Ucestalost, kontekst i karakteristike osmijeha koji se
koristi u reklamiranju

Lukez, Ana; Kati¢, Viénja; Laus, Iva; Grbesa, Marijana; Spalj, Stjepan

Source / Izvornik: Acta stomatologica Croatica, 2017, 51, 41 - 47

Journal article, Published version
Rad u casopisu, Objavljena verzija rada (izdavacev PDF)

https://doi.org/10.15644/asc51/1/5

Permanent link / Trajna poveznica: https://urn.nsk.hr/urn:nbn:hr:184:210367

Rights / Prava: In copyright /Zasti¢eno autorskim pravom.

Download date / Datum preuzimanja: 2024-05-14

MED

Medicinski fakultet Sveutiiigta u Rijeci Re pOoS ito ry / Re po zitori j N

Repository of the University of Rijeka, Faculty of
Medicine - FMRI Repository

Bl alliEssn aoar

DIGITALNI AKADEMSKI ARHIVI [ REPOZITORLJL



https://doi.org/10.15644/asc51/1/5
https://urn.nsk.hr/urn:nbn:hr:184:210367
http://rightsstatements.org/vocab/InC/1.0/
http://rightsstatements.org/vocab/InC/1.0/
https://repository.medri.uniri.hr
https://repository.medri.uniri.hr
https://www.unirepository.svkri.uniri.hr/islandora/object/medri:1767
https://dabar.srce.hr/islandora/object/medri:1767

ACTA
STOMATOLOGICA
CROATICA

www.ascro.hr

Acta stomatol Croat. 2017;51(1):41-47.
DOI: 10.15644/asc51/1/5

IZVORNI ZNANSTVENI RAD
ORIGINAL SCIENTIFIC PAPER

Ana Luke?!, Visnja Kati¢?, Iva Laus!, Marijana Grbe3a, Stjepan Spalj!

Ucestalost, kontekst i karakteristike osmijeha koji se koristi u

reklamiranju

Frequency, Context and Characteristics of Smile Used in

Advertising

! Katedra za ortodonciju, Medicinski fakultet Sveucilista u Rijeci, Hrvatska

Department of Orthodontics, School of Medicine, University of Rijeka, Rijeka, Croatia
2 Odsjek za novinarstvo i odnose s javnoscu, Fakultet politickih znanosti Sveucilista u Zagrebu, Hrvatska
Department of Journalism and Public Relations, Faculty of Political Sciences, University of Zagreb, Zagreb, Croatia

Sazetak

Zaprimljen: 14. srpnja 2016.

Svrha: Slike nasmijesenih ljudi sveprisutne su u marketingu. Ovo istrazivanje bavilo se ucestalo-
$cu i karakteristikama osmijeha, kontekstom koristenoga osmijeha i ciljianom publikom novinskih re-
klama. Materijali i postupci: Cetiri istraziva¢a analizirala su 600 reklama iz 46 europskih ¢asopisa i
novina, a koristili su se analizom sadrzaja i analizom uokvirivanja. Dvadeset stavki obrasca za analizu
upotrijebljeno je za biljezenje prisutnosti ljudi, karakteristika osmijeha, konteksta u kojem je osmi-
jeh koristen, dojma uspjeha i zdravlja i koja je ciljana publika. Za statisticku analizu odabran je Hi-
kvadrat test. Rezultati: Vise od 70 posto novinskih reklama sadrzavalo je ljude, od kojih se gotovo 80
posto osmjehivalo i tako povezivalo proizvod ili uslugu s pozitivnim kontekstom ¢esée negoli s ne-
utralnim ili negativnim (p < 0,001). Reklame s osmijehom cesce su se obracale odraslima (70,6 %) i
adolescentima (33,6 %), a rjede starijima (22,2 %) i djeci (4,2 %); Zene (45,9 %) ili osobe obaju spo-
lova (29,2 %) cesce su bile ciljana skupina, negoli samo muskarci (2,6 %). Osmijeh je uglavnom ispu-
njavao jednu Cetvrtinu cijele reklame (97 %), a pritom su podjednako koristeni spontani i drustveni
osmijeh. Na 82 posto svih reklama zubi su bili vidljivi pri osmjehivanju, a bukalni koridori uocavali su
se u 39 posto slucajeva. Zaklju¢ak: Osmijeh je cest u novinskim reklamama i njime se uglavnom cilja
na odrasle Zene i pruza se kontekst pozitivnih emocija. Zubi su vidljivi kod vecine ljudi koji se smiju.
Parametri mikroestetike osmijeha nisu u zaristu zanimanja kad je rijec o reklamama.
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Uvod

