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Abstract
Background: Social media is changing the way in which citizens and health professionals communicate. Previous studies have
assessed the use of Health 2.0 by hospitals, showing clear evidence of growth in recent years. In order to understand if this happens
in Spain, it is necessary to assess the performance of health care institutions on the Internet social media using quantitative
indicators.
Objectives: The study aimed to analyze how hospitals in Spain perform on the Internet and social media networks by determining
quantitative indicators in 3 different dimensions: presence, use, and impact and assess these indicators on the 3 most commonly
used social media - Facebook, Twitter, YouTube. Further, we aimed to find out if there was a difference between private and
public hospitals in their use of the aforementioned social networks.
Methods: The evolution of presence, use, and impact metrics is studied over the period 2011- 2015. The population studied
accounts for all the hospitals listed in the National Hospitals Catalog (NHC). The percentage of hospitals having Facebook,
Twitter, and YouTube profiles has been used to show the presence and evolution of hospitals on social media during this time.
Usage was assessed by analyzing the content published on each social network. Impact evaluation was measured by analyzing
the trend of subscribers for each social network. Statistical analysis was performed using a lognormal transformation and also
using a nonparametric distribution, with the aim of comparing t student and Wilcoxon independence tests for the observed
variables.
Results: From the 787 hospitals identified, 69.9% (550/787) had an institutional webpage and 34.2% (269/787) had at least one
profile in one of the social networks (Facebook, Twitter, and YouTube) in December 2015. Hospitals’ Internet presence has
increased by more than 450.0% (787/172) and social media presence has increased ten times since 2011. Twitter is the preferred
social network for public hospitals, whereas private hospitals showed better performance on Facebook and YouTube. The two-sided
Wilcoxon test and t student test at a CI of 95% show that the use of Twitter distribution is higher (P<.001) for private and public
hospitals in Spain, whereas other variables show a nonsignificant different distribution.
Conclusions: The Internet presence of Spanish hospitals is high; however, their presence on the 3 main social networks is still
not as high compared to that of hospitals in the United States and Western Europe. Public hospitals are found to be more active
on Twitter, whereas private hospitals show better performance on Facebook and YouTube. This study suggests that hospitals,
both public and private, should devote more effort to and be more aware of social media, with a clear strategy as to how they can
foment new relationships with patients and citizens.
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Introduction
The Spanish health care system is one of the best ranked in the
world as far as patient safety [1], efficiency [2], and satisfaction
[3] is concerned. The health sector in Spain represents 9.5%
(118.9/1.252 USD trillion) of the gross domestic product (2.5%
for private purposes and 7% for public services). The Public
health care copes the majority of delivery of health services,
but in a recent study it was shown that private hospitals
performed 32% (1.12/3.50 million) of surgeries, responded to
21% (9.91/47.2 million) of emergencies, and took up 15% of
outpatients’ referrals (11.83/78.9 million) [4]. Moreover, in a
recent survey made on Spanish citizens looking for medical
assistance, 60% said they preferred being assisted in a public
hospital, whereas 28% preferred private hospitals [5]. This was
because they considered public hospitals to have better
technological installations, more capable physicians and nurses,
and because public hospitals provided more and better
information than private hospitals [5]. Therefore, information
plays a big role in the way citizens make their choices about
health management, and the need for information is increasing
exponentially [6]. The need for accurate information is
particularly critical when the information involves health,
well-being, and disease, especially when Internet sources are
winning the battle over traditional sources of information [7].
Internet health-related queries rose from 2010 [7-9], and they
were mainly used to support a decision, such as looking for a
second opinion or even purchasing drugs [10]. Even junior
physicians consult information provided on the Internet to
reinforce the diagnosis and treatment decisions they make on a
daily basis [11]. One example of how people use Internet sources
to assess their illness is Wikipedia [12,13], which hosts a large
quantity of information about medical data [14], even
comparable with commercial encyclopedias [15]. The easy
access and the easy-to-understand development of health topics
are turning Wikipedia into the first-choice Internet source to
find brief and clear definition of a specific term, including health
terminologies [14].
This scenario is defining a new paradigm in which health
services’ consumers and procurers (patients and health
professionals) share a new framework for information exchange
[16]. The unstoppable advance of social media in medicine is
now a reality, and it is pushing health professionals and hospitals
to learn, start, and increase their use of social media as a
communication channel. Business concepts are currently being
studied to improve marketing strategies for hospitals [17] and
to amplify health values and principles [18]. These developments
reflect the manner in which health professionals are applying
their knowledge and experience in terms of interacting with
patients [19].
Hospitals cannot control the information in social media [20];
on the other hand, patient communities have taken the lead in
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allowing the sharing of medical experiences on social media
[21], and some social media sites have empowered patients to
provide personal ratings on their health care experiences [22].
The relationship between hospital social media activity and
quality key performance indicators are still quite unexplored;
however, it has become increasingly critical to find effective
ways of communicating with the community outside clinical
environments as traditional communication channels such as
Web 1.0, electronic mail, and media campaigns are being
replaced by new communication channels [16]. Three of the
key indicators used previously are (1) the presence, defined as
the rate of health care entities with a profile or page on a social
network; (2) the use (or usage), defined as the number of posts
with content published in a time window; and (3) the impact,
defined as the capability of an entity to gain subscribers [23,24].
In this paper we present a 5-year longitudinal study on the use
of webpages and social media among public and private
hospitals in Spain to evaluate the aforementioned indicators.
Our hypothesis is that public and private hospitals perform
differently, as regards to the final target of each type of entity.
Presence, use, and impact of social media profiles have been
analyzed to determine how metrics have evolved over time and
which direction they will take in the future, by comparing the
performance of public and private hospitals over 5 years on the
3 main social networks: Facebook, Twitter, and YouTube.
Finally, results are compared with previous publications in the
United States and Western Europe. The statistical analysis of
the data allows us to confirm that there is a statistically
significant difference in the use of Twitter between private and
public hospitals. Spain is progressing well in the adoption and
use of social media, but our findings reinforce the need to
promote new forms of communication by public hospitals in
the era of social communication, by using innovative channels
to reach a bigger audience.

