
at work. It may be that they do not want you out there 
representing them at all. So, you have to know what your 
home organization believes. Dr. Bennett adds, “Anything 
I worry about or think twice about, I just delete it.”

Along these same lines, as the AMA Code of Ethics 
outlines, physicians have a responsibility to bring 
attention to any unprofessional content that their 
colleagues are posting online to that colleague.13 
Dr. Weiss shares an anecdote on the podcast about a post 
she made during the pandemic regarding vaccines and a 
colleague who acquired Covid-19 after being vaccinated. 
The vaccine regulator at her institution discussed the 
matter privately with her to bring to her attention what 
such a post could do to fuel the anti-vaccine fervor at the 
time. As Dr. Weiss ends her story, “I think we have to be 
unafraid to pull [a post] and unafraid to apologize if it’s 
something we shouldn’t have put out there in the first 
place. And that’s what I did.” Listen to the accompanying 
podcast to hear the story in its entirety.

#SM Ambassador says:

If you are young in your career, if you are posting 
about social issues or calling out a group for 
behavior that you do not agree with, there is a 
chance that you will anger that group. Make sure 
that is not the group paying your paycheck every 
week. If you want to call out a subspecialty society, 
understand that you are not going be high on the 
list when they are looking for volunteers for a 
committee position in the future.

—Matthew Schmitz, MD

Finally, avoid the temptation to get into “virtual fights.” 
Be wary of trolls that opine simply to create a reaction. 
Dr. Bennett explains, “[I]t is easy to get dragged into a fight 
with trolls. . . . It is easy to strike back, especially if they 
say something that is clearly incorrect. One of the better 
ways to deal with it is just to mute or block that person.”

#SM Ambassador says:

There are people that are going to hate whatever 
you do, and they will not be afraid to say it, and you 
cannot win those arguments. . . . Some of my loudest 
critics have been folks that do not even have social 
media accounts, which I find completely ironic. 
Some people are just going to hate it to hate it.

—Matthew Schmitz, MD

Pearls
For this closing section, the POSNA #SM ambassadors 
share pearls of wisdom regarding navigation of the #SM 
world that can be useful to those just starting out or 
seasoned veterans looking to expand their outreach.

Dr. Chambers recommends surgeons keep their #SM 
content informational, allowing their content to function 
as a supplement of resources for patients during a busy 
clinic visit. For him, this includes posting an instructional 
video for his patients on applying for Section 8 housing, 
insurance funding, and how to obtain guardianship/
conservatorship of young adult children. He also 
recommends educating patients on local and national 
events that could directly influence or affect their 
medical care. He suggests that physicians be vigilant 
in monitoring their #SM accounts to assess if people 
are advertising inappropriate content on them such as 
stem cell injections, hyperbaric oxygen treatments, etc. 
When you find these posts, he suggests having a plan for 
dealing with them. The easiest way is simply blocking 
them from your sites.

Dr. Weiss recommends that when using social media, 
you should pair with a like-minded friend or “buddy” to 
assist with promoting one another. Partnering with a user 
that already has a large following can improve exposure 
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for a surgeon, especially as they are beginning their #SM 
presence.

Dr. Schmitz recommends dipping one’s toe in the 
social media water. He encourages picking a platform, 
following friends, and seeing where it leads over a trial 
run. Start small by searching and following users who are 
interesting and then build up by adding posts and more 
elaborate content. If one does not find it attractive, it can 
be turned off.

Dr. Bennett recommends securing any #SM 
accounts in one’s name. This prevents co-opting of an 
individual’s name or handle (catfishing) and ensures 
that one’s online presence stays pure with the user. 
He recommends opening social media accounts even 
if you are not going to be an active participant and 
securing them with a strong password to ensure other 
users cannot hijack a name and cause harm by posting 
unacceptable posts.

Conclusion
Social media and its beneficial applications continue 
to grow. By having a social media presence, pediatric 
orthopaedic surgeons can continue to reach current and 
future patients, share mission and values directly with 
them, and provide an educational platform of up-to-date 
information for them. Social media provides the ability 
to collaborate more fully with peers both regionally 
and globally. By understanding best practices for social 
media use, pediatric orthopaedic surgeons can continue 
to develop and share the enrichment that patients bring to 
their everyday life.
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