Lice je univerzalna i klju¢na znacajka koja utjece na fizi¢-
ki izgled i privla¢nost neke osobe (1, 2), a marketinski stru¢-
njaci koriste se privla¢nim licima i osmijesima u reklamiranju
proizvoda. Dva su razloga za koristenje ljudskoga lica: prvi je
da ono sluzi kao pristupna tocka razli¢itim apstrakenim su-
stavima mnogobrojnih kompanija koje se reklamiraju (3), a
drugi je da sadrzava veliku koli¢inu informacija od kojih su
za reklamiranje najvaznije emocije (4).

Uloga osje¢aja u marketingu temelji se na ja¢anju emoci-
onalne povezanosti izmedu potrosaca i proizvoda. Reklama
koja moze iznenaditi, zabaviti ili ¢ak rasplakati ljude omogu-
¢uje oglasiva¢ima da postignu svoje ciljeve — proizvod ¢e biti
zapamden i ostvarit ¢e pozitivne asocijacije te e se tako pove-
¢ati prodaja (5). Nekoliko je marketinskih instrumenata koji
mogu potaknuti odredene emocije kod ciljane publike, pri-
mjerice, seksualna privla¢nost, humoristi¢nost, zastrasivanje i
uzivanje; ovo posljednje Cesto je predstavljeno ljudima koji se
smiju i dobro zabavljaju (5). Iako osmijeh nije jedini nacin za
poticanje srece, ipak je univerzalan oblik izrazavanja koji ima
vaznu ulogu u dru$tvenim interakcijama (3, 6, 7).

Introduction

Human face is a universal and key feature that affects
physical appearance and attractiveness (1, 2), and marketing
experts use attractive faces and smiles in product advertising.
There are two reasons for using a human face: firstly, it serves
as an access point to different abstract systems of numerous
companies that are being advertised (3); secondly, it contains
a great amount of information, the most important ones in
advertising are emotions (4).

The role of emotions in marketing is based on increasing
the emotional link between consumers and a brand. A com-
mercial which can surprise, amuse or even make people cry en-
ables the advertisers achieve their goals — inculcating the prod-
ucts in audience's minds, making positive associations with
the brand and driving sales up (5). There are several different
marketing instruments which can trigger certain emotions of
the targeted audience such as sex appeal, humor appeal, fear
appeal and joy appeal with the latter presenting people laugh-
ing and having a good time (5). Although smile is not the only
way to trigger happiness, it is still a universal expression which
plays an important role in social interaction (3, 6, 7).
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Estetika lica i osmijeha vazne su komponente suvremene
komunikacije u politici i politickom marketingu, pa politicke
stranke trode golem novac na odailjanje svojih ideja i poruka
preko stru¢njaka za medije, marketinga i odnosa s javnos¢u
(8). Privlacan osmijeh pomaze pobijediti na izborima (8), a
takoder se smatra da su privla¢ni ljudi inteligentni, uspjesni,
pravedni i suosje¢ajni zbog opéeg vjerovanja da je dobro sve
sto je lijepo (2, 3, 6).

Nacin na koji mediji prenose informacije o razlicitim pro-
blemima i dogadajima stvara fenomen poznat kao uokviriva-
nje vijesti ili medijsko uokvirivanje (10). Mediji se trude ista-
knuti odredene stvari, a neke druge izostavljaju, $to utjece na
nacin na koji ljudi interpretiraju i razmatraju ponudene in-
formacije, te tako mediji mogu utjecati na javno misljenje
(8, 9). Reklamiranje povezuje bolji i glamurozniji stil zivota
s privla¢nim izgledom i koristi se svakim sredstvom komuni-
kacije — od novina do drustvenih medija — kako bi prosirilo
svoje poruke u svim dobnim skupinama i medu pripadnici-
ma obaju spolova (10 — 13). Medijski stereotipi vazni su u
stvaranju nezadovoljstva samim sobom; nakon usporedivanja
vlastita lica i tijela s idealima prezentiranima u medijima lju-
di postaju vrlo samokriti¢ni i posramljeni zbog svojeg izgle-
da (11— 13). Snaga reklamiranja potvrdena je ¢injenicom da
najve¢i promotori oralnoga zdravlja i estetike osmijeha nisu
ni stomatolozi, ni preventivne kampanje koje potice drzava,
nego su to reklame proizvodaca sredstava za odrzavanje oral-
ne higijene (14).