Methods
Study Design
A longitudinal review of hospitals that have presence on 3 of
the most popular social networks—Facebook, Twitter, and
YouTube—was conducted. For each hospital, data about the
use and user acceptation of the generated content was collected,
as well as general information about the hospital (eg, public or
private ownership).

Data Collection
The studied cohort included all the hospitals listed in the
“National Catalog of Public and Private Hospital Centers
(NHC)” maintained by the Spanish Ministry of Health and
Social Affairs [25]. The overall study cohort included 787
hospitals. Webpages (Web 1.0) and social media profiles were
discovered using contact data, such as the name of the
institution, address, and municipality on the Google search
engine. The sites were validated by accessing the search
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resulting pages manually and verifying that the content
corresponded to the appropriate hospital. Only institutional
profiles were included in the study population. Personal,
department, service, or unofficial profiles were not included.
Hospital ownership (public or private) was obtained from the
NHC. Retrieved social media profiles for each hospital were
classified as belonging to 1 of 3 social media
networks—Facebook, Twitter, or YouTube. In order to avoid
the effect of stationary events (eg, winter or summer campaigns),
the temporal window to retrieve data was fixed from January
2011 to December 2015. As in previous studies, these 3 social
networks were selected because of their popularity and the
possibility of accessing performance metrics. Data included
whether hospitals had accounts on social networks (presence),
their activity on those accounts (use), and how those activities
were received by the intended audience (impact).

Statistical Analysis
The study assessed 3 factors: presence, usage, and impact,
similar to previous studies [23,26]. The percentage of hospitals
having Facebook, Twitter, and YouTube profiles was used to
indicate the presence of hospitals on social media. Usage was
assessed by analyzing the content generated on each social
network (eg, number of tweets and videos) over the period
studied. Impact was measured by the number of subscribers for
each social media account. These 3 factors are considered
sufficient to evaluate the extent to which hospitals are present
in social media, to assess their performance on social media in
terms of communication (using number of posts), and whether
users were consuming the disseminated content by subscribing
to a particular account or channel. All these indicators were
analyzed with respect to hospital ownership: public or private.
For all the observed variables, we present the median,
interquartile range, and kurtosis value. Goodness of fit to a
normal distribution was evaluated by two techniques. First,
according to [26], a lognormal transformation was used to
approximate the skewed distribution of the variables to a normal
distribution; a nonparametric distribution was used to obtain
the raw probability density function. Both approximations were
compared with raw data to assess reliability. Independence of
public and private hospital results was assessed with the
two-sided, t student test, and Wilcoxon test (CI of 95%) for
each distribution. Statistical significance was considered for P
values under .05. MATLAB statistics toolbox (version 2016R)
was used to perform correlation, transformation, and
independence tests [24].

