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BRIEFS
Diabetes sympo-

sium: The New York Acade-
my of Sciences, Columbia
University College of Physi-
cians and Surgeons and
Columbia University College of
Dental Medicine will present
“Diabetes and Oral Disease:
Implications for Health Profes-
sionals” May 4 at the New
York Academy of Sciences in
New York City.

The symposium will pro-
vide a platform for dental
and medical health profes-
sionals to share new data,
knowledge and treatment
protocols relevant to the
bidirectional link between
diabetes and oral disease so
that health care profession-
als can coordinate and col-
laborate toward the goal of
improving the health of indi-
viduals with diabetes.

Participants can receive up
to 6.5 continuing education
credits. 

ADA members can register
at the discounted rate of
$180, and registration
includes a complimentary 
one-year membership to the
academy.

The symposium is supported
in part by Oral Health Ameri-
ca, Aetna Dental, Colgate-
Palmolive Co. and The Life
Technologies Foundation. 
For more information on the
symposium, speakers, agenda,
abstracts, and travel and lodg-
ing information, visit “www.
nyas.org/DentalDiabetes”. 

ADA members can register
online at the discounted rate
by logging on at “http://bit.ly/
NYAS_OralDisease”. ■

Source:  ADA Survey Center
“survey@ada.org”, Ext. 2568

The total debt of dental school
graduates who reported having debt
at graduation leveled off at $253,419

in 2008. 
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JUST THE FACTS

BY CRAIG PALMER
Washington—Buoyed by profession-

al advocacy, ADA-backed dental emer-
gency responder legislation won a
401-12 vote of approval by the U.S.

House of Representatives March 8
and moved to the Senate. 

The nation’s dentists “would be
immeasurably valuable in a coordinat-
ed response to a disaster,” said ADA

President Raymond Gist.
The Association is seeking a Senate

sponsor. The deficit neutral Dental
Emergency Responder Act is endorsed

BY CRAIG PALMER
Washington—Tooth bleaching is the

practice of dentistry, Dr. Van B. Hay-
wood testified March 9-10 at Federal
Trade Commission hearings on tooth-

whitening services.
Dr. Haywood, an ADA Council on

Scientific Affairs consultant, testified
at FTC administrative proceedings as
the North Carolina State Board of

Dental Examiners expert witness. The
FTC issued an administrative com-
plaint June 17, 2010, charging that
the North Carolina board “has acted
in various ways to eliminate the provi-
sion of teeth-whitening services by
nondentists.”

As hearings continue before an
administrative law judge, the FTC
and the North Carolina board called
on dental witnesses as their experts.
Dr. Martin Giniger, the FTC’s lead

witness Feb. 17, offered testimony on
the history, science and commercial-
ization of teeth-bleaching products
and services.

Dr. Haywood presented the dental
board’s expert witness report, telling
the administrative court, “I am not in
favor of anyone bleaching their teeth
without having a proper dental exam.”

“Whitening is best performed in a
professionally-supervised manner,
with a proper examination and diag-
nosis, using appropriate materials for
the patient and situation, with a fair
fee for service,” Dr. Haywood testi-
fied.

GKAS
meets
NASCAR

Education time: Deborah A. Krueger, dental hygienist, North
Carolina Public Health Oral Health Section, hands out oral
health education materials at Charlotte Motor Speedway
March 12. A prototype of a NASCAR racing vehicle at the
Charlotte Motor Speedway sports the logos of Give Kids A
Smile, Henry Schein Cares and 3M. Greg Biffle’s No. 16 car
will feature the logos for a race Oct. 15. Story, page 22.

FTC tooth-whitening hearings
Dr. Haywood: best performed with a proper exam

BY KELLY SODERLUND
Washington—The Pew Chil-

dren’s Dental Campaign
announced it is beginning a cam-
paign in New Hampshire to
expand the dental workforce avail-
able to care for low-income chil-
dren and other underserved
groups.

Jim Williamson, executive
director of the New Hampshire
Dental Society, said he spoke with
Pew representatives several months
ago and discovered they were

PEW starts
New Hampshire
dental
workforce
campaign

■ Army Dental
Corps 100th birth-
day, page six

■ Condoleezza Rice
to speak at ADA
annual session,
page two

Dental responders bill
House endorsement moves legislation to Senate

See BILL, page eight

See FTC, page nine

See PEW, page 12
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Management program, page 10  ◆ Tallest man’s smile, page 26

BRIEFSE-book launch: The
ADA Catalog has made prac-
tice management resources
more accessible by offering
three of its most popular pub-
lications available for pur-
chase on the Amazon Kindle.

The ADA Guide to Starting
Your Dental Practice, CEO
Crash Course: A Dentist’sGuide to Practice Leadership

and Terminating Employment
in a Dental Office all provide
instant answers to some of the
most pressing practice man-
agement questions—whether
you’re a new dentist or a sea-
soned professional.Kindles are mobile reading

devices that let readers down-
load books, magazines and
other media for easy andportable reading. Each of the three ADA e-

books is available for wireless
download for $44.95.Starting Your Dental Prac-

tice, the first in the ADA Prac-
tical Guide Series, is filled
with information for any den-
tist getting ready to open a
new practice for the first time.
The publication outlines the
essentials of starting a dental
practice, whether as a solo
practitioner or as an associate.

CEO Crash Course: A Den-
tist’s Guide to Practice Leader-
ship offers tips on how tobuild and maintain a strong

practice and office structure,
including what works in other
practices and the larger busi-
ness world.

Terminating Employment in a
Dental Office helps dentists and
practice owners navigatethrough the challenging process

of firing office employees as

Source:  ADA Survey Center
“survey@ada.org”, Ext. 2568

Major capital expenditures (per
dental school) reached a high in
2005, with the average amount

decreasing each fiscal year after.

Facility money

JUST THE FACTS

BY STACIE CROZIERThe ADA and the National Associ-
ation of School Nurses will launch a
nationwide school-based oral health
awareness campaign this summer.