Karakeeristike osmijeha vazan su dio dentofacijalne este-
tike i sastoje se od njegove $irine, vidljivosti, izgleda i polo-
zaja zuba, te vidljivost gingive i bukalnih koridora (15, 10).
Bukalni koridor prostor je koji se pojavljuje tijekom osmje-
hivanja izmedu bukalnih povrsina straznjih zuba maksile i
unutarnje stijenke sluznice usnice (17). Stomatolozima se sve
¢es¢e postavljaju zahtjevi za stvaranje privlatnog osmijeha,
¢esto pod utjecajem reklama. Zato je cilj ovog istrazivanja bio
utvrditi ucestalost, kontekst i karakteristike estetike osmije-
ha koji se koristi u novinskim reklamama, s obzirom na ci-

ljanu publiku.

Materijali i postupci

Cetiri istrativata (dva studenta dentalne medicine, jedan
op¢i stomatolog i jedan ortodont) analizirali su sve reklame
iz ukupno 46 nasumce izabranih europskih ¢asopisa i novi-
na objavljenih od kolovoza do listopada 2014. godine. Za-
stupljene su bile dnevne novine (10,9 %) te tjedni (37 %) i
mjesecni (45,7 %) Casopisi, ali i oni koji se rjede objavljuju
(6,5 %). Vrste casopisa bile su: tri politicka/informativna, tri
dje¢ja, tri sportska, pet modnih, Sest op¢ih, sedam tabloida,
sedamnaest o Zivotnim stilovima, te po jedan glazbeni i gos-
podarski. Primijenjena je analiza sadriaja medija, istrazivac-
ki postupak uobicajen u istrazivanju masovnih komunikacija
(18). Analiza uokvirivanja primijenjena je za istrazivanje kon-
teksta unutar situacija i aktivnosti (19). Okviri su mjere kon-
teksta, tj. konceptualni alati kojima se mediji i osobe koriste
za prijenos, interpretaciju i vrjednovanje informacija. Upit-
nik se sastojao od 20 stavaka, s obzirom na prisutnost lju-
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Face and smile esthetics are significant components of the
contemporary communication in politics and political mar-
keting where political parties spend a vast amount of money
to address their thoughts and messages with the help of me-
dia, marketing and public relation experts (8). An attractive
smile helps winning the elections (8), also, attractive people
are considered to be intelligent, successful, fair and compas-
sionate because of the common belief - what is beautiful is
considered good (2, 3, 6).

The way the media transfer information about different
problems and events creates phenomenon known as news
framing or media framing (10). The media tend to empha-
size certain things while the others are left out, which in-
fers the way individuals interpret and consider those infor-
mation, and in that way media can influence public opinion
(8, 9). Advertising associates better and more glamorous life-
style with attractive appearance, and uses every communica-
tion channel, from newspaper to social media, to spread their
messages to all age groups and both genders (10-13). Me-
dia stereotypes play an important role in creating self-dissat-
isfaction, and after comparing one’s own face and body with
media's ideals, people become very self-critical and ashamed
of themselves, that is, of their own physical appearance (11-
13). The power of marketing is verified by the fact that the
biggest promotors of the oral health and smile esthetics are
not dentists nor are preventive campaigns run by the state au-
thorities. Instead, they are run by oral hygiene remedies’ sup-
pliers (14).