Results
Presence Dimension
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webpage, and 269 of them had at least one profile in one of
social networks considered in December 2015. Figure 1 shows
the evolution of Internet presence among public and private
hospitals from 2011 to 2015. Even though Internet presence
increased by more than 450.0% (787/172) and social media
presence increased ten times since 2011, there are still many
hospitals without Web 1.0 and social media profiles. However,
the correlation is strong between the evolution of hospitals with
an institutional webpage (Web 1.0) and presence in social media,
with a value coefficient of 0.949. In December 2015, from the
total number of hospitals (787) only 69.9% (550) had an official
Web 1.0 and only 34.2% (269) were present in any of the social
networks considered. Taking into account only those hospitals
with an Internet presence, up to 48% (264) of them had a profile
page in at least one of the studied social networks.
Beyond new hospital openings and new profiles on social
networks, variations in the number of hospitals (continuous line
in Figure 1) are due to modifications and updates done in the
NHC. Variations in the number of Web 1.0 pages and social
media profiles are due to the corporative acquisitions of the
owners of private hospitals and profile relabeling, resulting in
a merger of social media profiles.
The aggregated and comparative distribution of the presence of
public versus private hospitals shows that public hospitals have
less Internet presence than private hospitals, not only regarding
Web 1.0 pages where we find 24% (186) versus 29% (283) but
also in the use of social media to disseminate information on
their activities, which accounts for 33% (262) versus 60% (419).
Focusing on the presence (profiles in social media), Figure 2
shows the trend from 2011 to 2015. It shows that the creation
of profiles is very similar (correlation coefficient=.971), but
that private hospitals present a viral growth in two specific
periods (first semesters of 2013 and 2015—plain transition
means no variation and a step transition means a high transition).
Despite the fact that social media has a lower presence overall
in public hospitals, there are more public than private hospitals
using Twitter (44% vs 36%), whereas with Facebook and
YouTube, it is the opposite (31% vs 36% and 24% vs 27%).
With respect to YouTube, the presence percentage is similar
for private and public hospitals.
Data of the historical evolution of social media profiles
disaggregated by social media type and public or private
hospitals (Figure 2) confirms the previous result, and even
though there exists a strong correlation between the creations
of social media profiles, a slightly different volume is observed
depending on the social network and entity; public hospitals
have fewer profiles considering absolute numbers.

From a total of 787 hospitals identified in the NHC of the
Ministry of Health and Social Affairs, 550 had an institutional

http://www.jmir.org/2017/5/e181/

XSL• FO
RenderX

J Med Internet Res 2017 | vol. 19 | iss. 5 | e181 | p.3
(page number not for citation purposes)

JOURNAL OF MEDICAL INTERNET RESEARCH

Martinez-Millana et al

Figure 1. Evolution of Internet presence of Spanish hospitals in the period 2011-2015.

Figure 2. Evolution of social media profiles of public and private hospitals from 2011 to 2015. Facebook (FB), Twitter (TW), and YouTube (YT) and
the type of hospital are represented using a private or public token (eg, FB Private stands for private hospital Facebook profiles).
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Figure 3. Evolution of use of Twitter (left y-axis) and YouTube (right y-axis) among private and public hospitals in the period 2011-2015.

Use Dimension
Where analysis of content generation by hospitals in social
media (Figure 3) is concerned, different behavior depending on
social media and the type of entity is evident. Both public and
private hospitals seem to have the same activity in Twitter,
whereas private hospitals double the use of YouTube with
respect to the public sector.

Impact Dimension
The evolution in the number of subscribers for the studied social
networks for both private (dotted line) and public (continuous
line) hospitals is exponentially increasing (Figure 4). All the
profiles show continuous incremental growth, similar to an
exponential function. The coupled analysis of the subscribers
shows that Facebook is the most popular network, followed by
Twitter. YouTube is, by far, the social network with the lowest
subscriptions. Analysis of ownership shows that subscriptions
to Facebook private hospitals profiles are significantly higher
than those for public hospitals. With respect to Twitter
subscribers, public hospitals have almost the same number as
private and show a very similar trend of growth over the years.
This growth is proportional to the number of tweets published
by the hospitals (Figure 3). Although the number of Twitter
accounts of private hospitals is greater than public ones, the
number of people subscribed to private hospitals has been
historically lower than those subscribed to public ones, until
January 2015, when the trend reversed. Subscriptions to
YouTube are dramatically different between private to public
hospitals.
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As opposed to our findings regarding Twitter, analysis of the
evolution of Facebook profiles (Figure 2) compared with the
subscriptions (Figure 4, deep blue lines) demonstrates that the
acceptance of private hospitals profiles is greater than public
ones. From mid-2011, with a similar number of Facebook
accounts, the number of subscriptions for private hospitals is
dramatically higher than for public hospitals. Regarding videos
(Figure 3), before 2012, public hospitals published more videos
than private hospitals. However, since the end of 2011, the
number of videos posted by private hospitals has increased more
rapidly.
The position and magnitude attributes of observed variables in
Table 1 for each social network separated show a skewed
distribution. Kurtosis values (>3) confirm the leptokurtic
distribution of all the variables. A similar study in the United
States also reported skewed distribution of social media metrics
[26]. In this case, statistical analysis was conducted by
approximating the skewed distribution to a normal distribution
with a lognormal transformation. Our approach is to be as
realistic as possible without transforming raw data and using
other kinds of statistical tests that can work with nonparametric
distributions, such as the Wilcoxon signed-rank test [27]. In
Figure 5, we show an example of the raw Twitter follower
distribution for private hospitals (histogram) and superimposed
the approximation to a normal distribution by applying a
lognormal transformation (red line) and a nonparametric
distribution (blue line). The goodness of fit or the nonparametric
approach is more realistic than the lognormal transformation,
and thus, closer to the actual real values of the distribution.
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Table 1. Magnitude of the observed variables by means of median values, interquartile range, and kurtosis values for public and private hospitals with
regard to December 2015.
Variables

