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Introduction:
People are an essential part of dental 
practice. The most important person in a 
dental practice is the patient. For health 
care professionals in India, advertising 
has traditionally been seen as a 
controversial issue, and the notion of 
using advertisement to promote a 
professional practice is relatively new. In 
India,  the rules  governing the 
advertisements by dentists are clear and 
definite. In the Dentists (Code of Ethics) 
Regulations 1976, advertising, “whether 
directly or indirectly, for the purpose of 
obtaining patients or promoting his own 
professional advantage,” (h) or 
“acquiescing in the publication of notice 
commending or directing attention to the 
practitioner’s skills, knowledge, service 
or qualifications, or of being associated 
with or employed by those who procure 
or sanction such advertising or 
publication through press reports” (i) is 
defined as unethical, equal to the 
“conniving at or aiding in any kind of 

[1]illegal practice” (f).  Under the code of 
ethics, any advertisement by dentists 
should be limited to the announcement of 
the opening of a practice, a change of 
address, a change of ownership, or the 
introduction of a new associate or 

[1]partner.
Although advertising is prohibited in 
India, a number of countries have 
permitted dental advertisement. Now, 

021©Indian Journal of Dental Sciences. (December 2014, Issue:5, Vol.:6) All rights are reserved.

1 Associate Professor , Dept. of Public Health Dentistry
  ACPM Dental College & Hospital
2 Senior Lecturer , Dept. of Public Health Dentistry
  Sathyabama Dental College and Hospital,
  Chennai-600012, Tamil Nadu, India

Assessment Of Consumers' Attitude Towards 

Dental Advertisement

Address For Correspondence:
Dr. Karibasappa G.N., Associate Professor
Department of Public Health Dentistry
ACPM Dental College and Hospital,
Dhule-424001, Maharashtra
Email id: kabhi31@rediffmail.com
Phone: +919326555659

th Submission : 18 July 2013
st Accepted : 1 September 2014

Quick Response Code

Abstract
Background : Advertisement is the one of the main tool of marketing. Public use marketing for 
their successful business, of late health care professionals is into marketing for various reasons; 
dental professionals are involved into various strategies’ to market their practice and profession.
Aim : The aim of this study was to investigate the attitudes of public towards dental 
advertisement in Maharashtra, India.
Materials And Method : A total of 583 individuals from 16 to 85 years age group belonging to 
various cities across Maharashtra participated in the study. Self designed Structured closed end 
questionnaire was used to collect the data. The collected data was compiled and analyzed 
applying chi-square test.
Result : Majority of participants 40 % were in favor of marketing .Dental advertisement helps in 
creating more awareness. Educated, professionals and well occupied public had better 
understanding regarding advertisement and opined dental advertisement as unethical for their 
dental practice promotion (p=0.03)
Conclusion : dental advertisement is an acceptable method to create awareness about various 
dental diseases and methods available to prevent and manage.
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several countries such as Australia, USA, 
UK and New- Zealand enjoy open 
p u b l i c i t y  f o r  p r o m o t i o n  a n d  
advertisement by medical professionals. 
However, despite this world-wide 
phenomenon of deregulation, India has 
been standing strong over this issue, not 
allowing any dentists to advertise their 
services.
Despite these rules, a number of 
practitioners ignore the code of ethics to 
advertise their services. Many dentists 
feel that advertising is a necessary part of 
running a business, and some argue that it 
has the potential to be beneficial. 
Supporters of advertising claim that 
informative advertising can empower 
consumers to make good decisions 
regarding their oral health; increase the 
community’s awareness of dental health 
care; encourage better quality dental 
services by dental suppliers; decrease 
unemployment in the industry; and help 
consumers choose a dentist. However, 
there are also those who defend the 
traditional view that dentistry is primarily 
a health profession not a business, and 
that the ethical considerations of a 
practice should be paramount.
Public attitudes toward advertising have 
been of interest to advertising researchers 
for years. Attitude towards advertising 
has been defined as “a learned 
predisposition to respond in the 
consistently favorable or unfavorable 

[2]manner to advertising in general”.  
Earlier studies (until the early1960s) 
measured general advertising attitudes as 
an “overall favorable or unfavorable”. 