Smile characteristics are important features of dentofacial
esthetics and are composed of: smile width, visibility, appear-
ance and position of the teeth, visibility of gingiva and buccal
corridors (15, 16). The buccal corridor is the space that ap-
pears during smiling between the labial surface of maxillary
posterior teeth and the inner mucosa of the lip (17). There
is ever growing demand upon dentists to create an attractive
smile, often influenced by advertisements. Therefore, the aim
of this study was to explore the frequency, context and char-
acteristics of the smile esthetics used in newspaper advertise-
ments, regarding the target audience.

Material and methods

Four examiners (two dental students, one general den-
tist and one orthodontist) analyzed all advertisements from
46 randomly selected European magazines and newspa-
pers published in the period between August and October,
2014. There were daily (10.9%), weekly (37%) and monthly
(45.7%) magazines represented as well as those which were
published less often (6.5%). The genres of the selected mag-
azines were as follows: 3 political / newsweekly magazines, 3
children’s magazines, 3 sport magazines, 5 fashion, 6 general,
7 tabloids, 17 lifestyle magazines, one musical and one econ-
omy magazine. Media content analysis, a research method in
mass communication studies for quantitative description of
the content of communication, was used (18). Framing anal-
ysis was applied to study the context within situations and
activities (19). Frames are the measures of context, i.e. con-
ceptual tools which media and individuals use to transfer, in-
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di, karakteristike osmijeha, kontekst koristenja osmijeha, ci-
ljanu publiku, dojam uspjesnosti i zdravlja ljudi. Osmijeh je
okarakteriziran kao spontan ili usiljen (drustven, namjesten);
onaj spontani aktivira miSice orbicularis oculi i zygomaticus
maior (20). Hi-kvadrat test koriten je u statistickoj analizi u
softveru IBM SPSS 22 (IBM, Armonk, SAD).

Rezultati

Ljudi su bili na 425 (70,8 %) od ukupno 600 analizira-
nih reklama i na njima je bilo 77,6 posto nasmijesenih. Re-
klame su se najcesée obracale odraslima (94,2 %) i adoles-
centima (37,8 %), rjede starijima (28,2 %) i djeci (4,2 %).
Reklame s ljudima obracale su se odraslima i starijima ces¢e
negoli one na kojima nije bilo ljudi (kod odraslih 69,6 % pre-
ma 30,4 %, p = 0,004; kod starijih 55,6 % prema 44,4 %, p
<0,001; tablica 1.).

Reklame su ¢esce bile usmjerene na zene (49 %) ili na
osobe obaju spolova (41,8 %) negoli samo na muskarce (9,2
%). Muskarcima su se podjednako obracale reklame s ljudi-
ma i bez njih, a Zenama i osobama obaju spolova ¢esée su se
obracale reklame s ljudima (83,7 % prema 16,3 % za zene i
60,2 % prema 39,8 % za oba spola; p < 0,001; tablica 1.).

Osmijeh je opéenito ispunjavao jednu cetvrtinu veli¢ine
cijele reklame, a podjednako su bili zastupljeni i oni spontani
i oni usiljeni. U 79 posto slu¢ajeva pri osmijehu su bili vidljivi
zubi, a bukalni koridori uoceni su u gotovo 39 posto slucaje-
va (slike 1. i 2.). Raspodjela vidljivosti zuba kod ljudi s osmi-
jehom prikazana je na slici 2. Reklame s osmijehom najcesée

Characteristics of Smile

terpret and evaluate information. The questionnaire consist-
ed of 20 items, regarding the presence of people, the smile
characteristics, the context of smile use, target audience, im-
pression of success and health in people. Smiles were distin-
guished as spontaneous or posed. Spontaneous smiles activat-
ed the orbicularis oculi muscle as well as zygomaticus major
muscle (20). The chi-square test was used in statistical anal-

ysis in commercial software IBM SPSS 22 (IBM, Armonk,
NY, USA).

Results

People were present on 425 (70.8%) of the 600 ana-
lyzed advertisements, and 77.6% of advertisements showed
smiling people. Most frequently, the advertisements target-
ed adults (94.2%) and adolescents (37.8%), rarely elder-
ly people (28.2%) and children (4.2%). The advertisements
with people have presented targeted adults and elderly people
more often than the advertisements with no people (in adults
69.6% vs. 30.4%; p=0.004, in elderly 55.6% vs. 44.4%;
p<0.001; Table 1).