Facebook friends

Private hospitals

Public hospitals

Median

IQRa

K

median

IQR

K

1253

784.25-2306.75

4.329

740

341.25-2092.25

63.880

1244

641-2780

8.801

750

241-1863

15.565

895

502-1576

12.243

437.5

206-973

9.184

19

5.25-72.25

7.760

19

15.4-62

15.982

25

4.25-113.5

5.493

12

4-56.75

58.464

7386

1530-63,030

14.440

5908

1722.75-38,318.25

50.3166

(n=266,311)
Tweets
(n=250,040)
Twitter followers
(n=172,691)
YouTube videos
(n=4269)
YouTube subscribers
(n=59,506)
YouTube video replays
(n=20,488,992)
a

IQR: interquartile range.

Table 2 shows the results of the independent associations test
between public and private hospitals for the observed raw
magnitudes, by comparing the nonparametric distribution

analysis (two-tailored Wilcoxon test , alpha=.05) and the
lognormal approximation to a normal distribution (two-tailored
t student test, alpha=.05).

Table 2. Comparative table of the two-sided t student test and Wilcoxon test at a 95% CI for private and public hospital comparison on each of the
observed variables.
Variables

Facebook friends

Lognormal transformation

Nonparametric distribution

P

CI

P

z

<.001 a

25.277-32.399

.07

1.804

<.001

5.728-9.295

<.001

2.542

<.001

4.090-5.220

<.001

3.503

.20

.47

0.709

−0.232 to 1.084

.03

0.048-1.170

.51

0.647

<.001

4.8474-6.5396

.87

−0.15849

(n=266,311)
Tweets
(n=250,040)
Twitter followers
(n=172,691)
YouTube videos
(n=4269)
YouTube subscribers
(n=59,506)
YouTube video replays
(n=20,488,992)
a

Statistically significant values are given in italics.
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Figure 4. Impact evolution of private and public hospitals in social media. Facebook (FB), Twitter (TW), and YouTube (YT) and the type of hospital
are represented using a private or public token (eg, FB Private stands for private hospital Facebook profiles).

Figure 5. Twitter followers for private hospitals’ distribution (rectangles) fitting comparison between a lognormal distribution (red line) and a
nonparametric distribution (blue line).
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Discussion
Principal Findings
The Internet presence of Spanish hospitals is high (550/787,
69.9%); nonetheless, the presence on the 3 main social networks
is not as high (269/787, 34.2%) when compared with results of
previous studies in the United States and Western
Europe—which did not include Spain (Table 3).

Martinez-Millana et al
Hospitals in Spain are adopting different types of social
networks and using them to disseminate content. Considering
all the hospitals with presence on social media, we find that
Twitter had the most profiles, followed by Facebook and
YouTube. The comparison of presence, use, and impact
dimensions between public and private hospitals shows that
private hospitals have a better performance and growth on
Facebook and YouTube, whereas the growth on Twitter is
similar for both public and private hospitals.