The campaign, “Empowering
School Nurses to Change Oral Health
Perceptions,” will provide school nurs-

es with oral health resources and mes-
sages for use in classrooms and health
offices. The campaign will be funded

through a grant to the NASN from
the DentaQuest Foundation.The effort supports a 2010 House

of Delegates resolution directing the
ADA to offer resources that support
school-based oral health programs.

The school nurses’ association will
collaborate with the ADA to conduct

a needs assessment beginning this
month to evaluate school nurses’ oral
health knowledge, perceptions and
practices. With input from the ADA,
the NASN will also convene a nation-
al advisory group to identify available
resources and work with the ADA

BY JENNIFER GARVINThe typical week for the typical
dental student is packed with hours of
lectures, exams and marking time in
the laboratory. Junior and senior stu-
dents juggle all that with hands-on
procedures and working in the
school’s clinic. Not to mention all the

homework and exams that come with
the territory.

And lather. Rinse. Repeat.It’s exhausting, this road to becom-
ing a dentist, but also exhilarating.
That’s why two Saturdays and one
Sunday a month students from the

BY CRAIG PALMERWashington—The Association cited
potential patient and practice benefits
but urged the Justice Department “to
take an extended and incremental
approach” to regulating website acces-
sibility for individuals with disabili-
ties.

If proposed new website accessibili-
ty standards are adopted, most dental
practices would need to rely on out-
side service providers to bring their
websites into compliance, Association
officials said in comments filed Jan.
24 on the department’s advance notice
of proposed rulemaking. Justice is
considering “regulatory guidance” on
the accessibility of websites main-
tained by health professional and
other “public accommodations” cov-
ered by the Americans with Disabili-
ties Act.

The Association estimates that
roughly 64 percent of 157,000 mem-
ber dentists have websites for their
practices and that it would take “mil-
lions of dollars and years of work to

make all dental practice websites
fully compliant” with the pro-
posed AwDA nondiscrimination
regulations. 

“Larger entities such as health
care organizations and not-for-
profits would be especially hard
hit [by the proposed require-
ments] because they are more like-
ly to have extremely large and
highly complex websites featuring
multiple links and containing
material that would be difficult or
impossible to make accessible,”
the Association said.The ADA responded to admin-

istrative, cost, feasibility, technical
and timing questions posed by the
Justice Department in the July 26,
2010 advance notice published in
the Federal Register.

See BRIEFS, page 35

ADA, school nurses team up
for oral health awareness

ADA urgesincrementalwebsiteregulation

■ President-Elect’sConference, page20

Learning: Jazmine Daye, a second-year UIC dental student, examines a

patient Jan. 29 at Goldie’s Place, a support center for Chicago’s home-

less. UIC received the 2010 ADA Foundation E. Bud Tarrson Access to

Oral Health Care Award for its student volunteer work at the center.

See NURSES, page 31

■ NIH fundsdental ER study,page eight 

UIC students honored with2010 ADAF Tarrson award 

See REGULATION, page seven

See TARRSON, page 24
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Continuing Education
The success of the CE program is apparent because thousands of 
our readers are committed to learning from the primary resource 
in dentistry.

For our advertisers, this represents a powerful opportunity to reach 
our readers seeking CE credit. Your ads get repeated exposure  
as each issue is read and then read again.

Since its premiere in 1913, JADA has cornered the market 
in dental science publishing. No other journal commands 
the same respect.

JADA is the “must-read” publication for the practicing 
dentist, the dental researcher, the dental educator. It’s the 
best-read journal in dentistry!*

*	Kantar Media 2011, JADA vs. five dental periodicals not published by the ADA,  
excluding publications of less than 100,000 circulation.

F E AT U R E S

R ea  d ers   h i p  Pr  o f i l e

1

Features         Readership Profile         JADA 2012         

Commentary
Editorial 
Guest Editorial
Letters
News & Updates
News 
Appointments/Elections/ 
Awards 
Calendar of Events

Cover Story
One or more reports on  
critical topics in dentistry

Clinical Practice
Clinical Articles 
Case Reports 
Diagnostic Challenge 
Nutrition 
Pain Update 
Brief Reports

Journal Scan

Research
Research Articles 
Critical Summaries 
Brief Reports

Practice Management
Articles on the business aspects 
of running a practice (staffing, 
office design, insurance, office 
technology)

Trends
Survey findings on patient  
and profession demographics

Perspectives
A Better Practice 
Ethical Moment 
Observations

Association Reports
ADA Policy Statements 
ADA Clinical Practice Updates 
House of Delegates Information

JADA delivers information dental professionals can’t get  
anywhere else. They depend on The Journal. Why?

4.08%

4.05%

3.74%

3.69%

3.51%

3.40%

3.30%

Overall Quality*

JADA
Pub A

Pub B

Pub C

Pub D

Pub E

Pub F

(base = readers) (scale = 1 (low) to 5 (high))
(Total dentist sample)

66%

52%

43%

36%

34%

31%

19%

Save For Future Reference*

JADA
Pub A

Pub B

Pub C

Pub D

Pub E

Pub F

(base = readers) (Percentage responded yes) 
(Total dentist sample)

Authoritative. Relevant. Dentistry’s leading source in practice and science.  

The Journal of the American Dental Association.  
It’s the flagship of ADA publications—the one dentists turn to when they  

need to learn about the latest developments in their profession.

JADA

Combine your JADA and ADA News schedules and 
qualify for combination discount frequency rates.

With each monthly issue, readers get
•	 peer-reviewed, original scientific reports on every conceivable 	
	 dental subject
•	 in-depth cover stories on the profession’s hottest topics
•	 clinical articles by recognized experts
•	 the latest in dental research and much more

Expanded Department Features 
(Not all departments will appear in each issue of JADA)

No. 1 Journal in Readership
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If you’re the kind of marketer who likes to make important 
decisions “by the numbers,” ADA News has good news for you. 
No other dental publication gives you better readership numbers. 
It’s dentistry’s best-read publication. The one dentistry could 
not do without. The best. The ADA News.

For nearly 43 years, ADA News has been the preeminent source 
of important news affecting dentistry. And as an advertiser, you 
have access to these loyal readers 22 times a year. What’s more, 
they are responsive because they have the resources to buy your 
products or services.