[3]Bauer and Greyser (1968)  suggested 
that advertising had important economic 
and social effects, and developed a set of 
belief items related to positive and 
negative outcomes of advertising in these 
two specific areas.
Today, dentists across the country have 
realized that in a competitive, consumer-
oriented society, they must become 
involved in marketing to increase their 
practice. Marketing is advertising and all 
dentists practice some form of 
advertising. Marketing can be divided 
into two forms-internal and external. 
Internal marketing is what one does 
within the clinic to retain patients. 
External marketing involves strategies’ 
done outside the clinic to attract and 
retain patients, which extends from 
simple lectures to complex as media 
advertisement. Studies have shown that 
dentists should consider the use of 
internal communications, such as the 
practice brochure, business cards, in-
house information centers, thank you 

[4]notes, and direct mail to patients,  as 
effective alternatives to advertising. The 
aim should be to communicate the 
clinic’s services in a patient-specific, 
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caring tone, rather than an impersonal 
message directed at a mass of 

[5]consumers.  sparse literature is available 
regarding the public attitude towards 
dental advertisement. This provided an 
impetus to determine the consumer’s 
a t t i t u d e s  t o w a r d s  t h e  d e n t a l  
advertisement in various cities of 
Maharashtra, India.

Aim:
The aim of this study was to investigate 
the attitudes of public towards dental 
advertisement in Maharashtra, India.

Objectives:
h8707; To identify the views of public on 
the effects of advertising in dentistry
h8707; To identify the stances of public 
on dental advertisement
h8707; To study the relationship among 
the respondents’ backgrounds, stance on 
dental advertisement and views on the 
effects of advertising

Methodology:
The present study is a descriptive cross 
sectional survey, conducted to assess the 
general population attitude towards 
dental advertisement between age group 
16 and above spread across the various 
cities in the Maharashtra, India. 
Permission was obtained from the ethical 
review board of ACPM Dental College 
and Hospital, Dhule, to conduct the 
survey. Written informed consent was 
obtained from the study participants 
before the questionnaire was distributed. 
For the illiterates questions were read and 
explained by the investigator and their 
thumb impression was obtained as 
consent.
A self designed structured questionnaire 
was prepared in the local language 
(Marathi) based on previous studies, 
investigators own observation and on 
objectives of the current study. 
Questionnaire consisted of
1) Demographic details which included 

education level of participants, 
income, and occupation. Socio 
economic status was measured using 
B.G.Prasad classification.

2) First part questionnaire, included 
questions to assess respondents view 
towards dental advertisement and 
responsibility of dental profession 
and dentist

3) Second part consisted of questions to 
assess the influence of celebrities, 
children, media, in deciding dentist 
and dental treatment.

4) Third part of questionnaire focused 
on assessing public opinion about 

claims of dentist regarding various 
treatment, success, and image of 
dentistry.

Questionnaire validity was checked by 
Chronbach’s alpha (0.8). Pilot study was 
carried out on 100 subjects covering 
various part of dhule city to check the 
feasibility and validity of questionnaire 
before the final survey. Based on the pilot 
study final sample size was determined
The data was collected from various 
cities of Maharashtra state to obtain a 
fairly representative sample and all 
sections of society. The questionnaire 
was distributed randomly to those who 
were relatively free and sufficient time 
was given to read and complete the 
q u e s t i o n n a i r e .  F o r  i l l i t e r a t e s  
questionnaire was read and investigator 
helped to complete the same. The 
participants were requested to answer the 
questions with interest and concentration 
to obtain a valid result. Sufficient time 
was given to complete the questionnaire 
and collected on the same day. The data 
was compiled and subjected to chi-square 
test using SPSS software (version 16).

Results:
Total 583 people participated in the 
survey, among them 377 (64.7%) were 
males and 206 (35.3%) were females. 
Participants were from 16 to 85 years age 
group, Majority belonged to 16 to 35 
years age group (16-25 age group 30.9%, 
26-35 age group 34.9%). High school and 
under graduate level of education was the 
qualification of majority subjects (36.4% 
and 33.1% respectively).  More 
percen tage  of  the  people  was  
professionals (37.6%) and belonged to 
upper high socio economic status 
(48.5%). Overall, (39.6 %), agreed to the 
questions in the questionnaires, (Table 
1). (Table 2), depicts the response of 
participants in relation to gender, 
majority of females 44.2% agreed to the 
questions and around 37% males agreed 
to the questions. (Table 3), represents the 
correlation of age and public opinion, 
proportion of the participants agreeing 
increased as the age increased which was 
statistically significant (p =0.00). As the 

Table 2: Gender Wise Distribution Of Study Participants

Age

Male

Female

No

%

No

%

Agree

140

37.1

91

44.2

Disagree

127

33.7

57

27.7

Don’t Know

110

29.2

58

28.2

Total

377

100

206

100

Response

Chi Square

3.24

P- Value

0.2

Table 3 : Distribution Of Participants Based On Their Age And 
Response

Age

16-25

26-35

36-45

46-55

56-65

66-75

76-85

No.

%

No.

%

No.