Table 3. Comparative table of presence among social media of the outcomes of the study and literature.
Social media presence United States [26]

Western Europe [23]

Spain

2010

2014

2011

2014

2011

2014

%

%

%

%

%

%

Facebook

18

90

67

-

4

10

Twitter

16

40

40

-

3

12

YouTube

-

-

19

-

3

7

The evolution of the presence, use, and impact of Spanish
hospitals on social media is of increasing importance lately.
Although the presence of Spanish hospitals on social media is
low when compared with other countries, results of the analysis
on presence, use, and impact of hospitals profiles on social
media show that usage is constantly increasing. Since 2011, the
presence of private hospitals on the Internet has grown
exponentially. Private hospitals have deeper penetration on
Facebook and YouTube than public hospitals, especially in the
case of YouTube, where the number of subscribers is three times
that of public hospitals. These results contrast with the fact that
Spanish citizens prefer public hospitals rather than private [5].
Spanish citizens prefer public hospitals, but, could social media
campaigns affect this perception depending of the type of social
media? The answer to this question may rely on the nature of
each social media and their main type of users. Twitter users
look for an easy and quick way to gather information. It may
be the case that Spanish social media users prefer tweets from
public hospitals due to the high confidence of citizens in public
health systems (they are more likely to post health content than
advertisements) whereas Facebook and YouTube users look for
interesting multimedia content. The results of this study show
that despite Spanish citizens having an inferior impression of
private hospitals, they achieve better metrics on social media
than public hospitals. This might mean that marketing campaigns
of private hospitals and the higher investment devoted to
generating more attractive multimedia material than public
hospitals have a positive impact on users. In fact, Son Espases
[28] and Sant Joan de Deu are two hospitals that have proved
that marketing campaigns can be very effective in increasing
the presence of hospitals on social media. The case of Son
Espases hospital is very interesting. This hospital was
inaugurated in 2011 with a massive marketing campaign carried
out during its construction by a social media company. As a
result, when this hospital was inaugurated and included on the
NHC, the number of followers was significantly high,
accounting for almost 32% (3521) of Twitter subscribers of
public hospitals at that time. However, after the inauguration,
Son Espases ’ activity on social media dropped, most probably
http://www.jmir.org/2017/5/e181/
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because the social media company was no longer contracted.
This abrupt change correlated with the large decrease in tweets
produced at that time. From Figure 2, it can be seen that after
the inauguration, Twitter activity of the public hospital
maintained moderate growth, while private hospitals saw an
increased slope. This suggests how a good media campaign may
affect the visibility of a hospital, but also reveals that these
activities need to be sustained for the long term.
Similarly, Facebook and YouTube are social platforms that
allow hospitals and users to hold conversations (post and
comments) in a very different way from Twitter. A previous
study suggests that dialogue between hospitals and users (even
patients) on these social networks may be a good source of
information regarding service quality [29].
If we look at 2015, only 30.5% (96/314) of public and 36.6%
(173/473) of private hospitals are involved in at least one of the
observed social networks. This shows that hospital management
and marketing teams are not aware of the opportunity that social
media provide as an effective communication channel. The
ability to respond in real time to users and give information on
special situations or health campaigns through social media
provides a new method of collecting data and assessing the
quality of service, which is faster than traditional phone and
onsite surveys.
Statistical analysis of the variables of private and public
hospitals observed in the study, including Facebook friends,
Twitter followers, number of tweets and YouTube videos,
subscribers, and replays was performed in two stages. In the
first stage, due to the leptokurtic distribution of all the variables
(Table 1), a lognormal transformation to approximate a normal
distribution was made, following the approach used by other
authors [26]. The two-sided t student test with a CI of 95%
showed that Facebook friends, Twitter followers, and tweets
and YouTube video replays reveal a statistically significant
different behavior between private and public hospitals (P<.001),
whereas YouTube videos and subscribers showed a different,
nonsignificant behavior. These findings confirm the results of
J Med Internet Res 2017 | vol. 19 | iss. 5 | e181 | p.8
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Griffis and colleagues [26]. In the second stage, instead of
transforming data, we used a nonparametric distribution to
approximate the probability density function and a two-sided
Wilcoxon test with a CI of 95%. This time, results show that
only Twitter followers and tweets have a statistically significant
different behavior (P<.001), whereas the other observed
variables had a nonsignificant different behavior. The reason
for this difference may be that for the second-stage analysis
(nonparametric), raw data was used without performing any
transformation, which may have led to bias in the data toward
a certain direction. Nonetheless, the two-checked statistical
significance of different behaviors in the use of Twitter for
private and public hospitals confirms the hypothesis of our
study.
This study focuses on analyzing the different trends and
behaviors that public and private hospitals have in the use of
social media, but the statistical tools used to pursue this analysis
are a critical issue. This paper suggests using nonparametric
techniques such as Wilcoxon test, used before in other scientific
studies [27], which performs a better approximation to real data
than the lognormal approximation, but the authors cannot
confirm this extent.
The research question analyzed in this study is relevant in the
era of social communication. Hospitals should have a strong
presence on social media just as other entities and corporations
do, as they provide an extraordinary and innovative
instantaneous communication channel that reaches a wide
audience. Unlike traditional communication campaigns, social
media allow the release of information in new media formats
(infographics, hashtags, audio, and video), adding formal and
informal messages (eg, use of smileys) in very short time
periods. Another singular characteristic is that hospitals can
instantly assess the impact that the message or communication
campaign has regarding new subscribers, retweets, or likes. Our
study confirms that the performance on Twitter is different
between private and public hospitals (Table 2), whereas at the
same time, we observe a close evolution in the number of
subscribers for both public and private hospitals (Figure 4). The
cause may depend on the type of subscribers (age, profession,
or interests) and in the type of broadcasted content (promotion,
advertisement, or awareness).
When analyzing the performance of hospitals on social media,
the risks as well as the ethical aspects of the use of social media
in health care should also be considered. It is an important issue
that is beyond the scope of our study. Scientific literature has
addressed these issues in recent years [30], and several health
care and health professional organizations have defined rules
and policies on the use of social media. A good example is the
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American Medical Association (United States) policy, and more
specifically, the Use and Style Guidelines on Social Networks
published by the Regional Healthcare Agency of Andalucia
(Spain) [31]. In spite of the multiple benefits of social media,
there are significant risks that should be taken into account,
mainly concerning security and privacy of the users.
Broadcasters (hospitals) and consumers (patients and citizens)
are not usually aware of the size of the audience they reach
when a comment or an opinion is posted on any of the social
media. The convenience of communicating with digital friends
may lead users to publish harmful or inappropriate material that
may affect their reputation and which may be very difficult (not
to say impossible) to erase. Therefore, the use of social media
by hospitals should adhere to a high level of compliance to
published guidelines and rules from relevant organizations.