ADA News The Leading Voice in Dentistry

How did the ADA News achieve its front-runner  
status? Consider what readers find in each issue:

•	 no. 1 source of news and information about the many benefits 	
	 and services the ADA delivers to its members each day

•	 the latest on scientific, socioeconomic, and legal developments 	
	 affecting dentistry

•	 regular updates on government actions related to health care 	
	 from the statehouse to the White House

•	 feature stories, letters to the editor, facts on dentistry, updates 	
	 on U.S. health policy and health system reform, the latest on 	
	 infection control, Association policy statements and more

ADA News delivers maximum readership for maximum 
impact! ADA News reaches the full spectrum of 
dental decision-makers. No other dental publication 
comes close to this amazingly high level of readership.

F eatures    

ADA News commands a high-profile audience of prequalified dental  
buyers. Place your ad in the most sought-after publication in dentistry.

ADA News ranks No. 1 in readership and ad exposure—the  
“best-read publication” in the industry. Why?

* Kantar Media 2011, ADA News vs. five dental periodicals not published by the ADA,  
excluding publications of less than 100,000 circulation.

R ea  d ers   h i p  Pr  o f i l e

ADA News

JADA

Pub A

Pub B

Pub C

Pub D

Pub E

ADA News

JADA

Pub A

Pub B

Pub C

Pub D

Pub E

47%

38%

29%

29%

28%

27%

26%

69%

64%

51%

48%

47%

46%

44%

Projected average issue readers*

Projected average page exposures*

(Total dentist sample)

(Total dentist sample)

Combine your JADA and ADA News schedules and 
qualify for combination discount frequency rates.
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ADA candidate statements, page six  ◆ Sharecare sign-up, page 14

BRIEFS
Call for comment:

The Council on Dental Educa-
tion and Licensure has
received an application from
the American Society of Den-
tist Anesthesiologists for
recognition of dental anesthe-
siology as a dental specialty.  

The council invites written
comment from individuals and
organizations on the applica-
tion. 

Comments must relate
directly to the Requirements
for Recognition of Dental Spe-
cialties, which may be found
at “www.ada.org/sections/
educationandcareers/pdfs/
requirements.pdf”. 

An electronic copy of the
application is available from
CDEL for $150. A check made
payable to the American Den-
tal Association must accompa-
ny the written request for the
application. The application is
also available for review in the
council office by appointment. 

CDEL will consider the
application and all comments
received at its November
meeting. 

The council’s recommenda-
tions regarding the application
will be forwarded to the 2012
ADA House of Delegates.

Forward written comments
to the council director, Karen
Hart, no later than Sept. 16. 

Comments may be mailed,
emailed or faxed to: Council
on Dental Education and
Licensure, American Dental
Association, 211 E. Chicago
Ave., Chicago, IL 60611;
“hartk@ada.org” (email); or 
1-312-440-2915 (fax). Ques-
tions may be directed to Ext.
2825. ■

Source: Health Policy Resources Center,
“survey@ada.org”, Ext. 2568

The most common type of
employment among private

practitioners in 2009 was sole
proprietors.

Employment situation

Sole proprietors

Partners

Employees

Independent
contractors

Source: Heall hth Policy Resources
“survey@ada.org”, Ext. 25

Sol
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69.6%

16.3%

10.5%

3.6%

JUST THE FACTS

BY CRAIG PALMER
The Ad Council, committed to

addressing pressing social issues with
slogans iconic in American culture,
approved a dental coalition initiative for
a national advertising campaign to

improve chil-
dren’s oral
health.

The Part-
nership for
Healthy Mouths, Healthy Lives cam-

paign will seek
to provide edu-
cation and
raise awareness
of parents and

caregivers to their children’s oral health.

Coalition representatives presented the
proposal June 13 to the Ad Council
Executive Committee in New York.

“Creating a strong extensive partner-
ship in the dental community proves

BY CRAIG PALMER
Washington—Dentist and nonden-

tist teeth whitening services “are rea-
sonably interchangeable” and “compa-
rable” whether offered in the dental
office or shopping mall, a Federal

Trade Commission
judge said in a July
14 antitrust ruling.

Chief Adminis-
trative Law Judge
D. Michael Chap-
pell told the North
Carolina State
Board of Dental

Examiners to “cease and desist from
directing a nondentist teeth whitening
provider to cease providing teeth
whitening services or teeth whitening
goods provided in conjunction with

BY STACIE CROZIER
Charged with assessing the current

U. S. oral health care system, and in
particular, its strengths, weaknesses
and future challenges for delivering
care to vulnerable and underserved
populations, the Institute of Medicine
Committee on Oral Health Access to
Services released a 243-page report
July 13, outlining its vision for the

future and far-reaching recommenda-
tions for federal agencies, state govern-
ments and other stakeholders for
improving access to oral health care.

“Improving Access to Oral Health
Care for Vulnerable and Underserved
Populations” (available online at
“www.iom.edu”) states that millions of
Americans are not receiving dental

Ad Council OKs campaign
on children’s oral health
ADA, DTAF, other dental groups combine efforts

‘Cease and
desist,’
FTC judge
tells NC
dental board

A big hit: More than 3,000 fans flossed simultaneously at the Massachusetts Dental Society-sponsored
“Floss Night” at the Lowell Spinners’ baseball game June 29 in Lowell, Mass. It was a flossing record, say
MDS officials. MDS President Charles Silvius tossed out the first pitch of the game for the Spinners, the
Single-A affiliate of the Boston Red Sox. MDS distributed oral health information to fans as they entered
the park, and each one received an Oral-B floss pick donated by Procter & Gamble.

Photo by John Corneau/Lowell Spinners

■ Wyo-
ming
public
affairs,
page 13

See FTC, page 15

See IOM, page 13

IOM report eyes improving
access to oral health care 

See AD COUNCIL, page 14
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Army dentist twins, page four  ◆ Avesis update, page 14

BRIEFS
CDT app: Need to find a

CDT Code but don’t have
access to a book or a comput-
er?

