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LINGUISTIC TOOLS FOR RATIONAL PERSUASION IN THE BODY COPY
OF MODERN DENTISTRY PRINT ADVERTISEMENTS
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The presentation of information in dental advertisements significantly influences engagement and drives sales of den-
tal materials, tools, equipment, software, and other products. Rational persuasion in contemporary commercial print adver-
tisements involves the use of logical arguments, factual evidence, and clear information to convince potential customers
to buy a product or service, appealing to the reader’s intellect and reason rather than emotions. The objective of this study
is to elucidate the linguistic tools employed for rational persuasion in the body copy of contemporary commercial print
advertisements targeting dental professionals.

A corpus of 250 printed advertisements showcasing innovative dental products was compiled from three leading dental
journals published between 2021 and 2024. Our analysis revealed a strategic use of various linguistic tools to craft com-
pelling and persuasive messages. Effective advertisements involve a sophisticated selection of lexis. The use of industry-
specific vocabulary builds credibility and establishes trust with dentists who appreciate targeted language. Action verbs
and dynamic language emphasize product effectiveness and resonate with dentists focused on results. Quantitative and
precise language, including numerical data, measurements, and time expressions, ensures clear communication of key
details crucial for informed evaluation. While dental advertisements employ common commercial advertising syntax pat-
terns, they also exhibit particular linguistic features. Prevalent clipped sentences mirror the communication style within the
dental community, enhancing message effectiveness. Parallelism is prominently used to highlight product characteristics,
improving memorability and message processing. The strategic use of vocabulary and syntax plays a crucial role in creat-
ing a rational and persuasive message for dental professionals by focusing on clear communication, technical accuracy,
and addressing their specific needs.

Key words: dentistry commercial print advertisement, linguistics tools, rational persuasion, industry-specific vocabu-
lary, syntax patters.

MpepcTaBneHHst NpodecinHo BaXnMBoi iHpopMalLlii B CTOMaTOSOriYHIN peknaMi CyTTEBO BMNMBAE HA NPOCYBaHHA Ta
obcar npogaxie martepianis, iHCTPYMeHTIB, 0bnagHaHHsA, nporpaMHoro 3abesneyeHHs Ta iHWWX ToBapiB. PauioHanbHe
NepeKkoHaHHs, OpraHiYHO BreTeHe B CyvacHy KOMepUilHy peknamy, OpieHTOBaHy Ha paxiBUiB siK LiNbOBY ayauTopito,
IPYHTYETbCA HA NOMYHMX apryMeHTax, YiTkux gpaktax Ta BUYEpMnHin iHpopmalLii, wobun CnoHyKaT NOTEHLINHUX KMiEHTIB
[0 npuabaHHa ToBapy Yv NOCMYrK, anentorydmn Ao iXHbOoro iHTenekTy. Meta 3anponoHOBaHOMO AOCHIMKEHHS — BU3HAUNTH
MIHrBICTUYHI 3acobu paLioHanbHOro NEPEKOHAHHSA B TeKCTax iH(hopMaLiinHMX BNOKIB Cy4acHOi KOMEPLNHOI ApYKOBaHOI
peknamu, opieHTOBaHOI Ha dhaxiBLiB 3i CTOMaTONOTii.

