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VISUAL RESOURCES IN DENTISTRY COMMERCIAL
ADVERTISEMENT TARGETING DENTISTS AS
CONSUMERS

Visual elements have become indispensable in dental advertisements, with images,
typography, and logos playing vital roles as rhetorical devices. These visuals expedite
decisionmaking by offering a quick, comprehensive overview of products and services, fostering
trust and professionalism among dental practitioners. Verbal information and numerical data are
complemented by visual resources in approximately 96% of the advertisements, where
typographical features are strategically used to draw attention to critical information. Logos,
serving as self-mention metadiscourse devices for manufacturers, contribute to brand recognition
and identity. Visual elements are integral to dental commercial advertisements targeting dental
professionals, offering both aesthetic appeal and semantic depth.

Key words: visual resources, rhetoric devices, persuasiveness, argumentation, print
advertisement.

Bizyanvhi enemenmu cmanu He3amMiHHUMU 8 CMOMAMOIOIYHIL PEeKIami, a 300paxrcenHs,
munozpagika ma 1020munu 8idicparoms HCUMMEBO BAICIUBY POIb K pumopuyri zacoou. Lli
BI3VANIbHI eeMeHmu CNpUsIOmb WEUOKOMY NPUUHAMMIO PiuieHb, NPONOHYIOYU 8CeDIYHULL 0270
npooyKmie i nociye ma nioKpeciowodu ixni Hezanepeuni nepesacu. Bepoanvha inghopmayis ma
yughposi Ooami 0onoenwIOMbCA GI3yarbHUMU pecypcamu npubausno 6 96% npoananizosanux
PeKNamMHux nogioomienv. Bizyanvui pecypcu exmouarome munocpagixy (Koaip, mun i po3mip
wpugmy, mowo), 300paAdsCEHHA PEKIAMOBAHO20 NPOOYKMA, PemHeeH- 300padceHHs, AKi
BUKOPUCMOBYIOMbCAL OJisl NPUBEPHEHHS Y8aA2U 00 KPUMUYHO 8axcaueoi ingopmayii. Jlocomunu,
CyeylouUu  MemaoucKypCuSHUMU  3acodamu  camos2ady8anHs O BUPOOHUKIE, CHpUAIOmMb
BNI3HABAHOCMI MA 3POCMAHHIO [0eHmuyHocmi Opendy. Bizyanvni enemenmu € Hegio'emHo0
YACMUHOI0 KOMEPYIUHOI peKiamu CmomMamolo2iyHUux moseapis, opienmosanoi Ha npogecionanis, i
Haoaroms NOBI0OMIEHHIO eCMemu4HOi NPUBAOIUBOCMI MA CMUCTIO80I 2IUOUHUL.

Knrouosi cnosa: sizyanvhi pecypcu, pumopudti nputiomu, NepeKoHauicmy, apeyMeHmayis,
OpPYKOBAHA peKnama.

As professional communication assumes an increasingly vital role in social
interactions, it has gained significant attention in interdisciplinary research on a
global scale. While there exists an abundance of studies highlighting various facets
of medical texts, genres, and discourse, there has been a notable dearth of research
that closely examines the linguistic, stylistic, and pragmatic characteristics of the
genre of dentistry commercial advertisements, particularly those targeting dental
professionals (i.e., materials related to dental practice that are published, displayed,
distributed, or utilized by dental practitioners).

With the starting of the usage of advertising as an influence and persuasion
tool in mass communication, the role of advertisement becomes more important and
advertisers use different persuasion techniques to place advertising messages to the
mind of their target audiences. In this process, visual elements become important
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tools of advertisements and especially with using visual figures as rhetorical devices,
advertisers try to communicate much more accurately and effectively [2, p. 53].

Understanding the mechanisms engendered in advertising within the
professional context and the participants’ roles in the context enable not only to
create more sophisticated and persuading professional advertisements in terms of
commerce, but to protect and support the public interest of dental community. The
dental industry employs a range of visual strategies to captivate its professional
audience. Visuals expedite decision-making by providing a quick, comprehensive
overview of products or services. The purpose of this study is to explore visual
reader-oriented strategies employed in the dentistry commercial advertisements.

We investigated40 printed advertisement samples from highly reputable
special journals (both printed and e-format on the journal websites) “The Journal of
American Dental Association”, under the heading Professional Product Review,
“British Dental Journal” (BDJ), heading Product News, “Dentistry Today” under the
heading Industry News, Product Highlights for 2017 — 2022. The identification and
analysis of the visuals employed in the advertisements is grounded on the Kress van
Leeuwen framework [3].

The role of visual (graphic) elements in constructing the meaning of different
texts is being extensively discussed now. High-quality visuals in dental
advertisements can convey a sense of precision, and attention to detail, instilling trust
in dental practitioners [1, p. 123]. In this study we share the view of E. Kumpf [4],
C. Mancini [5], G. Kress [3] on non-verbal elements as framing metadiscourse
because they represent an important way by which authors structure their discourse
for particular readers and guiding their thinking in the direction the author wishes to
flow.

Verbal information and numerical data in about 96% of advertisements
investigated are underpinned and complemented by visual rhetoric. The latter
includes typographical resources, imagery, e.g. photos of products, patients before
and after treatment, X-ray or MRT-pictures that enhance the believability of
advertisement claims (Fig. 1).

Improve your initial diagnostics

Obtain a high-quality image

Fig.1. The Heliodent Plus intraoral X-ray unit from Dentsply Sirona.

Typographical resources, including alignment, font, and print size vary
throughout the advertisements. Bold print, colours, italics, capitalization,
underlining as well as enlarged print size are used in headings and text to draw
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attention to certain information, which is considered as especially important for
consumers (Fig. 2). Visual elements guide the consumer’s reading and provide rapid
access to a particular component of the text for the revision.

EXPERIENCE THE NEXT GENERATION
COMPOSITE THAT ELEVATES YOUR ARTISTRY.

Discover Harmonize™, the new universal composite infused with Adaptive Response Technology
(ART). Harmonize offers seamless esthetics and optical characteristics that mimic human enamel. Not
only does this nanoparticle filler network deliver handling to help you easily create lifelike esthetics, but it
also provides your restorations with the strength and durability your patients expect. Harmonize provides
everything you need to bring your artistry to life.

Nanohybrid Universal Composite

Fig. 2. Harmonize™ Nanohybrid Universal Composite from Kerr Restorative

Other visual representations in the dentistry advertisements are logos, which
are a self-mention metadiscourse devise for the manufacturers. Logos are used to
represent a company's identity visually and aid in brand recognition (Fig. 3); they
have a multitude of applications, including use on social media accounts, websites,
business cards, and various other platforms. Logos can also be used to make an
impression on a customer that will likely last long after the initial contact.

€) Envista

a) b) c)
Fig.3. Logos of top dental product brands: a) Dentsply Sirona (USA), b)
Dentalcorp (Canada), c) Envista (USA).

Thus, visual resources, being important elements in dental commercial
advertisements targeting dentists as consumers, use both aesthetical and semantic
structure and by this way they constitute a visual rhetorical expression. They enhance
the effectiveness of advertisements by conveying professionalism, trustworthiness,
and innovation. The use of high-quality images, infographics, and typographical
resources caters to the specific needs and preferences of dental professionals. Visual
elements are essential tools for capturing attention and fostering informed decision-
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making, ultimately benefiting the dental industry and the quality of care provided to
patients.
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