The ADA hopes to make
coding easier and faster with
the introduction of the new
CDT Code Check app for the
iOS (iPhone, iPad) and
Android-powered mobile
devices (phones and tablets).

The app is available for
$19.99 in the Apple iTunes
Store and the Android Market.

The CDT Code Check, which
contains every CDT code, is a
portable resource for dentists

and dental staff. The app
includes new codes and revi-
sions with marked changes,
and assists dental profession-
als who use procedure codes
for tasks in developing treat-
ment plans, managing patient
charting and submitting insur-
ance claims.

There is also a complete
listing of each CDT Code,
including category of service,
subcategory, procedure code,
nomenclature and descriptor.
Users can also search by code
number or key word.

To purchase the new app,
visit the Apple iTunes store or
Android Market and search
CDT Code Check. ■

Source:  Health Policy Resources Center,
“survey@ada.org”, Ext. 2568

The United States surpassed Canada
in both resident and nonresident
average first-year dental school

tuition for 2009-10.

First-year tuition
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United States Canada

Resident Nonresident

JUST THE FACTS

BY KELLY SODERLUND
It’s being described as an “improved

business environment for dentists but
still a fairly conservative outlook for
the near future.”

The above statement is how the
American Dental Association’s Health
Policy Resources  Center classifies the

results from the Quarterly Survey of
Economic Confidence for the first
quarter of 2011. More than 1,500
dentists were surveyed.

“As the economy continues to
strengthen, there are clear signs of new
economic life in dentistry,” according
to the survey’s executive summary.

Dr. Jeffrey Cole, member of the
Council on Dental Practice’s Subcom-

mittee on Economic Issues, echoes the
cautious optimism expressed about
previous survey results.

“It is encouraging that the econom-
ic results for the first quarter of the
year were positive. The pessimism in
the economic outlook probably 

BY STACIE CROZIER
Pittsburgh—More than 700 partici-

pants—dental professionals from both
public health and private practice,
dental directors, public health offi-
cials, policymakers, educators, dental
manufacturers, insurers and others—
gathered at Pittsburgh’s Westin Con-
vention Center April 10-13 to “Con-
verge on the Future” at the 2011
National Oral Health Conference.

It was the 12th joint annual confer-

ence of the Association of State and
Territorial Dental Directors and the
American Association of Public
Health Dentistry. The Centers for
Disease Control and Prevention was

Economic outlook
improving: survey

Public and private
viewpoints explored

Joint conference: The National Oral Health Conference, held in April, included speakers from government,
academia and private practice.

■ NOHC first-
timer offers
impressions,
page 18

Lost office: One of the treat-
ment rooms destroyed in Dr.
Charles McGinty’s Joplin, Mo.,
dental practice.

BY CRAIG PALMER
Joplin, Mo.—More than half of

this city’s dental capacity is
“gone,” lost to the winds of May

Joplin’s dental
capacity
reduced by
tornado

See JOPLIN, page 16

National Oral Health Conference

See SURVEY, page eight

■ Pew report card 
on states, page 
seven

See NOHC, page 18 
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C i rcu   l at i o n
Our BPA audited circulation leads the competition in total qualified  
paid circulation. These are numbers you can trust that detail a  
high loyal readership. 

C i rcu   l at i o n
Advertising in ADA News does more than generate leads—it puts  
your product or service directly in front of over 155,702* (average 
qualified) dental professionals which is the highest qualified  
circulation compared to any other dental publication in the nation.

JADA and ADA News have an amazingly powerful circulation reach within the dental marketplace.  
Each issue of JADA and ADA News reaches all ADA members, which is 68.2% of the total U.S. dental market share.	

Circulation and D
istribution 2012

Circulation and Distribution

JADA ADA News

3

1    2    3    4    5    6

1	 Dentists (Including Part-time Faculty 
	 Members and Graduate Students)  
	 (130,242)
2 	 Dentists (Foreign) (771)
3 	 Students (17,561)

1	 Dentists (Including Part-time Faculty 
	 Members and Graduate Students)  
	 (161,738)
2 	 Dentists (Foreign) (785)
3 	 Students (17,939)

1    2    3    4    5    6

1	 General Practice (99,089)
2 	 Oral Surgeons (5,056)
3 	 Endodontists (3,894)
4 	 Orthodontists (7,722)
5 	 Pediatrics (4,498)

6 	 Periodontists (4,166)
7 	 Prosthodontists (1,995)
8	 Oral Pathologists (231)
9	 Public Health (897)

1	 General Practice (125,692)
2 	 Oral Surgeons (5,865)
3 	 Endodontists (4,300)
4 	 Orthodontists (8,822)
5 	 Pedodontists (5,125)

6 	 Periodontists (4,791)
7 	 Prosthodontists (2,469)
8	 Oral Pathologists (290)
9	 Public Health (1,063)

1    2    3    4    5    6    7    8    9

1    2    3    4    5    6    7    8    9

Both JADA and ADA News beat their competitors  
with 100% 1st year qualified paid circulation.

*BPA May 2011 issue, June ending statement.

Breakout of Qualified Circulation by 
Business/Profession*

Breakout of Qualified Circulation by 
Business/Profession*

Dentists by Specialty*

Dentists by Specialty*

4 	 Dental Supply Dealers, Manufacturers 
	 and Laboratories (11)
5 	 Hospitals, Health Departments,  
	 Government Agencies and Libraries (681)
6	 Others Allied to the Dental  
	 Profession (521)

4 	 Dental Supply Dealers, Manufacturers 
	 and Laboratories (2)
5 	 Hospitals, Health Departments,  
	 Government Agencies and Libraries (72)
6	 Others Allied to the Dental  
	 Profession (161)

DI  S T R I B U T IO  N
JADA has an unparalleled distribution reach globally. With a  
qualified average circulation of 148,251*, JADA leads the way in  
reaching more of the dental market. DI  S T R I B U T IO  N

When it comes to integration within the dental market, ADA News 
clearly is the leader with its wide-ranging blanket-coverage to 
dental professionals.