Martepianom pocnigkeHHss cnyrysanu 250 [ApyKOBaHWX peKnaMHWX OronolleHb, $Ki NpocyBanu iHHOBALiNHI
CTOMAaToNoriyHi  NpoaykTn (iHCTpyMeHTW, obnagHaHHsa, Martepianu, nporpamHe 3abesneyeHHs ToLWoO), BuOpaHi
3 TPbOX MPOBIAHUX CTOMATONOrYHMX XypHaniB 3a 2021-2024 poku. OTpumaHi gaHi NPOAEMOHCTpyBanu crpareriyHe
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BUKOPUCTAHHS Pi3HMX NiHIBICTUYHMX IHCTPYMEHTIB A1 CTBOPEHHS NPpUBabnuBKX i NEPEKOHNMBUX NOBiAOMEHb. OgHUM i3
KMIOYOBUX €NEMEHTIB paLioHanbHOro NepekoHaHHA € peTenbHKUin Niabip nekcmku. 3actocyBaHHs cneyndidyHoi ranyseBoi
TepMiHonorii, haxoBoi NEKCMKN 4un, NogeKkyaun, NPodeCinHOro XaproHy, cnpusie opMyBaHHIO OOBipM CTOMATONOriB A0
BUMPOOHMKIB MpOAyKLUii, OCKINIbk1 CBiAYMTb NPO rMnbOKe PO3yMiHHS BMPOOHMKaMKM MpodeciiHOi MOBU Ta, BIANOBIAHO,
noTpeb i LiHHOCTEN CBOIX KNi€HTIB. AKTMBHE BUKOPWUCTaHHSA AiecniB Aii CTBOPIOE AMHAMIYHUIA CTWMb MOBIIEHHS, SKWUIA
pe3oHye 3 NpodecioHanamu, OpiEHTOBaHMMM Ha pe3ynbrar. JIekcyHi 3acobw, LWo no3HayatoTb PisHi acnektn 06’eKTUBHOI
OIMCHOCTI, TaKi SK OAMHWLi MNO3HAYeHHS Yacy, LBMAKOCTI, Macu TOLLO, CMPUSOTb TOYHOMY OMUCY KIOYOBWUX OeTanew,
XapaKTepUCTUK, SIKi € KOUTUYHUMM AN 0Or'PYHTOBAHOTO yXBaneHHs pilleHHs. Xo4a CToMaTororiyHa peknama BUKOpUCcToBye
3ararnbHi CMHTAKCWMYHI MoZeni, XxapakTepHi ANs KOMEPLINHOT peknamu B LifIoMy, BOHA TakoX Mae neBHi 0cobnuBoCTi, WO
BiApi3HAOTB i Big iHWKX BUAIB peknamu. Lle, 3okpema, YepryBaHHA NMPOCTUX KOPOTKMX peYeHb, ski BifobpaxaroTb CTUIb
CNiNKyBaHHA y KOHKPETHOMY NPoeCinHOMY cepegoBuLLi, 3i CKNagHNUMM YK YCKNagaHEHUMU, SKi BNACTUBI HAYKOBOMY CTUMIO.
Mapaneniam LUMPOKO 3aCTOCOBYIOTb ANS NiAKPECNEHHS XapakTepuUCTUK NPOAYKTY, O CAPUSE iX KpaLloMy CPUAHATTIO Ta
3anam’aToByBaHHI0. CTpaTeriyHe BUKOPUCTaHHS NIEKCUKM Ta CUHTAKCUCY Bidirpae BupillanbHy porb Y CTBOPEHHI TOYHUX
NepPEKOHNMBMX NOBIAOMNEHb, afanToBaHWX A0 NoTpeb daxiBLiB y ranysi cToMaTonorii.

Knio4yoBi cnoBa: kKomepuiHa ApyKOBaHa peknama B ranysi CToMaTosorii, MHrBiCTUYHI 3acobu, pavjioHaneHe nepeko-
HaHH$, ranysesa fnekcuka, CUHTakCUYHI Mogeni.

Introduction of the problem. Advertisements ties, highlight the challenges associated with formu-
are pervasive in the dental industry, reaching profes-  lating a definitive definition due to multiple factors
sionals through numerous channels. Whether par-  [14, p. 104]. Several scholars [3; 9; 11] concur with
ticipating in webinars, reading dental magazines, = M. Sutherland’s perspective that advertising “an act
attending trade shows, or interacting on social media,  of specific communication, involving the influence of
dental practitioners are continually exposed to mar-  the addressee on the intellectual, emotional, and voli-
keting efforts. The way information is presented in  tional structure of the recipient’s psyche” [16, p. 55].
these advertisements significantly influences their  Another interpretation of advertising describes it as
engagement, driving sales of dental materials, tools, ~ “a non-personal form of communication performed
equipment, software, and other products. In essence,  through paid means of information spreading with a
advertisements enable marketers to communicate clearly specified source of funding” [8, p. 67]. Thus,
key information about their products to dental profes-  in the very general terms, advertising can be charac-
sionals. Moreover, the impact of these advertisements  terized as a form of mass communication intended
extends beyond product promotion, shaping percep-  to pragmatically influence the recipient to purchase a
tions and decisions within the dental community. product, service, or idea.