Limitations
Our findings are based on the entire population of public and
private hospitals in Spain; nonetheless, even though the data
collection method was based on previous publications, the
authors cannot guarantee the location of all the webpages and
social media profiles of the hospitals in the NHC. The fact that
social media are constantly and rapidly changing affects the
way data are collected and analyzed. Finally, some hospitals
are outliers in the way that their performance shows a
comparatively higher use and impact on social media than
others, regardless of being public or private, and this could need
further analysis, which is out of the scope of this study.

Future Work
Future work will tackle analysis of the subscribers’ public profile
and each profile on each social media, and among them, which
type of subscribers are more likely to interact with posted
content (likes, comments, shares) and which type of information
has greater or lesser impact.

Conclusions
The presence of Spanish hospitals on social media is constantly
evolving, showing an incremental growth year by year; however,
it is very low compared with hospitals in the United States and
Western Europe. Public hospitals are more active on Twitter,
whereas private hospitals have a better performance on Facebook
and YouTube. The Spanish health care system needs to maintain
a high-ranking position, and to do so, this study suggests that
hospitals, both public and private, should devote more effort to
and be more aware of social media. The study conclusion is that
private hospitals and public hospitals show statistically
significant different behaviors in their use of Twitter (number
of tweets and number of followers).

Acknowledgments
The authors wish to acknowledge the ITACA Institute (Universitat Politècnica de València) for making possible the publication
of this paper through the Excellence Support program for the publication in high-impact international journals.

Conflicts of Interest
None declared.
http://www.jmir.org/2017/5/e181/

XSL• FO
RenderX

J Med Internet Res 2017 | vol. 19 | iss. 5 | e181 | p.9
(page number not for citation purposes)

JOURNAL OF MEDICAL INTERNET RESEARCH

Martinez-Millana et al

References
1.

2.
3.
4.

5.
6.
7.
8.

9.

10.
11.

12.
13.

14.
15.
16.
17.
18.

19.
20.
21.

22.

23.
24.
25.