An additional qualified circulation is mailed to non-member dental  
professionals seven times per year. That makes the total qualified  
circulation 180,700.*



Pr  i nt
Advertising Research
A free advertising readership study is available to full-page  
advertisers in the March issue of JADA. 

You will receive a report that provides timely information on your  
ad’s exposure, cost per sales contact, readership scores and  
comments from influential dentists.

Issue: March	 Closing Date: January 25, 2012

Product News Section 
Maximize your ad exposure with a free product release in the Product 
News section of JADA and/or ADA News. With each ad page you 
reserve in specified issues of JADA and/or ADA News, you earn a free 
product release in that issue, highlighting any new product or service 
you want to feature. Your advertisement in JADA and/or ADA News 
will not only increase the high-level visibility of your ad, it will also 
spotlight your products and services.

Issue Dates
JADA
April • December

ADA News
February 6 • April 9 • September 3 • November 5

 
Extended Reach   
Bonus Circulation Issues
Seven times per year, ADA News is sent to more than 32,000  
additional nonmember dentists beyond its regular circulation.  
And even better, that is an approximate 27% circulation bonus  
offered to you free of charge! Take advantage of this free offer—
reach thousands more dentists and potential new customers who  
will see your ad.

Issue Dates
January 16 • March 19 • April 23 • May 21
September 17 • October 15 • November 5

Pre-show Issues
Major dental trade shows are key elements in nearly all dental  
marketing plans. Pre-sell your product or service by advertising in  
the ADA News pre-show issues, timed to hit the dentist’s desk just 
before the largest dental meetings each year. 

Issue Dates
January 2 • February 6 • March 5 • April 9
September 3 • November 5

Also see the ADA News rate card for bonus and pre-show closing dates.

M ar  k et  i n g  S er  v i ces 
Polybags: JADA and ADA News offer polybag capability to ensure  
prompt delivery of your product information. All proposed polybag  
material is subject to custom quote.

JADA Supplements: ADA Publishing welcomes editorial supplements 
to JADA  that may be single or multi-sponsored by industry. For  
additional information, contact your ADA sales representative.

Custom Reprints: Maximize your ad exposure and boost sales  
with JADA article reprints.

ADA Publishing offers a custom reprint service. Our high-quality 
reprints can make the difference at your next conference or  
sales meeting. 
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Integrated Marketing Opportunities
Valuable Ad Exposure
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ADA publications offer you a host of marketing solutions to reach potential buyers at little or no additional cost.  
Gain more valuable ad exposure among key decision-makers with several unique incentives.

Contact your regional ADA Sales Representative to furnish you 
with complete details on an advertising program that will meet 
your marketing goals.

SEPTEMBER 2011

SPECIAL SUPPLEMENT TO

Update on local
anesthetic techniques

Anesthetic_Supp_cover.qxp:Layout 1  7/26/11  12:41 PM  Page 1

FEBRUARY  2011

SPECIAL SUPPLEMENT TO

Evidence-based guidelines 
for the care and maintenance
of complete dentures
Prepared and presented by the American College 
of Prosthodontists in cooperation with the 
American Dental Association

Denture_Supp_cover.qxp:Layout 1  1/12/11  11:30 AM  Page 1

Direct Marketing Resources: Take advantage of the ADA database and  
lists of association members, nonmembers, dental students and other dental 
professionals. Contact your local ADA Sales Representative to help you  
create a list that will best suit your marketing needs.



DIGI    TA L  M E DI  A
ADA.org offers exceptional ways to  
connect with the dental community.

D
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More dentists than ever rely on ADA.org for resources they need to  
succeed. ADA.org offers you a direct link to this exclusive audience.  
Call us now, your most qualified prospects are waiting for you.

Location, Location, Location 
To increase sales, you need to know how to contact your  
prospects. When dentists visit ADA.org, they’re looking  
for products, services, resources and news for their  
practice and they’re looking for you!

Extend your reach 
ADA.org can give dentists direct and immediate access  
to your products and services. It’s like reaching out and  
bringing them right to your door.

Banner Ad
Just a click from your 
banner ad and your 
prospect is connected 
to your Web site.

ADA Vendor Showcase 
E-mail Campaign
Provides an exceptional 
opportunity to use the 
ADA e-mail list (100,000 
names), for your  
company’s specific  
messaging.

Versatile formats, flexible options tailored to your advertising needs.

To get connected, contact your ADA Sales Representative.

JADA Library  
Category Sponsorship
Sponsor a category of 
JADA articles (Implants, 
Endodontics, etc.). 
Viewers will see your 
company logo each time 
they view an article in  
the category.

ADA Vendor Showcase 
Company Logo
With your ad placement 
in JADA and/or ADA 
News, you receive a free 
logo and link on the ADA 
Vendor Showcase page 
on ADA.org, with the 
opportunity to promote 
your special discounts 
and new product offers.

Terms and Conditions
ADA Publishing welcomes advertising on the ADA’s Web site ADA.org (http://www.ada.org) as an important means of keeping dentists, allied professionals and consumers 
informed about new products and services available in the practice of dentistry.
Companies or their products and services eligible for advertising on ADA.org must be germane to, effective and useful in the practice of dentistry. Products or services offered 
by responsible advertisers that are not related to dentistry, but are of interest to dentists are eligible for advertising. The publisher reserves the right to accept or reject any  
advertisement at its sole discretion.
Online copy must be submitted to the publisher at least 10 working days before each calendar month to allow for timely review and processing. Any changes to existing copy 
within the same calendar month may be subject to production charges.
Payment terms are net 30 days.
Rates, position availability and production charges are subject to change without notice.
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Tabloid Ad Size	 Width/Depth

Full Page (Non Bleed)	 10" x 13 3/4"

3/4 Page	 7 3/8" x 13 3/4"

1/2 Page Horizontal	 10" x 6 7/8"

1/2 Page Vertical	 4 3/4" x 13 3/4"

1/4 Page Square	 4 3/4" x 6 7/8"

1/4 Page Horizontal	 10" x 3 3/8"

1/4 Page Vertical	 2 1/4" x 13 3/4"

1/8 Page Horizontal	 4 3/4" x 3 3/8"

1/8 Page Vertical	 2 1/4" x 6 7/8"

1/3 Page Vertical	 3 1/3" x 13 3/4"

1/3 Page Horizontal	 10" x 4 3/5"

Junior Ad Size	 Width/Depth

Jr. Page	 7" x 10"

Jr. 2/3 Page	 4 1/2" x 10"

Jr. 1/2 Page Horizontal	 7" x 4 7/8"

Jr. 1/2 Page Island	 4 1/2" x 7"

Jr. 1/3 Page Vertical	 2 1/4" x 10"

Jr. 1/3 Page Square	 4 1/2" x 4 7/8"

Jr. 1/4 Page Horizontal	 7" x 2 3/8"

Advertisements are also accepted in sizes designed for 7" x 10" type page 
referred to as junior sizes. Halftone screen may be 133-line maximum.