The advertisements more frequently targeted wom-
en (49%) or both genders (41.8%) than exclusively men
(9.2%). Men were equally addressed by advertisements with
and without people present, while women and both genders
were more often addressed by advertisements with people
present (83.7 vs. 16.3% for women and 60.2 vs. 39.8% for
both genders; p<0.001; Table 1).

Smile generaly filled out a quarter of the size of the en-
tire advertisement, and was presented equally as spontaneous
and posed. In 79% of the cases there were visible teeth in the
smile, and the buccal corridors were present in almost 39%

Tablica1l Raspodijela reklama prema ciljanoj populaciji (djeca, adolescenti, odrasli, stariji), ciljanom spolu, veli¢ini reklame i opéem dojmu,

prema prisutnosti ljudi i osmijeha

Table1  Distribution of advertisements according to target population (children, adolescents, adults, elderly), target gender, size of
advertisements and general impression according to presence of people and smile
L l;,d'l bez sy 220 Ljudi s osmijehom ¢ Bez ljudi Ukupno ¢
eople without People with smil N 1 Total
smile eople wit 0smx e o pel(\)Ip le present Noéoo P
(N=95) (N=330) (N=175) (N=600)
Ne ¢ No 93 312 170 575
Dijeca * Chil 0.20
Jeca ildren Da ¢ Yes 2 18 5 25 )
Adolescenti Ne * No 67 187 119 373 0.008
Adolescents Da * Yes 28 143 56 227 '
Ne ¢ No 2 30 3 35
li o Adul 0.001
Odrasl + Aduls Da * Yes 9 300 172 565
Ne ¢ No 87 244 100 431
Stariji * Elderly Da Yes g Y 75 169 <0.001
Muski * Male 17 11 27 55
Spol * Gender Zenski * Female 51 195 48 294 <0.001
Oba * Both 27 124 100 251
1/4 stranice * 1/4 of page 1 43 23 67
Veli¢ina reklame ® Size | 1/3 stranice * 1/3 of page 6 23 18 47
- <0.001
of ads 1/2 stranice ® 1/2 of page 20 46 60 126
Cijela stranica * Whole page 68 218 74 360
Obéi dor G | Negativan * Negative 3 1 2 6
Pt A0JaM E LENCRA | \eyytpalan » Neutral 47 65 122 234 <0.001
impression — —
Pozitivan ¢ Positive 45 264 51 360
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ne moze se procijeniti
® cannot be assessed
40%
da eyes
35%

neki da, neki ne
® some yes, some no
4%
neeno 21%

Slika 1 Vidljivost bukalnih koridira
Figure 1 Visibility of buccal corridors

100%

90.9 97.9 80.9 95.2
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gingiva u suvisku e
gingival excess 1%

vidljiva gingiva
o visible gingiva 7%

zubi nisu vidljivi eteeth
not visible 21%

< 1/3 krune zuba
® <1/3 of tooth
crown 12%

1/3-2/3 krune zuba
® 1/3-2/3 of tooth
crown 23%

cijela kruna zuba e
whole tooth crown 36%

Slika 2 Vidljivost zuba tijekom osmjehivanja
Figure 2 Visibility of teeth during smile

[

90.5 20 10.5
80% o
60%
40%
20% .
0% 9.1 [ 19.1 9.5 80 89.5 4.8
osmijeh bezosmijeha osmijeh bezosmijeha osmijeh bezosmijeha osmijeh bezosmijeha
esmile ® no smile esmile ® no smile esmile ® no smile ssmile

djeca # children adolescenti eadolescents odrasli  adults

m dobna skupina prisutna  age group present

stariji @ elderly

D dobnaskupina odsutna e age group absent

® no smile

Slika 3 Dob ljudi na reklamama prema prisutnosti
osmijeha

Figure 3 Age of people in advertisements according to
presence of smile

Tablica 2 Profil i karakteristike ljudi na reklamama s obzirom na prisutnost osmijeha