Analysis of recent research and publications. Advertising, a multifaceted construct, has been
As professional communication becomes an increas-  the subject of extensive scrutiny by researchers who
ingly vital component of social interactions, it has  have sought to delineate its core attributes. These
drawn considerable attention from researchers across  attributes encompass a spectrum of functions, includ-
various interdisciplinary fields on a global scale.  ingthe informative (providing knowledge to consum-
Although a wealth of studies exists that examine var-  ers), pragmatic (eliciting a desired action), aesthetic
ious aspects of medical texts, genres, and discourse,  (appealing to the senses), representative (reflecting
there remains a notable scarcity of research dedicated ~ cultural values), regulatory (adhering to ethical and
to investigating the intricate linguistic, stylistic, and  legal guidelines), prescriptive (influencing behavior),
pragmatic features of dental commercial advertise-  and sociocultural dimensions [8; 13; 18]. To effec-
ments [5-7]. Specifically, there is a significant gap tively fulfill these diverse functions, advertisements
in understanding of advertisements targeting dental  strategically employ a unique set of linguistic fea-
professionals, including materials that are meticu-  tures. According to M. T. Cabre Castelvi [2, p. 151),
lously crafted and strategically disseminated to influ-  specialized texts exhibit consistent linguistic features
ence dental practitioners, whether through publica-  at various grammatical levels, including graphic-
tion, display, distribution, or practical utilization in  phonologic, morpho-syntactic, and lexico-semantic.
the dental field. This gap underscores the necessity  These features encompass lexical choices, the pres-
for a deeper and more comprehensive investigation  ence or absence of specific units and structures, and
into the nuances of dental advertising to fully appre-  the use of diverse codes. Though the field of advertis-
ciate its impact on professional practice. ing language is well-researched, as evidenced by the

R. Williams, a prominent figure in cultural stud-  works of scholars like A. Goddar [4], G. Leech [10],
ies, contended that advertising functions as “the offi- ~ R. Smith [15], M. Vasiloaia [17], and W. Wells et al.
cial art of capitalist society”, reflecting and perpetu-  [18], there remains a gap in understanding how lan-
ating its core values [19, p. 6]. Ukrainian scholars  guage is tailored for specific professional communi-
V. M. Slyusar et al., in their examination of various  ties. While these researchers have undoubtedly shed
definitions of advertising in contemporary humani-  light on the intricacies of advertising messages, less

92



3akapnarceKi ¢inonoriudi cryaii

attention has been paid to the unique linguistic fea-
tures that resonate with healthcare professionals, or
other targeted audiences with specialized knowledge
and terminology.

The main purpose. Modern dentistry, reliant
on a combination of advanced skills and multidisci-
plinary knowledge [6, p. 55], necessitates that den-
tal advertisements targeting dental professionals do
not solely depend on catchy slogans or headlines;
instead, they strategically utilize language to create a
rational impact. Rational persuasion in contemporary
commercial print advertisements refers to strategies
that employ logical arguments, factual evidence, and
clear information to convince potential customers to
buy a product or service [3; 13; 16; 17], i. e. appeals
to the reader’s intellect and reason rather than emo-
tions. Thus, the objective of this study is to elucidate
the linguistic tools employed for rational persuasion
in contemporary commercial print advertisements
targeting dental professionals.

Materials and methods. For this purpose, a
corpus of 250 printed advertisements showcasing
innovative dental products such as tools, equip-
ment, materials, software, etc., was compiled from
three leading dental journals published between 2021
and 2024: Dentistry Today (USA), Compendium of
Continuing Education in Dentistry (USA), and The
Journal of the American Dental Association. In this
study we primarily focused on the body copy, a key
structural component of print advertisements. The
body copy constitutes the main text of the advertise-
ment, fully developing the message. It offers detailed
information about the product or service, including
its features, benefits, and unique selling propositions.
The main function of the body copy is to persuade the
reader by addressing their needs and demonstrating
the value of the product or service.

The methods employed in the study included lin-
guistic observation and description, elements of dis-
course analysis to reflect the social context of inter-
action, genre analysis to investigate the conventional
features of dental advertisement messages and their
adherence to or deviation from established genre
norms, and structural and semantic analysis.