ADA NEWS Tabloid Junior Spread Dimensions
15 3/4"

Junior 1/2 Horizontal
7" x 4 7/8"

Junior 1/3 Square
4 1/2" x 4 7/8"

Junior 1/4 Horizontal
7" x 2 3/8"

1/2 Horizontal
10" x 6 7/8"

1/4 Horizontal
10" x 3 3/8"

1/8 Vertical
2 1/4" x 6 7/8"

1/3 Vertical
3 1/3" x 13 3/4"

1/3 Horizontal
10" x 4 3/5"

Junior 2/3 Page
4 1/2" x 10"

Junior 1/3 Vertical
2 1/4" x 10"

1/4 Square
4 3/4" x 6 7/8"

1/8 Horizontal
4 3/4" x 3 3/8"

3/4 Page
7 3/8" x 13 3/4"

Full Page non-bleed
10" x 13 3/4"

Junior Page
7" x 10"

Junior 1/2 Island
4 1/2" x 7"

1/2 Vertical
4 3/4" x 13 3/4"

1/4 Vertical
2 1/4" x 13 3/4"

Page bleed 
10 7/8" x 14 1/4" 

(11 1/8" x 14 1/2" w/bleed)

10
 1

/4
"

ADA NEWS Tabloid Spread Dimensions
21 3/4"

Live copy dimensions should not exceed 21" x 13 3/4".
Bleed size would be 22" x 14 1/2"

14
 1

/4
"

ADA News Mechanical Specifications 
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Printing Specifications
Printed web offset on 36# coated stock, black and 
white and 4-color, saddle stitch. Five columns per 
page, columns 11 picas wide. Size before trim  
11 1/8" x 14 1/2" trims to 10 7/8" x 14 1/4".  
Live copy: 10" x 13 3/4".

Acceptable Reproduction Material
Other material by special arrangement (including 
glossy photo with copy to set).

Materials are held for six months after publication 
and then destroyed unless otherwise instructed.

Split runs available. Contact your ADA Sales  
Representative. See General Information for 
agency commissions and terms, shipping  
instructions and information on ADA  
Advertising Standards.

Acceptable Electronic Files
Transfer Media: CD, DVD.

FTP Information: 
ftp://ftp.ada.org
UserID: adapco
Password: mickey1

File Format: A. PDF/X-1a:2001 compliant files; 
B. Adobe Illustrator 12.0.1; C. Adobe PhotoShop 
9.0, PSD, EPS, TIFF; D. QuarkXPress 6.5, 7;  
E. Adobe InDesign CS, CS2, CS3.

Fonts: All screen fonts, all printer fonts.

Miscellaneous: Continuous tone images (photos) 
must be high resolution (300 dpi effective  
output); Total density not to exceed 300%.

Support materials must include a printout of  
media directory, color comp of electronic files, a 
contact person for electronic files and all colors 
set for 4-color separations or specific request for 
additional spot color.

Issuance/Circulation
Established in 1970 as the official newspaper of 
the American Dental Association, the ADA News 
serves practicing dentists and others allied to the 
dental profession in the United States and other 
countries.

Issued twice monthly, with single issuance in July 
and December, for a total of 22 issues per year; 
mailed on the Friday preceding issue date, 2nd 
class, cover label. 

Editorial
News of dentistry including socioeconomic, 
governmental, scientific, educational, Association 
developments and other types of news that 
would be of interest to members of the dental 
profession and other interested readers.  
Advertising is interspersed with editorial matter 
on all pages except front page and page four. 
Annual editorial/advertising ratio: 50% editorial 
matter, 50% advertising.

ADA News  continued

ADA News 2012 Space Reservations
Issue Dates	 Closing Dates	 Meeting Dates

January 2*	D ecember 2, 2011	 (Yankee Dental Congress, January 25-29, 2012)

January 16	D ecember 26, 2011

February 6*	 January 16, 2012	 (Chicago Midwinter Meeting, February 23-25)	

February 20	 January 30	

March 5*	 February 13	 (Hinman Dental Meeting, March 22-24)

March 19	 February 27

April 9*	 March 19	 (California Spring Meeting, May 3-5)

April 23	 April 2			       

May 7	 April 16	

May 21	 April 30

June 4	 May 14

June 18	 May 28	

July 16	 June 25

August 6	 July 16

August 20	 July 30

September 3*	 August 13	 (ADA Annual Session, October 18-20)

September 17	 August 27

October 1	 September 10

October 15	 September 24

November 5*	O ctober 15	 (Greater New York Dental Meeting, November 23-28)

November 19	O ctober 29

December 10	 November 19	

*Denotes pre-show issues. Issue dates in bold denote bonus circulation issues.
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The ADA welcomes advertising in its publications as an important means of keeping the dentist informed of new  
and better products and services for the practice of dentistry. Such advertising must be factual, dignified, tasteful and 
intended to provide useful product and service information. These standards apply to all product-specific promotional 
material submitted to ADA programs. The publication of an advertisement is not to be construed as an endorsement 
or approval by the ADA or any of its subsidiaries, councils, commissions or agencies of the product or service being 
offered in the advertisement unless the advertisement specifically includes an authorized statement that such 
approval or endorsement has been granted. The fact that an advertisement for a product, service or company  
has appeared in an ADA publication will not be referred to in collateral advertising.
The ADA reserves the right to accept or reject advertising at its sole discretion for any product or service submitted for publication. 