Table 2  Profile and characteristics of people in advertisements regarding the presence of smile
Nasmijeseni ljudi®  Ljudi bez osmijeha® Ukupno *
People without smile ~ People with smile Total
(N=95) (N=330) (N=425)
Muski ¢ Male 25 34 59
Spol * Gender Zenski ¢ Female 60 242 302
Oba * Both 10 54 64 <0.001
Dotam liudi Neuspjesni ® Unsuccessful 2 8
ojam judi Neki uspjesni, neki ne * Some successful, other not 9 6 15
Impression of people
Uspjesni ® Successful 80 322 402 <0.001
bost liudi Los * Bad 19 7 26
Oso nost jjudi * Oba ¢ Both 13 8 21
Personality of people
Dobar * Good 63 315 378 <0.001
o i Bolestan * Ill 6 0 6
Zdravlje ljudi » Neki zdravi, neki bolesni ® Some healthy, some ill 0 5 5
Health of people
Zdravi ® Healthy 89 325 414 *
e Fuds Pesimist ® Pessimist 7 0 7
Opt}mfzam Juct Neutralno * Neutral 51 57 108
Optimism of people — —
Optimist ® Optimist 37 273 310 *

* Hi-kvadrat test nije primjenjiv jer neke kategorije imaju < 5 ¢lanova ¢ Chi-square test is not applicable because some categories have < 5 participants

su prikazivale odrasle osobe (80 %), a najrjede starije (4,8 %)
(slika 3.). Zene (45,9 %) ili osobe obaju spolova (29,2 %)
prikazane su ¢es¢e negoli samo muskarci (2,6 %) (tablica 2.).
Reklame koje prikazuju osmijeh, nasuprot onima bez osmi-

of cases (Figure 1 and 2). The distribution of the visibility
of teeth in people with smile is shown in Figure 2. The ad-
vertisements with smile most frequently presented the adults
(80%) and most rarely the elderly (4.8%), as shown in Figure
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jeha, nagovijestaju kontekst uspjeha (98 % prema 84 %, p <
0,001), pozitivnosti (95,5 % prema 66 %, p < 0,001), zdrav-
lja (98 % prema 93 %) i optimizma (83 % prema 38 %). Na-
smijesene zene prikazivane su ¢e$¢e od nasmijanih muskaraca

(73 % prema 63 %, tablica 2.).

Rasprava

Osmijeh se ¢esto koristi u marketinske svrhe jer povezu-
je proizvod ili uslugu s pozitivnim emocijama, optimizmom,
zdravljem i uspjehom. Kod vecine nasmijesenih ljudi zubi su
vidljivi, a bukalni koridori uoc¢avaju se kod manje od polovi-
ne. Usiljeni i spontani osmijesi podjednako su ¢esti, iako do-
sada$nja istrazivanja sugeriraju da onaj spontani moze pove-
¢ati uspjesnost reklame (21).

Reklame se uglavnom obra¢aju odraslima zbog njihovih
prihoda; pozitivne emocije povezane s osmijehom na njih
ostavljaju ja¢i dojam jer pamte pozitivne slike ¢es¢e negoli
djeca i starija populacija (22). Vecina reklama obrada se Ze-
nama, vjerojatno zato $to one posvecuju vise pozornosti pri-
mljenim porukama i sklone su evaluaciji viSestrukih izvora u
donosenju odluka (4, 10, 23). Muskarci i Zene razli¢ito obra-
duju informacije; reklame koje se obra¢aju Zenama detaljni-
je su i sadrzajnije (23) jer njihova lijeva i desna strana mozga
uzajamno uspjesnije suraduju. Nadalje, Zene su ¢escée zastu-
pljene u reklamama, sli¢no rezultatima koje je dobio Shee-
han (10).