Results and discussion. There is a viewpoint that
consistently regards the language of advertising as
a distinct and specialized variety of language. For
instance, G. Leech defines the language of advertis-
ing as loaded language, different from other forms
of loaded language (such as political journalism and
religious oratory) due to its specific material objec-
tive — to alter mental attitudes and elicit the desired
behavior, namely, prompting the target audience to
purchase a product or service [10, p. 25]. This per-
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spective underscores the unique characteristics and
functions that differentiate advertising language from
other linguistic forms, highlighting its tailored use in
commercial contexts to achieve specific communi-
cative goals. Proponents of this view argue that the
language of advertising possesses a set of distinc-
tive features and strategies that are systematically
employed to capture attention, persuade, and influ-
ence consumer behavior [4; 15].

Conversely, other researchers consider the lan-
guage of advertising to be neither a distinct variety
nor a register in its own right. Instead, they argue that
the language of advertising is highly adaptable and
versatile, capable of assuming any form necessary to
communicate its message effectively [3; 5; 17]. This
view posits that advertising language draws from the
entire linguistic continuum, utilizing a wide range of
linguistic resources and styles to achieve its commu-
nicative objectives. According to this perspective, the
flexibility of advertising language is one of its defin-
ing strengths, enabling it to resonate with diverse
audiences and contexts. Thus, rather than being con-
fined to a specific set of linguistic features, the lan-
guage of advertising is seen as a dynamic and fluid
entity, shaped by the needs and goals of each indi-
vidual advertising campaign.

In the context of dentistry commercial advertise-
ments, the communicative purpose often revolves
around providing information to the audience.
Depending on this purpose, information in dental ads
can be categorized into three main types: content-
factual, and content-conceptual [9].

Content-factual information in dental ads includes
details about facts, events, or processes related to
dental products, treatments, or services. This type of
information is explicit and straightforward, focus-
ing on conveying information about the product or
service being advertised, for example: Optimized
translucency and exceptional gingival and tooth
anatomy — without the risk of fracturing layered por-
celain (BruxZir®) (a zirconia-based dental restoration
material).

Content-conceptual information, on the other
hand, involves the correlation of the author’s per-
spective or modality with the conceptual framework
of the audience. In dental advertisements, content-
conceptual information may be expressed through
all structural components: title, headline, body copy,
or echo phrase. This type of information may delve
deeper into the underlying concepts, values, or bene-
fits associated with the advertised product or service.
For instance, a dental advertisement may emphasize
the advantages and functionalities of using a par-
ticular product: CHROME GuidedSMILE: superior
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immediate load prosthetic performance through
small hole technology, full osteotomy visualization
& irrigation (a tooth restoration system).

Content-conceptual information goes beyond fac-
tual claims and delves into the deeper meaning and
values associated with a product or service. In dental
advertisements targeting professionals, this informa-
tion connects the advertised product to the dentist’s
core values and aspirations, influencing their per-
ception and decision-making. For instance, headline
“Empowering Confidence: Achieve Natural-Looking
Smiles with Our Biomimetic Restorations” does not
just state that the product creates natural-looking
restorations (content-factual). It connects the ben-
efit (natural look) to the dentist’s value of patient
confidence (content-conceptual). By using the term
“empowering confidence”, the advertisement appeals
to the dentist’s desire to provide optimal patient out-
comes and satisfaction.

When creating a rational impact in dental adver-
tisements, both content-factual and content-concep-
tual information play crucial roles. Content-factual
information provides evidence to support claims
made in the advertisement. This includes statistics,
research findings, and technical specifications. This
evidence assures dentists of the product’s efficacy
and builds trust. Content-conceptual information
appeals to the audience’s beliefs, and aspirations. It
influences their perception of the product and can
guide their decision-making process. Of all structural
components in the advertisements analyzed, the body
copy, the largest text section, contains the most of
content-factual information.

Using industry-specific vocabulary demonstrates
an understanding of the expertise of target audience,
establishes credibility, and demonstrates the legiti-
macy of products. For example:

OMNICHROMIA FLOW is the worlds first one-
shade flowable composite to esthetically match every
color of tooth from Al to D4 with a single shade of
composite.

KaVo MASTERmatic handpieces and contra-an-
gles — best access, optimal view.

Action verbs, also known as dynamic verbs, are
another commonly used lexical means emphasiz-
ing effectiveness and efficiency thus resonating with
the dentist’s focus on results. Such frequent verbs
like “reduce”, “feature”, “improve”, “maximize”,
“enhance” etc., demonstrate the ability of product to
solve problems. Action verbs are essential for creat-
ing dynamic and engaging sentences that convey a
sense of activity, energy, or accomplishment.