Drösler SE, Romano PS, Tancredi DJ, Klazinga NS. International comparability of patient safety indicators in 15 OECD
member countries: a methodological approach of adjustment by secondary diagnoses. Health Serv Res 2012 Feb;47(1 Pt
1):275-292 [FREE Full text] [doi: 10.1111/j.1475-6773.2011.01290.x] [Medline: 21762143]
Chatal O Health status determinants: lifestyle, environment, health care resources and efficiency, OECD economics
department working papers, no. In: Health Care Systems: Efficiency and Policy Settings. Paris: OECD Publishing; 2008.
Deaton A. Income, health, and well-being around the world: evidence from the Gallup World Poll. J Econ Perspect 2008
Mar;22(2):53-72 [FREE Full text] [doi: 10.1257/jep.22.2.53] [Medline: 19436768]
Spanish Government Official Sociological Research Center (CIS) Health Barometer 2015. Gob. Madrid: Ministerio de
Sanidad; 2016. Ministerio de Sanidad, Servicios Sociales e Igualdad, Secretaría General de Sanidad y Consumo URL: http:/
/msssi.gob.es/eu/estadEstudios/estadisticas/BarometroSanitario/home_BS.htm [accessed 2017-05-06] [WebCite Cache ID
6qGipC5Oi]
Fundación IDIS. Primer Barómetro de la sanidad privada URL: http://www.fundacionidis.com/wp-content/uploads/2012/
05/InformeIDIS_Barometro.pdf [accessed 2017-03-08] [WebCite Cache ID 6oowSChtL]
Murugesan S. Understanding web 2.0. IT Prof 2007 Jul;9(4):34-41. [doi: 10.1109/MITP.2007.78]
Wang L, Wang J, Wang M, Li Y, Liang Y, Xu D. Using Internet search engines to obtain medical information: a comparative
study. J Med Internet Res 2012;14(3):e74 [FREE Full text] [doi: 10.2196/jmir.1943] [Medline: 22672889]
Powell J, Inglis N, Ronnie J, Large S. The characteristics and motivations of online health information seekers: cross-sectional
survey and qualitative interview study. J Med Internet Res 2011 Feb;13(1):e20 [FREE Full text] [doi: 10.2196/jmir.1600]
[Medline: 21345783]
Kummervold PE, Chronaki CE, Lausen B, Prokosch H, Rasmussen J, Santana S, et al. eHealth trends in Europe 2005-2007:
a population-based survey. J Med Internet Res 2008;10(4):e42 [FREE Full text] [doi: 10.2196/jmir.1023] [Medline:
19017584]
Atkinson NL, Saperstein SL, Pleis J. Using the internet for health-related activities: findings from a national probability
sample. J Med Internet Res 2009;11(1):e4 [FREE Full text] [doi: 10.2196/jmir.1035] [Medline: 19275980]
van Uden-Kraan C F, Drossaert CH, Taal E, Seydel ER, van de Laar MA. Participation in online patient support groups
endorses patients' empowerment. Patient Educ Couns 2009 Jan;74(1):61-69. [doi: 10.1016/j.pec.2008.07.044] [Medline:
18778909]
Heilman JM, Kemmann E, Bonert M, Chatterjee A, Ragar B, Beards GM, et al. Wikipedia: a key tool for global public
health promotion. J Med Internet Res 2011;13(1):e14 [FREE Full text] [doi: 10.2196/jmir.1589] [Medline: 21282098]
Callis KL, Christ LR, Resasco J, Armitage DW, Ash JD, Caughlin TT, et al. Improving wikipedia: educational opportunity
and professional responsibility. Trends Ecol Evol 2009 Apr;24(4):177-179. [doi: 10.1016/j.tree.2009.01.003] [Medline:
19269059]
Friedlin J, McDonald CJ. An evaluation of medical knowledge contained in wikipedia and its use in the LOINC database.
J Am Med Inform Assoc 2010 May;17(3):283-287 [FREE Full text] [doi: 10.1136/jamia.2009.001180] [Medline: 20442145]
Giles J. Internet encyclopaedias go head to head. Nature 2005 Dec 15;438(7070):900-901. [doi: 10.1038/438900a] [Medline:
16355180]
Eysenbach G. Medicine 2.0: social networking, collaboration, participation, apomediation, and openness. J Med Internet
Res 2008;10(3):e22 [FREE Full text] [doi: 10.2196/jmir.1030] [Medline: 18725354]
Thaker SI, Nowacki AS, Mehta NB, Edwards AR. How U.S. hospitals use social media. Ann Intern Med 2011 May
17;154(10):707-708. [doi: 10.7326/0003-4819-154-10-201105170-00021] [Medline: 21576547]
Ogilvy Public Relations. Using social media platforms to amplify public health messaging URL: http://socialchange.
ogilvypr.com/using-social-media-platforms-to-amplify-public-health-messaging/ [accessed 2017-03-08] [WebCite Cache
ID 6oowffMTu]
Wiener L, Crum C, Grady C, Merchant M. To friend or not to friend: the use of social media in clinical oncology. J Oncol
Pract 2011 Dec 27;8(2):103-106. [doi: 10.1200/JOP.2011.000357]
Kamel BM, Wheeler S. The emerging Web 2.0 social software: an enabling suite of sociable technologies in health and
health care education. Health Info Libr J 2007 Mar;24(1):2-23. [doi: 10.1111/j.1471-1842.2007.00701.x] [Medline: 17331140]
Clark C. Health Leaders Media. Tweet smears hospital's discharge incentive campaign URL: http://www.
healthleadersmedia.com/quality/tweet-smears-hospitals-discharge-incentive-campaign [accessed 2017-03-08] [WebCite
Cache ID 6oowthEhF]
Greaves F, Pape UJ, King D, Darzi A, Majeed A, Wachter RM, et al. Associations between Internet-based patient ratings
and conventional surveys of patient experience in the English NHS: an observational study. BMJ Qual Saf 2012
Jul;21(7):600-605. [doi: 10.1136/bmjqs-2012-000906] [Medline: 22523318]
Van de Belt TH, Berben SA, Samsom M, Engelen LJ, Schoonhoven L. Use of social media by Western European hospitals:
longitudinal study. J Med Internet Res 2012;14(3):e61 [FREE Full text] [doi: 10.2196/jmir.1992] [Medline: 22549016]
Mathworks. MatlabTM URL: http://www.mathworks.com/ [accessed 2017-03-08] [WebCite Cache ID 6oox5uEQD]
Gob. 2015. National Hospitals Catalog URL: https://www.msssi.gob.es/ciudadanos/prestaciones/centrosServiciosSNS/
hospitales/docs/CNH2016.pdf [accessed 2017-05-06] [WebCite Cache ID 6qGjGKBze]