Glavne karakteristike osmijeha u reklamama jesu potpu-
no vidljive krune prednjih zuba maksile i bukalni koridori,
a gingiva je rijetko vidljiva. Neke studije impliciraju upitan
ucinak elemenata estetike osmijeha na opéu privla¢nost. Lju-
di opcenito uocavaju veée nerazmijere u polozaju zuba, a ne
fokusiraju se na detalje estetike osmijeha (16). S povecanjem
stupnja malokluzije ljudi dulje zadrzavaju pogled na podru¢-
ju usta dok gledaju lice (7). Bukalni koridori smatraju se vaz-
nim obiljezjem osmijeha, a ako njihova vidljivost prelazi od
10 do 15 posto ukupne irine osmijeha, smatra se da nisu li-
jepi (17). Minimalni bukalni koridori poZeljna su estetska ka-
rakteristika kad je rijec i o muskarcima i o Zenama (16, 17)
i pojavljuju se kod gotovo polovine ljudi na reklamama. Sa-
mo jedan posto ljudi na reklamama ima vidljiv visak gingive
od Cetiri milimetra ili viSe, $to se smatra estetski nepozeljnim
(15). Parametre mikroestetike osmijeha (zlatna proporcija,
nagib okluzalne ravnine i pomak sredine zubnih lukova) u
nekim je slucajevima bilo tesko odrediti zato $to su koriste-
ne nestandardne fotografije i fotografije koje nisu bile u fron-
talnoj projekciji pa nije bilo moguée provesti fotogrametrij-
ske analize.

Ucestalost i karakteristike osmijeha koristenih u marke-
tingu prije nisu bile detaljno analizirane, iako je osmijeh ¢esto
koristen i povecava uspjesnost svake reklame (26). Reklame
mogu snazno utjecati na odabir, stajalista, ponasanje i navike
ve¢ u ranoj dobi i integrirane su u proces socijalizacije djete-
ta kao potrosaca (24). Doprinos utjecaja reklama na sve vece
nezadovoljstvo u opcoj populaciji ne smije se ignorirati (11,

Characteristics of Smile

3. Women (45.9%) or both genders (29.2%) were presented
more often than men only (2.6%) as can be seen in Table 2.
The advertisements displaying smile as opposed to the ones
without a smile insinuated the context of success (98% vs.
84%; p<0.001), positivism (95.5% vs. 66%; p<0.001), health
(98% vs. 93%) and optimism (83% vs 38%). Smiling wom-
en photos were present more often (73%) than smiling men

photos (63%, Table 2).

Discussion

Human smile is frequently used in marketing purpos-
es since it associates the product or the service with positive
emotions, optimism, health, and success. Most people show
their teeth when they smile and buccal corridors are visible in
less than half of those people. Posed and spontaneous smiles
are equally represented, although the previous research sug-
gested that a spontaneous smile may increase the success of
advertisement (21).

Advertisements mostly target the adults because of their
income, also the positive emotions associated with smiling
leave bigger impression on adults; because they memorize
positive pictures more accurately than children or the elder-
ly (22). The majority of advertisements target women, prob-
ably because they are more attentive to receiving messages
and tend to evaluate multiple sources in their decision mak-
ing (4, 10, 23). Men and women process information dif-
ferently; advertisements that target women tend to be more
detailed and have more content (23) because their left and
right side of the brain interact more successfully. Also, wom-
en were more often represented in the advertisements, which
is similar to the findings by Sheehan (10).

The main characteristics of the smile in advertisements
are visible full-length crowns of the maxillary front teeth and
the buccal corridors, while the gums are rarely visible. Some
studies suggest some doubtful effects of the elements of smile
esthetics on the overall attractiveness. People generally notice
greater discrepancies in tooth positioning and do not focus
on details of smile esthetics (16). People tend to keep their
view longer on the mouth area of the face as the malocclu-
sion of teeth increases (7). Buccal corridors are regarded as
an important feature of smile, and if their visibility exceeds
10-15% of the smile width, they are considered unpleasant
(17). The presence of minimal buccal corridors is a preferred
esthetic feature in both men and women (16, 17), and they
are present in just under one half of the people in advertise-
ments. Only 1% of the people in the advertisements had an
excessive gingival display amounting to 4 millimeters, or even
more than that, which is perceived as esthetically unpleasant
(15). Micro parameters of the smile esthetics (golden propor-
tion, the occlusal cant, and midline shift) were difficult to
determine in some cases because the non-standard and non-
frontal projection photos were used and the photogrammet-
ric measurements could not be performed.