General Requirements

ADA Advertising Standards

1)	 All advertisements submitted for display in an ADA publication are 
subject to review.

2)	 Products that are in an ADA Seal program must also satisfy all requirements 
of the Council on Scientific Affairs, in addition to these standards governing 
eligibility for advertising in ADA publications. Further information on 
the evaluation programs of the Council on Scientific Affairs is available 
by contacting the council office at 312.440.2734.

3)	 Advertisements must not be deceptive or misleading. All claims of 
fact must be fully supported and meaningful in terms of performance 
or any other benefit. The Association reserves the right to request 
additional information as needed.

4)	 Advertisements will not be accepted if they conflict with or appear to  
violate ADA policy, the ADA Principles of Ethics and Code of Professional 
Conduct or its Constitution and Bylaws, or if the advertisements are 
deemed offensive in either text or artwork, or contain attacks of a 
personal, racial or religious nature. The ADA reserves the right to 
decline advertising for any product involved with a government agency 
challenge or denial of product marketing, and for any technique or 
product that is the subject of an unfavorable or cautionary report by 
an agency of the ADA. 

5)	 By submitting advertising copy, advertisers certify that such copy and 
the advertised product(s) are in accord with applicable government 
laws and regulations such as equal opportunity laws and regulations 
covering new drug applications and prescription drug advertising. 
For example, products that require approval by the U.S. Food and 
Drug Administration for marketing must receive this approval before 
being eligible and must include “full disclosure” when required. It is 
the responsibility of the advertiser to conform to regulations of the 
FDA and all legal requirements for the content of claims made for 
products. Acceptance of advertising in ADA publications is not to be 
construed as a guarantee that the manufacturer has complied with 
such laws and regulations.

6)	 Complete scientific and technical data, whether published or unpublished, 
concerning product safety, operation and usefulness will be required.

7)	 The advertisement may cite, in footnotes, references from dental and 
other scientific literature provided the reference is truthful and is a fair and 
accurate representation of the body of literature supporting the claim made. 

8)	 Comparative advertising claims for competing products and services must  
be substantiated adequately. Companies wanting to make comparative  
claims must comply with the ADA Criteria for Substantiation of 
Comparative Claims (see next column). Unwarranted disparagements 
or unfair comparisons of a competitor’s products or services will not 
be allowed.

9)	 Display advertising with respect to employment, purchase of practice, 
participation or any other contractual relationship with any dental 
care delivery mode or system may be accepted for publication. Such 
opportunities may also be advertised in the classified section of ADA 
publications without any illustrations or graphics.

10)	 Alcoholic beverages and tobacco products are not eligible for advertising.

11)	 Books and electronic media are eligible for advertising but a sample 
may be required in advance for review.

12)	 An advertisement for an educational course is eligible if it is offered 
by a provider that is recognized by the ADA Continuing Education 
Recognition Program (ADA CERP) or conducted under the auspices 
of the following organizations: an ADA constituent or component 
dental society, an ADA-recognized dental specialty certifying board 
or sponsoring organization; an accredited dental or medical school; or 
any organization specifically referred to in the Bylaws of the ADA; and 
educational courses offered by providers recognized by the Academy 
of General Dentistry Program Approval for Continuing Education 
(AGD PACE). The eligibility of an advertisement for a course conducted 
by or under the auspices of an organization or commercial entity other 
than the aforementioned will be determined on a case-by-case basis. 

13)	 The advertiser and the product or service being offered should be 
clearly identified in the advertisement. In the case of drug advertisements, 
the full generic name of each active ingredient will appear.

14)	 Advertising that simulates editorial content must be clearly identified as 
advertising. The word “advertisement” must be displayed prominently. 

15)	 Guarantees may be used in advertisements provided the statements 
that are “guaranteed” are truthful and can be substantiated. However, 
no guarantee should be used without disclosing its conditions and 
limitations. When space or time restrictions preclude such disclosures, the 
advertisement must clearly reveal where the full text of the guarantee 
can be examined before purchase.

16)	 Advertisements must not quote the names, statements or writings 
of any individual, public official, government agency, testing group or 
other organization without their express written consent. Guidelines 
for the use of testimonials are available upon request.

 

Continued on page 14
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Criteria for Substantiation  
of Comparative Claims
The following Criteria for Substantiation of Compara-
tive Claims provide guidance to advertisers on what 
constitutes “adequate substantiation.” The ultimate 
test is whether the claim, when viewed in the context 
of the advertisement as a whole, is false or materially 
misleading. Comparative advertisements may include 
the use of a competitor’s name and the description of 
a comparable product or service, including price, if the 
comparison is made in a manner that is not false or 
misleading. Companies can utilize the type of outcome 
analyses contained in the ADA Guidelines for Determi-
nation of Efficacy in Product Development (1999), but 
can also use other types of analyses that are acceptable 
to the ADA to support comparative claims.

1)	 Comparative claims relating to clinical safety or 
efficacy (e.g., caries reduction, gingivitis reduction, 
soft tissue irritation, etc.), should be supported 
by results from at least one well-designed clinical 
study that directly compares the products.  
Additional studies may be required.

 2)	 Comparative claims relating to attributes that 
imply clinical efficacy (e.g., increased fluoride 
uptake, increased compressive strength, increased 
retention of a plaque germ-killing ingredient, etc.) 
should be supported by results from at least one 
well-designed in vitro study that directly compares 
the products. Additional studies may be required. 
The claims should be footnoted with the state-
ment, “Clinical benefit has not been established.”

3)	 Clinical studies should follow accepted principles 
of good study design (e.g., independent, blinded if 
appropriate, adequately powered, well-controlled 
[should normally include a negative control, if ethical, 
to validate the study], randomized, prospective, 
etc.), and study subjects should be representative 
of the population for whom the product is intended.

4)	 Indexes used to measure various clinical outcomes 
(e.g., gingival indexes, plaque indexes, etc.) should 
be reliable and reproducible, and should have been 
published in a peer-reviewed journal.