http://www.jmir.org/2017/5/e181/

XSL• FO
RenderX

J Med Internet Res 2017 | vol. 19 | iss. 5 | e181 | p.10
(page number not for citation purposes)

JOURNAL OF MEDICAL INTERNET RESEARCH
26.

27.
28.
29.
30.

31.

Martinez-Millana et al

Griffis HM, Kilaru AS, Werner RM, Asch DA, Hershey JC, Hill S, et al. Use of social media across US hospitals: descriptive
analysis of adoption and utilization. J Med Internet Res 2014;16(11):e264 [FREE Full text] [doi: 10.2196/jmir.3758]
[Medline: 25431831]
Rosner B, Glynn RJ, Lee MT. The Wilcoxon signed rank test for paired comparisons of clustered data. Biometrics 2006
Mar;62(1):185-192. [doi: 10.1111/j.1541-0420.2005.00389.x] [Medline: 16542245]
Official Web of Son Espases Hospital. URL: http://www.hospitalsonespases.es/index.php?lang=es [accessed 2017-05-06]
[WebCite Cache ID 6qGj1qNLN]
Timian A, Rupcic S, Kachnowski S, Luisi P. Do patients “like” good care? measuring hospital quality via facebook. Am
J Med Qual 2013;28(5):374-382. [doi: 10.1177/1062860612474839] [Medline: 23378059]
Gholami-Kordkheili F, Wild V, Strech D. The impact of social media on medical professionalism: a systematic qualitative
review of challenges and opportunities. J Med Internet Res 2013 Aug;15(8):e184 [FREE Full text] [doi: 10.2196/jmir.2708]
[Medline: 23985172]
Redsaludandalucia. Guidelines on use and style in social networks from the Regional healtchcare system of Andalucia
URL: http://www.redsaludandalucia.es/sites/default/files/guiav1.pdf [accessed 2017-03-08] [WebCite Cache ID 6ooxXtmrE]

Abbreviations
FB: Facebook
IQR: interquartile range
NHC: National Hospitals Catalog
TW: Twitter
YT: YouTube

Edited by G Eysenbach; submitted 07.10.16; peer-reviewed by G Giunti, S Kachnowski, I de la Torre, E Gabarron; comments to
author 04.01.17; revised version received 26.01.17; accepted 27.03.17; published 23.05.17
Please cite as:
Martinez-Millana A, Fernandez-Llatas C, Basagoiti Bilbao I, Traver Salcedo M, Traver Salcedo V
Evaluating the Social Media Performance of Hospitals in Spain: A Longitudinal and Comparative Study
J Med Internet Res 2017;19(5):e181
URL: http://www.jmir.org/2017/5/e181/
doi:10.2196/jmir.6763
PMID:28536091

©Antonio Martinez-Millana, Carlos Fernandez-Llatas, Ignacio Basagoiti Bilbao, Manuel Traver Salcedo, Vicente Traver Salcedo.
Originally published in the Journal of Medical Internet Research (http://www.jmir.org), 23.05.2017. This is an open-access article
distributed under the terms of the Creative Commons Attribution License (http://creativecommons.org/licenses/by/2.0/), which
permits unrestricted use, distribution, and reproduction in any medium, provided the original work, first published in the Journal
of Medical Internet Research, is properly cited. The complete bibliographic information, a link to the original publication on
http://www.jmir.org/, as well as this copyright and license information must be included.

http://www.jmir.org/2017/5/e181/

XSL• FO
RenderX

J Med Internet Res 2017 | vol. 19 | iss. 5 | e181 | p.11
(page number not for citation purposes)