The frequency and characteristics of the smile used in
marketing were not thoroughly analyzed in previous studies,
although these features are often used to enhance the success
of every advertisement (26). Advertisements and commer-
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13), a jos je veca pojavnost tjelesnoga dismorfnog poremecaja
(engl. body dysmorphic disorder — BDD) kod osoba koje traze
ortognatsku kirurgiju (11,2 %) i ortodontsku/estetsku den-
talnu medicinu (5,2 %) (25)/zahvate iz otrognatske kirurgije
(11,2 %) i ortodontske/estetske dentalne medicine (5,2 %).
Jedna od pet osoba kojima je dijagnosticiran BDD nije zado-
voljna izgledom svojih zuba i ostaje nezadovoljna ishodom
terapije (25, 26). Unato¢ tomu, poboljsanje dentofacijalne
estetike sve je trazenije u ordinacijama (26 — 29). Odvajanje
predivnih slika od njihova konteksta i obecanje boljeg Zivo-
ta moglo bi biti pocetna tocka u komunikaciji izmedu paci-
jenta i doktora dentalne medicine. Utvrdivanje karakteristika
osmijeha koje se promicu kao pozeljne posredstvom reklama,
mogu poboljsati odnos izmedu doktora dentalne medicine i
pacijenata u komunikaciji i o¢ekivanjima te kad je rijec¢ o za-
dovoljstvu ishodom terapije.

Zakljuc¢ak

Osmijeh se ¢esto koristi u novinskim reklamama jer pru-
za kontekst pozitivnih emocija, optimizma, zdravlja i uspje-
ha. Zubi su vidljivi kod veéine nasmijesenih ljudi, a bukalni
koridori uocavaju se kod manje od polovine. Usiljeni i spon-
tani osmijesi podjednako su Cesti. Parametri mikroestetike
osmijeha nisu u Zaristu zanimanja reklama.
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cials may strongly influence preferences, attitudes, behavior
and habits starting as early as in the young age and are inte-
grated into the process of socialization of the child as a con-
sumer (24). The contribution of the influence of advertising
on the growing appearance dissatisfaction in the general pop-
ulation therefore must not be ignored (11, 13), with higher
prevalence of the body dysmorphic disorder (BDD) among
subjects seeking orthognathic surgery (11.2%) and in ortho-
dontics/cosmetic dentistry settings (5.2%) (25). One in five
persons diagnosed with BDD are not satisfied with their den-
tal appearance, and remain dissatisfied with their treatment
outcome (25, 26). Nevertheless, the improvement of the den-
tofacial esthetic is growing in demand in dental offices (26-
29). Separating beautiful image from its context and prom-
ise of a better life could be a starting point in communication
between patients and dentists. Identification of the smile
characteristics, which are promoted as desirable through the
advertisements, could improve the relationship between den-
tists and patients in the communication, expectations and
satisfaction with treatment outcome.

Conclusion

Smile is often used in newspaper advertisements be-
cause it provides the context of positive emotions, optimism,
health, and success. Teeth are visible in majority of the people
when they smile while buccal corridors are visible in less than
half of those people. Posed and spontaneous smiles are equal-
ly present. Parameters of micro smile esthetics are not in the
focus of an advertisement.
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Objective: The images of smiling people are omnipresent in marketing. Frequency, smile character-
istics, context of the smile and target audience in newspaper advertisements were points of interest
of this study. Material and methods: Four examiners analyzed 600 advertisements from 46 Europe-
an magazines and newspapers by using content and framing analysis. Twenty items of the analysis
form the presence of people, smile characteristics, context of smile use, impression of success and
health, and targeted audience. The chi-square test was used in statistical analysis. Results: People
were present in over 70% of the newspapers advertisements, and almost 80% of them were smiling,
relating the product or service with positive context more often than with neutral or negative context
(p<0.001). The advertisements with smile targeted the adults more frequently (70.6%) and adoles-
cents (33.6%), and less often the elderly (22.2%) and children (4.2%); women (45.9%) or both gen-
ders (29.2%) were targeted more often than solely men (2.6%). Smile mostly filled out one quarter
of the size of the entire advertisement (97%), equally spontaneous and posed smiles were used. In
82% of cases teeth were visible during smile, and buccal corridors were present in 39% of them. Con-
clusions: Smile is often used in newspaper advertisements, mostly targeting adult women, and pro-
viding the context of positive emotions. Most people will show teeth when they smile. Parameters of
micro smile esthetics are not in the focus of an advertisement.
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