%

No.

%

No.

%

No.

%

No.

%

Agree

43

23.9

92

45.5

60

54.1

25

41.7

8

36.4

3

50.0

0

Disagree

64

35.6

64

31.7

32

28.8

20

33.3

4

18.2

0

0

Don’t know

73

40.6

46

22.8

19

17.1

15

25.0

10

45.5

3

50.0

2

100

Total

180

100

202

100

111

100

60

100

22

100

6

100

2

100

Response

Chi Square

48.26

P- Value

0.2

Table 4 : Distribution Of Participants Based On Their Level Of 
Education And Response

Level of education

No

schooling

Primary

Secondary

Graduate

Post-

Graduate

No.

%

No.

%

No.

%

No.

%

No.

%

Agree

10

27.8%

15

27.3%

84

39.6%

79

40.9%

43

49.4%

Disagree

11

30.6%

14

25.5%

60

28.3%

70

36.3%

29

33.3%

Don’t know

15

41.7%

26

47.3%

68

32.1%

44

22.8%

15

17.2%

Total

36

100%

55

100%

212

100%

193

100%

87

100%

Response

Chi Square

24.22

P- Value

0.002

Table 5 : Distribution Of Participants Based On Their 
Occupation And Response 

Occupation

Professional

Skilled

workers

Semi-skilled

workers

Non-skilled

workers

Unemployed

No.

%

No.

%

No.

%

No.

%

No.

%

Agree

96

43.8%

46

39.7%

24

31.2%

23

34.3%

42

40.4%

Disagree

72

32.9%

44

37.9%

28

36.4%

13

19.4%

27

26.0%

Don’t know

51

23.3%

26

22.4%

25

32.5%

31

46.3%

35

33.7%

Total

219

100%

116

100%

77

100%

67

100%

104

100%

Response

Chi Square

21.46

P- Value

0.006
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the response of participants on the 
influence of recognized bodies to buy 
dental products.

Discussion:
Marketing has become an essential 
component for success in business. 
Effective marketing comprises of 
different techniques like push and pull 
strategies. Advertisement aptly can be 
classified under push strategy. Majority 
of non-professionals rely on various 
marketing technique to promote their 
business and products, of late marketing 
has carpeted into medical and dental 
profession to promote their products and 
it is important to explore exactly what is 
c o n s u m e r s ’  o p i n i o n  t o w a r d s  
advertisement in dental profession.
The present study was an initial step in 
developing a better understanding of how 
advertisements influence cognitive and 
effective responses of Maharashtra, India 
public randomly selected from different 
cities.The present survey proves that 
more than half of the respondents are in 
favor of  advert is ing by dental  
professionals in India.In the present 
study around 40 % (Table 1) of 
r e s p o n d e n t  w e r e  a t t r a c t e d  t o  
advertisement, this, probably technology 
has made easy to reach out public in an 
effective way. Although other studies 
suggested that advertisement were either 
easily ignored by the audience, or were 

[6], [7]perceived to have little value.
It was observed, females (44.2%) were 
more affected by advertisement than 
male (37.1%) (Table 2). This could be 
because females remember more facts, 
make more inferences, report stronger 
emotional responses’, and detect the 
explicit claim of the advertisement more 

[8]frequently than male.  the study also 
showed that influence by advertisements 
in dental profession increases with 
i n c r e a s e  i n  a g e , ( T a b l e  3 )  
probablyenabling the individuals’ 
wisdom to judge the information more 
wisely. Level of Education enables the 
person to evaluate and criticize the 
information, highly educated people 
were more logical about what they 
perceive and purchase from commercial 
advertisement. This was evident in our 
study findings (Table 4) as graduates and 
post graduates had positive image 
towards dental advertisement. In our 
study, People in upper socioeconomic 
class had been positively influenced by 
advertisement compared to lower 
socioeconomic class, perhaps level of 
education and income, might have 
influenced the individuals attitude 

towards understanding and deciding the 
worth of the advertised product. (Table 
6)
Majority of Graduates and post graduates 
opined, advertisements helped in 
c r e a t i n g  a w a r e n e s s  a b o u t  
dentistry.(Table 7) It was also found in 
the  p resen t  research ,  tha t  TV 
advertisements were the most attractive 
advertisements media (80%), these 
finding support findings of other studies 
[9], [10], [11], [12] where they reported that TV is 
the premier and the fastest growing 
advertising media today. TV has many 
advantages, first its’ persuasive influence 
on consumers’ taste and perception 
.Second, it can reach a large audience in a 
cost efficient manner. Third, the strong 
impact is created by the sound and 
moving images.
When data was analyzed considering all 
the demographic parameters into 
account, it was seen majority of people 
agreed that advertisement done by 
dentist, positively affects the image of 
dentist and dental profession, Probably 
level of education, income and 
occupation of the participants are 
important for their attitude towards 
dental advertisement. (Table 7)  
Unethical advertising is neither 
appreciated nor condoned, but there is a 
demand for relaxation in the restrictions, 
which would be beneficial in helping 
upcoming dent is ts  to  es tabl ish 
themselves in a competitive industry.
Analyzed data showed, more than 60% of 
respondents from different occupational 
groups were motivated to buy the product 
when recognized Dental Society 
recommends it. (Table 8) One of 
advertisement function is influential, the 
advertisement changes the purchasing 