Dental professionals rely on accurate and specific
information to make informed decisions about prod-
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ucts and treatments, and incorporating quantifiable
language tools, such as numerical data, units of mea-
surement, quantitative adjectives, frequency adverbs,
time expressions, ensures that key details are com-
municated clearly and precisely, for example: Get
up to 38% More Image Area — SCAN X SWIFT (the
ScanX Swift digital radiography system).

Compared to conventional halogen lights, A-dec
LED delivers 25% more illuminance at one-fifth of
the power consumption (a LED dental light).

Quantifiable language tools enable advertisers to
present comparative data, such as performance met-
rics or cost-effectiveness analyses, make statements
more specific, objective, and convincing and, thus,
facilitate decision-making.

The syntax of dental advertisements plays a sig-
nificant role in creating a rational impact on the target
audience [6; 12; 18]. Clear sentences with a logical
flow in the body copy ensure easy comprehension
of the message, while complex sentence structures
might hinder understanding in a fast-paced advertis-
ing environment. This feature is evident in dentistry
advertisements, which often use clipped or trun-
cated sentences in their body copy. These sentences
omit certain words or parts while still conveying the
intended meaning, making them impactful, easier to
read, and commonly used to convey urgency, empha-
size key points, for example:

Cuts faster: less chair time, happier patients.

Lasts longer for multiple preps. (Two-Striper
Ultra-Premium Diamond Burs).

2-Stage Viscosity — initially flowable for easy,
low-force application, then stabilizes for optimal
reaction. (VOCO Retraction Paste).

This type of sentence can also be used to reduce
formality in communication and is effective in
situations where the speaker aims to create a more
casual atmosphere, similar to those found in daily
professional environments such as dental clinics.
The use of clipped sentences can significantly
impact communication style by creating tension or
urgency, emphasizing points, making an impact,
clarifying complex information, reducing formality,
and speeding up communication. In dentistry
print advertisements, their use not only reflects the
prevalent communication style typical for English-
speaking dental professional community, but also
enhances the effectiveness of the message: such
sentences can create a sense of tension or urgency,
emphasize key points, and leave a lasting impression;
they help clarify complex information by breaking it
down into more digestible parts, reduce formality
to foster a more approachable and relatable tone,
and streamline communication by simplifying and
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speeding up the delivery of the message. In our
further studies, we will focus more attention to the
various types of truncated sentences employed in
dentistry advertisements, analyzing their formation
and the elements they omit.

The body copy of dentistry advertisements
targeting dental professionals exhibits a distinct
variety in sentence structure. While both short and
long sentences are utilized, short and direct sentences
are more prevalent as they help to capture immediate
attention and convey key points succinctly, making
it easier for busy professionals to quickly grasp the
essential points. In contrast, longer sentences are
employed to provide more detailed information,
data, or clinical results, offering comprehensive
information and substantiate claims to persuade the
professional audience, for example:

Introducing the Bora 2: a game-changer in air-
driven handpieces. With an optimized rotor design
and advanced ceramic ball bearings, it delivers 35%
longer service life, saving your money. Its light-weight
Unifix quick-connect coupling ensures seamless
operation, while a 20% boost in power and torque
allows you to work twice as fast, saving precious
time. Plus, its compact head enhances comfort and
provides better access to the mouth.

In terms of sentence function, our study has
demonstrated that imperatives in the body copy are
less prevalent compared to advertisement headlines,
nevertheless, directly telling the dentist what to do,
and thus, creating a sense of urgency or prompting
action, they serve as important linguistic means to
influences the reader’s behavior or decision-making
process (see Fig. I).

Declarative sentences are the most commonly
used, while interrogative and exclamatory sentences
constitute the smallest proportion. This pattern can

be explained by the nature of the body copy, which
aims to provide detailed information and persuade
through factual and reasoned statements rather than
direct commands or questions. The preference for
declaratives helps maintain a professional tone and
delivers the message more effectively to a special-
ized audience.

Parallelism, a prominent feature in dental adver-
tisement body copy, is employed to emphasize product
or service characteristics (features, benefits, specifica-
tions, usage). This emphasis is achieved through three
primary mechanisms: grammatical parallelism (ele-
ments within a sentence maintain consistent grammat-
ical forms), semantic parallelism (concepts hold equal
weight and are presented similarly), and syntactic par-
allelism (repetition of sentence structures creates a pat-
tern). Our analysis of the body copy messages reveals
a tendency towards the interweaving of all three paral-
lelism types as demonstrated in the Figure 2 (a, b).