5)	 All available studies comparing the products or 
formulations in question should be submitted  
on request.

6)	 If other comparative studies give conflicting 
results, advertising claims will not be accepted 
unless they reflect these results.

7)	 Results should be both statistically analyzed and 
shown to be clinically meaningful.

8)	 Studies should analyze and compare the  
change in the measured parameter for the test 
product vs. the change in that parameter for the 
compared product.
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Frequently Asked Questions

Business Reply Cards
ADA News Tip-In

157,000 (including overage) cards need to be supplied

4-1/4" X 6" on 7 pt. card stock

Must tip to low-folio right-hand page

Must tip between form breaks 

ADA News Bind-In
157,000 (including overage) cards need to be supplied

4-1/4" x 6" on 7 pt. card, with 3.5" hanger flap and .25" for  
perforation (final flat trim on 4-1/4" X 6" card is 4-1/4" x 9.75")

Jogs to head, allow .125"  for head trim

Card must stitch to high-folio side with hanger on low-folio side

Must stitch between form breaks

JADA Bind-In
151,000 (including overage) cards need to be supplied

4-1/4" X 6" on 7 pt. card stock

Perf .5" from the spine, to allow .125 for grind-off  
(final flat trim on 4-1/4" x 6" would be 4-1/4" x 6.5")

Jogs to foot, allow .125"  for foot trim

Must insert between form breaks

ADA News and JADA  
BRC Delivery Instructions

Contact the Production Director for complete shipping  
instructions and the quantity required.

JADA
Category Sponsorship Specifications

Logo should be 500 pixels wide at 300 dpi resolution. 

Format – .tif or .eps

Product Showcase Guidelines
70 words or less of descriptive copy

All submissions will be edited to fit guidelines

4-color image – minimum of 3" wide and 300 dpi

Production
For production questions, please contact:

Gilbert X. Muñoz 
Director of Production  
Publishing Division 
American Dental Association 
211 East Chicago Avenue 
Chicago, Illinois 60611-2678 
Tel 312.440.2743 
Fax 312.440.2550 
e-mail: munozg@ada.org

Preferred File Formats
Transfer Media: CD, DVD.

PDF/X-1a:2001 compliant files; 

Adobe Illustrator CS3; 

Adobe Photoshop CS3, PSD, EPS, TIFF;  
minimum resolution for continuous tone images is 300 dpi,  
line art is 1200 dpi;

Quark Express 7; 

Adobe InDesign CS, CS2, CS3.

Fonts: All screen and printer fonts 100% embedded or outlined,
Open Type fonts preferred

FTP Information
ftp://ftp.ada.org
UserID: adapco
Password: mickey1

ADA Vendor Showcase Logo Specs
100 pixels wide

72 dpi resolution

preference – large image we can resize

URL needed for link

ADA.org Banner Ad Specifications
File Format

GIF or JPEG file not to exceed 40k

710 pixels wide by 90 pixels deep

Horizontal orientation
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JADA
Free Advertising 
Readership Study

JADA
Product News issue

JADA
Pre-convention issue  
(ADA Annual Session)
Free ad in the Official Guide

ADA Annual Session
Official Guide
Convention Daily issues

JADA
Product News issue

ADA News
Pre-show issue  
(Yankee Dental Congress)
Bonus Circulation issue

ADA News
Pre-show issue  
(Chicago Midwinter Meeting)
Product News Issue

ADA News
Pre-show issue  
(Hinman Dental Meeting)
Bonus Circulation issue

ADA News
Pre-show issue  
(California Spring Meeting)
Product News issue

ADA News
Bonus Circulation issue

ADA News
Pre-show issue  
(ADA Annual Session) 
Product News issue
Bonus Circulation issue

ADA News
Bonus Circulation issue

ADA News
Pre-show issue  
(Greater NY Dental Meeting)
Bonus Circulation issue
Product News issue

January

FEBRUARY

MARCH

APRIL

MAY

JUNE

SEPTEMBER

OCTOBER

NOVEMBER

DECEMBER

2

16

6

5

19

9

21

3

17

15

5

JADA International Editions
Publication/Country	 Language	 Contact
JADA India	 English	 idapublications@ida.org.in
JADA Spain	 Spanish	 http://jada-spaeditores.es/05contacta/index.asp
JADA Portugal	 Portuguese	 manuel-magalhaes@mail.telepac.pt
JADA Mexico/Latin American	 Spanish	 odontologiaactual@cablevision.net.mx
JADA Middle East	 English	 jadame@memjonline.com

Contact your ADA Sales Representative for information on advertising in JADA international editions.

2012 Year-At-A-Glance
Marketing Opportunities



JADA and ADA News
deliver unparalleled reach, readership,  

respect and results!



Shipping Instructions
Send all files, art instructions, etc., to:

Gilbert X. Muñoz 
Director of Production  
Publishing Division 
American Dental Association 
211 East Chicago Avenue 
Chicago, Illinois 60611-2678 
Tel 312.440.2743 
Fax 312.440.2550 
e-mail: munozg@ada.org

Contact the Production Director for  
complete shipping instructions and  
the quantity required.

211 East Chicago Avenue 
Chicago, Illinois 60611-2678

Carol Krause 
Sr. Director of Sales and Marketing 
Tel: 312.440.2783 
Fax: 312.440.2550 
e-mail: krausec@ada.org

Michelle Boyd 
Advertising Sales Manager 
Tel: 312.440.2740 
Fax: 312.440.2550 
e-mail: boydm@ada.org

American Dental Association Publishing Division

Advertising Representatives

Allen L. Schwartz 
Director of Sales, Western Region 
10225 NW Brentano Lane 
McMinnville, OR 97128 
Tel: 503.472.8614 
Cell: 503.784.8919 
Fax: 503.961.0445 
e-mail: allen@ssmediasol.com

Jim Shavel 
Director of Sales, Eastern Region 
1554 Surrey Brook Court 
Yardley, PA 19067 
Tel: 215.369.8640 
Cell: 215.499.7342 
Fax: 215.369.4381 
e-mail: jim@ssmediasol.com