[13],[14]behavior.  if the advertisement is 
sufficiently entertaining, and the 
customer may remember it. However the 
customer may then learn that the 
advertisement relates to personal need 
and provides relevant and valuable 

[11]information for that need , thus 
Consumers get more interested in the 
advertisements and try to change their 
regular habit especially when a dentist or 
recommendations of the Dental Society 
accompany the  adver t isements .  
Advertising as a valuable source of 
information was also reported by Singh 

[12]& Vij (2007).
The relationship between cognitive and 
affective responses and consumer 
purchasing is complex. But, we should be 
aware of the influence of advertisements 
on our society. We suggest having a 
number of educational groups to control 

level of education of the participants 
increased, proportion of the participants 
response was agreed, it was statistically 
significant with (p value = 0.002. (Table 
4). (Table 5), shows the correlation 
between occupation and response with 
more proportion of professionals and 
skilled people agreeing to the questions. 
It was statistically significant (p = 0.006). 
(Table 6), shows the correlation between 
socioeconomic status and public opinion 
, upper and middle class people major 
response was agreed to the questions, it 
was statistically significant (p = 0.00). 
(Table 7), shows the response about the 
dentist advertising to create awareness, 
various methods for advertising and 
treatment facilities available and opinion 
about dentists advertising. It was 
statistically significant. (Table 8), shows 

Table 6 : Distribution Of Participants Based On Their 
Socioeconomic Status (SES) And Response

SES

Upper

class

Upper-Middle

class

Middle-middle

class

Lower-middle

class

Lower

class

No.

%

No.

%

No.

%

No.

%

No.

%

Agree

131

46.3%

46

31.1%

29

48.3%

25

28.4%

0

Disagree

98

34.6%

2

35.1%

11

18.3%

21

23.9%

2

50.0%

Don’t know

54

19.1%

50

33.8%

20

33.3%

42

47.7%

2

50.0%

Total

283

100.0%

148

100.0%

60

100.0%

88

100.0%

4

100.0%

Response

Chi Square

40.82

P- Value

0.006

Table 7 : Distribution Of Participants Based On Their 
Response And Different Parameters

Creating awareness among public

Various methods of advertisements

Treatment facilities available

Is advertising Unethical?

Agree

88%

86%

75%

78%

Disagree

11%

14%

25%

22%

P value

0.269

0.00

0.02

0.03

Table 8 : Response Of The Participants Towards Different 
Variables

Level of Education

Occupation

Socio-Economic

Status

Level of Education

Occupation

Socio-Economic

Status

Undergraduate/

Post-Graduate

Professional

Upper Class

Undergraduate/

Post-Graduate

Professional

Upper Class

%

59%

66%

65%

%

59%

62%

60.08%

P value

0.0

0.009

0

P value

0.075

0.48 NS

0.005  Sig

Approval of Dental Products from Recognised Association

Buying the Dental Product
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applications 2006; 31(1) : 159-163.

12. Singh R. Vij S. Socio-Economic and 
Ethical Implications of Advertising – 
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International Marketing Conference 
on Marketing & Society, 8-10 April, 
2007, IIMK

13. Bush A., Smith R., Martin C. The 
influence of consumer socialization 
var iab le  on  a t t i tude  toward  
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Journal of Advertising; 1999, 28: 3, 
13-24
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Sandrasegarah K. Voice recognition 
using neural  network,  IEEE 
1998,PP.29-32. Full text via cross 
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or restrain negative advertising, also, 
consumer education and media literacy 
programs that emphasize techniques 
used by advertisers. In conclusion, the 
overall analysis which included various 
demographic and socio economic aspects 
of advertising reveals that public is 
highly critical of social aspect; in 
addition, the present study provides 
direct evidence of the effect of 
advertisements on the consumer 
response toward dental products. Further 
studies should also incorporate the use of 
Artificial Neural Network (ANN) which 
is an intelligent system used as a model to 

[15]measure attitude towards advertising.
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