We can suggest that parallelism is used in the
body copy of dental advertisements targeting dentists
for several reasons: first, from the perspective of
the rational appeal, it creates a sense of order and
structure, which can contribute to an ad feeling more
professional and trustworthy that is important for
dentists, who are looking for reliable information
about products they might use in their practice;
second, repeating similar sentence structures creates
a rhythm that makes the key points stand out and
is particularly helpful for conveying technical
information or benefits in a concise way. Finally,
parallelism can make the advertisement message
more memorable: when information is presented in
a similar format, it is easier for dental professionals
to recall later.

The strategic use of voice can also contribute the
rational impact of advertising message. Our analysis

Prevent Secondary Caries with Infinix™

Prepare vourself for the future of restorative
dentistry with Infinix™, the first FDA-cleared
restorative materials containing non-releasing,
non-leaching Quaternary Ammoninm particles
that electrostatically attract and Kill bacteria on
contact.

Infinix™ antimicrobial products are
scientifically proven to reduce demineralization
and secondary caries by up to 68% and provide
solid, long-lasting restorations.

e

infinix infinix
i infinix

T e g,
UNIVIREAL gy

Fig. 1. Sample body copy of dentistry advertisement featuring an imperative sentence
(Dentistry Today, November /Deccember, 2022, P. 31)
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OME Cement for All Restorations

* Reliable: Optimal performance for retentive and non-ratentive

preparations thanks to Teuch Cure feature
* Universal: Excellent bond

including zirconia, metal alloys, lithium disilicate” and hybrid
ceramics®

* Technique insensitive: Exceptional self-curing and moisture
tolerance' for your peace of mind

* Esthetic: Invisibl ar-resistant margins for esthetic outcome

* Simple: Reduced inventory, reproducible results, and

optimized workflow

»
G

o stre to tooth and all substrates

a)

Ef Goes where you want it
|21' Stays where you place it

Ij Has the unique ability
to thin under load

Cran #n Sian Ui for s Eres Mames B

Fig. 2. Examples of parallelism in dentistry advertisement body copy
(a) Dentistry Today, June, 2023, P. 63; b) Dentistry Today, May, 2022, P. 45)

demonstrates that active voice mostly emphasizes the
product’s action and benefits directly, for example:

Pac Dent iVac® irrigation system provides the
synergic effect of negative pressure, continuous
irrigation, and uutrasonic activation in one easy-to-
use device.

Conversely, the passive voice might focus on the
result or the design features, potentially highlighting
the product’s quality and engineering:

The 3.5mm and 4.0mm mini fixtures are designed
with thicker walls for a stronger implant.

This nuanced use of voice can cater to different
aspects of persuasion, enhancing the overall
effectiveness of the advertisement.

Conclusion. Dental advertisements targeting
dentists prioritize detailed and accurate information,
clearly presenting features, benefits, specifications,
and usage. Rational persuasion, which employs
logical arguments, factual evidence, and clear
information to convince potential customers to buy
a product or service, is of great importance. Our
analysis revealed a strategic use of some linguistic
tools to craft compelling and persuasive messages.

Effective advertisements imply a sophisticated
selection of lexis. The use of industry-specific

vocabulary builds credibility and establishes trust with
dentists who appreciate the targeted language. Action
verbs and dynamic language emphasize product
effectiveness and resonate with dentists focused on
results. Quantitative and precise language, including
numerical data, measurements, and time expressions,
ensures clear communication of key details crucial
for informed evaluation.

While dental advertisements employ common
commercial advertising syntax patterns, they possess
somewhat particular linguistic features. Prevalent
clipped sentences mirror the communication style
within the dental community, enhancing message
effectiveness. Parallelism is prominently used
to highlight product characteristics, improving
memorability and processing of the message.

High readability prioritizes rapid comprehension
of the key message, ensuring a lasting impression on
the target audience. Overall, these advertisements
effectively persuade and engage dentists by focusing
on clear communication, technical accuracy, and
addressing their specific needs. The strategic use of
vocabulary and syntax plays a crucial role in creating
a rational and persuasive message tailored for dental
professionals.
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